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David-Weill 
runs  one  of  the  world's 
nchcst  private  empires. 
What  happens  when 
powerful  dissidents  try 
to  break  his  grip? 
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The  rewards  of  great  travel  are  numerous.  But  knowing  where  to  find  them  sometimes  requires  a  gentle  push  in  the  right  direction.  At  Hyatt, 
help  steer  travelers  toward  whatever  it  is  they  may  be  seeking.  A  simple,  but  moving,  moment  inspired  by  a  rare  piece  of  art  or  a  telling  glimd 
inside  another  culture.  We  strive  for  experiences  that  challenge  the  expected  and  encourage  the  embrace  of  something  new.  So  in  the  end,  tj 
spoils  you  return  home  with  are  notable  events,  worthy  of  the  deep  places  in  your  memory.  For  reservations,  call  Hyatt  or  your  travel  pianrl 


k  to  the  dry  cleaners  in  one  piece.  The 

thSess  rush-hour  commutes.  With  its 
s%  about  the  ML 430  is  more  immediate. 
/.  It.  is  a  268hp  flat-in-the-turns  muscle  n 


i  SAEfciY:  DuuKLh  EVERYONE  AND  CHILDREN  IN  BACK! 


cumentary  fees,  registration,  tags,  retailer  prep  charges,  insurance,  optic 


Sometimes  the  greatest  challenge  for  an  SUV 
isn't  going  off  road,  but  staying  on. 


Mercedes-Benz 


W  compliance  or  noncompliance  fees,  and  finance  charges.  ML  430  shown  at  MSRP  of  $44,225  includes  optional  metallic  paint.  Prices  may  vary  by  retailer.  WARNING:  AIR  BAGS  ARE  A  SUPPLEMENTAL 

©  1999  Mercedes-Benz  USA,  Inc.,  Montvale.  NJ,  A  DaimlerChrysler  Company. 


Wherever  you  are,  whenever  you 
need  us,  the  Allianz  Group  is 
always  there  for  you. 

For  over  75  years  we  have  successfully  managed  the 
assets  of  life  insurance  policy  holders.  This,  together 
with  the  close  cooperation  of  our  global  partners  and 
the  experience  of  our  asset  management  team  leads  to 
improved  long-term  investment  performance.  It's  no 
wonder  then,  that  we  were  recently  awarded  the  pres- 
tigious Standard  &  Poor's  AAA  rating.  Maybe  that's  why 
we  insure  more  Fortune  500  companies  worldwide 
than  anyone  else.  Allianz.  The  Power  Beside  You. 


Allianz  Group.  Europe's  leading  global  insurer 


and  provider  of  financial  services. 


clre^ay^5  made  real. 
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reless  ECG's.  Portable  defibrillators.  Remote 


nsmission  of  pulse  and  blood  pressure  to  your 


ctor.  Agilent  is  pioneering  technology  that  lets 


dical  care  come  to  the  chronically  ill.  Instead  of 


e  versa.  It's  the  first  step  into  a  world  where 


dicine  goes  mobile  and  healthcare  comes  home. 


Agilent  Technologies 

Innovating  the  HP  Way 


•composed  of  the 


semiconductor  components  and  medical 
products  businesses,  www.agilent.com 
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163  Thoughts 


OutFront 

53  It's  A  Hit.  Shhh!  The  new  Ford 
Focus  is  a  runaway  success.  So 
why  isn't  the  company  crowing 
about  it?  By  Melanie  Wells 

54  Needle  Damage  Another  Beltway 
remedy  misses  the  mark. 

By  Doug  Donovan 

54   Assault  And  Batteries  As  industry 
leaders  Energizer  and  Duracell 
duke  it  out  in  the  "high  perfor- 
mance" category,  consumers 
ought  to  take  a  close  look. 
By  Kemp  Powers 

56   Smell  The  Beans  Starbucks  gives 
Japan's  coffeehouses  a  jolt. 
By  Benjamin  Fulford 

58   Mysterious  Ways  What  makes 
one  form  of  religious  education 
more  tax  deductible  than 
another?  By  Brigid  McMenamin 

60  Lawyers  In  Lab  Coats  Barr  Labs, 
the  scourge  of  big  drug 
companies,  snatched  Prozac  from 
Eli  Lilly's  hands.  Now  it's  got  to 
play  nice,  too.  By  Rob  Wherry 


Companies,  People,  Ideas 

62   Monsieur  Big  France's  tricolor  is 
firmly  planted  on  Madison 
Avenue,  thanks  to  more  than  60 

acquisitions  by  the  elusive 
Maurice  Levy.  By  Melanie  Wells 
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98   Assault  On  The  House  Of  Lazard 

For  23  years  Michel  David-Weill  has  run  one  of  the  world's  richest 
private  empires  with  a  firm  hand.  Now  some  dissidents  and  minor- 
ity holders  want  to  pry  loose  his  grip  and  make  a  killing. 

By  Robert  Lenzner  and  Michael  Maiello 


Convergence?  "We  may 
be  totally  wrong.  It  may 
be  a  crackpot  idea. 
Nevertheless,  it's 
completely  unique." 


i2    Minnesota  Mining  &  Catchall 

3M  makes  50,000  products  in  60  countries.  It  throws  tons  of  money 
at  scientists  to  come  up  with  sexy  stuff.  But  its  earnings  have  been 
a  dud.  Solution:  Bust  it  up.  By  Mark  Tatge 

06  Amazon  Should  Be  So  Prosperous 

Media  watchers  are  so  obsessed  with  whether  Barry  Diller  will  take 
over  a  TV  network  or  a  movie  studio  that  they  miss  the  big  story: 
He  is  converging  entertainment,  shopping  and  the  Internet — and 
is  making  money  doing  it.  By  Mark  Lacter 

4  Closed-End  Fund  Guide 

Among  the  plethora  of  bargains  in  closed-end  funds,  which  are 
worthwhile?  Our  annual  survey  offers  some  answers,  including  our 
roster  of  Best  Buys  in  stock  and  bond  funds.  We  also  assess  promis- 
ing foreign  country  funds  and  real  estate  investment  trusts. 


"We  are  coming 
to  the  party  late." 


66   Folk  Fortune  Ingvar  Kamprad  is 
about  as  folksy  as  they  come. 
Which  explains  why  Ikea  is  one 
of  the  world's  top  brands. 
By  Richard  Heller 

70    Feed  Me  Cambridge  Technology 
was  so  obsessed  with  growth 
that  it  forgot  how  to  build  a 
business.  By  Joanne  Gordon 

72    Penney  Wise  J.C.  Penney's  suc- 
cess on  the  Internet  would  seem 
as  mismatched  as  argyle  socks 
and  plaid  pants.  By  Kelly  Barron 

76    Pay  For  Play  The  people  who 
help  pension  funds  pick  money 
managers  have  an  interesting 
conflict.  By  Daniel  Fisher 
and  Christopher  Helman 

78    Breach  Of  Privacy?  The  rich  pro- 
tect their  assets  in  "confidential" 
accounts.  They  may  be  buying 
less  confidentiality  than  they 
think.  By  Richard  C.  Morais 

82  Tom  Cruise  Versus  Corporate  Evil 

A  review  of  the  latest  effort  by 
Hollywood  to  interpret  capital- 
ism for  the  American  public. 
By  Dan  Seligman 

84   Backseat  Driver  Bad  News  Bears 

By  Jerry  Flint 
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Companies,  People,  Ideas 

86   Charticle  I  Cutting  A  Pie  Are  the 

poor  getting  poorer  as  the  rich 
get  richer?  Not  exactly. 
By  Peter  Brimelow 

88  Insights  i  Poisoned  By  A  Word 

By  Peter  Huber 

89  The  Rise  Of  An  Oligarch  Russian 
President  Vladimir  Putin  is 
trying  to  free  himself  from  the 
grip  of  crony-capitalist  Boris 
Berezovsky.  Good  luck.  A  book 
excerpt.  By  Paul  Klebnikov 

Entrepreneurs 

112  The  Catbird  Seat  How  a  tiny  tele- 
com company  gets  a  boost  from 
the  giants.  By  Lynn  Cook 

114  It's  The  Tap  Of  The  Iceberg  With 
the  cod  all  fished  out,  a  New- 
foundlander turns  to  a  new  kind 
of  bottled  water.  By  Nathan  Vardi 

116  Clicks  &  Cocktails  They  know 
how  to  stay  up  all  night  eating 
pizza  and  spinning  algorithms. 
But  can  they  party? 
By  Doug  Donovan 

118  A  Lobbyist's  Best  Friend  If  you 

need  data  on  a  bill  that  can  make 
or  break  a  client,  GalleryWatch 
is  your  baby.  By  Alice  Calm  n 

Technology 

120  Connecting  The  Dots  In  a  world 
awash  in  data,  Ursula  Schwuttke 
wants  to  make  sense  of  it  all. 
Her  plan  is  as  easy  as  color-by- 
number.  By  Carleen  Hawn 

122  The  Whiners  A  bunch  of  new 
Web  sites  are  cashing  in  on 
kvetching.  By  Kiri  Blakeley 

123  The  Opiners  These  sites  are 
proving  that  everyone's  got 
an  opinion  on  something. 
By  Chana  R.  Schoenberger 

124  Via  Inside  An  unheralded  Tai- 
wanese chipmaker  is  grabbing 
a  big  chunk  of  business  from 
mighty  Intel.  By  Andrew  Tanzer 

126  Gilding  The  Ivory  Tower  Academia 
used  to  be  pure  and  profitless. 


"If  you  have  reams 
and  reams  of  data,  you 
don't  have  the  time, 
resources  or  interest  to 
pay  attention  to  what  is 
normal."  120 


Now  look  what's  up  at  Stanford, 
where  a  new  president  is  taking 
office.  By  Quentin  Hardy 

128  Digital  Spin  Treachery  In  The  Cell 

Phone  Patch  By  John  C.  Dvorak 

130  Digital  Tools  !  New  Net  Appliances: 
No  Net  Gain  By  Stephen  Manes 


Money  &  Investing 

148  Streetwalker  Spiegel; 

StorageNetworks;  Safeway; 
Infonet;  Motorola;  Salton. 

151  Markets  &  Forecasts 

153  Portfolio  Strategy  Gephardt 

For  Speaker  By  Kenneth  L.  Fisher 

156  Small  Stocks  Fallen  Angels 

By  Marc  Robins 

158  Yes,  But  The  Bond  Vigilantes 

Sleep  By  James  Grant 

Forbes  Life 

160  Books  I  Atlas  Unbound  A  curious 
crime  spree  sheds  light  on  the 
fascinating  world  of  maps  and 
the  characters  who  traffic  in 
them.  By  Susan  Adams 

161  Art  I  The  Man  Who  Had  It  All 

Charles  V  lorded  over  an  empire 
greater  than  Caesar's.  He  ended 
up  giving  it  all  away. 

By  Robert  Levine 

164  Travel  I  Super  Bowls  The  hidden 
corner  of  hotel  ultraluxury. 

By  Lea  Goldman  and  Emily  Manzo 


i  Mail:  Forbes  magazine,  60  Fifth 
Avenue,  New  York,  N.Y.ID0I I 
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With  Visa5  Signature's  no  preset  spending  limit,"  the  possibilities  are  endless. 

Visa  Signature 

•  Unsurpassed  Worldwide  Acceptance  Emergency  Travel  Assistance 

No  Preset  Soendina  Limit  •  Concierae  Services 

Lucrative  Airmile  Rewards        ,  ^-^^SHHB  *  Preferred  Travel  Program 

It's  Everywhere  You  Want  To  Be? 

For  more  information,  please  visit  us  at  www.visa.com/signatureusa  or  call  1-888-847-2003. 

'Individual  transactions  are  authorized  by  Card  Issuers  based  on  factors  such  as  account  history,  credit  record  and  poyment  resources. 
Card  Issuers  preset  upper  limits  for  revolving  balances  and  cash  advances.  ©  2000  Visa  U.S.A.  Inc.  Photographed  at  Middleton  Place,  Charleston,  S.C. 


ke  screen 

apable, 


ultimate  escapism. 


Its- movie  theater-like  screen 
only  hints  at  how  different 
Hitachi  UltraVision's  digital 
wide-screen  TV  is.  What  lies 
behind  it  is  far  more  telling: 
Hitachi's  exclusive  signal 
processing  technology 
upgrades  today's  picture, 
provides  future  HDTV 
capability,  and  improves  DVD 
imagery;  while  UltraVision's 
industry-leading  optical  system 
makes  the  picture  even  more 
magnificent  with  a  six  element 
lens  system  (most  projection 
TVs  utilize  five  lenses)  and 
exclusive  Hitachi  high 
performance  picture  tubes. 
Add  in  Dolby  Digital  5.1  and 
Pro  Logic^  Surround  Sound 
and  you  have  a  home  theater 
system  that  can  take  you 
someplace  else. 


us  at  www.hitachi.com/tv 
or  call  l-800-HITACHI. 


ULTRAVISION 


HITACHI 


<y2000  Hitachi,  Ltd.  UltraVision  is  a  registered  trademark  of  Hitachi  Home  Electronics  (America),  Inc.  UltraVision  Digital  is  a  registered  trademark  of  Hitachi 
Koine 'Electronics  (America),  Inc.  Dolby  Pro  Logic  and  Dolby  Digital  are  registered  trademarks  of  Dolby  Laboratories  Licensing  Corp. 
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Newsbifs 

SBC  En  i  he  Slow  Lane 

Delegates  to  last  month's  Democratic  Con- 
vention got  more  than  Al  Gore's  famously 
wooden  oratory.  Courtesy  of  San  Antonio- 
based  SBC  Communications  the  attendees 
were  treated  to  high-speed  Internet  access 
via  450  specially  installed  digital  subscriber 
lines  (DSL). 

Too  bad  SBC's  regular  customers  can't 
get  that  sort  of  service.  In  early  August, 
frustrated  by  months  of  botched  installa- 
tions and  shoddy  service,  more  than  240  of 
SBC's  Internet  partners  publicly  com- 
plained that  the  $49.5  billion  ( 1999  sales) 
Baby  Bell  is  delaying  or  sabotaging  their 
'  /  ^        ^VHH   1  >SI  orders.  The  partner  ISPs,  which  resell 

I  P^*f^^B  SBC's  DSL  service,  say  that  SBC  has  bitten 

■  off  more  than  it  can  chew. 

"It  used  to  be  that  1%  of  the  orders 
would  have  errors.  In  February  it  started 
being  50%,"  says  Dewey  Coffman  of  Austin,  Tex. -based  ISP  Jump.net. 

"We'll  take  every  step  we  can,  from  meeting  with  the  Federal  Communica- 
tions Commission  to  civil  litigation,"  says  David  Robertson,  president  of  the 
Texas  Association  of  ISPs.  — Kathleen  Cholewka 
Full  story  available  at  www.forbes.com/extra/DSL. 


Democrats  get  the  high-speed  pipe. 


Fund  Companies  Flunk  Web 

Not  everyone  in  the  financial  service  world  is 
getting  wired.  Years  after  online  trading  changed 
America's  equity  markets,  most  mutual  fund 
companies  remain  devoudy  unplugged.  Fully 
48%  of  mutual  fund  companies  lack  e-commerce 
capabilities,  according  to  the  Tower  Group,  a 
Needham,  Mass.-based  financial  research  firm. 

One  reason:  80%  of  fund  orders  are  placed 
through  middlemen,  brokers  like  Charles  Schwab 
and  Merrill  Lynch.  Mutual  fund  executives  have 
been  loath  to  establish  direct  relationships  with 
these  customers  for  fear  of  angering  the  brokers 
that  sell  most  of  their  shares.  — Penelope  Patsuris 
For  full  story  see.  www.forbes.com/extra/flunk. 


Fidelity's  Edward  C. 
Johnson  III.  His  firm  is 
wired,  but  others  are  not. 


New@Forbes.com 

Expanded  Daily  News  We've  doubled 
the  number  of  our  online  news 
departments,  with  added  cover 
age  of  Future  Technology, 
Global  Business,  Markets,  New 
Media,  Personal  Technology 
and  Venture  Capital. 

Mutual  Fund  Center  Redesigned  and 
updated,  with  additional  data 
items  and  an  expanded  list  of 
funds  ranked  with  FORBES' 
exclusive  ratings  for  up  and 
down  market  performance. 


Departments 

GLOBAL:  High-Tech  Desert  Miracle 

Young  Israelis  have  taken  tc 
technology  like  their  forefather 
took  to  tractors  and  plantin; 
trees.  Now  all  these  young  en 
trepreneurs  want  to  do  is  get  the 
government  on  board. 

SMALL  BUSINESS:  Ice  Man  C 
Twenty-four- 
year-old  Jeremy 
Kraus  started 
speciality  ice 
cream  maker 
Microbatch  in 
his  Wharton  dorm  room.  Now 
aided  by  a  "Dairy  Diva,"  a  dog 
named  Atlas  and  two  guys 
named  Joe,  he  wants  to  turn  his 
$1.6  million  (1999  sales)  busi- 
ness into  the  next  Haagen-Dazs. 

NEW  MEDIA:  Hollywired  Networking 
has  taken  on  a  different 
meaning  in  Hollywood,  where 
high-speed  links  are  trans- 
forming the  movie  business. 


□ 


www.forbes.com/cpntents 
Has  links  to  aricles  on  this  page 
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Further  proof  that  opposites  attract 


What's  the  optimal  business 
model  for  the  new  economy? 
There's  no  unanimous  answer, 
but  this  much  is  now  undeniable. 

Maximum  success  requires 
on-line  and  off-line  components. 

In  every  industry,  on  every 


Visit  us  at  ac.com 


continent,  Andersen  Consulting 
is. helping  traditional  brick-and- 
mortar  organizations  seize  the 
potential  of  new  technology. 

Simultaneously,  we're  helping 
net-based  organizations  extend 
their  infrastructure  and  speed 


their  growth  to  global  scale. 

Because  these  days,  it  often 
takes  bricks  to  really  click. 


Andersen 
Consul  ting 
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Could  business  be 
about  more  than  just 
profits?  Could  it  be 
a  force  for  good? 


Can  a  cleaner 
gasoline 
be  refined? 


We  think  so,  and  the 
employees  of  BP, 
Amoco,  ARCO  and 
Castrol  are  forming 
a  new  company,  to  try. 


Is  it  possible  to 
drive  a  car  and 
still  have  a  clean 
environment? 
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SIDE  LINES 


David-Weill  And  His  Enemies  In  one  of  the  mail 

interviews  that  underlie  the  cover  story,  a  former  Lazai 
partner  offered  this  cryptic  comment  to  Robert  Lenznel 
"Read  Murder  on  the  Orient  Express."  Now  what  did  he  me  J 
by  that?  In  the  famous  Agatha  Christie  mystery,  it  turned  o 
that  the  victim  had  a  whole  carload  of  enemies,  and  eve! 
one  of  them  helped  commit  the  crime.  Michel  David-Weil 
who  rules  firmly  over  the  Lazard  investment  banking  empirl 
has  his  enemies.  Could 
they  bring  him  down? 
Acting  in  concert,  they 
might.  Thickening  the 
plot  is  Vincent  Bollore,  a 
colorful  French  raider 
who  made  a  fortune  in 
things  like  palm  oil  and 
tobacco  plantations.  Bol- 
lore aims  to  make  a  tidy 
profit  if  David- Weill's  in- 
tricate web  of  holding 
companies  collapses  into 
a  simpler  structure. 

The  Lazard  name  is  a 
revered  one  in  the  world 
of  finance,  going  back  as  it  does  to  the  days  of  the  gold  rusl 
of  the  1 840s.  But  maybe  it's  time  for  this  master  of  mergerl 
and  acquisitions  to  do  its  own  restructuring.  "Assault  Oi 
The  House  of  Lazard,"  by  Lenzner  and  Michael  Maiello,  be| 
gins  on  page  98. 

Inflation  And  Complacency  The  yield  on  the  ion] 

Treasury  is  down  to  5.7%.  Is  that  enough  to  compensate  yoi| 
for  the  risk  of  inflation?  James  Grant,  who  joins  our  roster  o| 
market  columnists  with  this  issue,  raises  the  question  on  pagJ 
158.  He  doesn't  say  that  a  resurgence  of  inflation  is  foreor 
dained,  only  that  it  has  become  more  likely.  Why?  The  port  | 
folio  managers  who  learned  painfully  about  inflation  in  th< 
1970s  are  going  off  to  retirement.  Their  successors  won't  b< 
so  quick  to  punish  central  banks  that  cheapen  currencies. 

Publisher  since  1983  of  Grant's  Interest  Rate  Observer,  thi:| 
professional  skeptic  was  almost  alone  in  predicting  the  Mex 
ican  peso  devaluation  of  1994-95  and  also  sounded  an  earl)| 
bullish  note  on  oil  when  DuPont  sold  Conoco  in  1998.  Reacl 
him,  and  buy  bonds  with  your  eyes  wide  open. 


Panning  for  gold,  1848;  the  Lazard  ] 
brothers  arrived  a  year  later. 


Editor! 
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THE  INTERNET 
IS  YOUR  FRIEND. 
BUT  IT  DOESN'T 
HAVE  TO  BE 
YOUR  ONLY 
FRIEND. 


> 


a* 


The  siren's  song  of  the  Internet  gets  more  alluring  every  day.  And  as  a  member  of  the  chorus,  we're  not  about  to 
tell  you  the  Internet  isn't  a  tool  your  business  needs.  It's  just  not  the  only  tool  your  business  needs. 

As  the  leader  of  the  digital  generation  (generation  d,  for  short),  WorldComSM  is  comfortable  with  all  sorts  of  technology. 

We're  one  of  the  world's  largest  Internet  providers.  So  we  have  all  the  connectivity  and  hosting  services  that  ISPs 
offer.  Plus  all  the  other  data  services  they  don't.  From  existing  technologies  like  Private  Line,  Frame  Relay  and  ATM 
to  newer  ones  like  DSL,  VPN  and  Wireless. 

The  point  is,  we  don't  have  to  pressure  you  into  one  technology  over  another.  We  offer  a  whole  range  of  them. 
So  we're  free  to  give  you  open,  honest  advice.  Just  like  a  friend. 

For  more  details,  visit  us  at  www.wcom.com/generationd. 


generation  d 


At  the  NASA  Ames  Research 


Center  in  Mountain  View, 


California,  a  small  group  of 


scientists  and  engineers  are  predicting  the  future 
of  air  traffic.  Using  advanced  visualization 
technology  available  only  from  Silicon  Graphics, 
NASA  FutureFlight  Central  gathers  satellite 
imagery,  digital  photographs,  and  architectural 
data  to  perform  real-time  air  traffic  simulations 
anywhere  in  the  world  at  any  point  in  time. 
With  this  new  facility,  airport  planners  discover 
ways  to  manage  flight  traffic  more  efficiently, 
thereby  reducing  the  risk  of  accidents  and 
delays.  The  high-performance  solution  that 
powers  NASA  FutureFlight  Central  is  one  of 
many  ways  SGI  gives  its  customers  the  power 
to  see  the  challenges  they  face.  And  stay  ahead 
of  the  competition.  To  learn  more  about  our 
solutions,  or  for  information  on  our  services, 
consulting,  and  support,  visit  our  Web  site. 

www.sgi.com/ahead 


One  step  ahead 


TM 


©  2000  Silicon  Graphics,  Inc.  All  rights  reserved  Silicon  Graphics  is  a  registered  trademark,  and  SGI,  the  SGI  logo,  and  One  step  ahead  are  trademarks,  of  Silicon  Graphics.  Inc 
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READERS  SAY 

Traffic  Tie-Up 

"Lyin'  Eyeballs"  (Aug.  7,  p.  118)  im- 
plies that  DealTime  sought  to  increase 
traffic  as  a  ploy  to  drive  investor  inter- 
est, and  the  story  also  references  ad- 
vertisements on  FreeLotto  in  May. 

DealTime  has  grown  rapidly 
throughout  the  past  year  both  before 
and  after  we  filed  to  go  public.  This 
consistent  month -over- month  growth 
is  attributable  partly  to  online  but  par- 
ticularly to  offline  marketing  and  cus- 
tomers' repeat  visits.  As  discussed  with 
your  reporter,  DealTime  is  focused  on 
the  monetization  of  traffic,  not  traffic 
for  traffic's  sake.  We  therefore  consider 
all  advertising  opportunities  that  send 
us  qualified  customers. 

While  we  have  no  particular  affin- 
ity for  FreeLotto,  which  represented 
less  than  2%  of  our  traffic  in  May,  it 
did  meet  our  criteria  for  success  as 
over  80%  of  visitors  from  this  source 
performed  searches  on  DealTime. 

LANCE  D.  PODELL 

Chief  Marketing  Officer,  DealTime 
New  York,  N.  Y. 


Controlling  The  Airways 

The  "privatization"  of  air  traffic  con 
trol  wouldn't  be  likely  to  achieve  tb 
benefits  that  you  project  ("Fact  anj 
Comment,"  Aug.  7,  p.  39).  Privati 
organizations  are  more  effective  thai 
governmental  ones  for  one  primary 
reason — they  have  competitors  t( 
keep  them  on  their  toes.  Air  traffi 
control  is  not  an  environment  in 
which  competition  is  very  feasible 
And  from  an  efficiency  standpoint 
privatization  without  competition  i; 
a  mirage. 

While  there  is  no  simple  magic 
bullet  for  aviation  system  capacity 
there  are  many  things  that  can  anc 
should  be  done  to  improve  it.  On^ 
of  the  major  constraints  on  aviation 
system  capacity  is  physical  airporj 
infrastructure  (runways,  gates,  etc.) 
However,  this  area,  which  is  les 
glamorous  than  computer  systems 
has  received  very  little  attention  frorrl 
the  media. 

DAVID  FOSTE 
Potomac,  Md 


Driving  Down  The  Wrong  Track 

Just  as  millionaire  athletes  live 
under  a  very  public  microscope, 
so  too  must  billionaire  owners 
("Flameout,"  Aug.  21,  p.  66). 
NASCAR  has  done  a  lot  right 
over  the  last  five  to  ten  years.  It's 
time,  however,  to  point  out  the 
obvious  that  so  many  are  afraid 
to  speak  of  for  fear  of  crossing 
the  NASCAR  juggernaut. 

For  many  years,  Bill  France 
deftly  managed  the  sanctioning 
body  his  father  gave  birth  to.  He 
loves  the  sport,  inspiring  tremendous  loyalty  from  every  constituency. 
His  son  Brian,  however,  appears  to  love  only  the  almighty  dollar.  So  it's 
not  likely  he'll  inspire  the  same  type  of  loyalty  afforded  his  father. 
And  thus  shall  begin  the  decline  of  NASCAR.  I'm  afraid  Brian's  legacy 
will  be  to  oversee  NASCAR  at  a  time  when  the  business  of  the  sport 
became  more  important  than  the  sport  itself.  I  leave  it  to  FORBES  to  de- 
cide whether  or  not  NASCAR  is  selling  its  soul. 

MIKE  SIMONS 
Atlanta,  Ga. 
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Nights  out  partying  (energy) 


Days  in  college  (tram) 
Weekends  at  mom's  (train) 
Ming,  1 9,  future  engineer 


:over  the  innovative  energy  and  transportation  solutions  brought  to  you  each  day  by  a  world  leader. 

www.qlstom.com 
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Stock  Loan .SM 

Reach  a  higher 
level  of  finan- 
cial control  by 
hedging  and 
monetizing 
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Take  your 


your  stock  portfolio.  With 
our  90%  Stock  Loan,SM  you 
can  minimize  downside  risk 
while  you  maintain  your 
upside  potential.  What's 
more,  you  can  generate  substantial 
liquidity  without  triggering  taxes  and 
pursue  diversification  opportunities. 
To  take  the  next  step,  visit  Derivium.com 
or  give  us  a  call  at  1  -888-DERIVIUM. 
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WWW.DERIVIUM.COM 


CLIENT  SERVICES  OFFICE  TEL  415  983  9500  FAX  415  983  9510 
©2000  DERIVIUM  CAPITAL.  LLC.  THE  90%  STOCK  LOAN  IS  A  PROPRIETARY  PROGRAM  AND  A  SERVICE  MARK  OF  DERIVIUM  CAPITAL 
ffefe.  3100.000  MINIMUM  PORTFOLIO  VALUE  REQUIRED  TO  QUALIFY. 


Case  For  Closed-End 

"Don't  Buy  A  Closed-End"  (Aug.  2 
p.  292)  does  a  disservice  to  investors.  /\ 
investments  have  benefits  and  risks,  bi 
labeling  an  entire  investment  industi 
class  that  has  delivered  quality  long-ten 
returns  to  investors  for  over  70  years  | 
dead  end"  does  a  tremendous  disservic 
to  the  millions  of  individual  investoi 
who  use  closed-ends  successfully. 

The  article  failed  to  point  out  th; 
closed-end  funds  offer  investors  the  san 
diversification  and  active  money  mar 
agement  as  open-end  mutual  funds,  bi 
with  a  potential  for  additional  value  b« 
cause  of  their  discounts.  It  failed  to  poic 
out  that  long-term  dividend  reinvestin 
at  discounts  could  have  a  powerful  effei 
on  the  portfolio  returns  of  patient  ir 
vestors.  Why  not  proclaim  index  func 
"a  dead  end"  because  of  ETFs,  with  whic 
they  share  as  much  in  common  £ 
closed-end  funds?  Probably  becaus 
there  is  no  evidence  to  suggest  there  is 
correlation  there  either. 

BRIAN  M.  SMIT! 

Executive  Directc 
Closed-End  Fund  Associatio 
Kansas  City,  Mi 

For  some  closed-end  fund  bargains,  tur 
to  page  134. — ED. 

Wood  Is  Good 

Wendy  McCaw  reportedly  has  a  soi 
spot  for  the  environment  and  is  a  fairl 
bright  lady  ("The  Kenaf  And  Satellit 
Portfolio,"  Aug.  7,  p.  52). 

How  can  she  buy  into  this  idea  th; 
growing  and  cutting  trees  to  produc 
pulpwood  and  paper  is  a  bad  thing?  Pact 
kenaf,  hemp  and  other  substitutes  fc 
wood  are  crops.  These  crops  need  annus 
planting  and  harvesting  that  requir 
more  energy,  pesticide  and  fertilizer  us 
than  what  is  needed  for  growing  forest: 

Wood  is  good.  Almost  any  other  ma 
terial  takes  more  energy,  produces  mor 
pollution  and  is  harder  on  good  o 
Mother  Earth. 

RENE  D.  NOEL  JE 
North  Windham,  Mt 
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Send  e-mail  to  readers@forbes.con 
Letters  will  be  edited.  Please  includ 
address  and  phone  number. 


Hurdles  on  the  road  to  your 
financial  success? 


Jump  start  your  investment  plan 
today  with  tiaa-cref. 

The  high  fees  and  expenses  charged  by  investment  companies  can  seriously 
erode  performance  results.  The  TIAA-CREF  pension  accounts  have  some  of 
the  lowest  expense  charges  in  the  financial  services  industry,  one  of  the 
reasons  why  M.orningstar  says  that  "TIAA-CREF  sets  the  standard  in 
the  financial  services  industry."* 

TIAA-CREF  has  been  the  retirement  system  of  choice  for  millions  of 
educators  and  researchers  for  over  80  years.  The  TIAA-CREF  group  of 
companies  has  a  proven  history  of  helping  people  plan  for  tomorrow.  Today, 
our  mutual  funds,  IRAs,  personal  retirement  annuities,'  trust  services  and 
tuition  plans  are  available  to  everyone. 

Call  800  226-0147  for  more  information  about  TIAA-CREF's  products  and 
services,  including  charges  and  expenses,  or  for  mutual  fund  and  personal 
annuity  prospectuses.  Please  read  them  carefully  before  you  invest  or 
send  money. 


Ensuring  the  future  for 
those  who  shape  it.3" 
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performance  is  not  a  guarantee  of  future  results.  1  t  Availability  subject  to  state  approval  1  'Source.  Mormngstar,  June  2000,  referring  to  the  TIAA-CREF 
sion  account's  consumer  education,  service  and  low  fees  TIAA-CREF  Individual  and  Institutional  Services,  Inc.  distributes  CREF  and  TIAA  Real  Estate 
sble  annuities.  •  Teachers  Personal  Investor  Services,  Inc  distributes  the  Personal  Annuities  variable  annuity  component,  TIAA-CREF  Mutual  Funds,  and 
on  Savings  Agreements.  •  TIAA  and  TIAA  CREF  Life  Insurance  Co.  issue  insurance  and  annuities.  •  TIAA-CREF  Trust  Company,  FSB  provides  Trust 
'ices.  ©  2000  TIAA-CREF  and  TIAA-CREF  Life  Insurance  Companies,  NY.  NY»  Investment  products  are  not  FDIC  insured,  may  lose  value  and 
not  bank  guaranteed. 


2  2  6-0147 

www.tiaa-creforg 


If  you  want  to  succeed,  you  need  a  proven  expert  behind  you.  It's  true  in 
politics  and  it's  true  in  business.  That's  why  industry  giants  like  Dana  Corporation, 
Motorola  and  Visa  have  chosen  Ariba  for  their  B2B  solutions.  And  why  more 
companies  use  the  Ariba  B2B  Commerce  Platform  "  to  power  their  eMarketplaces 
and  eProcurement  systems  than  any  other  offering.  Looking  for  some  B2B 
advice?  Give  us  a  call  at  800-535-3471,  or  visit  us  at  www.ariba.com/partner. 
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Profiting  from  fraud 
Richard  Breeden/ 


Make  That  Breeden  Funding 

►  Former  Securities  &  Exchange  Commission  chairman 
Richard  Breeden,  50,  could  make  more  than  $20  million  as  the 
court-appointed  trustee  of  Syracuse's  fraudulent,  failed  Ben- 
nett Funding  Group.  While  a  judge  has  the  final  say,  Breeden 
could  get  a  statutory  3%  of  what  he  recovers  for  creditors, 
less  $642,000  in  annual  salary  and  expenses,  and  less  a  one- 
time $250,000  bonus.  To  investors  facing  an  82%  haircut,  he 
snaps,  "I'm  worth  every  penny  of  it."  — Dorothy  Pomerantz 

Retirement  Home:  Anywhere  But  U.S. 

►  Just-retired  Mexican  super-lightweight  boxer  Julio  Cesar 
Chavez  claims  that  $10.1  million  of  the  $19.4  million  he  re- 
ceived from  1993  to  1995  for  U.S.  matches  wasn't  taxable  in- 


come here,  but  non-U.S.  proceeds  from  the  sale  of  "worlc 
wide  rights."  He's  battling  an  Internal  Revenue  Service  claim  fc 
$3.6  million  in  back  taxes  and  penalties.  — Janet  Novae 

Gee,  That  Sure  Beats  T  Bills 

►  Public  since  last  fall,  Alteon  WebSystems  just  sold  itself  t 
Nortel  Networks  for  $7.8  billion,  a  hefty  $144  a  share.  Yet  Alteo 
boss  Dominic  Orr  has  been  blasted  by  employees  and  their  kij 
who  bought  at  the  $19  new- issue  price  but  are  unhappy  wit] 
a  658%  gain.  Says  one  insider  sympathetic  to  Orr,  "They  werj 
mad  he  didn't  get  a  bigger  premium."        — Quentin  Hara] 

Looking  For  Greener  Grass? 

►  Ruling  in  a  big-money  foreign  tax  credit  case,  a  U.S.  Cow 
of  Federal  Claims  judge  has  barred  Ernst  &  Young1  s  French  a& 
filiate  from  dropping  the  U.S.  Justice  Department,  a  long-terrt 
client,  so  it  could  provide  an  expert  witness  for  opponent  IBM 
The  feds,  the  judge  ruled,  had  "every  right  to  complain."  — J. 


Nostalgia  For  That  Old  Police  Statq 

►  Czech  Republic  authorities  fear  a  repeat  of  Seattle  whei 
16,000  invitees  converge  on  Prague  starting  Sept.  18  for  meetl 
ings  of  the  International  Monetary  Fund  and  World  Bank.  Also  exj 
pected:  a  50,000-strong  ragtag  army  of  antiglobalization  pro 
testers.  With  the  post-Communist  regime  hesitant  to  us 
traditional  rally-busting  techniques,  Prague  Mayor  Jan  Kas 
is  closing  schools  and  telling  families  to  leave  town.  KFC  ano 
Pizza  Hut  are  stocking  replacement  glass.  On  top  of  this,  th 
local  cell-phone  grid  may  be  overwhelmed.  — Tomas  Kellne 

Fanny  Tuck,  Detroit-Style 

►  Forget  about  better  safety  and  fuel  efficiency:  General  Motor! 

says  it  has  solved  the  dreaded  problem  of  "rear-end  droop."  It 
engineers  brag  that  a  suspension  goosed  up  with  compute 
chips  will  keep  the  rump  of  the  new  $22,000  Pontiac  Aztel 
SUV  from  sinking  when  pulling  a  3,500-pound  trailer.  Thi 
innovation  is  largely  cosmetic.  — Robyn  Mereditl 


That  Organ-Donor  Tax  Credit  Is  Really  One  To  Die  For 

If  you  wonder  why  the  U.S.  Tax  Code  has  grown  so  complicated  over  the  years,  consider  these 
proposals  for  tax  credits— none  adopted  so  far— introduced  during  the  current  Congress. 


-J.N. 


LEAD  SPONSOR 

Helen  Chcnoweth-Hage  (R-ldaho) 
Merrill  Cook  (R-Utah) 
James  Hansen  (R-Utah) 
Paul  Kanjorski  (D-Pa.) 
JimNussle  (R-lowa) 
Charles  Pickering  (R-Miss.) 
John  Sweeney  (R-N.Y.) 


TAX  CREDIT  PROPOSAL 

Up  to  $1,500  for  homeowner  buying  gun-storage  container 
Up  to  $50  million  for  stock  in  companies  making  space  vehicles 
$10,000  for  body  organs  donated  upon  death  of  donor 

Interest  on  mine  reclamation  bonds  in  12  Pennsylvania  counties 
$50/unit  credit  to  makers  of  superefficient  washing  machines 

Up  to  50%  of  cost  of  testing  drugs  for  small  animals 
2  cents  a  pound  for  recycling  hazardous  waste 
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Walker.  We've  always  been  at  the  leading  edge  of 
business  technology.  Working  with  the  world's 
most  successful  enterprises.  Today,  our  new 
Deep  e-business  solutions™  are  taking  over  the 
online  arena.  After  all,  Walker  is  e-business  to 
the  core. 


e-business  is  our  turf. 
And  you're  on  it. 


For  over  25  years,  Walker  has  provided  powerful 
software  applications  to  the  world's  Global  2000 
enterprises.  Now  we've  staked  out  our  territory  in 
the  New  Economy  by  offering  Deep  e-business 
solutions  to  companies  of  all  sizes.  Solutions  so 
robust,  that  no  one  comes  close  to  handling  the 
volume  we  do.  Solutions  so  human,  that  your 
staff  and  business  partners  can  collaborate  freely 
and  effectively  anywhere,  anytime,  all  the  time. 
So  if  you're  intent  on  running  an  e-business, 
you're  on  our  turf. 

To  schedule  a  meeting  or  lor  more  information, 
visit  www.walker.com  or  call  1-800-PICK-WALKER. 


)WALK  R 

We  mean  e-business 


©  2000  Walker  Interactive  Systems.  Inc  Walker  and  design,  and  Deep  e-business 
solutions"  are  trademarks  and/or  registered  trademarks  of  Walker  Interactive  Systems. 
Inc.  All  other  brand  and  product  names  are  trademarks  of  their  respective  owners 
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Lucent's 
Disconnect 

LUCENT'S  TROUBLES  WERE  A  MERE 
hiccup,  we  wrote  earlier  this  year,  sug- 
gesting that  the  AT&T  spinoff  would 
quickly  work  its  way  back  to  strong 
earnings.  In  July  the  company  proved 
us  wrong  with  another  earnings 
bombshell,  stating  that  Lucent  will  fail 
to  make  its  numbers  for  the  rest  of  the 
year.  The  problem:  failure  to  recognize 
how  quickly  its  telecom  carrier  cus- 
tomers were  shifting  from  buying  old- 
line  gear,  like  giant  phone  switches,  to 
red-hot  optical  products.  As  a  result 
Lucent's  sales  of  the  old  stuff  are  falling 
faster  than  the  new  products  can  pick 
up  slack. 

Chief  Executive  Richard  McGinn 
has  responded  by  shaking  up  manage- 
ment and  spinning  off  slow-growth 
units.  Burned  twice,  investors  remain 
wary.  The  stock  is  down  48%  for  the 
year  to  a  recent  $39.     -  Neil  Weinberg 

MARCH  22,  1999 

Recycling  Germs 

MORE  THAN  A  YEAR  AGO  WE  REVEALED 
how  a  growing  number  of  hospitals 
were  cutting  costs  by  reusing  catheters, 
forceps  and  other  disposable  devices 
without  patient  consent  or  regulatory 
oversight.  While  hospitals  defend  the 


Caught  in  the  switch: 
Chief  Richard  McGinn  has 
some  realigning  to  do. 


practice,  devicemakers  and  some  physi- 
cians say  that  it  increases  the  risk  of  in- 
fections and  death. 

The  Food  &  Drug  Administration  is 
finally  stepping  in.  Over  the  next  18 
months  it  will  phase  in  requirements 
that  hospitals  and  reprocessors  demon- 
strate that  recycling  is  safe  by  submit- 
ting the  same  sort  of  test  data  manufac- 
turers must  provide.  Hospitals  will  be 
required  to  report  to  the  FDA  each  time 
a  patient  is  harmed  by  recy-  t 
cled  disposables.  Neither 
side  is  entirely  satisfied 
with  the  regulations,  but  they 
should  help  resolve  the  debate.  — N.W. 

JANUARY  10,  2000 

Can't  Take  A 


Flashbacks 


75  YEARS  AGO  IN  FORBES/ 
OCTOBER  15, 1925 

Staying  Power  When  Thornd 

A.  Edison  perfected  the  incandescent  electri 
lamp  less  than  fifty  years  ago,  there  was  a  pani 
in  the  shares  of  gas  companies  all  over  the  worll 
"The  gas  industry,"  said  the  wiseacres,  "is  deaij 
or  at  least  has  received  the  fatal  stab."  It  wa 
not  and  it  had  not.  The  Gloomy  Guses  simply  ha| 
not  realized  the  heat-making  usefulness  of  gas 
The  manufactured  gas  industry's  sales  havi 
more  than  tripled  in  twenty  years  and  more  thai 
doubled  in  ten. 

A  lesson  for  industries  feeling  threatened  by  tli 
Internet. 

45  YEARS  AGO  IN  FORBES/ 
JANUARY  I,  1955 

Burning  Rubber  At  Akron' 

Municipal  Airport  last  year,  tires  were  put  througj 
their  most  grueling  workout  in  history.  Auto  stur 
men  hammered  nails  into  the  tires  under  test 
raced  their  cars  over  teeth-rattling  obstacles,  net 
gotiated  a  runway  sprinkled  with  broken  bottles 
ground  to  a  sudden,  rubber-scorching  halt  frori 
60  miles  per  hour.  These  tests,  during  the  yeai 
went  to  prove  one  thing  to  the  press  and  publi| 
alike:  that  the  tire  without  the  inner  tube  hai 
come  of  age. 


Compliment 


FINOVA,  A  SCOTTSDALE  BASED  COM- 
mercial  lender,  made  our  Forbes  Plat- 
inum 400  list  of  best-performing  large 
companies  in  January.  It's  been  down- 
hill since.  Bad  loans  have  resulted  in 
writeoffs  totaling  $132  million  so  far 
this  year.  Fitch,  S&P  and  Moody's  all 
downgraded  the  company's  debt  rat- 
ings earlier  this  year,  and  Finova  shares 
have  plummeted  70%  since  our  story 
ran.  Chief  Executive  Samuel  Eichen- 
field  unexpectedly  quit  in  March  for 
"health  and  personal  reasons."  Now 
Finova  is  on  the  block;  in  May  the 
board  hired  Credit  Suisse  First  Boston 
to  handle  the  sale.         John  Gorham 


15  YEARS  AGO  IN  FORBES/ 

April  0.  1905 

Grounded  You  remember  the  Concorde 

of  course.  The  supersonic,  droop-nose,  elegant  relii 
of  the  Seventies  that  gushed  a  sea  of  red  ink  fo] 
Britain  and  France.  It  was  elitist,  environmentally 
poisonous  and  ridiculously  expensive.  The  only  reai 
son  it  was  built  was  that  neither  country  would  let 
the  other  weasel  out  of  the  joint  commitment.  Well 
the  Concorde  is  not  only  alive  but  well,  thank  you.  In 
spawning  its  own  class  of  customers,  it  has  even 
become  a  moneymaker.  Last  fiscal  year  Air  Franci 
earned  a  respectable  $6.1  million. 
After  the  July  crash,  France  ordered  its  five  othe, 
supersonic  planes  to  remain  grounded  while  nev 
safety  measures  are  being  worked  on.  Last  year  tht 
Concorde  division  had  a  profit  of  between  $1.' 
million  and  $2.8  million. 
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A  new  way  of  thinking  about  life  scie 
From  treating  illnesses  to  curing  disea 

Every  doctor  wants  to  help  patients  get  well  fast.  Bi 
of  the  major  successes  in  pharmaceutical  research,  there  are  still  many  diseases  for  which  doctors  have  no  effective  tre 
cure.  At  Aventis,  we  are  developing  pharmaceuticals  that  will  enable  doctors  to  treat  diseases  more  effectively.  At  the  s 
we're  working  on  a  better  understanding  of  what  causes  major  diseases  in  order  to  develop  pharmaceuticals  to  cure  then 
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Netscapees 

On  the  fifth  anniversary  of  Netscape's 
initial  public  offering  we  asked  some  of 
the  people  who  worked  there  to  reflect. 

JAMES  BARKSDALE 

THEN:  CHIEF  EXECUTIVE 

NOW:  FOUNDER,  THE  BARKSDALE  GROUP 

At  FedEx  I  had  100,000  people  working  for  me.  At  Netscape  I 
had  to  forget  most  of  the  management  techniques  that  served 
me  well  before.  I  didn't  want  the  lack  of  imagination  to  get  in 
our  way. 

But  I  tried  to  introduce  some  normalcy  to  Netscape.  After 
an  explosive  IPO  I  wanted  to  make  sure  that  people  didn't  fol- 
low the  stock  price  all  day  long,  or  order  arrogant  license 
plates.  They  were  working  20-hour  days  to  make  sure  that 
Microsoft  wouldn't  run  us  out  of  business,  so  I  started  a 
Netscape  escape  day  once  a  month.  People  who  work  that 
hard  burn  out  or  get  depressed  and  make  mistakes.  It  comes 
back  to  haunt  you. 

MICHAEL  HOMER 

THEN:  EXECUTIVE  VICE  PRESIDENT 

NOW:  ADVISER,  SHAREHOLDER  AT  RESPOND.COM, 

TELLME,  LOUDCLOUD,  AND  OTHERS 

I  encourage  companies  to  use  the  Internet  for  their  market- 
ing and  not  waste  their  newfound  capital  on  ineffective  mar- 
keting tools,  such  as  television.  I  learned  what  marketing  on 
the  Internet  could  offer  when  I  ran  Netcenter.  The  only  rea- 
son we  got  our  browser  out  to  20  million  people  is  because 
they  could  download  it  for  free. 

THEN:  VICE  PRESIDENT,  DIRECTORY  AND  SECURITY 
NOW:  COFOUNDER  AND  CHIEF  EXECUTIVE,  LOUDCLOUD 

I  tell  our  employees  never  to  believe  any  media  hype 
about  the  company.  At  Netscape  we  believed  it  when 
the  press  glorified  us.  But  when  the  press  turned 
negative  the  employees  believed  it  too,  and  it  hurt 
morale  so  much  that  there  was  no  turning  back. 

MICHAEL  MCCUE 

THEN:  VICE  PRESIDENT,  TECHNOLOGY 

NOW:  CHAIRMAN,  CHIEF  EXECUTIVE,  TELLME 

At  Tellme  I  will  never  rejigger  our  business  model  to  com- 
pete when  a  new  company  enters  the  market.  At  Netscape  we 
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JAMES  CLARK 

THEN:  COFOUNDER  AND  CHAIRMAN 
NOW:  CHAIRMAN,  MYCFO 

Netscape's  business  strategy  was  bet  on  Marc  Andreesse: 
and  his  band  of  fresh  college  grads.  The  fact  that  we  ha* 
such  a  huge  impact  has  generated  the  belief  that  youn 
people  don't  have  to  go  and  work  for  the  "big,  staid"  cor 
poration.  Netscape  kindled  the  Internet  culture,  given  th 
urgency  that  we  instilled  in  the  company.  And  yet  we  dii 
not  intend  to  create  workaholism.  Our  urgency  was  causei 
by  our  complete  paranoia  about  what  Microsoft  would  dc 


let  Microsoft  dictate  our  business  model.  We  were  an  Interne 
company,  then  a  software  company,  and  in  the  end  we  fount 
ourselves  competing  with  Microsoft  in  its  territory. 

ALEKSANDER  TOTIC 

THEN:  FOUNDING  ENGINEER 

NOW:  PRINCIPAL  ENGINEER,  EPINIONS.COM  (SEE  P.  123) 

When  it  comes  to  hiring,  I'm  still  in  the  Netscape  mode.  I 
during  a  job  interview  someone  asks  more  questions  abou 
business  than  engineering,  he  or  she  doesn't  get  the  job. 

JON  MITTELHAUSER 

THEN:  FOUNDING  ENGINEER 

NOW:  DIRECTOR  OF  ENGINEERING,  GEOCAST 

At  Geocast  our  basic  premise  is  that  the  Internet  is  busted 
We  take  large  content  such  as  audio,  video  and  softwan 
packages,  and  broadcast  it  to  let  people  pick  what  they  wan 
out  of  that,  rather  than  having  to  go  get  it  themselves.  It  wil 
make  broadband  practical. 

—By  Erika  Browr 


Go  to  our  new  On  Your  Mind  forum  at  www.forbes.com/mind 
or  e-mail  us  at  mind@forbes.com. 
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QUALCOMM's  next  generation  of  CDMA  chipsets  and  system  software  is  truly 
the  future  of  wireless  communications.  QUALCOMM  CDMA  chips  deliver  superior 
call  quality,  increased  data  rates,  better  power  management,  and  enhanced 
functionality.  In  addition,  our  CDMA  chips  provide  the  innovative  features  your 

customers  demand,  such  as  voice  recognition,  Internet  connectivity,  streaming 
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video,  and,  GPS. 
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The  QUALCOMM  name  will  always  guarantee  the  integration  of  the  most  advanced 
features  available.  As  manufacturers  produce  increasingly  innovative  products, 
•  QUALCOMM  CDMA  chips,  backed  by  our  superior  support  tools,  customer 


service,  and  dedication  to  partnership,  will  play  a  critical  role. 
Look  to  the  future.  Look  to  QUALCOMM. 
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CDMA  Technologies  -  „  Vbyqualcomm 


www.qualcomrn.com/cdmatechcu  Enabling  the  future  of  communications. 
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Information  is  our  greatest  ally.  The  ability  to  counter  threats  means  the  ability  to  gather  an 


analyze  information  in  real  time.  Which  is  why  Northrop  Grumman  provides  the  C4I,  surveillanc 
reconnaissance,  training  and  support  necessary  to  ensure  the  interoperability  of  superior  comba 
weapons  systems.  Defense.  Aerospace.  Cyberspace.  It's  where  we  come  from  and  wher> 
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we're  headed,  poised  to  handle  tomorrow's  challenges  with  agility,  innovation  and  world-clas 
military,  government  and  commercial  solutions.  To  learn  more  about  how  Northrop  Grumman' 
systems  integration,  defense  electronics  and  information  technologies  are  shaping  the  futur 
visit  www.northq'rum.com. 


Technology's  Edge.  NORTHROP  GRUMMAl 


FACT  AND  COMT 


By  Steve  Forbes,  editor-in-chief 
"With  all  thy  getting  get  understanding" 


m  M 


THE  GREAT  DEBATE  BEGINS 


THE  SELECTION  OF  SENATOR  JOE  LIEBERMAN  (D-CONN.)  MAY 
help  distance  Al  Gore,  presidential  candidate,  from  Al  Gore, 
Clinton's  Vice  President.  But  it  won't  obscure  the  stark  dif- 
ferences between  Al  Gore  and  Governor  George  W.  Bush. 

The  GOP  standard-bearer  favors  across-the-board  in- 
come tax  cuts,  including  phasing  out  the  death  tax,  and  would 
certainly  go  along  with  a  needed  reduction  in  the  capital  gains 
levy.  Gore  instead  wants  a  bewildering  array  of  tax  credits. 
Complicating  the  tax  code  even  more  is  not  the  way  to  keep 
this  economy  going.  Typically,  Gore  prefers  taking  more  of 
your  money  and  then  micromanaging  any  that  you  get  back. 

At  least  in  our  worst-performing  schools,  Bush  favors 
parental  choice.  Gore  is  adamantly  opposed  to  it.  Instead,  he 
wants  to  throw  more  money  at  the  monopolistic  status  quo. 

Bush  endorses  the  idea  of  allowing  you  to  put,  if  you 
wish,  a  small  part  of  your  Social  Security  taxes  into  your  own 
personal  retirement  account.  Gore  is  against  that.  When 
Gore  saw  how  popular  the  Bush  idea  was,  he  came  up  with  a 
typically  complicated  proposal  that  will  still  let  the  govern- 


ment keep  all  of  those  Social  Security  levies  while  allowing 
lower-income  workers  to  pony  up  money  of  their  own  in 
some  government  matching  scheme. 

Bush  favors  rebuilding  the  military  that  Clinton  and  Gore 
ran  down.  He  also  advocates  moving  ahead  quickly  on  a  mis- 
sile defense  system,  while  Clinton  and  Gore  drag  their  feet. 

Gore,  of  course,  is  a  believer  in  more  regulation.  He  would 
allow  the  Environmental  Protection  Agency  and  other  govern- 
ment entities  to  continue  to  use  junk  science  to  justify  their  rule- 
making. He  is  opposed  to  tort  reform.  He  would  pick  activist 
federal  judges  who  would  legislate  from  the  bench.  He  would 
continue  Clinton's  abusive  habit  of  making  recess  appoint- 
ments, which  violates  both  the  advice-and-consent  provision  of 
the  Constitution  and  actual  law.  Like  Clinton,  Gore  would  mis- 
use executive  orders  to  make  laws  that  Congress  wouldn't.  He 
would  veto  any  restrictions  concerning  late-term  abortions. 
And  he  would  continue  to  subvert,  as  his  boss  has  so  ably  done, 
all  Justice  Department  and  congressional  investigations  into 
wrongdoing  by  members  of  die  Clinton  Administration. 


ELASTIC  RULES 


COURTS  ARE  NOT  THE  ONLY 
ones  that  can  twist  or  turn 
their  backs  on  federal  and 
state  constitutions;  elected  of- 
ficials are  also  no  slouches. 
The  New  Jersey  Legislature  re- 
cently passed  an  $8.6  billion 
bond  issue  for  school  con- 
struction. The  New  Jersey 
Constitution  explicitly  says,  "The  Legislature  shall  not,  in  any 
manner,  create  in  any  fiscal  year  a  debt  or  debts,  liability  or  li- 
abilities ...  [that]  exceed  at  any  time  one  per  centum  of  the 
total  amount  appropriated  by  the  general  appropriation  law." 
Yet  the  voters  won't  find  this  issue  on  the  November  ballot. 

In  a  cute  maneuver  that  has  been  replicated  in  numerous 
states,  the  Legislature  is  having  an  "independent  agency"  (the 
New  Jersey  Economic  Development  Authority)  issue  the 


bonds  instead  of  having  the 
state  do  it.  Of  course  bond  buy- 
ers assume  the  state  would  step 
in  if  the  authority  ever  got  itself 
into  trouble. 

Three  years  ago  New  Jersey 
did  something  similar  when  it 
floated  bonds  for  a  convoluted 
state  pension  refinancing  deal. 
The  New  Jersey  Supreme  Court  threw  out  a  lawsuit  challeng- 
ing that  bond  issue  on  the  grounds  that  since  the  bonds  had 
already  been  sold  the  case  was  moot.  Two  justices  dissented, 
pointing  out  that  this  precedent  puts  politicians  on  notice 
that  they  can  authorize  and  issue  bonds  before  a  case  can 
reach  the  state's  high  court. 

No  wonder  voters  get  cynical  about  the  political  process  when 
politicos  work  overtime  to  shake  off  inconvenient  constraints. 


UNFAIR  TO  FUNDHOLDERS 


EACH  YEAR  MUTUAL  FUND  SHAREHOLDERS  GROAN  WHEN 
they  get  their  1099  forms.  Thanks  to  the  bull  market  they  can 
owe  unexpectedly  stiff  capital  gains  taxes  generated  by  their 
funds,  even  though  they  haven't  sold  a  single  fund  share.  It's 


as  if  you  had  to  pay  taxes  on  appreciated,  but  unsold,  stocks. 
These  gains  are  involuntary.  They  are  triggered  when  a  fund 
manager  sells  a  stock  that  has  gone  up  in  value.  The  gain  is 
"passed  through"  to  shareholders.  Thus  fund  shareholders 
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can  find  themselves  with  liabilities  when  the  net  asset  value 
of  their  fund  has  not  increased  or  even  when  it  has  declined. 
When  you  buy  a  fund,  you  can  buy  into  a  huge  tax  hit. 

Congressman  Jim  Saxton  (R-N.J.),  vice 
chairman  of  the  Joint  Economic  Committee, 
has  introduced  legislation  to  provide  needed 
relief.  His  bill  would  provide  a  $3,000  tax  ex- 
clusion for  individuals  and  a  $6,000  exclusion 
for  couples  for  mutual  fund  capital  gains. 
Only  when  you  actually  sold  shares  and  there 
was  a  gain,  would  you  owe  taxes.  (You  would 
still  pay  taxes  on  mutual  fund  dividends.) 

This  is  no  small  matter.  Forcing  investors 
to  cough  up  money  to  the  IRS  even  when 
they  haven't  redeemed  fund  shares  means  Saxton:  Sack  that 


there  is  less  money  working  for  them,  reducing  the  rate  of  re 
turn  for  the  average  mutual  fund  investor  by  10%  to  20% 
year.  Take  a  $10,000  investment  that  experiences  the  averag 
rate  of  return  of  stocks.  Over  a  30-year  pe 
riod,  the  fund  owner  would  have  $82,00( 
less  than  he  would  have  had  if  he  weren't  hi 
with  that  annual  capital  gains  tax.  Remem 
ber,  currently  you  pay  the  exaction  even  i 
you  haven't  sold  your  shares.  This  especially 
hurts  low-  and  middle-income  earners  wh( 
are  trying  to  put  together  nest  eggs. 

The  capital  gains  tax  should  be  abolished 
But  in  the  meantime,  Representative  Saxton' 
bill  would  provide  much-needed  relief  for  mil 
tax-  lions  of  middle-class  mutual  fund  investors 


DON'T  INHALE 


ADVOCATES  FOR  LEGALIZING  MARIJUANA  FOR  MEDICINAL  PUR- 
poses  are  starting  to  suffer  some  scientific  setbacks.  They  made 
their  case  on  the  basis  that  cannabis  can  lessen  pain  in  patients 
suffering  such  debilitating  diseases  as  cancer  and  multiple  sclero- 
sis. If  marijuana  has  particular  properties  that  can  do  this,  those 
chemicals  should  indeed  be  extracted  from  the  plant  or  artifi- 
cially manufactured  and  then  dispensed  by  proper  prescription. 
Cannabis  does  more  harm  than  good.  A  UCLA  study  has 


found  a  link  between  marijuana  use  and  increased  risk  o\ 
head  and  neck  cancers.  Another  UCLA  study,  published  irj 
the  Journal  of  Immunology,  has  found  there  is  a  chemical  iri 
marijuana  that  can  cause  cancerous  cells  to  proliferate.  Thd 
study  also  suggests  that  inhaling  this  substance  may  be  a 
greater  lung  cancer  risk  than  inhaling  cigarette  smoke. 

It's  ironic  that  many  advocates  for  legalizing  marijuana  are 
also  fierce  foes  of  the  tobacco  industry  and  cigarette  smoking. 


NAGGING  MYSTERY 


Hugger  Mugger — by  Robert  B.  Parker  (CP.  Putnam's  Sons,  Which 
$23.95).  A  powerful  stable  owner  hires  our  hero  detective,  "So 
Spenser,  to  find  out  who  is  threatening  his  prize 
horse,  Hugger  Mugger.  A  scheming  daughter  and 
her  weird  sisters;  ne'er-do-well  brothers-in-law;  an 
unknown  half-brother;  a  nefarious  security  officer; 
a  flaky,  jealous  ex-wife;  and  more  mix  together  to 
yield  a  murderous  brew  that  will  have  readers' 
hearts  racing  like  those  of  horses  on  the  fast  track. 
Excerpt  "Have  you  remarried?" 

"No.  I  don't  think  marriage  is  a  natural  thing  for 
people. " 

She  was  drinking  what  looked  like  bourbon  on  the  rocks,     ing  my 


0 

"ARK, 


was  probably  a  natural  thing  for  people, 
is  Lark  your,  ah,  birth  name?" 

"No,  my  chosen  name.  When  I  left  Walter  I  didn 't  wan 
to  keep  his  name.  And  I  didn't  want  to  return  to  my  fa 
ther's,  about  which  I  had  no  choice  when  I  was  born. ' 
"I  had  the  same  problem,"  I  said.  "They  just 
stuck  me  with  my  father's  name." 

She  paid  no  attention  to  me.  She  was  obvi- 
ously comfortable  talking  about  herself. 

"So  I  took  a  name  that  symbolizes  the  life  I  was 
|  seeking  the  soaring  airborne  freedom  of  a  lark. " 
"I  relate  to  that, "  I  said.  "I'm  thinking  of  chang- 
name  to  Eighty-second  Airborne." 


RESTAURANTS:  GO,  CONSIDER,  STOP 

Here  is  the  distilled  wisdom  of  brothers  Bob,  Kip  and  Tim,  and  other  FORBES  eatery  experts  Tom  Jones  and  Patrick  Cooke 
•  Blue  Hill— 75  Washington  Place,  off  Sixth  Ave.  (Tel.:  539- 
1776).  A  happy  surprise  with  a  sophisticated  menu.  Favorites: 
poached  foie  gras  with  smoked  eels  and  apples;  asparagus  soup 


swirled  with  Parmesan  foam;  poached  duck;  and  hanger  steak 
with  spinach  spaetzle  and  baby  turnips.  Warm  chocolate  bread 
pudding  with  vanilla  ice  cream  and  chocolate  sorbet  is  divine. 

Shun  Lee-43  West  65th  St.  (Tel.:  595-8895).  This  is  no  Shun 
Lee  Palace.  The  space  is  captivating,  as  is  most  of  the  food,  but  the 
service  is  ridiculous.  Many  who  had  come  at  6  p.m.  for  an  8  p.m. 
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curtain  at  Lincoln  Center  had  to  forgo  dessert.  Recommended: 
the  heavenly  fish  fillet  and  the  shrimp  grilled  on  sugar  cane. 
Crispy  shrimp  balls  are  too  big,  and  the  Beijing  duck  looks  more 
like  a  burrito  than  a  delicate  crepe  filled  with  pork  and  scallions. 
9  Pastis-9  Ninth  Ave.,  at  Little  West  12th  St.  (Tel.:  929-4844). 
Hip  bistro  in  the  meat-packing  district.  Ambience:  LOUD; 
service:  attentive;  food:  good  and  reasonably  priced.  Try  the 
frisee  lardons  and  poached  egg,  the  steak  frites  with  bearnaise, 
the  leg  of  lamb  with  flageolets  and  the  trout  amandine.  r 


There  are  places  in  this  world  where  you  are  not  a  CEO,  am  I  willing  to  go  there?  If  the  answer  is  yes  and  youd  like 
i  CFO,  a  president,  a  senior  VP,  a  VP,  a  mogul,  a  player  to  further  develop  your  newfound  respect  for  the  bigger 
ir  even  a  hotshot.  Places  where  all  you  are  is  a  //^^jT^^^  picture,  then  we  suggest  you  visit  a  Land  Rover  Centre 
uman  being.  The  question  /ou  must  as!  yoursell  is,      ^3^55§!^^     ""'  5ee  whal   1  Rai  ally  made  of. 

COURAGE 


WER  LUNCHES  GIVE  ME  INDIGESTION. 

AVE  A  DEN  NOT  A  CHAT  ROOM. 

TTING  EDGE  IS  A  RAZOR. 

IKE  MY  MONEY  TO  WORK  HARD. 

T  BE  HARD  WORK. 


LIFE  INSURANCE 


DISABILITY  INCOME  INSURANCE 


RETIREMENT  SERVICES/401(k)  PLANS 


Who  you  are  is  your 
business.  Making  your  money 
work  harder  is  ours.  Visit 
www.massmutual.com 


MUTUAL  FUNDS  /  INVESTMENTS 


LONG  TERM  CARE  INSURANCE 


ANNUITIES 


TRUST  SERVICES 


MassMutual 


FINANCIAL  GROUP 


THE  BLUE  CHIP  COMPANIES 


) 
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OTHER  COMMENTS 


J  shall  try  to  correct  errors  when  shown  to  be  errors,  and  I  shall 
adopt  new  views  so  fast  as  they  shall  appear  to  be  true  views. 

—ABRAHAM  LINCOLN,  letter  to  Horace  Greeley,  1862 


"I'm  Spent"  This  year,  Tax  Freedom  Day,  when  Ameri- 
cans have  earned  enough  money  to  pay  federal,  state  and  local 
taxes  for  the  year,  fell  on  May  3,  two  weeks  later  than  [in]  1992, 
[when  it  fell  on  April  20]. This  means  that  in  eight  years,  Amer- 
icans have  increased  by  1 3  days  the  working  time  needed  to  pay 
for  government.  Fifty  days  are  spent  to  pay  for  individual  in- 
come taxes.  Another  30  days  are  spent  working  to  pay  payroll 
taxes.  Paying  for  sales  and  excise  taxes  requires  another  16  days 
of  work.  An  additional  10  days  are  needed  to  pay  for  property 
taxes,  and  12  days  go  to  pay  corporate  income  taxes.  Five  days 
are  spent  working  to  pay  other  business  and  miscellaneous  taxes. 

— CPA  Client  Bulletin 

Smoke  Screen  More  than  a  year  ago,  Ottawa  gave  per- 
mission to  two  men  with  AIDS  to  use  marijuana  for  medical 
purposes.  Since  then,  35  Canadians  have  been  granted  similar 
exemptions.  There  have  been  calls  for  Parliament  to  decrimi- 
nalize possession,  turning  it  into  something  like  a  traffic  offence. 
They  come  mostly  from  a  vocal  minority  of  youth  and  Baby 
Boomers  with  fond  memories  of  the  1960s.  [But]  the  world  has 
changed,  not  the  least  being  the  nature  of  marijuana  itself. 

Today's  grow-light  hemp  is  a  high-octane  drug  700%  to 
2,500%  stronger  than  the  twig-and-seed  specials  smoked  by 
young  Boomers.  It  is  a  potential  carcinogen  and  can  suppress 
the  immune  system,  a  concern  for  AIDS  and  other  victims.  It 
is  fat  soluble,  always  a  health  worry,  and  the  impact  on  in- 


fants is  unclear  but  worrisome.  Society  is  not  ready  to  thro 
open  the  doors  to  recreational  use  of  another  drug,  partic 
larly  one  that's  not  nearly  as  benign  as  the  spin. 

— London  Free  Pre 

Oh  Really?  Vice  President  Al  Gore  [has]  offered  an  ui 
solicited  take  on  why  support  for  school  vouchers  is  soarii 
among  some  parents,  especially  at  poor  schools  often  four 
in  inner  cities:  "If  I  was  the  parent  of  a  child  who  went  to 
inner  city  school  that  was  failing ...  I  might  be  for  vouchers,  too 
—VINCENT  MORRIS,  New  York  Pc 


Strung  Out  Risotto  and  polenta  have  become  ubiqul 
tous  in  restaurants,  yet  you  can't  get  a  bowl  of  spaghetl 
Menus  list  capellini  and  farfalle,  perhaps  penne,  and  they  a 
ways  have  egg  pastas  like  fettuccine  and  tagliatelle,  but  the 
hardly  ever  have  spaghetti.  I  recently  spotted  something  idei 
tified  as  "house-made  spaghetti";  it  turned  out  to  be  mea 
strands  of  dough,  not  at  all  the  satisfying,  slippery — and  ye 
superior — strings  that  you  can  buy  in  any  supermarket. 

I'm  trying  to  figure  out  why  spaghetti,  by  far  the  mo 
popular  pasta  shape  in  the  world,  is  held  in  such  low  regard 
America's  chefs.  But  then,  what  do  you  expect  when  the; 
guys  do  things  like  spread  braised  beef  cheeks  on  a  single  sha 
of  dough  and  call  it  "ravioli"? 

—ARTHUR  SCHWARTZ,  New  York  Times  Magazir 

Jet  Set  The  life  of  the  long-range  executive  can  be  perilou 
Electronic  jamming  counter-measures,  designed  to  fend  o 
shoulder-launched  and  other  missiles,  are  being  offered  as  a 
extra  to  buyers  of  the  Gulfstream  V  business  jet  "In  certain  par 
of  the  world,"  says  Dobie  Gilfillian,  who  manages  the  equip 
ment  program,  "government,  VIP  and  corporate  business  ail 
craft  can  be  vulnerable  to  terrorist  organizations ."  Five  jets  hav 
been  fitted  and  several  more  are  being  modified  at  Gulfstream 
service  center  in  Savannah,  Georgia.  The  system,  which 
mounted  in  the  tail  cone  of  the  aircraft,  costs  about  $3.5  millior 

— Financial  Time 

Audit-Erotic  Juanita  Broaddrick,  the  woman  who  acl 
cused  President  Clinton  of  raping  her,  joins  the  list  of  Clintoi 
opponents  hit  with  an  IRS  audit.  Also  on  that  list?  Paula  Jone: 
Gennifer  Flowers  and  former  Miss  America  Elizabeth  Wart 
Gracen,  all  of  whom  claim  encounters  with  Bill. 

— IEFF  A.  TAYLOR,  Reaso; 


44     FORBES"  Septembn 


However  far  you're  going,  teamwork  makes 
the  difference.  As  a  client  of  UBS,  you  know 
that  you  can  rely  on  an  integrated  network 
of  financial  specialists  working  around  the 
clock,  around  the  world.  A  partnership  that 
offers  private  banking,  investment  banking, 
asset  management  and  private  equity. 
A  small  step  for  you,  a  giant  leap  for 
your  finances.  The  Power  of  Partnership. 


Visit  us  at  www.ubs.com 


Success  is  more 
than  ego 
and  publicity. 


UBS 

Financial  Services  Group 


oved  by  UBS  AG,  regulated  in  the  UK  by  the  SFA.  In  the  U.S.,  UBS  Warburg  LLC  is  a  registered  broker-dealer  and  member  of  SIPC,  the  New  York  Stock  Exchange  and  other  leading  exchanges. 


Powerful,  wireless  handheld  computing. 

Moving  terabytes  of  data  across  a  global  network 

in  a  nanosecond.  The  tiny  semiconductor  makes  it  happen. 

The  Cypress  semiconductor. 


r#  CYPRESS 

Driving  the  communications  revoluti 


Cypress  and  the  Cypress  logo  are  trademarks  of  Cypress  Semiconductor  Corporation. 
©  Copyright  2000  Cypress  Semiconductor  Corporation.  All  rights  reserved. 


COMMENTARY 

On  Events  at  Home  and  Abroad 

By  Caspar  W.  Weinberger,  chairman 


THE  MEDIA  AND 

THE  FAILURE  OF  MOST  TELEVISION  NETWORKS  AND  MAINLINE 
media  to  report  major  changes  in  the  GOP  at  the  Republican 
National  Convention  demonstrates  the  need  for  full  convention 
coverage  on  TV.  The  Democrats  had  hoped  the  Republican  Party 
leadership  would  continue  to  adhere  to  harshly  unpopular  poli- 
cies at  the  convention,  but  anyone  watching  even  the  networks' 
truncated  coverage  could  see  that  the  GOP  was  determined  to 
show  its  commitment  to  inclusion.  This  was  conveyed  by  virtu- 
ally every  speaker  and  every  event.  Yet  all  the  usual  liberal  com- 
mentators insisted  that,  no  matter  what  was  visible  to  viewers 
from  the  rostrum  and  the  floor,  the  party  was  still  that  of  a  few 
rich  white  people — the  standard  Democratic  class-warfare  myth. 

The  most  flagrant  refusal  to  report  what  actually  occurred 
was  committed  by  the  New  York  Times  in  describing  Senator 
John  McCain's  sweeping  endorsement  of  George  W.  Bush.  Ac- 
cording to  the  Times,  McCain's  speech  was  made  on  a 
"strangely  subdued  note,"  with  "generous  but  obviously  unen- 
thusiastic  praise  of  Governor  George  W.  Bush."  Reporters  for 
other  papers  sized  up  the  situation  far  better:  "McCain  Jumps 


CONVENTIONS 

on  Bush  Bandwagon"  (Washington  Times);  and  "McCain 
Heartily  Endorses  Bush"  ( Washington  Post).  The  Post  went  on 
to  say  that  Bush  secured  "an  enthusiastic  endorsement  tonight 
from  his  toughest  primary  opponent."  These  reports  accurately 
reflected  the  enthusiasm,  warmth  and  unmistakable  support 
conveyed  by  Senator  McCain.  But  if  people  confined  their 
study  of  the  convention  to  the  New  York  Times,  they  would 
have  come  away  with  the  impression  that  Senator  McCain's 
"subdued"  and  "unenthusiastic"  speech  barely  mentioned 
Governor  Bush,  even  though  it  caused  some  of  McCain's  most 
ardent  backers  to  say  he  was  being  too  "adulatory."  Even  the 
Times'  editorial  writer  apparently  felt  McCain  had  been  too 
generous,  because  the  editorial  referred  sneeringly  to  Senator 
McCain's  "maudlin  address."  And  the  Times  virtually  ignored  a 
splendidly  eloquent  speech  given  on  the  same  night  by  Con- 
doleezza  Rice,  Governor  Bush's  adviser  on  international  affairs. 

From  all  this  we  can  derive  this  basic  truth:  If  you  want  to 
know  what  actually  happens  at  a  convention,  go  in  person  or 
watch  an  unedited  televised  report  of  the  proceedings. 


JAPAN'S  TAX  COMMISSION'S  MALPRACTICE 


READING  A  RECENT  REPORT  ON  JAPAN'S  TAX  COMMISSION, 
which  is  recommending  a  major  tax  increase,  it  occurred  to 
me  that  there  should  be  a  malpractice  action  available  against 
grossly  erroneous  economic  advice. 

For  Japan,  with  its  anemic  consumer  spending  and  its 
desperate  efforts  to  prime  the  pump  with  ever  more  govern- 
ment spending,  raising  taxes  is  the  worst  thing  it  can  do.  The 
commission,  an  advisory  group  to  the  prime  minister,  seems 
to  have  been  influenced  primarily  by  the  fact  that  corporate 
tax  rates  have  fallen  and  that  income  tax  revenue  is  low  com- 
pared with  that  of  other  major  industrialized  countries. 
Japan's  5%  sales  tax  is  also  low  by  international  standards.  If 
the  commission's  advice  is  followed,  the  income  level  at 
which  taxes  begin  will  be  lowered,  the  sales  tax  rate  will  be 
raised  and,  even  though  60%  of  Japanese  corporations  are 
reporting  losses,  corporations  will  be  taxed  according  to  their 
size,  not  on  their  profits. 

To  say  this  is  absurd  is  the  economic  understatement  of 
the  year.  For  the  last  eight  years  the  government  has  tried  al- 
most every  conceivable  plan  to  encourage  more  consumer 
spending.  The  economy  has  just  started  to  show  signs  of  re- 
vival. Last  month  the  central  bank  reluctantly  raised  its 
short-term  interest  rates,  which  had  been  virtually  at  zero 
since  February  1999,  to  0.25%.  The  bank  still  worries  this  ac- 


tion might  discourage  consumption  and  construction.  It  had 
held  off,  worried  that  the  effect  of  an  interest  rate  increase 
would  add  to  the  turbulence  caused  by  the  Sogo  department 
store  company  bankruptcy.  Sogo,  with  debts  exceeding  $17 
billion,  had  expected  the  government  to  bail  it  out,  but  the 
government  decided  against  it. 

Considering  all  this,  the  most  elementary  economic  ad- 
vice would  be  to  forgo  higher  taxes.  Japan's  economy  relies 
on  consumer  spending  for  some  60%  of  its  activity,  and 
higher  taxes  will  squash  consumer  spending.  The  commis- 
sion had  only  to  look  back  to  1997,  when  an  increase  in  the 
consumption  tax  completely  reversed  what  had  begun  to 
look  like  a  mild  economic  recovery. 

The  commission  should  have  looked  at  what  other  coun- 
tries are  doing.  Even  Germany's  socialist  government  has  en- 
acted a  series  of  tax  reductions,  and  the  U.S.  press  is  full  of 
various  proposals  for  deep  tax  cuts  here — which  President 
Clinton,  of  course,  has  promised  to  veto.  But  even  Mr.  Clinton 
has  not  gone  so  far  as  to  suggest  increasing  taxes  (probably 
because  the  presidential  election  is  just  two  months  away). 

Let  us  hope  this  is  a  situation  where  good  politics  (cutting 
taxes,  not  raising  them)  will  prevail  over  the  worst  possible  eco- 
nomic advice  (raising  taxes  at  a  time  when  domestic  spending 
isn't  boosted  even  by  government  stimulus  packages).  F 
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The  park.  A  nice 
place  to  spend 
your  lunch  hour. 
And  if  you  let 
your  company 
get  left  behind 
by  technology, 
it  s  a  place  where 
you  can  come 
and  spend  the 
whole  day. 


Assurance 
Tax 

Consulting 

You  can  work  with  someone  who  can  help 
you  implement  the  innovations  that  are  rigl 
for  your  business.  Someone  who  can  help  y( 
keep  up  with  technology  by  helping  you  | 
the  most  out  of  it.  Or  you  can  let  technoloi 
just  pass  you  by.  If,  of  course,  you  enjoy 
having  a  lot  of  free  time  on  your  hands. 

For  further  information,  cc 

Stephen  G.  Butler, 
Chairman  and 
Chief  Executive  Officer, 
at  1-877-ASK-KPMG 
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By  Rich  Karlgaard,  publisher 

publisher@forbes.com 


FROM  THE  ASHES 


LEAKING  OF  TOUGH  RESCUES— HOW  WOULD  YOU  LIKE  TO 
mp  in  and  go  mouth-to-mouth  on  this  dog?  Revenues  are 
unging  amid  four  straight  years  of  losses.  The  hound  is  a  tech- 
alogy  firm  in  Silicon  Valley,  where  annual  employee  turnover 
^erages  20%.  God,  how  you  wish  it  were  only  that  bad,  because 
1  this  mutt  turnover's  40%!  The  chief  competition — IBM,  Or- 
;le  and  Microsoft — are  no  slouches.  So  you,  being  a  hero  (or  a 
cko),  jump  in  anyway.  The  first  thing  you  learn  is  that  the  in- 
uential  Gartner  Group  has  fixed  your  probability  of  death  this 
?ar  (1998)  at  70%.  Meanwhile,  quietly,  Wall  Street  banks  avert 
leir  eyes  from  the  metastasizing  cancer  and  drop  coverage, 
heir  analysts  won't  return  your  calls. 

That  was  Sybase  in  February  1998,  when 
)hn  Chen  dived  in  as  CEO.  We  forget  that 
/base,  a  1980s  hotshot  with  stunner  database 
)ftware  for  financial  clients  such  as  Goldman 
achs,  was  roaring  a  decade  ago.  As  late  as 
990,  it  had  mighty  Oracle  rooted  out  of  the 
roove.  But  Sybase  got  cocky,  and,  just  like 
lat,  it  lost  its  touch.  It  blew  a  major  upgrade, 
hoked  on  the  next  and  crashed.  Bobble  an 
pgrade  in  techland,  and  the  competition 
'ill  eat  your  lunch;  puckerbutt  the  second 
pgrade,  and  they'll  feast  on  your  carcass. 

But  under  Chen,  Sybase  has  found  a 
:cond  life.  It  closed  out  1999  with  $871 
lillion  in  sales  and  $63  million  in  profits.  It  projects  sales 
nd  profits  for  this  year  of  about  $1  billion  and  $100  million, 
/base  stock  has  also  recovered:  from  4'A  at  1998's  low  point 
)  26  as  of  mid-August. 

I  recently  sat  down  with  Chen  and  learned  from  this  un- 

erhyped  CEO — Hong  Kong  born,  Brown  and  Caltech  edu- 

ated — the  secrets  of  his  remarkable  turnaround. 

Have  a  clear  and  concise  plan.  Sure  thing,  but  the  Chen  plan 

jally  is  clear  and  concise.  You  could  jot  its  bullet  points  on 

le  back  of  a  business  card  while  holding  your  breath.  Here 

oes:  Be  profitable,  whatever  it  takes;  build  to  last,  not  to  flip; 

e  in  the  top  three  in  every  market,  or  get  out.  (Now,  exhale.) 

Motivate  the  engineers.  Chen,  holder  of  a  master's  in  electri- 

al  engineering  from  Caltech,  knew  that  a  quick  fix  for  a  com- 

lex  database  vendor  was  out  of  the  question.  A  deep 

lakeover  was  more  like  it.  Calculating  that  he  had  one  year 

)  get  Sybase  pointed  around,  Chen  spent  most  of  it  exhort- 

lg  and  inspiring  the  people  who  mat-         —  _  ~  — ~  ~~~ 
°  r       o        r     r  B^fli  For  furtr|er  discussion  of  this  and  other 

:red— his  engineers.  "There  are  things  J  topics,  g0 10  the  forum  at  our  Web  site 

ou  can't  fake  in  technology,"  says  Chen. 


•  Drive  accountability  into  your  organization.  Chen  insists  that 
everybody  at  Sybase  tackle  one  of  three  tasks:  make,  sell  or  sup- 
port a  product — three  straightforward  jobs  whose  performance 
can  be  measured.  (Chen  eyes  any  job  with  cold  suspicion  whose 
performance  can't  be  measured.  In  his  first  year  he  stripped 
Sybase  of  1,500  staff  jobs.)  Chen  uses  "line  of  sight"  as  a  code 
phrase  to  warn  freebooters  that  they  can't  hide  at  Sybase  for  long. 

•  Internal  competition  is  good;  politics,  bad.  The  upside  of  objec- 
tive employee  measurement:  It  removes  politics  from  the  office. 

•  Invest  in  people.  Taking  over  as  Sybase  CEO  in  early  1998, 
Chen's  timing  couldn't  have  been  worse,  from  a  human  relations 
standpoint.  The  dot-com  boom  was  raging.  Thirty  miles  to  the 

south,  Sand  Hill  Road  venture  capitalists  were 
in  a  frenzy,  poaching  the  Valley's  90th  per- 
centile employees  with  "can't  miss"  salary  and 
option  packages.  How  could  a  faded  beauty 
like  Sybase  compete  with  that?  Chen  fought 
his  toughest  early  board  battles  over  compen- 
sation matters.  He  prevailed  and  got  Sybase 
options  repriced  at  $7  and  generously  distrib- 
uted. On  top  of  that,  Chen  lobbied  for,  and 
won,  big  deferred-bonus  packages.  Remember, 
this  was  when  Sybase  was  suffering  13%  nega- 
tive profit  margins.  I  asked  Chen  why  he  had 
not  just  delegated  compensation  matters  to 
HR.  "No-o-o-o-o-o!"  he  thundered.  "Never! 
That's  the  most  important  thing  a  CEO  should  be  doing." 

•  Tap  offshore  talent.  Despite  Chen's  best  efforts,  Sybase  still 
fell  short  on  the  talent  front.  To  the  worldly  Chen — he  cut  his 
management  teeth  during  a  stint  at  Siemens  in  Munich — the 
answer  was  obvious:  Recruit  offshore.  Chen  set  up  a  product 
development  unit  with  dedicated  Tl  lines  in  Singapore. 

•  Love  the  one  you  re  with.  "Eighty- five  percent  of  our  revenues 
were  coming  from  1,200  accounts,"  said  Chen.  "Previous  man- 
agement feared  our  customer  base  was  too  narrow.  They  liked  to 
shoot  at  everything  that  moved.  I  took  the  opposite  view.  A  small 
customer  base  was  our  greatest  asset.  We  could  work  closely  with 
them,  learn  their  needs,  do  a  great  job  for  them,  and — you  bet! — 
earn  a  better  margin  by  not  chasing  customers  we  didn't  have." 

•  Invest  in  the  future.  "When  you  achieve  some  success,  the  best 
way  to  promote  it  is  by  plowing  cash  back  into  the  future."  Chen 
likes  R&D,  but  he's  also  a  believer  in  the  new  corporate  VC 
model.  Sybase  now  owns  majority  stakes  in  Financial  Fusion 

(online  banking)  and  iAnywhere  (B2B  ap- 
plications). Both  are  slated  to  go  public,  fur- 
at  www.forbes.com/karigaard.  fher  enriching  Sybase  shareholders.  F 


Sybase  Chief  John  Chen  emphasizes 
profits,  rewards  engineers. 
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ii  iesota 
Mining  & 
Catchall 

strategy  3M  has  sexy 
technology  and  sleepy 
earnings.  Solution:  bust  it  up. 

BY  MARK  TATGE 

COMPARED  WITH  SOME 
veterans  at  Minnesota 
Mining  &  Manufactur- 
ing, Executive  Vice  Pres- 
ident  Harry  C.  An- 
drews is  an  outsider.  "I've  been 
here  only  25  years,"  says  the  for- 
mer University  of  Southern 
California  engineering  profes- 
sor. But  his  experience  in  busi- 
ness development  vaulted 
him  to  the  top  of  one  of  3M's 
fastest-growing  divisions — 
electro  and  communications  mar- 
kets— at  a  time  when  most  other  divi- 
sions of  the  $15.7  billion  (sales) 
company  are  moving  ahead  about  as 
fast  as  glue  molecules.  "We  are  coming 
to  the  party  late,"  says  Andrews,  57,  of 
3M's  push  into  telecom  and  electronics. 

Better  a  tardy  party  than  none  at 
all.  Andrews'  division,  reorganized  a 
year  ago,  is  a  $2  billion  enterprise, 
growing  at  better  than  20%  annually. 
Among  other  things,  it  makes  mi- 
croflex  circuits,  a  technology  3M  nearly 
abandoned  in  the  early  1980s,  which 
tell  Hewlett-Packard  printers  how 
much  ink  to  dispense.  The  company 


wants  to  take  that 
same  technology  and  go  after  the  $2.8 
billion  market  for  circuits  that  connect 
semiconductor  chips  to  printed  circuit 
boards.  It's  also  providing  copper  cable 
networks  for  the  "last  mile"  of  installed 
wire  from  central  switches  to  homes 
and  businesses,  and  products  that  help 
increase  bandwidth,  maintain  signal 
integrity  and  optimize  wavelength. 

Nestled  in  the  Texas  hill  country  in 
Austin's  outskirts,  the  telecom  and 
electro  unit  ought  to  be  leading  3M 
into  the  future.  Instead,  it's  lost  inside 
the  jumble  of  businesses.  With  50,000 


Unsticking  3M: 
High-tech  chief  Harry  C. 
Andrews  is  a  bright  star 
at  the  old  glue  company. 

products  made  in  60  coun- 
tries, you  could  call  this  an  abrasives 
company,  a  glue  company,  a  dental- 
products  company  or  Post-It  Notes 
Inc.,  and  be  right. 

3M  operates  on  the  philosophy  that 
if  you  throw  enough  money  at  enough 
scientists  they  will  come  up  with  some- 
thing interesting.  They  have — the  $1.2 
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llion  annual  research  budget  has 
elded  such  innovations  as  a  drug  to 
eat  genital  warts,  transparent  tape 
id  skin  patches  to  deliver  drug  ther- 
>y — but  the  strategy  is  something  of  a 
ad  on  the  bottom  line.  Over  the  past 
?cade  earnings  per  share  have  inched 
ihead  5%  a  year,  barely  keeping  up 
with  inflation.  In  a  bull  market 
for  technology  this  tech  company 
sells  at  a  lower  multiple  than  the 
S&P  500. 

There's  a  simple  solu- 
tion: Spin  off  the  sexiest 
divisions — like  Andrews' 
and  the  $3  billion  health-care 
products  unit.  That's  exactly  what 
KcKinsey  &  Co.  recommended  in  a 
udy  last  year,  along  with  eliminating 
n  entire  layer  of  senior  management. 
M  heeded  the  latter  piece  of  advice 
fter  reorganizing  into  six  divisions, 
jut  the  headquarters  staff  in  St.  Paul, 
linn,  has  no  desire  to  let  go  of  the 
igh-growth  units  and  be  left  with  the 
lunkers. 

"I  am  frustrated  by  our  cost  struc- 
are,"  complains  Andrews.  "We  pay  too 
luch  for  corporate  services."  All  that 
orporate  overhead  is  a  throwback  to 
n  era  when  basic  research  dominated 
ecision  making — and  most  new 
roducts  were  extensions  of  something 
M  already  made.  That's  how  it  devel- 
ped  the  first  wet  sandpaper  for  the  car 
ldustry,  hook-and-loop  closures  for 
liapers,  reflective  sheeting  for  road 
signs  and  brightness-enhancement 

films  for  laptops. 

The  company's  rule  of  thumb  used 
3  be  that  30%  of  sales  should  come 
rom  products  introduced  in  the  last 
3ur  years.  But  that's  too  slow  a  pace 
or  Andrews'  division.  "We  are  already 
t  50%  of  sales,  but  we  need  to  accel- 
rate  that  given  that  some  of  the  mar- 
ets  we  are  in  require  60%  to  70%," 
mdrews  says.  Acquisitions — like  the 
300  million-plus  spent  to  buy  Quante 
.G,  the  German  maker  of  copper  tele- 
om  equipment- — should  help. 

It  certainly  makes  more  sense  than 
ttaching  a  fast-growing  electronics  di- 
ision  to  a  sandpaper  company.  F 


It's  A  Hit.  Shhh! 

automobiles!  The  new 
Ford  Focus  is  a  runaway 
success.  So  why  isn't  the 
company  crowing  about  it? 

BY  MELANIE  WELLS 

ROI  LING  OUT  A  CAR  THAT  BE- 
comes  one  of  the  world's  top 
sellers  in  just  a  year  and  a  half 
would  give  most  automakers  reason 
to  brag.  Not  Ford.  Its  new,  plucky 
Focus  is  flying  off  the  lots  at  dealer- 
ships in  the  U.S.  and  Europe.  But  it's 
hard  to  find  anyone  at  HQ  who's 
boasting  about  it. 

In  fact,  executives  in  Dearborn 
seem  chagrined  that  someone  in 
Ford's  European  office  blabbed  the 
good  news  about  Focus'  robust  sales 
to  analysts.  That's  all  well  and  good 
for  Ford  in  Europe,  where  the  Focus  is 
a  family  hauler.  But  in 
the  U.S. — where  Focus 
outsold  the  Toyota 
Corolla,  the  Chevrolet 
Cavalier  and  the 
Dodge  and  Plymouth 
Neon  in  the  first  six 
months  of  the  year — a 
quarter  of  its  owners 
are  in  their  late  teens 
and  early  20s.  These  are 
folks  who  want  to  think 
they  have  discovered  a 
cool  set  of  wheels.  One 
that  happens  to  come 
with  a  trendy  G-Shock 
wristwatch  and,  in  some 
cases,  a  Kona  Mountain 
Bike  or  a  460-watt  Sony 
stereo  system.  Not  a  car 
for  the  workaday 
masses.  Not,  heaven  for- 
bid, what  could  be  the 
bestselling  car  in  the 
world  this  year.  "Young  people  like  ex- 
clusivity," says  James  Wangers  of  Au- 
tomotive Marketing  Consultants  in 
Vista,  Calif.  "Having  a  car  that's  a 
huge  seller  is  bourgeois." 

Ford  was  fighting  that  very  image 


when  it  rolled  out  the  Focus  in  the  U.S. 
last  year.  As  part  of  its  unusual  launch, 
Ford  aired  rap-inspired  poetry  in  a 
radio  campaign.  It  lent  125  Focus  cars 
to  radio  disc  jockeys,  Hollywood  assis- 
tants and  other  trendsetters  in  an  ef- 
fort to  turn  its  new  vehicle  into  a  cult 
car.  Its  initial  commercials  stood  out 
because  they  were  live.  (And  short- 
lived.) Current  spots  feature  monosyl- 
labic youngsters  who  do  and  say  very 
little,  much  like  the  people  in  VW's 
popular  commercials.  In  one,  four 
Focus  passengers  holding  cups  of  hot 
coffee  warn  the  driver  with  a  collective 
"Dude!"  as  their  car  approaches  train 
tracks.  When  the  Focus  rolls  over  the 
tracks  and  the  coffee  doesn't  spill, 
"Dude!"  is  used  as  a  verbal  high-five. 

But  dudes  don't  want  to  admit  to 
themselves  that  they  constitute  a  mass 
market.  That's  why  you  won't  see 
Ford  touting  Focus'  top-seller  status 
in  commercials — or  anywhere  else. 


Focus  drivers  want  to  think 
they  have  discovered  a 
cool  set  of  wheels.  Not  a  car 
for  the  workaday  masses.  


Popular  rides: 
Bike  included 
with  Focus. 


Not  that  the  company  isn't  thrilled,  of 
course.  Ford  sorely  needed  a  follow- 
up  hit  to  the  Escort,  especially  after 
the  Ford  Contour,  Mercury  Mystique 
and  Ford  Mondeo  didn't  make  it — 
especially  among  younger  drivers.  F 
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Needle  Damage 

litigation  A  federal  tort 
reform  with  some  very  unhappy 
campers. 


BY  DOUG  DONOVAN 

AFTER  A  VACCINATION  FOR 
measles,  mumps  and  rubella  left 
his  daughter  brain  damaged  in 
1995,  Jeffrey  Childers  re- 
ceived an  award  from  the 
Vaccine  Injury  Compen- 
sation Program,  a  federal 
fund  created  to  assist 
people  injured  from  vac- 
cinations. Childers,  an 
Annandale,  Va.  auto  me- 
chanic, got  $1  million  up 
front  plus  $18,000  a 
month  to  care  for  his  daughter  for  as 
long  as  she  lives.  Still,  he's  bitter.  For 
more  than  three  years  his  medical  bills 
piled  up  as  Department  of  Justice 
lawyers  and  a  team  of  medical  experts 
tried  to  disprove  his  case.  "They  drag 
this  out  in  hopes  that  the  child  passes 


away,"  says  Childers.  "That  way  they 
only  have  to  pay  $250,000"— the 
amount  mandated  for  vaccine- related 
deaths. 

It's  not  only  parents  of  injured  chil- 
dren who  are  upset  with  the  program, 
put  into  place  in  a  1986  enactment.  The 
vaccine  manufacturers  say  that  the  75- 
cent-a-dose  vaccine  tax  that  finances  the 
program  is  three  times  too  high.  Indeed, 
the  U.S.  General  Ac- 
counting Office  notes 
that  the  program's 
swollen  $1.5  billion  trust 
fund  earns  more  in  inter- 
est every  year  than  the 
$50  million  it  pays  in 
claims.  Congress  ex- 
pected most  claims  to  be 
completed  within  two 
years,  but  the  GAO  says  only  19%  of  the 
cases  are  disposed  of  that  quickly. 

And  then  there  are  the  trial  lawyers, 
who  are  not  exactly  thrilled  with  the 
crumbs  they  get  from  this  compensa- 
tion system.  The  law  requires  anyone 
who  wants  to  sue  the  manufacturer  of 


a  vaccine  for  one  of  the  1 1  covered  dis 
eases  to  wait  until  after  the  federal  gov 
ernment  has  adjudicated  the  claim 
Lawyers  representing  claimants  get  pak 
whether  a  claim  is  successful  or  not,  bu 
they  get  closely  monitored  hourl; 
rates — not  the  jackpots  they  occasion 
ally  win  when  they  sue,  say,  tobacco  o 
tire  companies. 

After  federal  administrative  judge 
have  handed  down  a  verdict,  tfy 
claimant  can  reject  it  and  go  to  court) 
But  that  doesn't  happen  very  often 
The  number  of  lawsuits  filed  agains 
manufacturers  of  one  kind  of  vaccine 
against  diphtheria,  tetanus  and  whoop 
ing  cough,  dropped  from  255  in  1986  tc 
4  in  1997. 

Since  1988  the  federal  vaccine  trus 
fund  has  paid  out  $3 1 5  million  to  1 ,44f 
claimants,  an  average  of  $2 1 7,00f 
apiece.  Another  3,372  claimants  go 
zilch:  The  federal  adjudicators  ruled 
that  vaccines  were  not  to  blame  fo 
their  ailments.  No  doubt  this  crowd 
too,  would  hoot  down  the  program  i 
they  got  a  chance.  f 


Assault  And  Batteries 

MARKETING!  "High  performance"  batteries 
aren't  very  cost-effective  for  the  user,  but  still  they 
are  leaping  off  the  shelves.  Why? 


BY  KEMP  POWERS 

ENERGIZER  HOLDINGS  IS  SPENDING 
$100  million  on  a  Nike-esque  ad 
campaign  to  promote  the  e2,  its 
new  premium  alkaline  battery.  It's  a 
late  assault  on  archrival  and  market 
leader  Duracell,  a  division  of  Gillette. 
Two  years  ago  Duracell  released  the 
Ultra  premium  battery,  backed  by  a 
roughly  $60  million  marketing  blitz. 
Skeptics  (Energizer  among  them) 
doubted  consumers  would  pay  the 
28%.  extra  (average  retail  price  for 
Ultra:  $4.40  for  a  AA  4-pack).  Now  that 
the  Ultra  is  taking  7%  of  the  $6.5  bil- 
lion North  American  battery  market, 
Energizer  is  a  believer.  Its  e:  will  sell  for 
4%  more  than  the  Ultra. 
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And  just  what  is 
the  consumer  getting 
for  that  extra  cost? 
Premium  alkalines 
hold  up  better  to  the 
high  current  drain  of 
digital  cameras  and 
mobile  phones.  But 
they  offer  scant  benefit 
over  standard  alkalines 
in  medium-drain  de- 
vices (CD  players,  radios,  electronic 
games)  and  low-drain  ones  (pagers,  re- 
mote controls). 

Randy  J.  Rose,  Energizer's  executive 
vice  president,  puts  the  matter  deli- 
cately. "The  difference  is  more  attitudi- 
nal,"  he  says.  "Superpremium  users  set 


the  tone  for  all  battery  users." 

If  there's  not  much  of  an  improve- 
ment in  low-tech  items,  there  is  a  con- 
siderable improvement  in  the  battery 
makers'  bottom  line.  Merrill  Lynch  es- 
timates gross  profit  margins  for  alka- 
lines are  in  the  50%  range.  Margins  on 
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Now  let's  talk  about  what  comes  next. 
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Bank  of  America  Private  Bank 


We've  been  talking  with  each  other  for  years.  And  we 
listened  when  you  told  us  where  you  wanted  to  end 
up.  So  we  offered  ideas  to  help  you  get  there.  Ideas 
you  wouldn't  expect  from  a  bank— such  as  sophisti- 
cated strategies  for  maximizing  your  wealth  while 


minimizing  taxes.  Now  that  you've  reached  your  main 
goal,  we've  got  some  thoughts  on  the  others.  How 
do  we  know  there  are  others?  Let's  just  say  we've 
gotten  to  know  you  pretty  well.  After  all,  we  knew 
you  when  you  only  had  a  million  dollars  to  your  name. 


Call  1.800.863.9500  or  Visit  www.bankofamerica.com/privatebank 
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premium  alkalines  run  even  higher 
(Duracell's  overall  gross  margin  is 
63%).  Fatter  profits  can  help  pay  for 
those  expensive  ads — which  are  pitched 
to  a  certain  kind  of  consumer.  "There  is 
a  segment  of  consumers  out  there  that 
isn't  very  savvy  about  the  differences  in 
battery  performance,"  says  Sanjay 
Dhar,  a  professor  of  marketing  at  the 
University  of  Chicago. 

Private-label  brands,  which  account 
for  only  6.5%  of  the  U.S.  battery  mar- 
ket, are  almost  entirely  manufactured 
by  the  big  three  (Gillette,  Energizer  and 
Rayovac),  and  often  to  the  exact 
specs — and  performance — of  their 
branded  batteries.  Europeans  discov- 
ered this  fact  long  ago;  private  labels 
make  up  40%  of  the  $5  billion  EU  bat- 
tery market,  despite  Europe's  similar 
infatuation  with  high-drain  devices. 

But  don't  blame  the  companies  for 
being  greedy — cheapo  batteries  just 
don't  do  well  over  here.  When  Ultra 
was  first  released,  Energizer  tried  to 
counter  by  releasing  its  Advanced  For- 
mula, which  boasted  a  60%  better  per- 
formance in  high-drain  devices  than  its 
standard  alkaline  but  cost  no  more.  Ap- 
pealing to  the  intelligence  of  the  buyer 
got  Energizer  hammered,  since  shop- 
pers automatically  identified  a  low 
price  with  inferior  quality.  Energizer's 
market  share  has  lost  three  percentage 
points  to  Gillette  and  number  three 
Rayovac. 

Lesson  learned.  F 


Home  Field  Frenzy 

Americans  have  a  voracious  appetite 
for  alkaline  batteries,  a  trend  that 
hasn't  gone  unnoticed  by  marketers. 


Global  consumer  penetration 
(units  sold)  of  alkaline  batteries. 

North  American  consumer 
penetration  of  alkaline  batteries. 

Percentage  of  American 
battery  budget  spent  on  Duraceil 
or  Energizer  brands. 

Sources:  Merrill  Lynch:  Consumer  Reports. 


Smell  "he  Beans 


retail  Starbucks  gives  Japan's 
traditional  coffeehouses  a  jolt. 


BY  BENJAMIN  FULFORD 

A CAPPUCCINO  AT  THE  PEPE  LE 
Moko  coffee  shop  outside 
Tokyo  is,  like  many  things 
Japanese,  defined  by  rituals.  While 
Sayoko  Kaseda  frantically  whisks  a 
small  pan  of  milk  over  a  gas  burner, 
her  husband,  Toshio  Saito,  grinds  a 
mug's  worth  of  beans  and  places 
them  in  a  filter  atop  an  antique  cup. 
Coffee  lovers  can  take  it  all  in  from 
one  of  nine  bar  stools  jammed  along 
a  single  counter  that  fills  the  350 
square-foot  shop.  The  brew  costs 
five  bucks. 

Traditional  coffee  joints  like  Pepe 
le  Moko,  most  of  which  predate  the 
U.S.  occupation,  are  fast  becoming  an 
endangered  species.  While  coffee  im- 
ports were  up  10%  last  year,  to  $934 
million,  Japan's  old-style  coffee  shops 
have  diminished  from  155,000  outlets 
in  1981  to  94,000  last  year. 

But  Starbucks  is  thriving.  A  50-50 
joint  venture  between  the  Seattle- 
based  chain  and  Japan's  upscale  re- 
tailer Sazaby  opened  its  first  Japanese 
shop  in  1996  and  is  on  track  to  have 


200  outlets  by  next  year.  In  sec! 
tions  of  Tokyo  they  are  barelj 
blocks  apart.  They  offer  $2.50 
cappuccinos — in  no-smokini 
cafes  with  comfortable  chairs. 
Homegrown  fast-servid 
chains  like  Doutor  Ltd.  are  fighting 
back.  In  the  past  year,  Doutor  haj 
opened  20  outlets  of  a  copycat  exten 
sion  called  Excelsior.  So  similar,  irl 
fact,  that  Starbucks  sued,  demanding 
Excelsior  change  its  signs  and  interii 
ors  so  that  customers  don't  thinU 
they're  walking  into  a  Starbucks 
Doutor  promises  to  change  the  signsi 
the  suit  remains  pending. 

Starbucks  also  faces  competition 
from  other  imports,  including  Seati 
tie's  Best  and  Tully's  Coffee.  Low  rents 
and  vacated  prime  retail  spots  speec 
the  process.  Even  Japan's  traditional 
mom-and-pop  coffee  shops  are  try- 
ing to  fight  back.  The  owners  of  Pepe 
le  Moko  are  working  14-hour  day 
and  selling  wine  in  a  bid  to  stem  the 
slide  that  has  pulled  monthly  sales; 
from  $20,000  to  less  than  $10,00C 
over  the  past  decade. 

Nearby,  the  traditional  Trianon 
coffee  shop  also  struggles  with  the 
times.  While  staffers  proudly  showe< 
off  its  brand-new  Italian  espresso  ma 
chine,  nobody  in  the  shop  knew  how, 
to  operate  it.  F 
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BASF.  A  COMPANY  THAT'S  RETURN-FOCUSED  AND  GLOBALLY  POSITIONED.  WHETHER  IT'S  IN  CHEMICALS, 
HEALTH  AND  NUTRITION ,  OR  OIL  AND  GAS,  BASF  ISN'T  JUST  POSITIONED  FOR  LONG-TERM  GROWTH, 
BUT  FOR  PROFITABLE  GROWTH  AS  WELL.  GIVEN  OUR  STRONG  CASH  FLOW,  WE  CAN  MOVE  QUICKLY 
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ryVSfc    WHICH  MAKES  BASF  AN  INVESTMENT  OF  GLOBAL  PROPORTIONS.  MAKING  PRODUCTS  BETTER. 


BASF 
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Mysterious  Ways 


tax  I  S  I  What  makes  tuition  paid  for  classes  in  one  religion 
more  deductible  than  tuition  for  classes  in  another? 


BY  BRIGID  MCMENAMIN 

LOS  ANGELES  ACCOUNTANT 
Michael  Sklar  was  shelling  out 
$24,000  a  year  to  send  his  four 
children  to  Jewish  day  schools  in  1994 
when  a  four-line  Internal  Revenue  Ser- 
vice ruling  caught  his  eye. 

The  November  1993  edict  declared 
"obsoleted"  the  IRS'  1978  ruling  barring 
members  of  the  Church  of  Scientology 
from  deducting  the  "fixed  donations" 
they  paid  for  religious  education  and 
"auditing" — a  practice  in  which  Scien- 
tology ministers  ask  members  probing 
questions  to  identify  areas  in  need  of 
spiritual  work. 

Sklar  wondered:  If  Scientologists 
can  deduct  their  form  of  religious  edu- 
cation, why  can't  I  deduct  mine?  The 
Orthodox  lew  decided  to  write  off  55% 
of  his  tuition  bills,  based  on  the  propor- 
tion of  time  his  children's  schools  said 
was  spent  on  religious  courses. 

No  dice.  In  April  U.S.  Tax  Court 
Special  Trial  Judge  Larry  L.  Nameroff 
ruled  that  Sklar  hadn't  shown  he  was  in 
the  same  position  as  members  of  the 
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Church  of  Scientology.  He  was  denied 
all  his  religious-education  deductions, 
including  the  $75  he  paid  for  a  special 
after-school  class  in  the  Talmud.  Sklar  is 
appealing. 

Former  IRS  commissioner  Sheldon 
S.  Cohen  doesn't  give  him  much  chance, 
in  part  because  his  kids  went  to  a  school 
that  mixed  religious  and  secular  educa- 
tion. But  the  case  does  point  out  a  glar- 
ing inequity  that  has  existed  since  1993, 
when  the  IRS  cut  a  controversial  deal 
with  the  Church  of  Sci- 
entology, a  46-year-old 
Los  Angeles-based  reli- 
gion that  claims  3  mil- 
lion U.S.  members,  in- 
cluding actor  John 
Travolta  and  composer 
Isaac  Hayes. 

The  agreement  made  the  group  tax- 
exempt  and  allowed  its  members  to 
deduct  fees  not  just  for  auditing,  but 
also  for  such  religious  courses  as  "Suc- 
cess Through  Communication"  and 
"The  Anatomy  of  the  Human  Mind." 

Note  that  in  1989  the  Supreme 


Appealing  to  a  higher  authority:  Michael 
Sklar  is  fighting  a  U.S.  Tax  Court  ruling 
denying  him  a  religious  school  deduction. 

Court  had  upheld  the  IRS'  refusal  to 
allow  deductions  for  auditing  and  Scij 
entology  classes.  In  that  decision  th< 
Court  even  noted  that  if  these  deduc- 
tions were  allowed,  it  could  open  th< 
door  for  taxpayers  to  claim  deduction! 
for  parochial  school.  Big  dollars  are  al 
stake,  since  Americans  pay  an  estimated 
$11  billion  a  year  for  parochial  schools 
and  religious  education. 

After  the  Scientology  deal  Cohen 
appealed  to  the  IRS  to  issue  clear  rule 
about  what  religious  education  waj 
now  deductible.  It  never  did. 

"The  IRS  realizes  that  giving  in  t 
Scientology  was  a  mistake,  and  theyj 
don't  want  to  extend  that  mistake,"  say! 
former  IRS  commissioner  Donald  C 
Alexander.  "The  result  is  most  taxpay- 
ers are  unfairly  treated." 

Sklar  couldn't  afford  a  lawyer  in  Tax 
Court.  But  he  briefed  and  argued  his 
own  case,  with  a  little  volunteer  help 
from  a  tax  lawyer  acquaintance.  "My 
main  concern  is  to  get  equal  treat 
ment,"  says  Sklar,  who  adds  he  has  no 
beef  with  Scientologists.  "If  it  were  any 
religious  group  I'd  have  the  same  prob- 
lem. I  blame  the  government." 

Advice?  Alexander  thinks  non-Sci- 
entology religious  classes  aren't  de- 
ductible, although  he  suspects  many 
taxpayers  write  off  the  fees  and  get  away 
with  it. 

Cohen,  on  the  other  hand,  argues 
that  taxpayers  who  send  their  children 


Is  your  family's  religious 
education  deductible?  That 
depends  on  your  religion.  


to  purely  religious  after-school 
training  can  rightfully  claim  the 
deduction  in  light  of  the  IRS'  deal 
with  Scientology. 

For  now,  non-Scientologists  who 
want  to  deduct  religious  studies  just 
have  to  pray  that  Cohen  is  right. 

Or  convert.  F 
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Lawyers  In  Lab  Coats 

pharmaceuticals  Barr Labs, the 
scourge  of  big  drug  companies,  snatched  Prozac 
from  Eli  Lilly's  hands.  But  can  it  play  nice,  too? 


BY  ROB  WHERRY 

BARR  LABORATORIES  STUNNED 
Wall  Street  last  month  with  its 
court  victory  striking  down  Eli 
Lilly's  patent  protection  for  Prozac,  the 
antidepressant  with  $2.6  billion  in  an- 
nual sales.  Lilly  lost  $35  billion  in  mar- 
ket capitalization,  while  Barr's  stock 
rocketed  40%  to  $76. 

This  little-known  Pomona,  N.Y. 
generic  drugmaker  can 
start  making  a  cheaper 
Prozac  next  summer, 
adding  a  $200  million 
sales  pop  to  a  company 
with  revenue  of  $500 
million.  Lilly  will  ap- 
peal, but  you  can  add 
another  scalp  to  the 
wall  at  Barr. 

Chief  Executive 
Bruce  Downey  has  been 
litigating  his  way  to  17% 
average  annual  sales 
growth  since  1997.  More 
than  60%  of  revenue  is 
from  products  released 
for  sale  after  settlements 
or  court  decisions.  Wat- 
son Pharmaceuticals 
and  Teva  Pharmaceuti- 
cals sue  as  often,  but 
don't  go  after  drugs 
with  such  high  profiles. 
Barr  also  targeted  AZT, 
Coumadin  and  Prem- 
arin.  Its  biggest  seller, 
the  $300-million-a-year 
breast  cancer  drug 
Tamoxifen,  came  after  a 
settlement  with  Astra- 
Zeneca  in  1993. 

Yet  Barr,  despite  its 
latest  show  of  pit  bull 
prowess,  is  trying  to 
turn  itself  into  those  it 
attacks:  a  branded 


if  you  want  the 
big  score,  you've 
got  to  look 
outside  the 
generic  realm  for 
apportunitif 


drugmaker.  The 
generic  business  is  get- 
ting awfully  crowded. 
Even  if  Bar-r  beats 
Lilly's  appeal,  it  will 
have  the  exclusive  to  a 
cheaper  Prozac  version 
for  only  six  months. 

"If  you  want  the  big  score,  you've 
got  to  look  outside  the  generic  realm 
for  opportunities.  That's  what  drove  us 
in  that  direction,"  says  Downey,  a  52- 
year-old  former  trial  lawyer  with  Win- 
ston &  Strawn  in  Washington,  DC. 

The  evolution  into  a  branded  drug 
firm  is  already  forcing  Barr  to  act  very 
poodle-like  with  its  old  enemies.  After 
two  years  of  vicious  lit- 
igation Downey  settled 
with  DuPont  Pharma- 
ceuticals in  January 
over  the  $500-million- 
a-year  blood-thinner 
Coumadin  and  ended 
up  with  DuPont  as  a 
bedfellow.  The  $45  mil- 
lion settlement  will 
help  pay  for  Barr's  new 
drug  pipeline.  DuPont 


will  help  sell  those  drugs  and  gets  1  mi 
lion  warrants,  which  amounts  to  abo 
5%  of  Barr,  plus  an  undisclosed  royal 
on  sales. 

Barr  has  nine  new  drugs  in  i 
pipeline,  intended  to  compete  for  ii 
dustry  sales  of  more  than  $4  billion.  Tv 
cancer  drugs  are  due  to  hit  the  mark 
next  year.  The  prostate  drug  CyPat  ad 
the  oral  contraceptive  Seasonale  are  i 
final-stage  trials. 

Despite  help  from  DuPont,  Down* 
won't  find  the  patented  drug  busine 
easy  going.  His  research  and  develof 
ment  budget  was  a  mere  $41  millio 
last  year,  about  2%  of  Pfizer's.  Barr  h; 
only  five  salespeople  covering  the  enti: 
U.S.,  while  generic  rival  Watson  Pha 
maceuticals  has  several  hundred. 

Downey  isn't  going  entirely  soft  ye 
The  DuPont  settlement  doesn't  pr< 
elude  Barr  from  suing  the  Delawan 
giant  again.  And  Downey's  lawyers  ai 
currently  in  federal  District  Court  ii 
New  Jersey  trying  to  block  the  pater 
extension  of  Ortho  Tri-Cyclen,  tH 
$400-million-a-year  oral  contracepti\ 
from  Johnson  &  Johnson's  Ortho-Mc 
Neil  division. 


They  might  be  scientists:  Barr  Chief  Executive  Bruce  Downey  and  President  Paul  Bisaro,  ex-litigators  both 
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Monsieur 

France's  tricolor  is  firmly  planted  on 
Madison  Avenue,  thanks  to  more  than  60 
acquisitions  by  an  elusive  Frenchman. 
He'll  tell  you  he's  a  modest  man  with  no 
grand  plan.  Yeah,  right. 


MAURICE  LEVY  IS 
hunkered  over  the 
French -  English 
dictionary  in  his 
Paris  office.  He 
wants  to  know  the 
English  word  for 
mesquinerie.  There's  no  exact  word,  but 
"shabby  conduct"  is  a  close  phrase. 

What  brings  on  this  train  of  thought? 
Levy,  58,  still  simmers  over  a  years-long 
fight  his  company,  Publicis,  had  with 
True  North  Communications  of 
Chicago.  The  two  advertising  holding 
companies,  once  aligned  to  share  agency 
resources  in  the  U.S.  and  Europe,  dis- 
solved their  partnership  in  the  mid- 
1990s.  Shortly  thereafter,  Levy  made  an 
unsuccessful  $550  million  hostile  bid  for 
True  North. 

Levy  can't  seem  to  forget  the  past. 
Maybe  it's  because  he  hates  losing.  That 


BY  MELANIE  WELLS 


may  be  one  reason  for  his  rapid-fire  ac- 
quisition binge  since  then.  He  counts 
more  than  60  advertising,  p.r.,  direct- 
marketing  and  consulting  companies 
that  he  has  snapped  up  around  the 
world  since  1997 — spending  at  least 
$500  million  in  the  U.S.  on  a  few  of  ad- 
vertising's creative  crown  jewels.  Levy, 
chief  executive  of  Publicis,  funded  the 
spree  with  agency  reserves  and  $250  mil- 
lion in  loans  from  French  banks. 

This  month,  in  his  biggest  deal  to 
date,  Publicis'  $1.7  billion  stock  pur- 
chase of  ad  giant  Saatchi  &  Saatchi  will 
be  completed.  The  acquisition — of 
what's  arguably  the  world's  best-known 
ad  agency — makes  Publicis  the  world's 
fifth -largest  ad  company,  with  revenues 
of  $2.1  billion.  Its  clients  include  some 
of  the  world's  largest  companies:  Proc- 


ter &  Gamble,  Toyota,  Nestle, 
L'Oreal  and  Renault.  And  this 


month  Publicis,  which  is  publicly 
traded  in  France,  will  be  listed  as  an 
ADR  on  the  New  York  Stock  Exchange 
when  it  takes  over  Saatchi  &  Saatchi'a 
listing.  "Look  at  where  True  North  is 
and  where  we  are;  that  says  it  all,"  Levy] 
gloats.  Never  mind  that  Publicis  still 
owns  10%  of  True  North. 

Petty  thoughts,  perhaps,  for  the  most] 
important  guy  you've  never  heard  of  in) 
advertising.  If  Levy  has  hardly  beeni 
known  on  Madison  Avenue,  it  is  perhapsi 
because  he  played  second  banana  to  the: 
agency's  flamboyant  founder,  the  late 
Marcel  Bleustein-Blanchet.  (The  com- 
pany  name  comes  from  publicite,  which 
means  "advertising,"  and  six,  for  1926, 

Maurice  Levy  began  by  rescuing  documents  from 
a  smoldering  office.  Now  he  heads  the  company. 
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Levy  can't 
seem  to 
forget  the 
past.  Maybe 

that's 
because  he 
hates 
losing. 


Commercial  Property 

The  U.S.  is  still  the  world's  largest 
advertising  market.  But  a  growing  share 
of  ad  dollars  is  being  spent  overseas. 


What  Procter  & 
Gamble,  Europe's  largest  advertiser, 
spends  there. 

The  annual 
amount  spent  by  Vivendi  Group,  the 
largest  advertiser  in  France. 

The  cost  of  a  30- 
second  spot  on  NBC's  ER,  the  most 
expensive  regular  show  on  prime- 
time  television. 

Sources;  Companies;  Myers  Group;  Advertising  Age. 

the  year  the  company  was  founded.) 
Levy  burst  onto  the  public  scene  as  he  as- 
sumed more  control  of  the  agency 
group.  But  unlike  Bleustein-Blanchet, 
who  was  apparently  content  running  a 
European  agency,  Levy  wanted  to  play 
on  the  global  stage. 

He  has  made  a  rather  noisy  entrance, 
repeatedly  stepping  into  crises — a  few  of 
his  own  making.  His  career  at  Publicis 
has  always  had  a  dash  of  melodrama.  On 
Sept.  27,  1972,  just  a  year  after  joining 
France's  oldest  ad  agency,  Levy  dashed 
into  the  firm's  still-smoldering  offices 
after  a  fire  and  rescued  documents  and 
magnetic  tapes  that  would  keep  Publicis 
in  business  while  its  splashy  Champs- 
Elysees  headquarters  was  rebuilt. 
"Clients  were  surprised  to  receive  in- 
voices on  the  30th  of  September,"  he 
says,  relishing  the  story. 

It  certainly  caught  Bleustein- 
Blanchet's  attention.  A  year  after  the  fire 
he  asked  Levy  to  become  managing  di- 
rector of  the  agency.  In  a  spectacular  ges- 
ture of  self-effacement,  Levy  turned  him 
down:  "I  said  it  would  be  a  mistake  to 
have  someone  as  young  as  myself  in  that 
role."  It  didn't  hurt  his  career.  Two  years 
later  Bleustein-Blanchet  issued  a  memo 
announcing  Levy's  promotion — with- 
out first  consulting  with  Levy.  Within  six 
years  Levy  was  running  Publicis  Group. 

He  came  to  the  company's  rescue  a 
second  time  two  years  ago  when  the 
company  was  imperiled  by  a  spat  be- 


tween Bleustein-Blanchet's  daughters, 
Elisabeth  Badinter  and  Michele 
Bleustein-Blanchet,  who  then  controlled 
'25%  of  the  voting  stock.  The  latter,  who 
wanted  to  cash  out,  threatened-to  sell  her 
stake  to  outsiders.  Levy  arranged  for 
Badinter,  investors  and  employees  to  buy 
her  shares.  "I  tried  to  play  the  role  of  wise 
man,"  he  says. 

He  has  played  consigliere  in  some  of 
the  most  public,  and  uproarious,  calami- 
ties his  clients  have  waded  into.  Last 
summer,  when  schoolchildren  in  Bel- 
gium claimed  they  became  sick  after 
drinking  Coca-Cola,  Levy  recommended 
a  media  tour  of  the  factory  in  Brussels — 
which  helped  temper  criticism  of  Coke's 
aloof  response  to  the  initial  crisis.  He  also 
takes  on  the  role  of  adviser  during  his 
clients'  acquisitions,  counseling  Nestle  in 
its  bid  for  Perrier  in  1992. 

His  reassuring  approach  gives  Levy 
an  edge  when  wooing  cantankerous  ad- 
agency  founders — Hal  Riney  among 
them — who've  previously  resisted  over- 
tures from  rivals  WPP,  Omnicom  and  In- 
terpublic. Sure,  he  pays  top  dollar.  But 
he's  also  extremely  solicitous,  sometimes 
making  it  sound  as  if  Publicis  will  be 
working  for  the  smaller  agency,  instead 
of  the  other  way  around.  "Other  holding 
company  chiefs  will  say,  'We  want  you  to 
be  part  of  this  network;  this  is  what 
you'll  be  called  and  this  is  who  you'll  re- 
port to,'"  says  Bob  H.  Bloom,  chairman 
of  Publicis  in  the  U.S.  "Maurice  says,  Tell 
me  what  you  want.  Tell 
me  what  you  want  to 
be  called  and  who  you 
want  to  report  to.'" 

Bob  Kantor,  a  for- 
mer chairman  of  Pub- 
licis in  the  U.S.,  recalls  _ 
his  first  meeting  with 
Levy,  in  the  Concorde  lounge  at  Kennedy 
Airport.  After  talking  for  a  short  time, 
"Levy  looked  at  me  and  said,  7  love 
you!' "  Kantor  says.  Richard  Kirshen - 
baum,  cochairman  of  ad  agency  Kir- 
shenbaum,  Bond  &  Partners,  calls  Levy's 
mix  of  charm  and  determination  "a 
combination  of  Maurice  Chevalier  and 
General  Patton." 

Lately  he's  more  Patton  than  Cheva- 
lier. The  Saatchi  conquest  puts  the  U.S. 


share  of  Publicis'  revenues  at  38% 
number  Levy  wants  to  increase  to  45j 
He'll  have  to  start  by  generating  mq 
business  for  Saatchi — its  revenues  a 
growing  at  5%,  compared  with  12%  i 
Publicis — and  improving  performani 
Saatchi's  operating  margin  (net  befq 
interest,  taxes  and  goodwill  amorti2 1| 
tion)  is  11%;  its  parent's,  17%. 

There  will  be  more  acquisitions.  Le 
says  he  looked  at  buying  venerable  Gr 
Advertising.  He  even  admits  mulling 
takeover  of  Havas,  his  slightly  larg 
crosstown  rival  in  Paris.  But  what  Le 
covets  most  is  a  smaller,  in-your-fa 
flagship  agency  in  New  York.  He  has  a 
proached  Kirshenbaum,  Donny 
Deutsch  and  Cliff  Freeman,  amoi 
other  fiercely  independent  agency  chie 

And  what  of  his  much-publicizf 
discussions  earlier  this  year  with  Youi 
&  Rubicam,  eventually  bought  by  WP 
"It  makes  me  mad  that  people  say  'Thi 
failed,' "  he  seethes.  "We  decided  not 
make  an  offer.  It  was  not  a  failure." 

Meantime,  there  are  situations 
shake  up.  Levy  says  he  has  consider 
taking  another  run  at  True  North 
might  eventually  make  a  play  for  MS 
Saatchi,  the  fledgling  London-base 
agency  headed  by  brothers  Maurice  an 
Charles  Saatchi.  That  could  cause  eve 
more  sparks,  given  Maurice  Saatchi 
very  public  ousting  from  Saatchi 
Saatchi  in  1994.  Levy  and  Mauri( 
Saatchi  have  been  friends  since  1 97* 


Levy  is  "a  combination 
of  Maurice  Chevalier 
and  General  Patton." 


their  agencies  even  share  the  British  Ait 
ways  account.  Now  imagine  the  creativ] 
turmoil  Levy  could  cause  by  reunitinj 
the  brothers  Saatchi  with  their  erstwhil 
agency.  "I  see  the  romance,"  Levy  says 
then  stops  himself.  It  won't  happen  any) 
time  soon,  he  insists.  Looking  ahead? 
really  can't  speak  for  the  future,"  he  del 
murs,  smiling. 

But  you  know  he's  thinkin; 
about  it. 
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PAY  FOR  COACH.  FLY  IN  FIRST. 

TRY  NOT  TO  SMIRK. 

BUY  COACH.  FLY  FIRST.  FIRSTUP 

At  one  airline,  we  not  only  added  60%  more  First  Class 
seats,  but  made  it  easier  for  you  to  get  one.  With  FIRSTUP, 
you  fly  in  First  Class  when  you  purchase  a  full  coach  fare.* 
It's  that  simple.  Buy  coach,  fly  First. 

Before  your  next  flight,  call  your  travel  professional  or 
TWA  at  1-800-221-2000.  Ask  for  FIRSTUP  and  get  the 
first-class  seat  you  deserve. 

TWA 

ONE  MISSION.  YOURS; 

WWW.TWA.COM 


*FirstUp  is  available  on  qualifying  domestic  connecting  flights  via  St.  Louis,  as  well  as  on  most 
nonstops  out  of  JFK.  Subject  to  availability. 


Folk  Fortune 

For  a  very  rich  man,  Ingvar  Kamprad  is  about 
as  folksy  as  they  come.  Which  explains 
why  Ikea  is  one  of  the  world's  top  brands. 


BY  RICHARD  HELLER 
wm     MOW    TO    FIGURE  INGVAR 
H     I  Kamprad?  The  creator  of  the 
HHH|  Ikea  furnishings  phenomenon 

H  has  built  a  personal  fortune 
H  worth  at  least  $3  billion.  Yet  he 
travels  second-class,  whether  by  air  or 
rail.  He  carries  his  own  bags  and  thinks 
that  a  luxurious  vacation  is  bicycling 
around  the  Swedish  countryside.  Kam- 
prad's  standard  business  attire  is  open- 
necked  denim  shirts. 

"Yes,  I  try  to  live  a  simple  lifestyle," 
Kamprad  says.  "I  see  my  task  as  serving 
the  majority  of  people.  How  do  you 
find  out  what  they  want?  My  answer  is 
to  stay  close  to  ordinary  people,  be- 
cause at  heart  I  am  one  of  them." 

False  modesty?  Not 
when  your  business  is 
outfitting  the  homes  of 
the  world's  middle  class. 
Kamprad,  74,  has  built 
Ikea  into  the  world's 
biggest  furniture  retailer. 
Its  155  stores  average 
186,000  square  feet  each  and  are  found  in 
29  countries  on  five  continents.  A  fully 
stocked  Ikea  features  9,694  choices — 
everything  from  tables,  chairs,  sofas, 
bookcases  and  beds,  to  linens,  picture 
frames,  fabrics,  dishes,  clocks,  lamps,  toys 
and  the  occasional  valise.  Factor  in  color 
and  size,  and  a  store's  inventory  can  have 
80,000  different  items.  With  100  million 
copies,  Ikea's  annual  catalog  has  one  of 
the  world's  biggest  press  runs. 

This  year,  with  a  work  force  of 
around  55,000,  family-owned  Ikea  will 
have  revenues  close  to  $10  billion.  The 
only  European  furniture  retailer  remotely 
in  Ikea's  league  is  Habitat,  also  owned  by 
Kamprad's  family,  with  92  urban  outlets 


in  ten  countries  and  fiscal  2000  revenues 
of  $800  million.  One  of  the  top  American 
home  furnishers,  Pier  1  Imports,  had 
only  $1.2  billion  in  sales  last  year. 

Profits?  Kamprad  reveals  nothing  on 
that  score.  But  a  Stockholm  retail  analyst 
(who  follows  Ikea  as  an  avocation)  esti- 
mates that  in  fiscal  1999  it  earned  19% 
before  taxes — more  than  $1.6  billion. 
That's  half  again  Home  Depot's  pretax 
margin. 

Kamprad  built  his  fortune  the  way 
Henry  Ford  built  his:  by  taking  what  had 
been  a  luxury  product  and  making  it 
available  at  reasonable  prices  to  the 
masses.  "My  theory  was  that  good  fur- 
niture could  be  priced  so  that  the  man 
with  the  flat  wallet  would  make  a  place 


"My  answer  is  to  stay  close 

to  ordinary  people 
because  at  heart  I  am  one." 


for  it  in  his  spending  and  could  afford 
it,"  says  Kamprad.  Suppose  you're  just 
out  of  college  and  setting  up  your  first 
apartment.  At  Ikea  you  can  furnish  living 
and  dining  rooms,  two  bedrooms  and  a 
kitchen  with  nicely  designed,  well-made 
tables,  chairs,  bookcases,  beds  and  as- 
sorted utensils  for  $3,500  to  $10,000. 
When  Kamprad  opened  his  first  Ikea 
store  in  Almhult,  Sweden  in  1958  (the 
name  Ikea  is  a  combination  of  Kam- 
prad's own  initials,  plus  the  first  letter  of 
Elmtaryd,  the  family  farm,  and  Agun- 
naryd,  the  village  it's  in),  that  shopping 
spree  at  another  store  might  easily  have 
cost  five  times  your  first  year's  income. 
Kamprad's  folksy  airs — despite  his 
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being  born  to  well-to-do  landowners — 
may  trace  to  his  native  Smaland,  a  rocky, 
unforgiving  Swedish  region  250  miles 
south  of  Stockholm.  Dyslexic,  Kamprad 
nevertheless  completed  a  business  college 
course  at  Goteburg.  As  a  teenager  and 
young  adult,  he  flirted  with  Nazi  groups 
and  with  Swedish  Opposition,  an  ultra- 
nationalistic  political  party.  The  Swedish 
press  made  much  of  these  associations 
when  they  were  unearthed  a  few  years 
ago.  (Kamprad,  contritely:  "Perhaps  even 
you  did  something  in  your  youth  that 
you  now  know  was  stupid.")  He  started 
Ikea  when  he  was  just  16  as  a  general 
mail-order  firm.  In  1952  he  moved  into 
furniture  with  a  showroom  in  Almhult. 
He  constantly  tinkered  with  furniture  de- 
signs, to  keep  costs  low.  In  1955  came  a 
breakthrough:  Trying  to  efficiently  pack 
and  ship  a  bulky,  long-legged  table,  Gillis 
Lundgren,  an  early  employee,  later  Ikea's 
chief  designer,  hit  upon  the  idea  of  taking 
the  legs  off  and  mailing  them  packed  flat 
under  the  tabletop. 

To  cut  costs,  Kamprad  has  made  his 
customers  his  partners:  low  prices  in  ex- 
change for  serving  yourself,  taking  it 
away  yourself  and  assembling  it  yourself. 
Ikea  is  primarily  a  design  house  and  re- 
tailer that  slaps  its  brand  name  on  prod- 
ucts manufactured  to  its  specifications 
by  others.  Ikea  International's  chief  ex- 
ecutive, 42-year-old  Anders  Dahlvig 
(Kamprad  now  calls  himself  senior  ad- 
viser), says  that  Ikea  buys  90%  of  what 
it  sells  from  ]  ,700  closely  monitored  sup- 
pliers in  about  50  countries.  Sweden  is 


still  the  biggest  source  of  its  goods  (17%), 
followed  by  China  and  Poland. 

In  the  late  1950s  and  early  1960s  Swe- 
den's National  Association  of  Furniture 
Dealers  boycotted  Ikea,  convincing  the 
country's  furniture  makers  not  to  sell  to 
Kamprad.  That  led  him  to  emphasize 
both  in-house  designs  and  sourcing  pro- 
duction outside  Sweden.  In  the  end  the 
boycott  collapsed. 

Like  the  great  populist  merchant  Sam 
Walton,  Kamprad  constantly  buttonholes 
customers.  Anders  Moberg,  who  suc- 
ceeded Kamprad  as  chief  executive  for 
13  years  before  joining  Home  Depot  last 
year,  once  described  a  seven-hour  trip — 
second-class,  of  course — on  a  crowded 
French  train.  Kamprad  conducted  mar- 
ket research  with  "what  seemed  like 
5,000  French  people.  I  couldn't  get  him 
to  stop." 

From  this  kind  of  frenetic  inter- 
viewing, Kamprad  grasped  early  on  that 
young  couples  who  can't  afford  nannies 
need  to  distract  their  kids  when  they  are 
looking  at  sofabeds.  Kamprad's  stores 
come  with  play  centers,  snack  bars  and 
restaurants  specializing  in  Swedish 
meatballs. 

Smalanders  are  known  for  their 
thrift.  The  stereotype  fits  Kamprad  to  a 
tee.  When  shopping  in  the  open-air  veg- 
etable market  in  the  little  Swiss  town 
above  Lausanne  where  he  lives,  he  likes  to 
wait  until  closing  time  to  get  a  break  on 
prices.  He  admits  that  this  drives  his  wife 
to  distraction.  His  one  luxury:  a  small 
vineyard  in  Provence.  "Very  expensive 


How  Rich  Is  He? 

■  n  FORBES'  list  of  billionaires  (July  3)  we  put  Ingvar  Kamprad's  net  worth  at 
I  $3  billion.  This  is  conservative:  We  excluded  assets  contributed  to  charitable 
I  trusts,  where  charitable  recipients  are  the  ultimate  beneficiaries.  But  the  trust  that 
controls  the  Ikea  operating  stores  is  only  partly  a  charitable  trust— and  quite  possibly 
a  small  part  at  that. 

So  what  happens  if  we  assume  that  the  trusts  are  mostly  private,  not  charitable? 
The  retailing  empire,  for  which  one  outsider  speculates  an  outsize  profit  margin  (see 
p.  66),  could  perhaps  be  worth  2.5  times  revenue,  or  $25  billion.  (This  would  include 
the  value  of  the  income  stream  siphoned  off  by  a  royalty-collecting  entity,  also  owned 
by  the  Kamprad  family.)  The  Kamprads  also  have  a  separate  retail  chain  called  Habi- 
tat, probably  worth  $1.6  billion,  and  some  side  ventures  and  real  estate. 

The  total  value  seems  to  approach  $30  billion.  Even  allowing  a  significant  sum  for 
the  charitable  carve-out,  this  is  one  wealthy  fellow.  —R.H. 
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iKea  

hobby,"  he  grumps. 

Kamprad  justifies  his  parsimony  as 
sound  management  practice.  "How  the 
hell  can  I  ask  people  who  work  for  me  to 
travel  cheaply  if  I  am  traveling  in  luxury? 
Best  to  stay  in  touch  with  die  real  world." 

But  when  it  comes  to  sheltering  Ikea 


from  Sweden's  confiscatory  taxes  and 
death  duties,  Kamprad  spares  no  ex- 
pense. Kamprad  has  shrouded  his  busi- 
ness in  an  opaque  collection  of  trusts  and 
holding  companies.  Three  entities  are 
central:  Ikea  Group,  Inter  Ikea  Group 
and  Ikano  Group. 


Ikea  Group  controls  all  Ikea  retail  o{ 
erations,  except  franchisees  (which  ha\l 
18  of  the  stores),  and  also  owns  most 
the  land  on  which  Ikea  stores  stand.  Int< 
Ikea  is  the  custodian  of  the  group's  ir 
tellectual  property,  including  the  Ike) 
brand,  and  receives  a  licensing  fee  of  3°, 


The  Myth  Called  Sweden 


Aaron  Betsky  talks  about  his  April  trip  to  the  new  Ikea  store 
in  San  Francisco  as  if  it  was  a  pilgrimage.  But  he's  no  col- 
lege student  toting  bookcases  to  a  dorm  room.  At  41  he's  the 
design  and  architecture  curator  at  the  city's  Museum  of  Modern 
Art.  Half  his  house  is  decked  out  in  Ikea's  version  of  Scandina- 
vian modern,  including  blond,  veneered  kitchen  cabinets  and  sus- 
pended halogen  lights.  He  recently  picked  up  a  metal  trash  bin,  ab- 
stract ice  cube  trays,  a  simple  wall  clock  and  a  box  of  Swedish 
gingersnaps  to  complement  the  picture. 

What's  the  attraction?  The  Swedes.  "Ikea  found  this  very  con- 
venient myth  called  Sweden,"  Betsky  says.  "They  built  their  rep- 
utation on  the  notion  that  Sweden  produces  good,  safe,  well-built 
things  for  the  masses.  They  have  some  of  the  most  innovative  de- 
signs at  the  lowest  cost  out  there." 

Ikea  burst  onto  the  U.S.  scene  in  1985  with  a  store  outside 
Philadelphia.  It  was  a  novelty,  selling  economical  futons  and  duvets 
in  a  do-it-yourself  environment  that  knocked  the  U.S.  furniture 
business  out  of  complacency.  But  it  was  a  little  too  quirky- 
its  European  bed  sizes  didn't  match  American  mattress  and 
sheet  sizes,  for  example.  And  although  the  first  store  was 
profitable,  a  quick  expansion  to  seven  stores,  and  the  ac- 
quisition of  an  American  copycat  chain  called  Stor,  put  it  in 
the  red.  Says  Jan  Kjellman,  president  for  North  America,  "If 
we  had  been  a  public  company,  the  shareholders  would  have 
said,  'Close  down  the  North  American  operations.'" 

After  a  crisis  meeting  in  1992  in  Los  Angeles,  sales  man- 
ager Kent  Nordin  came  from  Sweden  to  the  U.S.  to  oversee 
product  development.  He  took  a  giant  plastic  Thanksgiving 
turkey  back  home  to  explain  what  Americans  expect  in  din- 
ing room  tables.  He  told  every  product  developer  how  big 
everything  was  in  America— the  houses,  the  cars,  the  furni- 
ture—and gave  them  T  shirts  that  read  "Size  matters." 

In  1995  Kjellman.  a  soft-spoken  Swede  who  started  at 
the  mother  ship  in  1976,  followed,  taking  on  his  current  post. 
By  1997  with  new  product  lines  that  fit  American  tastes  and 
a  handful  of  cost-cutting  measures,  Ikea  North  America  was 
in  the  black.  It  was  time  to  expand  again.  Ikea  now  has  14 
stores  in  the  U.S.,  where  sales  hit  $1  billion  in  fiscal  2000. 

Ambitious  expansion  faces  a  new  obstacle:  Home 
Depot's  Expo  Design  Centers,  a  furnishings  extension  of  the 
home-improvement  chain.  Expo  and  regional  competitors 
have  copied  Ikea's  destination  concept,  even  serving  food. 
Ethan  Allen  recently  introduced  EA  Kids,  following  Ikea's  suc- 
cess in  making  children's  furnishings  a  stand-alone  cate- 


gory. There's  also  fresh  competition  from  privately  held  Crate 
Barrel,  with  a  trendy  CB2  spinoff  in  Chicago  this  year,  and  Targe 
with  its  Michael  Graves-designed  tea  kettles. 

But  Kjellman  and  his  countrymen  are  betting  that  the 
Swedish  sensibilities  are  an  asset  that  can't  be  mimicked.  All  to 
managers  train  in  Sweden;  the  official  corporate  language  is  Eng 
lish,  but  it's  common  to  hear  managers  talking  in  Swedish.  Thos 
who  succeed  must  adopt  Ikean  ways,  a  mixture  of  humility  and  ag 
gressiveness,  simplicity  and  experimentation. 

Ikea  continues  to  experiment  to  keep  one  step  ahead.  It  sell 
inexpensive  knockoffs  of  famous  designs,  like  Noguchi-inspirei 
rice  paper  lamps  at  $20,  and  it's  sponsoring  outside  designers  t< 
do  new  collections.  Its  in-house  designers,  based  in  Sweden,  con 
tinue  to  come  up  with  innovative  concepts:  fabric  furniture  fillet 
with  air,  lacquer  finishes  in  rainbow  colors  and  fitted  slipcovers  fo 
sofas  to  save  the  world  from  droopy  shabby  chic. 

—Ashlea  Ebelirii 


Budget  stretcher:  Jan  Kjellman  made  Ikea  better  fit  North  America. 
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bf  Ikea  Group's  annual  sales;  last  year  this 
!  amounted  to  $255  million.  Inter  Ikea  also 
I  has  substantial  real  estate  holdings  plus 
an  equity  interest  in  the  Generics  Group, 
ja  successful  high-tech  incubator  in  Cam- 
|bridge,  U.K. 

The  third  holding  company,  Ikano 
Group,  controls  Habitat,  which  Kamprad 
bought  from  his  old  friend  Terence  Con- 
ran  for  an  undisclosed  price  in  the  early 
1990s.  Recently  Kamprad  transferred 
ownership  of  Habitat  to  his  three  sons,  to 
give  them  business  interests  outside  of 
Ikea.  Also  in  the  Ikano  Group  portfolio 
are  investments  in  real  estate  develop- 
ment and  financial  services. 

Kamprad  says  that  the  convoluted 
ownership  has  been  designed  not  only 
to  thwart  Europe's  tax  collectors  but  also 
to  ensure  that  Ikea  will  go  on  more  or 
less  in  his  image  after  he  is  gone,  and  not 
succumb  to  any  family  quarrel.  Won't 
Kamprad's  three  sons  by  his  second  mar- 
riage— Peter,  36,  Jonas,  33,  and  Matthias, 
31 — take  over?  Each  has  worked  in  Ikea 
alongside  the  patriarch.  "I  admire  my 
three  sons.  They're  very  clever,"  says 
Kamprad,  adding  candidly:  "But  I  don't 
think  any  of  them  is  capable  of  running 
the  company,  at  least  not  yet." 

What  are  the  chances  of  taking  Ikea 
public?  Nil.  "I  feel  many  responsibili- 
ties— to  our  customers,  to  our  employ- 
ees, to  the  environment,  to  the  world  at 
large,"  says  Kamprad.  "But  I  don't  want 
to  feel  responsible  to  outsiders  with  fi- 
nancial concerns  that  may  differ  from 
those  of  the  welfare  of  Ikea." 

Tall  and  robust,  Kamprad  shows  few 
signs  of  slowing  down.  In  May  the  com- 
pany announced  plans  to  open  275,000- 
square-foot  stores  in  Beijing  and  Shang- 
hai to  replace  smaller  leased  units. 
There's  a  bigger  one  already  in  Moscow. 

"Opening  in  Russia  was  important  to 
me,"  he  explains,  "because  I  believe  in 
decent  capitalism  as  a  spur  to  democra- 
tization." On  opening  day  35,000  Rus- 
sians turned  up;  one  in  four  bought 
something. 

Anders  Dahlvig  describes  mystified 
shoppers  being  chatted  up  by  Kamprad 
in  very  bad  Russian.  "They'd  ask  the  staff, 
'Who  is  that  man?'  And  when  we  told 
them,  the  reaction  was  pure  disbelief."  F 


VIRTUAL  REALITY? 


www.flexjet.com 


HOW  ABOUT  ACTUAL  REALITY? 


Some  things  just  can't  be  communicated  over 
fiber  optic  cable.  And  our  Learjet®  and 
Challenger®  business  jets  enable  the  modern 
CEO  to  capitalize  on  the  kind  of  face-to-face 
interaction  that  moves  businesses  forward. 
We  offer  the  most  complete  range  of  latest 
technology  aircraft  available  today.  So  while' 
there  may  be  other  options  to  Flexjet,  the*1" 


FLEXJi 


can  only  be  one  choice.  Flexjet.  For  more 
information  on  the  many  affordable  benefits  of 
fractional  ownership  and  our  unprecedented 
level  of  personal  service  and  attention  to 
detail,  call  1-800-FLEXJET. 


'Don't  play  around 

with  your  health; 


Most  guys  know  the  score  when  it  comes  to  sports,  but 
health,  just  knowing  the  score  isn't  enough.  To  help  you  st 
game,  don't  smoke,  eat  right,  exercise,  and  make  time  to  gi 
checkups.  Seeing  and  talking  to  your  health  care  professic 
big  difference,  and  it  could  save  your  life. 


Take  time 
Ask  a 


Call  1-800-955-2002  or  visit  our  website  a 


Cambridge  Technology  m 
so  obsessed  with  growth  th 
it  forgot  how  to  build  a  busin 


BY  JOANNE  GORDON 


WHEN  EMPLOYEES  WALK  INTO 
the  cafeteria  of  Cambridge 
Technology  Partners  their 
mouths  water — at  the  burgundy 
Porsche  parked  in  the  lobby.  This  fall 
the  sportster  will  be  given  to  some 
lucky  employee  who  referred  a  new 
hire.  It's  a  desperate  recruiting  tactic, 
but  desperate  is  just  what  Cambridge 
Chief  Executive  Jack  L.  Messman  is  as 
he  tries  to  halt  the  firm's  high-octane 
turnover:  At  its  current  rate,  an  as- 
tounding 39%  of  its  4,000  employees 
will  have  left  by  year-end. 


"Anything  that  was  not 
billable— like  training- 
got  cut  from  day  one." 


Turnover  is  just  one  of  Cambridge 
Tech's  big  problems.  Profitability  is  the 
other  one. 

This  Cambridge,  Mass.  consulting 
firm,  founded  in  1991,  was  quite  a 
highflier  for  a  while.  Offering  expertise 
in  corporate  technology,  Cambridge 


Is  he  the  savior?  Chief 
Jack  Messman  has  a  lot 
of  work  ahead  to  restore 
the  magic  of  the  old  days. 

posted  61%  compounded 
annual  growth  for  seven 
years — until  last  year,  when 
revenues  grew  a  piddling 
2.6%  to  $628  million.  On 
that  sum  the  company 
earned  only  $2  million. 
Since  January  its  stock  has 
sunk  69%,  to  $8. 

Quite  a  comedown,  and 
within  this  saga  is  a  lesson 
for  companies  obsessed 
with  growth.  Cambridge 
Tech's  fixation  fueled  a 
cycle  of  rapid  expansion 
and  indiscriminate  selling 
followed  by  rampant  cost- 
cutting  and  low  morale. 

"A  lot  of  this  story  is 
not  pretty,"  says  Christo- 
pher Greendale,  a  vice 
president  of  marketing 
who  left  in  1997  to  start  In- 
ternet Capital  Group. 

Ah,  but  it  was  beautiful 
in  the  beginning.  In  1991 
founding  Chief  James  Sims 
created  a  niche  customiz- 
ing and  implementingj 
client-server  software  ap-| 
plications  in  the  $1.5  mil- 
lion range.  Using  client- 
server  technology — which 
distributes  data  from  a  sin- 
gle server  to  many  desktop 
computers — Cambridge 
installed  software  for  per- 
sonnel, finance  and  cus- 
tomer service  operations. 
Clients  included  Honey- 
well, Hughes  Aircraft  and 
Ingersoll-Rand.  And  rather 
than  bill  by  the  hour,  as 
most  consulting  firms  do, 
Cambridge  distinguished  itself  by 
working  at  a  fixed  cost  in  a  fixed  time. 

By  1997  Cambridge  had  45  offices, 
3,070  employees  and  sales  of  $407  mil- 
lion. But  Sims  wanted  more.  Charis- 
matic, he  would  begin  staff  meetings  by 
declaring  Cambridge  would  be  a  $  1  bil- 
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jn  firm  by  2000.  To  hit  that  lofty  goal 
ambridge  started  grabbing  at  any 
asiness  it  could.  The  company  went 
ter  bigger  consulting  gigs— typically 

110  million  and  up — but  these  proved 
liore  complex  than  the  medium-size 
rojects  the  firm  had  mastered.  Consul- 
ts often  got  stuck  working  nights 
id  weekends  while  Cambridge  swal- 
iwed  extra  costs  because  of  its  fixed- 
rice  contracts.  Salespeople  also  under- 
)ld  projects  at  million-dollar  discounts 
>  realize  immediate  revenue  gains,  ac- 
Drding  to  Brendan  McLaughlin,  the 
ice  president  of  e-business:  "This  was 
monster  we  were  feeding." 

In  quarters  when  it  looked  as  if 
ambridge  might  miss  earnings  targets, 
aining  got  short-changed  as  consul- 
ints  were  plucked  from  classrooms  to 

0  client  work.  "Anything  that  was  not 
illable  got  cut  from  day  one,"  says  Gor- 
on  Brooks,  who  left  as  senior  vice  pres- 
lent  in  mid- 1998  to  start  Breakaway 
^lutions,  an  Internet  consulting  outfit. 

The  firm  also  put  off  updating  its 
wn  computers:  In  1998  Cambridge 

111  relied  heavily  on  spreadsheets  to 
ack  $600  million  in  sales  from  53  of- 
ces.  The  low-tech  system  made  it  im- 
ossible  to  forecast  sales  more  than  a 
w  weeks  out. 

All  these  problems  were  exacerbated 
y  the  rise  of  the  Internet.  While  Cam- 
ridge  was  early  to  launch  a 
edicated  Internet  practice 

1  1996,  Web  projects  aver- 
ted less  than  $1  million, 
ot  enough  to  sustain 
ambridge's  thirst  for 
rowth. 

Instead,  the  company 
uck  to  what  it  knew:  "We 
ere  the  king  of  client- 
:rver,  and  it  was  very  diffi- 
jlt  to  abandon  that  strate- 
ic  position  for  a 
:chnology  that  you  think 
light  work,"  says  Mess- 
lan.  The  result  was  that 
iternet  consultancies 
arted  to  pop  up  and  steal 
ambridge's  spotlight. 

By  early  1999  Cam- 
ridge  was  missing  its  rev- 


►  By  The  Numbers 

Can  They  Last? 

At  midyear,  growth  at  Internet  consult- 
ing firms  looks  similar  to  Cambridge's 
in  its  heyday.  Many  are  staffed— and 
led— by  Cambridge  alumni,  who  are 
hoping  not  to  make  the  same  mistakes. 


Revenues  Percent 
($mil)  Increase 
 MARCHFIRST 


SAPIENT 


SR1ENT 


J1AZQRFISH 


DIAMOND  TECH 


VIAWT 


enue  projections  as  expected  jobs  did 
not  come  through,  and  the  Y2K  scare 
slowed  software  sales  faster  than  Sims 
anticipated.  The  sales  forecasting  sys- 
tem deteriorated  to  the  point  that  in 
March  Sims  told  analysts  he  was  com- 
fortable with  a  first-quarter  revenue 
projection,  then  days  later  announced 
Cambridge  would  miss  it  by  10%.  The 
resulting  collapse  in  the  stock  price  put 
employees'  stock  options  underwater 


and  made  it  easier  for  them  to  leave. 

The  seven-year  growth  run  was 
over.  The  board  ousted  Sims  in  June 
1999,  and  the  company  reported  its 
first-ever  loss  in  the  fourth  quarter. 

It  has  been  a  year  since  Messman,  a 
low-gloss  finance  guy  from  oil  outfit 
Union  Pacific  Resources,  took  over. 
Change  is  palpable,  but  slow.  He  kicked 
off  an  overdue  transition  to  an  Internet 
consultancy  in  January  and  followed 
that  with  a  $4  million  ad  campaign  in 
June.  Though  Cambridge  Tech  is  not 
perceived  as  an  Internet  firm,  its  Web- 
related  work,  $178  million  for  the  first 
half  of  this  year,  exceeds  the  revenues  of 
many  an  Internet-only  consulting  firm. 

Compensation  hikes — plus  a  lull  in 
Internet  company  mania — have  slowed 
turnover,  but  it's  still  an  industry  high.  A 
better  forecasting  system  is  also  in  place. 
For  the  second  quarter  2000  Cambridge 
reported  an  $1 1  million  loss.  A  6%  price 
increase  boosted  revenues  to  $160  mil- 
lion, 8%  over  the  previous  quarter.  Up, 
but  not  like  the  good  old  days. 

Messman  is  clearly  aware  of  past 
sins  at  what  employees  now  call  the 
"old  Cambridge."  On  a  recent  call  with 
analysts  he  slipped  in  a  warning:  "As 
our  revenue  numbers  get  bigger,  keep- 
ing the  same  percentage  growth  also 
gets  more  difficult."  Somebody  should 
have  said  that  three  years  ago.  F 


Up,  Up ...  And  Away 


Cambridge  Technology's  growth  got  investors  and  employees  addicted  to  good  news.  The 
balloon  burst  when  it  failed  to  meet  expectations— a  first  in  seven  years— and  investors  bailed. 
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Penney  Wise 

One  of  the  savviest  retailers  on  the  Internet  is 
a  dowdy  Piano,  Tex.  firm  founded  98  years  ago 
by  entrepreneur  James  Cash  Penney. 


W! 


BY  KELLY  BARRON 

[HEN  FAMED  MERCHANT 
prince  Allen  Questrom  arrives 
this  month  to  rescue  depart- 
ment store  chain  J.C.  Penney  Co.,  he 
will  find  one  part  of  the  business  that 
he  can  safely  leave  alone:  the  Web  site. 

Penney  and  the  Internet  seem  as 
mismatched  as  argyle  socks  and  plaid 
pants.  But  believe  it.  Penney's  Web  site, 
with  1.3  million  unique  visitors  a 
month,  is  the  largest  online  retailer  of 
apparel  and  home  furnishings,  accord- 
ing to  Nielsen/Net  Ratings. 

Questrom  has  his  work  cut  out  for 
him  at  Penney,  which  is  broken  about 
everywhere  else.  The  $33  billion  (1999 
sales)  retailer  has  1,100  gasping  and  lack- 
luster stores,  many  in  dying  shopping 
malls.  Earnings  slid  43%  last  year  to  $336 
million.  The  stock  has  tumbled  from  $76 
in  early  1998  to  $18.  Smelling  blood,  Carl 
Icahn  has  swooped  in  to  buy  as  much  as 
15%  of  Penney's  stock. 

But  online,  it's  a  different  story.  An 
industry-high  18%  of  site  visitors  buy 
something.  Contrast  that  with  Wal- 
mart.com,  which  gets  875,000  visitors  a 

Penney's  From  Heaven 


Stores  may  be  a  snore,  but  the  Internet 
drew  big  spenders  last  Christmas. 


Average 

%Who 

Web  site 

spent 

bought 

Ebay 

$152 

12% 

JC  Penney 

151 

9 

Toys  "R"  Us 

134 

19 

Amazon 

128 

42 

Etoys 

127 

20 

Buy.com 

111 

16 

KB  Toys 

89 

14 

CDnow 

69 

14 

Barnes  &  Noble 

63 

16 

Source:  Ernst  &  Young. 

72  FORBES 

■  September  4, 

2000 

month  to  its  site  but  persuades  only 
1.1%  to  make  a  purchase.  Macys.com 
attracts  437,000  visitors  a  month. 
JCPenney.com  expects  to  generate  $303 
million  in  sales  this  year,  turn  a  profit 
and  reach  sales  of  $1  billion  in  2002. 
Who  knows  what  this  online  operation 
would  be  worth  on  its  own,  but  note 
that  Wall  Street  values  the  entire  retail- 
ing company  of  which  it  is  a  part,  at 
just  $4.6  billion,  less  than  half  what 
Amazon.com  is  worth. 

"All  of  l.C.  Penney's  competitors 
want  to  be  as  successful  as  they  are  on 
the  Internet,"  says  Kenneth  Cassar,  a 
Jupiter  Communications  analyst.  Cassar 
pauses.  "I  can't  believe  I'm  saying  this 
about  J.C.  Penney." 

It  is  hard  to  believe  that  a  company 
as  hidebound  and  reverent  of  its  past  as 


9». . 


It  is  hard  to  believe  that  a  company  this  hi 


Penney  could  be  such  a  trendsetter  on 
the  Internet.  Walk  into  the  Piano,  Tex. 
headquarters,  and  you're  greeted  by  a 
9-foot  bronze  statue  of  the  mustachioed 
and  bow-tied  founder,  James  Cash  Pen- 
ney, who  is  still  referred  to  around  the 
company  as  "Mr.  Penney."  An  eerie 
mannequin  of  the  younger,  hirsute  Pen- 
ney stands  sentinel  in  the  company  mu- 
seum within  footsteps  of  yet  another 
wax  dummy  of  him.  The  company's 
full-time  archivist  preserves  these  and 
other  memorabilia,  among  them  a 
creepy  1920s  wedding  dress  that  be- 
longed to  Penney's  third  wife. 

Getting  Penney  on  the  Internet  was 
not  easy.  Randy  S.  Ronning,  a  company 
employee  since  1968  who  now  runs  the 
catalog  and  logistics  operations,  recalls 
an  impassioned  speech  he  made  to  the 


board  two  years  ago,  in  which  h« 
warned  that  Penney  would  lose  $2  bil- 
lion in  sales  over  the  next  five  yeaq 
without  an  online  presence. 

Ronning  extracted  a  defensive  $3C 
million  from  the  directors  and  hired  5C 
people  for  Web  development.  He  re- 
cruited a  former  Washington  Post  Co 
Internet  executive  without  any  retail  ex- 
perience, Paul  Pappajohn,  to  run  the 
newly  created  division.  Then,  to  distance 
the  new  crew  from  all  the  J.C.  Penney 
statues  and  other  dusty  reminders  of  the 
past,  Ronning  stationed  it  in  another 
building  a  half  hour  away. 

New  blood  attracts  fresh  blood.  At 
the  local  Red  Hot  &  Blue  rib  joint  in 
Piano,  a  perky  23-year-old  college  grad- 
uate beams  that  she's  applying  for  a  job 
in  Penney's  e-commerce  division. 


nd  and  reverent  of  its  past  could  be  a  trendsetter  on  the  Internet. 


"We're  going  to  grow  our  own.  They 
fill  not  come  through  J.C.  Penney,"  de- 
lares  Ronning. 

At  first  the  company  just  slapped  its 
atalog  pages  online,  without  much  em- 
ellishment  or  interactivity.  Now,  more 
lan  260,000  items  can  be  ordered  over 
le  Internet.  Do  you  have  a  Rubenesque 
gure?  Click  on  to  Just4MePlus,  where  a 
iree-dimensional  model  will  virtually 
W  on  a  selection  of  plus-size  clothes, 
evi's  and  other  distinct  brands  get  their 
wn  boutique  pages.  Other  areas  feature 
nline  auctions,  discounted  merchan- 
ise  and  gift  registration. 

Penney  has  become  so  confident  of 
ie  site  that  it  now  tests  merchandise 
nline  before  adding  it  to  the  inventory 
f  walk- in  stores.  The  site  debuted  the 
rater  bra,  a  curious  contraption  whose 


cups  are  creatively  padded  with  water  to 
enhance  a  figure.  The  company  has 
sliced  by  half  the  normal  trial  period  for 
products  tested  in  stores.  "Women  were 
all  over  it,"  boasts  Ronning. 

Could  Questrom  cut  this  business 
loose  from  the  mother  stores  and  the 
37-year-old  catalog  operation?  Not  eas- 
ily. Workers  at  the  company's  five  big 
fulfillment  centers  process  orders  com- 
ing over  the  Internet  just  as  if  they  were 
processing  catalog  orders.  At  a  45-acre 
center  in  Lenexa,  Kans.,  where  mainte- 
nance mechanics  tool  around  on  bicy- 
cles repairing  breakdowns  on  a  roller 
coaster  of  conveyor  belts,  Penney  can 
ship  out  8  million  items  to  catalog  and 
Internet  shoppers  within  two  to  three 
days.  Last  holiday  season,  while  other 
Internet  retailers  bungled  shipments, 


Penney  dependably  delivered. 

The  mature  catalog  business  is 
invaluable  in  another  way.  On  every 
other  page  of  the  385  million  catalogs  it 
sends  out  every  year,  Penney  promotes 
JCPenney.com.  From  its  database  of  52 
million  customers  it  has  mined  2  mil- 
lion e-mail  addresses  for  on-line  pitches. 

Is  Penney's  Internet  business  canni- 
balizing existing  customers?  Sure.  But 
about  a  quarter  of  the  customers  visiting 
Penney's  Web  site  are  newcomers.  Better 
yet,  almost  60%  of  Penney's  Web  cus- 
tomers are  between  1 8  and  44  years  old, 
far  younger  than  the  median  age  (49)  of 
shoppers  who  troll  Penney's  tired  stores 
or  labor  through  4-pound  catalogs. 

Offers  Ronning:  "Would  you  rather 
someone  else  cannibalize  your  cus- 
tomers, or  eat  your  own?"  F 
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'-vww.toyota.com/usa  :20oo 


Indiana  has  been  home  to  some  of 
America's  greatest  sports  teams  for  more  than 
a  century.  Maybe  it's  because  Hoosiers  are 
naturally  competitive.  Or  maybe  it's  because 
the  local  fans  are  so  supportive.  Whatever  the 
reason,  teamwork  is  one  of  the  qualities  that 


has  made  their  state  great.  And  it's  definitely 
one  of  the  reasons  Indiana  was  chosen  as 
the  site  of  Toyota's  major  new  U.S.  vehicle 
manufacturing  plant. 

By  the  time  it's  fully  operational,  Toyota 
Motor  Manufacturing,  Indiana  will  have  the 
capacity  to  produce  300,000  vehicles  per 
year.  The  4,300  jobs  created  will  raise  Toyota's 
direct  U.S.  employment  to  more  than  29,000. 
Now  that's  what  we  call  an  expansion  team. 

As  a  company  which  does  business  in  the 
global  marketplace,  Toyota  recognizes  the 
need  to  invest  in  local  design,  research  and 
manufacturing,  to  ensure  that  the  products 
we  sell  answer  the  special  needs  and  stand- 
ards of  all  of  our  drivers. 

That's  why,  in  26  countries  around  the 
world,  Toyota  cars  and  trucks  are  being 
manufactured  by  the  same  people  who 
drive  them  -  local  people. 

Of  course,  it  makes  good  business  sense 
for  Toyota.  But  it  also  creates  growth  and 
competitiveness  in  the  communities  where 
we  do  business.  That's  what  team  spirit 
means  to  Toyota.  It's  how  we  play  the  game. 

TOYOTA  People  Drive  Us 


The  supposedly  impartial  judges  who  seek  out 
the  best  money  managers  have  an  interesting 
sideline-selling  advice  to  the  money  managers. 

BY  DANIEL  FISHER  AND  CHRISTOPHER  HELMAN 


C ALLAN  ASSOCIATES  IS  A  SAN  FRA] 
cisco  pension  fund  gatekeeper.  P 
a  fee,  it  advises  pension  funds  c 
whom  they  should  hire  as  portfolio  maj 
agers.  It's  a  powerful  position:  Callan 
clients  have  assets  totaling  $800  billic 
that  need  management. 

If  you  are  a  money  manager,  an 
you  want  to  get  cut  in  on  some  of  th 
lucrative  work,  we  have  some  advice  f< 
you:  Sign  up  for  another  Callan  line  t| 
business — advising  portfolio  manager^ 
For  fees  ranging  up  to  $35,500  a  yea| 
stock  pickers  gain  access  to  Callan's  r< 
search  database  and  can  attend  confei 
ences  where  they  pick  up  tips  on  ma) 
keting  their  services  and  can  hobno 
with  pension  sponsors  who  might  to; 
them  business.  This  year's  three-dd 
shindig  was  held  at  the  swanky  Palac 
Hotel  in  San  Francisco  and  featured  foi 
mer  Federal  Reserve  vice  chairman  Alic 
Rivlin  and  the  Reverend  Jesse  Jackson  z 
speakers. 

Do  you  have  to  buy  a  ticket  in  orde 
to  get  on  the  short  list  the  next  time 
portfolio  assignment  comes  up?  No,  bi: 
it  might  not  be  a  bad  investment.  Cu 
tomers  of  Callan's  conference  and  edu 
cation  business  get  picked  in  50%  c 
searches  run  for  active  (that  is,  nonin 
dex)  portfolio  managers.  Callan  has  20 
money  managers  eagerly  buying  seats  £ 
seminars  and  paying  for  performanc 
data  and  marketing  advice. 

Doesn't  this  rather  resemble  the  pay 
for-play  scandals  of  municipal  finance 
wherein  elected  treasurers  pass  the  cam 
paign  hat  around  bond-underwritin; 
firms?  Not  at  all,  insists  Callan's  presi 
dent,  Ronald  Peyton.  The  manager-se 
lection  side  of  his  business  is  kept  sepa 
rate  from  the  seminar  side,  he  insists,  anc 
actually  represents  less  than  10%  o 
Callan's  revenue.  And  those  money  man 
ager  customers  are  terrific  firms  tha 
would  have  made  the  cut  in  manage 
searches  in  any  event,  he  says. 

You  won't,  at  any  rate,  find  mam 
money  managers  willing  to  complaii 
publicly  about  the  arrangement.  Tak 
Duncan-Hurst,  a  capital  managemen 
firm  in  San  Diego  that  oversees  $4.4  bil 
lion  in  assets.  Kelly  Thomson,  the  mone) 
manager's  vice  president  of  marketing 
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A  curious  thing  happens  when  the  federal 
government  hikes  rates.  While  bonds  and 
equities  tend  to  fall  in  price,  the  prices 
on  floating  rate  loans  usually  remain 
unaffected.  You  may  benefit  from  this 
situation  by  investing  in  the  Franklin 
Floating  Rate  Trust,  which  helps  diversi- 
fy your  portfolio  with  a  potential  hedge 
against  rising  interest  rates  and  inflation. 

Senior  secured  floating  rate  loans  tend 
to  be  less  volatile  compared  to  other  fixed- 


rate  investments.  That's  because  interest 
rates  for  floating  rate  loans  reset  periodi- 
cally to  reflect  current  market  rates.  Better 
yet,  low  volatility  doesn't  mean  low  yields. 
With  an  attractive  risk/ return  ratio,  the 
Franklin  Floating  Rate  Trust  may  be  a 
good  choice  if  you  seek  capital  preserva- 
tion and  high  current  income. 

For  more  information,  speak  with  your 
investment  representative  or  give  us  a  call 
at  1-800-FRANKLIN  Ext.  F178. 


FRANKLIN  FLOATING  RATE  TRUST 

PREPARE  YOUR  PORTFOLIO 


mklin  Templeton  Distributors,  Inc.,  777  Mariners  Island  Boulevard.  San  Mateo,  CA  94404  Call  for  a  free  prospectus  containing 
)re  complete  hand  information,  including  sales  charges,  expenses  and  risks.  Please  read  it  carefully  before  you  invest  or  send  money, 
le  Hind  is  a  continuously  offered  closed-end  fund.  Shares  may  be  purchased  daily.  TTiere  is  no  daily  redemption;  instead  the  fund  intends 
make  quarterly  tender  offers  for  5%-25%  of  the  outstanding  shares.  WWW.frankMntempleton.com 


FRANKLIN  TEMPLETON 
INVESTMENTS 


buy  them  less  confidentiality  than  they  think 


doesn't  attribute  any  assignments  to 
Callan  directly  but  says  the  firm  is  in- 
valuable at  providing  the  scuttlebutt  on 
what  pension  officials  are  thinking. 

Privately,  however,  money  managers 
complain  some  gatekeepers  are  shaking 
them  down.  Tve  had  managers,  off  the 
record,  tell  me  that  people  are  putting 
the  arm  on  them,"  says  Gary  Findlay,  ex- 
ecutive director  of  the  $6  billion  Missouri 
State  Employees  Retirement  System. 

Callan  isn't  the  only  consultant  ply- 
ing its  trade  on  both  sides  of  the  Street. 
William  M.  Mercer  Investment  Consult- 
ing, a  Marsh  &  McLennan  Cos.  unit  that 
advises  pension  sponsors  with  $287  bil- 
lion in  assets,  owns  Eager  Manager  Ad- 
visory Services,  which  charges  stock  pick- 
ers $35,000  to  $60,000  a  year  for 
marketing  advice.  Other  firms  with  dou- 
ble roles  as  gatekeepers  and  as  advisers 
to  stock  pickers  include  Watson  Wyatt 
Worldwide  and  Wilshire  Associates. 

One  critic  of  the  back-scratching 
arrangement  is  Jennifer  Cooper,  who  saw 
it  firsthand  as  head  of  the  $1.2  billion 
Houston  Firefighters  Relief  and  Retire- 
ment Fund.  A  consultant  now,  Cooper 
analyzes  the  performance  of  gatekeepers 
for  15  sizable  pension  funds.  She  dis- 
misses many  gatekeepers  as  unobjective. 
When  a  gatekeeper  is  an  arm  of  a  bro- 
kerage firm,  she  says,  there's  an  addi- 
tional problem:  The  temptation  is  to 
favor  money  management  firms  that 
turn  over  their  portfolios  rapidly  and 
throw  trades  to  the  broker. 

There's  no  Securities  &  Exchange 
Commission  rule  against  gatekeepers 
who  moonlight,  provided  the  conflicting 
interests  are  disclosed  to  a  client.  An 
undisclosed  link  can  provoke  a  lawsuit. 

A  New  York  theatrical  union,  United 
Scenic  Artists  Local  829,  last  year  accused 
Chicago-based  Performance  Analytics  of 
shifting  $20  million  to  a  money  manager 
with  undisclosed  ties  to  Performance's 
brokerage  arm.  The  union  claimed  it  lost 
$3  million  through  churning  of  the  ac- 
count and  poor  performance.  The  case 
was  settled  out  of  court  in  May. 

Most  of  the  real  shenanigans,  though, 
take  place  out  in  the  open.  Which  means 
the  pension  sponsor  hiring  a  conflicted 
gatekeeper  has  only  itself  to  blame.  F 
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BY  RICHARD  C.  M0RAIS 

MERRILL  LYNCH  IS  SELLING  A 
product  that  never  existed," 
roars  George  Lim.  "They  are 
totally  misleading  the  public." 

Lim,  a  wealthy  44-year-old 
Malaysian  investor,  explains  why  he  is 
suing  Merrill  Lynch  for  $140  million 
in  a  federal  court  in  New  York.  The 
firm  broke  a  promise  to  keep  his  af- 
fairs private,  Lim  claims,  and  privacy 
is  something  Lim  cherishes.  He  works 
in  a  shadowy  world  of  holding  com- 
panies, multiple  names  and  securities 
parked  with  relatives.  The  brass 
plaque  on  his  London  Mews  house,  a 
secret  bachelor  pad  filled  with  erotic 
art,  deliberately  misleads  by  an- 


nouncing "Choo's  residence." 
bodyguard  answers  the  door. 

Lim  is  a  perfect  target  custon 
for  what  is  called  "private  bankin; 
the  thriving  international  business 
serving  wealthy  clients.  In  the  U.S.  t 
emphasis  is  usually  on  estate  pla 
ning  and  banking — custom  assj 
tance  with  yacht  mortgages,  art  c» 
lections  or  option  strategies.  Abrot 
the  emphasis  is  often  on  privacy 
protecting  assets  from  suitors,  gc 
ernment  investigators,  ex-spouses 
tax  collectors. 

Privacy  is  what  Lim  thought 
was  buying  in  November  1993,  wh 
Merrill  Lynch's  Private  Banki 
Group  in  Singapore  set  him  up  wit! 
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Looking  to  prosper  in  a  rapidly  changing  business  world?  Keep  moving. 
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numbered  "confidential"  account  reg- 
istered to  a  Cayman  Island  trust.  Lim 
claims  he  spent  more  than  $100,000  in 
fees  to  set  up  the  trust.  Lim,  who  owns 
the  fashionable  Blakes  Hotel  in  Lon- 
don, deposited  $27  million  in  his  pri- 
vate Merrill  Lynch  account,  adding  an- 
other $60  million  to  numbered 
corporate  accounts. 

Lim  asserts  in  his  lawsuit  that  he 
"was  repeatedly  assured  and  reassured 
that  his  accounts,  once  placed  into  the 
[trust],  would  be  completely  confiden- 
tial and  the  only  information  that 
would  be  divulged,  absent  a  Cayman- 
ian  Court  Decree,  would  be  the  name, 
address  and  registered 
agent  for  the  [trust]." 
Ten  months  after  the  ac- 
counts were  opened,  of- 
ficers of  the  Commercial 
Affairs  Department  in 
Singapore  knocked  on 
Merrill  Lynch's  door 
with  a  warrant  to  seize 
Lim-owned  shares  that 
figured  in  two  unrelated 
criminal  investigations 
unfolding  in  Malaysia  and  Singapore. 
Merrill  Lynch  executives  had  a  brief 
phone  discussion  with  the  firm's  out- 
side lawyer  and  CAD  rephrased  the  war- 
rant, now  demanding  the  "particulars 
of  the  client"  and  "access  to  all  records." 

A  lowly  sales  assistant  at  Merrill 
Lynch  phoned  Lim,  who  happened  to 
be  in  Singapore  at  the  time,  and  told 
him  CAD  was  in  the  office  asking  for 
information.  The  employee  will  testify 
in  court,  says  Merrill  Lynch,  that  Lim 
said  he  "had  nothing  to  hide"  and 
Merrill  Lynch  should  tell  the  authori- 
ties "whatever  they  wanted  to  know." 
Lim  alleges  the  brief  phone  calls  were 
so  cryptic  and  vague  he  had  no  real 
idea  what  was  going  on.  Lim's  U.S.  suit 
claims  his  "direct  telephonic  instruc- 
tions to  [key  Merrill  Lynch  executives] 
were  to  'reveal  only  the  name  of  the 
[trust]  and  not  to  divulge  any  personal 
information.'  " 

The  upshot:  The  venerable  Wall 
Street  institution  told  the  government 
officials  that  the  owner  of  the  account 
could  be  found  in  rooms  1103  and 


1 105  of  the  Singapore  Hyatt. 

"It  was  7:30  p.m.  and  I  open  the 
door,"  Lim  says.  "Three  guys  block  the 
door.  Like  Singapore  KGB.  They  just 
rush  into  the  room.  Very  nasty.  All  my 
documents  were  searched.  My  safe  was 
opened.  I  was  accused  of  being  a  thief. 
They  say  I  can  get  life  in  prison." 

Lim  was  hauled  in  for  Singapore- 
style  interrogation,  and  his  passport 
was  confiscated.  Today  Lim  protests  his 
innocence,  claiming  that  he  was  just  a 
bystander  caught  up  in  regional  scan- 
dals and  that  eventually  the  Malaysian 
and  Singaporean  investigations  cleared 
him  of  all  wrongdoing.  But  he  says  the 


Merrill  Lynch  told  the  government 
investigators  that  the  owner  of 
the  "confidential"  accounts  could 
be  found  in  rooms  1103  and  1105 

of  the  Singapore  Hyatt.  


two  governments  working  together  did 
nail  him  on  exceeding  a  trading  limit. 
"Very  technical,"  says  Lim,  "but  Singa- 
pore's securities  act  says  you  can  get  up 
to  seven  years  and  six  strokes.  I  had  no 
choice."  (The  investigating  Singapore 
official  refuses  to  comment  on  Lim's 
version  of  events.) 

Lim  says  he  was  freed  after  he 
turned  shares  worth  $44  million  over 
to  the  Malaysian  authorities.  Lim's 
lawyers  in  U.S.  court:  "Essentially,  this 
was  ransom  [Lim]  was  required  to  pay 
for  his  freedom  and  liberty." 

Lim,  who  claims  to  be  self-made, 
has  paid  "ransom"  money  before.  He 
told  us  the  story  in  a  noonday  inter- 
view, which  he  conducted  in  his  paja- 
mas. In  the  mid-1980s  a  miniconglom- 
erate  he  built  in  Malaysia  and  Hong 
Kong  collapsed,  and  Lim  resurrected 
his  credit  and  reputation  by  keeping  an 
"ultralow"  profile  while  starting  again 
under  two  other  names:  Maung  Ng  We 
and  Lim  Yong  Tong.  Then,  he  says, 
wiping  wax  from  his  ear  onto  his 
bathrobe,  his  ex-manager  master- 


minded his  kidnap.  Nightclubbing 
Hong  Kong  one  night  in  1987,  Lim  w« 
taken  at  gunpoint,  stripped  and  beatet 
and  released  only  when  his  family  pai 
a  $3  million  ransom.  And  that's  als 
when,  during  a  messy  family  disput< 
Lim  began  opening  secret  accounts  i 
Swiss  Bank  Corp.  and  Deutsche  Ban 
so  he  could  "hide  as  much  assets  a 
possible."  (Some  family  members  ap 
parently  are  on  his  side;  he  boasts  t 
FORBES  of  parking  2%  stock  position 
with  his  many  sisters  to  facilitate  clan 
destine  takeovers  on  the  Malaysia; 
stock  market.) 

Lim  moved  his  accounts  from  th 
Swiss  and  German  bank 
to  Merrill  Lynch  in  199: 
when  an  old  friend  be 
came  the  head  of  privat 
banking  at  Merrill's  Sin 
gapore  branch. 

So  far,  first  in  arbitra 
tion  and  now  in  court 
Merrill  Lynch  has  danco 
around  Lim's  lawyers  b 
arguing  that  jurisdictioi 
for  the  case  lies  in  Lon 
don  because  Merrill  Lynch  Interna 
tional  Bank  is  a  U.K.  company,  no 
American.  Peter  McNulty,  Lim's  U.J 
lawyer,  says  Merrill  Lynch  is  afraid  o 
facing  an  American  jury. 

Merrill  Lynch  says  it  will  prove  ii 
court  that  "the  Singapore  authoritie 
presented  Merrill  Lynch  Internationa 
Bank  with  appropriate  orders  requir 
ing  Merrill  Lynch  to  disclose  [Lim's 
identity,  that  [Lim's]  legal  difficultie 
were  solely  of  his  own  making  and  thai 
[Lim]  had  no  reason  to  believe  that  an) 
Merrill  Lynch  entity  had  agreed  tc 
withhold  information  from  law  en 
forcement  agents  pursuing  a  crimina 
investigation." 

How  private  is  a  bank  account 
Not  as  private  as  it  used  to  be.  The  wal 
of  secrecy  around  numbered  Swiss 
accounts  began  to  crumble  in  the 
1980s,  and  even  the  very  secretive) 
Cayman  Islands  has  been  cooperating 
in  certain  U.S.  criminal  investigations) 
the  past  couple  of  years.  Lim  does  not 
have  an  easy  case,  even  before  an 
American  jury.  F 
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Tom  Cruise  Versus 
Corporate  Evil 

The  Mission:  Impossible  plot  involves  bad  guys 
with  stock  options  and  a  strategic  business 
plan  that's  a  killer.  Herewith  a  review  of  the 
latest  effort  by  Hollywood  to  interpret 
capitalism  for  the  American  public. 


BY  DAN  SELIGMAN 

THE  PROTOTYPICAL  ANTIBUSINESS 
movie  on  our  rating  charts  has 
long  been  Jane  Fonda's  China 
Syndrome  (1979),  which  appeared  in 
the  pre-Chernobyl  period  and  there- 
fore captivated  thousands  of  reviewers 
with  its  tale  of  nuclear  meltdowns  at- 
tributable to  capitalism  and  the  quest 
for  profits.  Now,  a  mere  21  years  later,  a 
new  entry  heads  the  charts:  Mission: 
Impossible-2,  starring  Tom  Cruise  and 
rated  by  Daily  Variety  as  the  "summer 
season  champ"  in  25  countries. 

Cruise,  you  might  recall,  is  one  of 
Hollywood's  most  visible  adherents  of 
Scientology,  but  it  should  be  noted  that 
M:\-2  does  not  reflect  Cruise's  Scientol- 
ogist views.  Indeed,  what  is  arresting 
about  the  film's  antibusiness  message  is 
its  seeming  conflict  with  the  Church  of 
Scientology's  own  aggressive  marketing, 
which  was  the  subject  of  a  long-run- 
ning, unsuccessful  IRS  effort  to  have  the 
Church  declared  a  for-profit  business. 

The  story  line  in  Mission:  Impossi- 
ble-2  features  a  few  logical  lacunae,  so  it 
is  not  at  all  points  possible  to  see  exactly 
how  profits  would  be  enhanced  by  to- 
tally destroying  life  in  Australia,  or 
maybe  on  the  whole  planet.  My  date  for 
this  flick  was  granddaughter  Julia  Fa- 
vorov,  age  11,  who  also  had  problems 
with  the  profit  issue.  Unlike  me,  how- 
ever, Julia  has  a  serious  ideational  rela- 
tionship to  Tom  Cruise  and  was  there- 
fore keen  to  suspend  disbelief  even 
while  taking  in  this  worldwide  sum- 
mertime blockbuster  for  the  second 
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time.  When  it  was  all  over  I  briefly  con- 
sidered a  second  effort  myself,  hypothe- 
sizing that  this  might  help  a  fellow  un- 
derstand what  had  been  going  on  up 
there  on  the  screen.  But  this  seemed  a 
prohibitive  long  shot.  Too  much  of  the 
byplay  was  obviously  making  no  more 
sense  than  Tom's  favorite  cult,  or  reli- 
gious enterprise,  or  whatever  it  is. 

For  openers,  what  was  the  film  get- 
ting at  with  all  that  early-round  fla- 
menco dancing  in  Spain?  And  why  was 
Tom  Cruise  rock  climbing  in  Utah  when 
the  Impossible  Mission  Force  (yes,  it's 
the  other  IMF)  desperately  needed  his 
help  in  saving  the  world  from  terrorists 
and  pharmaceutical  greed  and  a  deadly 
toxin  called  Chimera?  How  did  the  IMF 
find  him?  Why  is  Tom  told  that  in  deal- 
ing with  Chimera,  he  must  rely  on  a 
sexy  jewel  thief  named  Nyah,  specified 
to  be  indispensable  in  getting  to  the 
main  terrorist  because  she  was  once  his 
main  squeeze?  Since  when  are  former 


girlfriends  rated  reliable  by  terrorists  o 
for  that  matter,  pacifists?  And  how  do< 
Tom — "Ethan  Hunt"  in  the  story — g< 
to  know  the  venue  of  Nyah's  next  bui 
glary,  enabling  him  to  turn  up  rign 
there  during  the  heist?  Or  was  this  s< 
quence  written  into  the  script  in  ord< 
to  establish  Ethan's  heavy-thinking  cn 
dentials,  via  the  following  repartee? 
Nyah:  What  are  you  doing  here? 
Ethan:  Think  you're  the  only  on 
who  can  pick  a  lock? 

Nyah  (impressed):  Hmm.  Not  just 
pretty  face,  after  all. 

But  then,  having  gotten  off  to  thi 
great  start,  why  must  Ethan  and  Nyah  d 
one  of  those  ritu< 
bump-bump  car  race 
on  cliffside  roads  befor 
getting  to  fall  into  bee 
And  how  did  the  dead! 
toxic  virus,  and  its  ant 
dote,  get  into  the  hanc 
of  the  Biocyte  Pharma 
ceutical  Co.?  It  seems  rea 
sonably  clear  that  Biocyt 
was  planning  to  fir; 
spread  the  virus  to  mi 
lions  and  then  sell  th 
victims  the  antidote.  Bu 
how  would  the  compan 
go  about  marketing  this  cure  fo 
Chimera,  stated  to  cause  death  within  31 
hours  of  infection?  And  doesn't  thi 
problem  occur  to  the  terrorists,  who  hav 
stolen  both  the  virus  and  its  cure,  and  an 
now  demanding  big  bucks  for  their  rel 
turn?  And  how  can  all  the  accompany 
ing  financial  details  get  wrapped  up  in 
the  following  18  seconds  of  dialogue? 

Terrorist:  We've  got  the  virus  and 
the  antivirus. 

Biocyte  Chairman  McCloy:  Ther 
I've  got  $30  million  for  you. 
Terrorist:  We  don't  want  cash. 
■McCloy:  What  do  you  want? 
Terrorist  (flashing  diabolical  grin 
Stock  ...  stock  options,  to  be  a  little 
more  precise. 

At  which  point  we  know  we  an 
dealing  with  ultimate  evil,  and  thai 
nothing  short  of  kickboxing  and  mo 
torcycle  heroics  by  Tom  Cruise  car] 
overcome  it.  Jane  Fonda  would  be  over 
matched. 


Life  is  full  of  compromises.  This  isn't  one  of  them. 
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I HAVE  A  DEEP  AFFECTION  FOR  THE  WALL  STREET  JOURNAL. 
I  worked  there  for  12  years  with  a  great  bunch  of  honest 
journalists.  My  youngest  son,  Joe  Flint,  is  a  Journal  re- 
porter, and  you  bet  I'm  proud.  But  I  have  a  bone  to  pick. 
Whenever  there  is  truly  good  news,  the  Journal  will  do  a 
story  pointing  out  that  the  news  isn't  good  at  all.  It's  the 
"Every  Silver  Lining  Has  A  Cloud"  approach  to  journalism. 
If  we  cured  cancer,  everyone  else  would  be  cheering,  but  that 
front-page  Journal  story  would  lament  the  terrible  strains  on 
the  Social  Security  trust  fund  if  people  live  too  long. 

What  does  this  have  to  do  with  the  automobile  business? 
The  other  day  I  read  another 
one  of  these  the-bad-news- 
about-the-good-news  stories 
in  the  Journal.  The  headline: 
"Too  Cool  for  Chrysler?  So 
Far,  the  PT  Cruiser  Craze  Isn't 
Igniting  Enthusiasm  for 
Maker's  Other  Cars." 

Here  we  have  the  hottest 
car  in  the  world,  highly  prof- 
itable for  a  small  car,  too. 
Everybody  loves  it.  But  the 
Journal  editors  found  the  bad 
news.  And  they  got  it  wrong. 

The  Journal  called  the  PT  a 
"halo"  car.  That  means  its 
main  function  is  to  put  a  halo 
over  the  whole  lineup.  People 
come  in  to  see  the  halo  and  buy  one  of  the  regular  models. 
This  is  the  theory,  but  I  have  no  proof  it  works  like  that. 
Halos  pay  for  themselves  if  they  win  favorable  publicity.  But 
the  other  cars  in  the  showroom  have  to  sell  themselves.  The 
halo  can't  do  it. 

The  Journal  also  called  the  Ford  Mustang  (of  36  years 
ago)  and  the  Pontiac  GTO  (introduced  about  the  same  time) 
halo  cars.  No  they  weren't. 

These  were  high-volume  models  that  were  integral  parts 
of  the  lineup.  Lee  Iacocca's  Mustang  sales  hit  400,000  a  year. 
That's  no  halo.  The  GTO  (the  Beach  Boys  sang  about  it)  was 
John  DeLorean's  dream  of  a  big  engine  in  a  little  car,  and  it 
worked.  The  Journal  called  the  new  Volkswagen  Beetle  a 
halo.  It's  not,  any  more  than  was  the  old  Beetle.  The  new 
Beetle  sells  80,000  a  year  in  the  U.S.,  and  did  ignite  the  new 
VW  boom,  but  it's  a  terrific  car,  not  a  halo  car. 

The  PT  is  already  outselling  every  other  Chrysler  car 
model.  (The  PT  really  is  a  car  although  Chrysler  wants  the 
government  to  classify  it  as  a  truck  to  improve  its  truck  fuel 
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Chrysler's  PT 
Cruiser  is  the 
world's  hottest 
and  coolest  car. 
Somehow  the  Wall 
Street  Journal 
found  a  way  to 
dump  on  it— and 
got  it  wrong  too. 


economy  average.) 

But  the  real  concern  i 
about  any  definition  of  h 
it's  that  Chrysler  executi 
don't  seem  to  know  w 
they've  got  in  that  li 
car,  and  the  Journal  die 
spot  this. 

The  Journal  quotes 
Chrysler  vice  president  as 
sisting  that  the  PT  CruJ 
"not  become  its  own  frj 
chise."  A  Chrysler  public  relations  man  echoes  that,  sayi 
"What  we  don't  want  to  do  is  set  it  up  as  a  unique  produ< 
The  Journal,  let  me  tell  you,  always  gets  its  quotes  right 

Too  bad,  because  the  PT  defines  the  word  unique.  The 
is  its  own  brand,  whether  Chrysler  likes  it  or  not.  It's  a  "fr 
chise"  car,  just  as  a  great  athlete  may  be  a  franchise  playei 
The  idea  that  this  car  was  created  to  help  sell  big 
Chryslers  is  foolish.  It  was  designed  as  a  Plymouth  a 
would  have  led  to  the  revival  of  the  Plymouth  line.  TY 
Chrysler  killed  Plymouth,  so  they  put  the  Chrysler  name 
the  PT.  But  it  really  has  the  ride/handling  characteristics  c 
low-end  vehicle,  not  a  near-luxurious  Chrysler. 

The  PT  is  off  to  a  wonderful  start.  The  design  and  en 
neering  are  terrific,  and  the  yearlong  publicity  buildup 
perb.  Compare  it  with  the  miserable  launch  of  the  new  G 
eral  Motors  Saturn  LS,  which  was  so  unsuccessful  Saturn 
off  workers  and  cut  back  production  in  the  car's  first  yea 
The  Journal  says  the  hot  sales  of  the  PT  aren't  really  i 
portant:  "The  real  indication  of  the  PT's  success  will  be  its 
feet  on  sales  of  higher-profit  Chrysler  vehicles." 

More  nonsense.  It  is  highly  likely  that  both  the  manuf 
turer  and  its  dealers  will  make  more  money  on  PTs  than 
older  nameplates  like  Concorde  and  LHS,  which  already  h 
$1,000  rebates.  And  that's  for  2001  models.  The  largest-s 
Chrysler  model,  the  LHS,  is  doing  so  badly  that  the  comp 
has  marked  it  for  elimination. 

Chrysler  executives  may  say  foolish  things  because 
PT's  success  will  force  them  to  make  decisions.  Expand  p 
duction?  How  much?  Build  a  new  plant?  Where?  Add  to 
lineup) — e.g.,  an  all-wheel-drive  version,  a  convertible,  a  pa 
truck,  a  distinctive  engine?  Should  the  PT  be  its  own  branc 
Yes,  success  has  its  problems.  But  that  doesn't  make 
PT  cruiser  story  into  a  sad  story. 


J 


Jerry  Flint,  a  former  FORBES  senior  editor,  has  covered  the 
automobile  industry  since  1958.  Visit  his  forum  at  our  Web  sit 
www.forbes.com/coluninists/flint. 


CH  ARTICLE 


BY  PETER  BRIMELOW 

Cutting 
A  Pie 

Are  the  poor 
getting  poorer  as 
the  rich  get  richer? 
Not  exactly. 

THE  RICH  GET  RICHER— AND 
the  poor  get  something.  In- 
come has  concentrated  dra- 
matically in  the  past  20  years,  a 
powerful  bipartisan  trend  that  ex- 
tends from  the  early  Reagan  Ad- 
ministration to  the  late  Clinton 
era.  Every  household  income 
quintile  has  lost  income  share  ex- 
cept the  top  one.  (You're  in  the 
top  20%  if  your  family's  income 
tops  $79,500.)  Damage  was  con- 
centrated in  the  middle  three 
quintiles  ($17,200  to  $51,200). 
The  top  5%  of  households  (those 
over  $140,000)  earned  more  than 
a  fifth  of  total  income.  The  share 
of  the  pie  going  to  the  poorest 
quintile  edged  down  from  4.3% 
in  1980  to  3.6%  recently. 

Absolute  levels  of  income,  ad- 
justed for  inflation,  don't  tell  such 
a  grim  story.  All  quintiles  are 
earning  more.  The  average  in- 
come of  the  bottom-quintile 
households  is  $9,800,  the  highest 
(just)  since  data  collection  began 
in  1967,  when  it  was  only  $7,700. 
But  note  that  the  bottom-quintile 
average  enjoyed  essentially  all  of 
its  increase  by  1978  and  has  since 
gone  humbly  sideways.  How  have 
the  other  quintiles  done?  F 


Research:  EDWIN  S.  RUBENSTEIN,  research 

director,  Hudson  Institute,  Indianapolis. 
edwinr@hudson.org.  Graphics:  DAVID  LADA. 
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Note:  Income  figures  reflect  money  income  before  taxes,  and  do  not  include  the  value  of  non-cash  benefits  such  as  food  stai 
Medicare.  Medicaid  and  employment-based  fringe  benefits.  Capital  gains  and  inheritances  are  not  counted  as  income. 
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Qualify  for 

online  trading 


American  Express  Brokerage -a 
new  standard  in  online  brokerage. 

As  an  American  Express  Brokerage  customer, 
you  can  qualify  for  FREE  ONLINE  TRADING. 
Customers  with  account  assets  of  $25K  buy 
stocks  online  for  free.  Customers  with  $100K 
in  account  assets  buy  and  sell  stocks  online 
for  freer  Apply  online  now  and  you  could  be 
trading  in  minutes.  Plus,  you  can  take  advan- 
tage of  our  powerful  online  planning  tools, 
professional  research  and  exceptional  customer 
service  around  the  clock.  And  you  have  the 
option  of  meeting  with  our  skilled  financial 
advisors  in  person.  It's  all  available  from 
American  Express,  the  financial  leader  that 
can  help  you  do  more  with  your  investments. 


nline  trading  advice  &  planning  online  banking  1-800-297-8004  americanexpress.com/trade 
  i  i  i  

p  to  3,000  shares  per  trade.  Add  $.03  per  share  for  each  share  purchased  over  3,000.  Free  online  stock  buys  and  sells  with  $1 00,000  or  more  in  account  assets.  Online 
alls  are  priced  at  $14.95  if  there  is  a  same-day  buy  execution  of  the  same  stock.  Free  online  stock  buys  with  $25,000  or  more  in  account  assets  (sells  are  just  $14.95). 
nline  stock  trades  cost  $14.95  at  lower  asset  levels.  Additional  fees  may  be  charged  for  day  trading  and  other  extreme  trading  activity.  Account  assets  (defined  as  cash, 
loney  market  funds,  mutual  funds,  stocks,  options  and  bonds)  are  reviewed  periodically  to  determine  commission  rates.  All  commission  rates  and  fees  are  subject  to 
hange.  Other  fees  may  apply.  Market  volume  and  volatility  may  cause  delays  in  system  access  and  trade  execution.  Investments  are  not  insured  by  the  FDIC,  are  not 
eposits  or  obligations  of  or  guaranteed  by  a  financial  institution,  involve  investment  risks  including  possible  loss  of  principal.  All  deposit  products  and  services  are  offered 
|  American  Express  Centurion  Bank,  a  federally  insured  financial  institution.  American  Express  Financial  Advisors  Inc.  Member  NASD  and  SIPC.  American  Express 
ompany  is  separate  from  American  Express  Financial  Advisors  Inc.  and  is  not  a  broker-dealer.  ©2000  American  Express  Financial  Corporation.  All  rights  reserved. 


By  Peter  Huber 


Poisoned  By  A  Word 


THE  VERY  WORD  "ENVIRONMENTAL"  HAS  BECOME  I 
hazardous  to  the  public  health.  How  can  a  word 
kill?  When  South  Africa's  president  recently 
seemed  to  suggest  that  the  HIV  virus  might  not  be 
the  direct  cause  of  AIDS,  he  left  vaguely  defined 
"environmental"  causes  as  the  culprit.  Such  talk  is  danger- 
ous. It  could  give  people  the  impression  that  they  shouldn't 
bother  with  the  simple  protections  that  stop  this  particular 
"environmental"  toxin  from  spreading.  We  shouldn't  say 
that  AIDS  is  caused  by  "the  environment" — even  though  it 
literally  is — because  ordinary  people  can  so  easily  misunder- 
stand the  message. 

When  we  attribute  a  health 


We  can't  change 
our  genes,  the 
logic  ran,  so  let's 
get  on  with 
regulating 


environment. 

What 
irresponsible 
claptrap. 


hazard  to  "environmental" 
factors,  we  are  telling  people 
they  can't  individually  do 
much  about  it.  A  large  Swedish 
study  written  up  recently  in 
the  New  England  Journal  of 
Medicine  concludes  that  ge- 
netic factors  account  for 
"only"  20%  to  40%  of  our  risk 
of  cancer;  so  "environmental" 
factors  must  be  responsible  for 
the  rest.  The  Washington  Post 
immediately  translated  that  to 
mean  "chemical  pollutants," 
"occupational  exposures"  and 
"radiation."  Yes,  the  Post  did 
also  give  "lifestyle"  factors  a  passing  mention,  but  moved  on 
quickly  to  the  need  for  tighter  regulation  of  workplace  chem- 
icals. We  can't  change  our  genes,  the  logic  ran,  so  let's  get  on 
with  regulating  environment. 

What  irresponsible  claptrap.  Lifestyle  factors,  most  par- 
ticularly tobacco,  food  and  sex,  are  by  far  the  largest  risk  fac- 
tors that  medical  types  label  "environmental."  But  these  fac- 
tors have  more  to  do  with  personal  autonomy  than  with 
either  "environment"  or  "genes,"  at  least  in  the  sense  that  or- 
dinary people  use  those  words.  And  lifestyles,  unlike  genes, 
can  be  changed.  Though  not  by  government  edict,  at  least 
not  in  a  society  that  calls  itself  free. 

Playing  down  the  importance  of  genetic  factors  is  prob- 
ably even  more  hazardous  to  the  public  health.  No,  we  can't 
change  our  genes — but  we  can  anticipate,  and  fend  off,  the 
frailties  embedded  within  them.  Family  history  for  breast, 
prostate  and  colon  cancer  is  one  of  the  first  things  any  com- 
petent doctor  asks  you  about  at  a  checkup.  If  you  have  the 
history,  and  you  have  any  sense,  you  then  submit  to  periodic 

88     FORBES"  September  4,  2000 


tive — is  so  quickly  emerging 


body-part-ographies  or  - 
copies,  however  undignifie 
do.  We  can't  yet  snip  gei 
but  we  can  snip  lumps 
polyps,  and  to  almost  equ 
good  effect  when  the 
caught  early  enough. 

The  perils  of  uttering 
word  "environmental"  in  p 
lie  health  discourse  are  ri$ 
fast,  because  genetic  scieno 
the  not-environment  alter 
as  such  a  powerful  predic 


tool.  A  complete  decoding  of  "the"  human  genome  is  n 
imminent.  The  relentless  search  for  differences  and  deviati 
from  that  baseline  is  accelerating  apace.  For  an  overview 
the  possibilities,  read  Matt  Ridley's  excellent  new  bo 
Genome.  By  comparison,  environmental  science  hasn't  p 
gressed  much  beyond  its  toddling  infancy,  and  it  still  p 
duces  more  speculative  babble  than  serious  science.  Mud 
it  brings  to  mind  the  genetic  science  of  a  century  ago,  w 
experts  in  the  field  were  measuring  skull  sizes  with  calip 
and  correlating  physiognomies  with  intelligence. 

Yes,  that  history  taught  us  that  junk  genetic  science  is 
daily  poisonous.  But  genetic  science  is  now  about  as  rig 
ous  as  science  gets,  and  day  by  day  it  reveals  new  links 
tween  health  and  the  double  helix.  It  is  the  rapid  decoding 
those  links  that  makes  it  so  important  to  relegate  "envin 
ment"  to  its  proper  place  in  public-health  analysis.  Whic 
to  say,  far  below  "genes"  and  "lifestyle." 

Our  pagan  ancestors  attributed  everything  to  envirc 
ment — to  trees,  planets,  stars  and  the  fickle  deities  wit! 
them.  View  the  world  that  way,  and  you  waste  little  eff 
struggling  to  grow  better  crops  or  fight  disease — what's 
use,  when  all  things  are  determined  by  distant  forces  far  1 
yond  your  power  to  change?  Real  progress  begins  when 
discover — and  then  accept — that  many  problems  arise, 
can  be  controlled,  much  closer  to  home. 

Genes  are  as  close  as  problems  get.  Our  stunning  n 
power  to  probe  their  significance  will  improve  human  hea 
as  profoundly  as  did  the  development  of  vaccines,  anti 
otics,  pesticides  and  sanitary  sewers  in  centuries  past.  Wh 
developments,  by  the  way,  remain  the  real  keys  to  eradicat 
the  many  serious  "environmental"  hazards  that  remain 
like  malaria,  cholera  and  AIDS. 


Peter  Huber  (pwhuber@beHathmtic.net),  a  Manhattan  Institute  senior 
fellow,  is  the  author  o/Hard  Green:  Saving  the  Environment  from  the 
Environmentalists.  Home  page:  www.plmber.com. 


 BOOK  EXCERPT  

Russian  President  Vladimir  Putin  is  trying  to  free  himself  from  the  grip  of  crony  capitalist 
Boris  Berezovsky.  But  if  anyone  is  counting  Berezovsky  out,  they'd  do  well  to  remember  how 

this  tough  tycoon  made  his  first  fortune. 

The  Rise  Of  An 
Oligarch 

BY  PAUL  KLEBNIKOV 


oris  Berezovsky  already  occupies  a  special  place  in 
ussian  history.  Once  an  obscure  car  dealer,  he 
nvatized  vast  stretches  of  Russian  industry  while 
irviving  gangster  turf  wars  in  Moscow.  In  1996  he 
■ganized  the  secret  financing  of  the  Yeltsin  election 
impaign.  Three  years  later  Berezovsky  helped  se- 
ct Vladimir  Putin  as  Yeltsin's  heir,  and  orches- 
ated  his  election  to  the  presidency.  Putin  has  now 
xlared  war  on  the  "oligarchs. "  Will  Berezovsky 
ithstand  this  threat  to  his  fortune  and  his  liberty? 
i  this  excerpt  from  Godfather  of  the  Kremlin  (Harcourt, 
iptember  2000),  a  FORBES  senior  editor  shows  how  the  ty- 
>on  survived  previous  assaults  on  his  empire. 

k  |  OT  LONG  AFTER  COMMUNISM  FELL  AND  BORIS  YELTSIN 
^■took  power,  an  American  entrepreneur  named  Page 
^Thompson  went  to  Russia  in  search  of  deals.  Thompson 
as  a  former  treasurer  of  Atlantic  Richfield,  the  oil  company 
dw  part  of  BP.  With  a  taste  for  adventure,  he  had  begun  a  sec- 
id  career  selling  auto  parts  to  the  former  Soviet  Union.  Suc- 
:ss  came  quickly.  In  1994  he  landed  a  $4  million  contract  to 
11  Goodyear  tires  to  Avtovaz,  the  giant  auto  factory  that  ac- 
mnted  for  half  the  Russian  market  for  passenger  cars. 

In  the  course  of  the  negotiations,  Thompson  asked  Avto- 
iz  for  a  letter  of  credit  from  a  Western  bank  guaranteeing 
>  payment.  He  was  told  that  French  bank  Credit  Lyonnais 
ould  provide  it.  Credit  Lyonnais  would  later  come  close  to 
)llapse  in  a  famous  fraud  and  embezzlement  scandal,  but  at 
Le  time  it  seemed  a  strong  and  respectable  bank.  Its  guaran- 
e  was  good  enough  for  Goodyear. 

Then  the  deal  turned  strange.  Thompson  was  told  that  he 
id  to  pick  up  the  letter  of  credit  from  an  outfit  called  Forus 
?rvices  S.A.  in  the  town  of  Lausanne,  Switzerland.  He  ar- 
ved  at  the  Forus  office  to  find  two  Russian  men  lounging 
ound. 

"They  did  business  in  an  absolutely  empty  office,  a  beauti- 
I  office,  but  it  didn't  have  anything  in  it,  except  furniture — just 


empty  desks  and  empty  chairs,"  he  recalls.  "There 
were  three  or  four  rooms,  a  bottle  of  Jack  Daniels 
and  no  people  except  these  two  guys  and  a  secre- 
tary who  didn't  speak  any  language  I  understood." 

The  letter  of  credit  had  not  arrived  yet, 
Thompson  was  told.  Come  back  in  two  days. 
When  he  finally  got  it,  the  letter  contained  the 
names  of  Credit  Lyonnais,  Avtovaz  and  Thomp- 
son's company,  but  there  was  no  mention  of 
Forus  Services  S.A. 
"It  made  quite  an  impression  on  me,"  Thompson  says. 
"When  I  was  treasurer  of  Atlantic  Richfield  and  we  wanted 
to  borrow  money,  I'd  pick  up  the  phone  and  I'd  call  Chase 
and  I'd  say,  'We're  interested  in  borrowing  a  couple  of  hun- 
dred million  dollars'  and  they'd  say  'We're  interested  in 
lending  it  to  you,  and  we'll  come  out  and  talk  about  it.'  I 
didn't  have  to  call  Joe,  Mike  and  Moe  at,  you  know,  the 
Wilshire  Financial  Co.  or  something  to  do  my  borrowing  for 
me  at  Chase." 

Thompson  concluded  that  this  strange,  unpopulated  of- 
fice was  "a  company  that  someone  powerful  at  Avtovaz  had 
set  up  to  run  these  financing  transactions,  charge  Avtovaz  a 
fee,  and  then  split  the  fee  among  the  owners.  I  never  knew 
who  the  people  were." 

In  fact,  Forus  Services  had  been  established  on  Feb.  13, 
1992  by  car  dealer  Boris  Berezovsky,  Avtovaz  finance  chief 
Nikolai  Glushkov  and  the  big  Swiss  commodities  trader 
Andre  &  Cie.  Officially  Forus  was  a  financial  company  trad- 
ing currencies  and  organizing  lines  of  credit  and  other  fi- 
nancial matters  for  Russian  companies  abroad.  It  remained, 
however,  an  insiders'  club.  And  the  insiders'  ownership  was 
difficult  to  trace.  Forus  in  Lausanne  was  owned  by  Forus 
Holding  (Luxembourg),  which  in  turn  was  owned  at  least 
partly  by  a  Lausanne  shell  company  named  Anros  S.A.  In 
other  words  Berezovsky  and  his  partners  were  insulated  by 
at  least  two  front  companies. 

Forus  was  just  one  of  a  number  of  companies  owned  (di- 
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rectly  or  indirectly)  by  Berezovsky  in  Russia,  Cyprus, 
Switzerland,  Luxembourg,  Ireland  and  the  Caribbean 
to  take  control  of  the  hard-currency  revenues  of  sev- 
eral of  Russia's  biggest  industrial  companies.  These  fi- 
nance companies  earned  millions  of  dollars  through 
unusually  high  fees,  high-interest  loans  and  simply  mak- 
ing money  off  the  float  (the  working  capital  they  han- 
dled for  their  clients).  It  was  a  sophisticated  financial 'network, 
ideal  for  getting  money  out  of  Russia,  facilitating  financial 
flows  around  the  world,  minimizing  taxes  and  avoiding 
scrutiny.  Today,  several  of  those  companies  (including  Forus) 
are  the  focus  of  a  number  of  criminal  investigations  in  Rus- 
sia and  Switzerland,  in  which  the  investigators  suspect  em- 
bezzlement, fraud,  tax  evasion  and  money  laundering. 

In  1994  the  cash  cow  of  Berezovsky's  growing  empire  was 
the  state-owned  automaker,  Avtovaz.  Berezovsky's  company, 
called  Logovaz,  was  the  automaker's  largest  dealer,  selling 
45,000  Avtovaz  cars  annually,  nearly  10%  of  its  domestic  sales. 

Amid  the  disintegrating  Russian  economy,  the  auto  indus- 
try remained  remarkably  healthy,  producing  one  domestically 
made  product  Russians  were  still  eager  to  buy.  The  demand 
for  Avtovaz's  vehicles — a  sedan  known  in  the  West  as  the  Lada 
and  an  off-roader  called  the  Niva — consistently  outstripped 
the  supply.  Blessed  with  low  raw-material  costs  and  cheap 
labor  (the  average  worker  received  $250  a  month,  usually  paid 
several  months  late),  Avtovaz  should  have  been  enormously 
profitable.  In  fact,  it  was  bleeding  cash  and  piling  on  debt. 

The  problem  lay  in  the  corruption  of  the  distribution 
network.  Hundreds  of  small  companies  had  been  created  to 
trade  Ladas  and  spare  parts;  they  were  independent,  but  they 
were  linked  to  various  members  of  Avtovaz's  management. 

When  I  asked  Avtovaz  President  Alexei  Nikolaev  in  the 
summer  of  1996  about  his  company's  dealership  network, 
he  explained  that  he  was  selling  his  cars  at  a  loss: 

"On  average,  we  get  $3,500  [per  car],"  he  said.  "In  reality, 
this  car  has  a  much  higher  production  cost — approximately 
30%  higher  [$4,600]." 

Since  most  dealers  sold  their  Ladas  for  $7,000  or  more, 
they  were  making  50%  gross  margins,  ten  times  what  a 
dealer  would  get  in  the  U.S.  And  that  assumes  the  dealers 
paid  for  the  goods,  which  they  often  didn't.  By  1995  Bere- 
zovsky's Logovaz  and  other  dealers  owed  the  automaker 
$1.2  billion,  one-third  of  its  annual  revenues. 

"You  can't  just  go  over  and  become  a  dealer  in  Ladas," 
recalls  Page  Thompson,  who  was  selling  tires  and  lubricants 
to  several  big  Avtovaz  dealers.  "If  the  other  people  who  deal 
in  Ladas  allow  you  to  become  one,  you're  going  to  pay  for 
the  privilege.  Some  guy's  going  to  show  up  and  tell  you  that 
you  have  a  partner." 

Dealers  who  tried  to  purchase  cars  from  Avtovaz  without 
going  through  the  established  channels  were  unlikely  to  get 
any  cars  or,  if  they  did,  they  would  often  receive  their  vehi- 
cles with  windshields  smashed,  wiring  pulled  out  and  tires 
slashed.  Or,  they  would  get  shot. 

Thompson  cites  the  example  of  one  of  his  clients,  a  big 
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Avtovaz  distributor  in  Moscow  called  Lada  Stron 
"He  had  his  cars  stored  in  two  lots,  and  he  had  to  pj 
one  criminal  gang  tribute  for  Lot  A  and  anothi 
criminal  gang  tribute  for  Lot  B,"  Thompson  say 
"Through  some  gaffe,  one  of  his  employees  moved 
cars  from  Lot  A  to  Lot  B,  whereupon  the  guys  wll 
were  collecting  a  tariff  from  Lot  A  kidnapped  hi] 
and  held  him  hostage  in  a  cellar  until  the  dealership  can 
up  with  $50,000  for  the  insult." 

Another  of  Thompson's  clients  was  a  dealership  run  by 
young  Russian  businessman  outside  of  Avtovaz's  gates  in  tl 
city  of  Togliatti. 

"He  was  a  huge  dealer  in  Ladas  and  parts  and  all  sorts 
hard-to-get  stuff.  To  visit  his  lair,  you  came  in  and  there  w; 
a  whole  bunch  of  tough-looking  guys  lying  around  watel 
ing  Woody  Woodpecker  cartoons  on  TV  and  bristling  wil 
firearms.  Everywhere  he  went,  there  was  a  car  with  foi 
armed  guys  in  back  of  him." 

Thompson  began  doing  business  with  this  man,  sellir 
him  secondhand  American  cars  for  shipment  to  Russi 
Thompson  says  this  man  boasted  to  him  about  how  he  dt 
frauded  and  robbed  everyone,  and  how  someone  inside  A1 
tovaz  fed  him  cars  that  should  have  gone  somewhere  else. 

The  whole  Avtovaz  system  was  corrupt,  Thompson  says, 
a  dealer  wanted  to  get  a  shipment  of  spare  parts,  for  instanc 

he  had  to  bribe  the  mar 
ager  responsible  for  spai 
parts  sales.  "I  knew  the  gi 
who  used  to  take  th 
money,"  says  Thompson. 

I  asked  Alain  Mayor,  tr 
Russia  point  man  for  Ben 
zovsky's  Lausanne  partn< 
Andre  &  Cie.,  about  tr 
rampant  corruption  at  A^ 
tovaz.  "I  think  that  is  tr 
case  with  a  lot  of  Russia 
companies,  not  just  Avtc 
vaz,"  he  said.  "It's  a  que: 
tion  of  mentality:  Collecth 
property  is  property  thj 
belongs  to  everyone." 

Andre  &  Cie.  had  wi 
nessed  this  corruption  firs 
hand.  In  1993-94  Andi 
tried  to  arrange  a  $100  million  credit  for  Avtovaz  from  tf 
Italian  foreign  trade  bank.  The  money  was  supposed  to  be  pai 
back  over  seven  years  with  the  sale  of  Ladas  in  foreign  marke 
like  Africa.  "It  didn't  work  out,"  notes  Christian  Maret,  hea 
of  Andre's  Moscow  office.  "Because  each  manager  of  Avtove 
had  his  own  pet  distribution  network." 

Berezovsky's  particular  scheme  was  called  re-export.  As 
tovaz  export  contracts  typically  stipulated  an  even  lowe 
price  for  Ladas  than  domestic  dealership  contracts,  an 
granted  an  even  longer  grace  period  for  dealerships  to  pa 
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back  the  auto  factory  (up  to  one  year).  Berezovsky  ac- 
tually sold  his  cars  in  Russia — the  cars  remained  in  the 
country,  hut  their  documentation  showed  them  to  be 
exported  and  then  imported  back  into  Russia.  Their 
"export"  status  allowed  him  to  receive  foreign  cur- 
rency. While  the  auto  factory  was  paid  by  its  dealers 
with  constantly  depreciating  rubles  or  even  worse  quality 
lOUs,  Berezovsky  received  dollars  for  the  cars  he  sold. 

I  asked  Alain  Mayor  why  the  auto  factory  was  selling  its 
cars  to  Berezovsky  on  such  detrimental  terms.  "Listen,  Mon- 
sieur, 90%  of  cars  in  Russia  are  sold  in  the  same  manner,"  he 
answered.  "There  is  not  much  of  a  difference  in  favor  of  Lo- 
govaz.  There  are  very  different  conditions  existing  as  a  result 
of  personal  relations  between  people,  people  who  were 
friends  with  the  managers  at  Avtovaz." 

Berezovsky,  the  largest  Avtovaz  dealer,  had  the  best  "per- 
sonal relationship"  imaginable,  since  the  Avtovaz  chairman, 
its  head  of  finance  and  its  head  of  aftersale  service  each 
owned  a  substantial  portion  of  Logovaz  stock.  In  other 
words,  Avtovaz  was  selling  its  cars  at  a  loss  to  Berezovsky's 
dealership,  Logovaz,  and  engaging  Logovaz  to  handle  its  fi- 
nances at  the  same  time  that  the  top  executives  at  the  auto 
factory  benefited  personally 
from  the  relationship  as  Logo- 
vaz shareholders. 

While  Avtovaz  dealers  like 
Berezovsky  were  becoming 
immensely  wealthy,  the  au- 
tomaker slid  steadily  into 
bankruptcy.  The  company  was 
so  short  of  cash  that  it  could 
not  pay  its  taxes,  electricity 
bills  or  workers'  salaries.  Page 
Thompson  continued  trying 
to  do  business  with  Avtovaz; 
he  did  a  few  successful  deals, 
lost  money  on  others  and  fi- 
nally decided  to  stop. 

"I  lost  a  couple  partners," 
he  says.  "One  of  my  Avtovaz 
partners  in  Bishkek,  Kirghiz- 
stan,  was  assassinated  in  his 
office  My  partner  in  Togliatti 
was  certainly  a  major  crimi- 
nal. I've  just  decided  that  it 
ain't  a  game  worth  playing 
over  there." 

When  I  asked  Avtovaz 
President  Alexei  Nikolaev 
about  the  problem  of  gang- 
sters controlling  his  dealer 
network,  he  admitted  that  the 
car  company  did  have  a  prob- 
lem. In  fact,  Avtovaz  had  be- 
come arguably  the  most  gang- 


ster-ridden major  industrial  company  in  Russia. 

In  1 994  Radik  Yakutian,  head  of  the  investigative  q 
partment  of  the  Samara  Region  prosecutor's  office,  v 
assassinated  while  looking  into  organized  crime  at  / 
tovaz.  In  1997  the  Ministry  of  Internal  Affairs  (MV 
carried  out  "Operation  Cyclone,"  a  combined-forces 
sault  on  organized  crime  at  Avtovaz.  The  raid,  involving  3,0 
operatives  from  the  MVD,  the  prosecutor's  office  and  the  t 
police,  all  converging  simultaneously  to  block  the  giant  fa 
tory's  exits  and  seize  its  computer  files,  was  the  largest  am 
crime  operation  of  the  Yeltsin  era.  The  raid  unearthed  en 
dence  that  gangsters  connected  to  Avtovaz  had  carried  out  | 
fewer  than  65  murders  of  company  managers,  dealers  an 

business  rivals.  Dozens 
people  were  arreste 
Criminal  cases  we 
opened. 

In  February  1999  tl 
office  that  was  in  charj 
of  compiling  and  pursl 
ing  the  investigation 
Avtovaz — the  MV 
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headquarters  in  the  provincial  capital  of  Samara — was 
destroyed  by  a  huge  fire.  The  Avtovaz  documentation 
was  destroyed;  at  least  50  investigators  and  other  MVD 
staffers  perished  in  the  blaze.  The  MVD  headquarters 
in  Moscow  quickly  concluded  that  the  fire  was  not  the 
result  of  arson,  but  it  still  opened  a  criminal  case 
against  Avtovaz  management  on  tax  evasion  charges  several 
days  later. 

It  was  in  this  lawless  environment  that  Berezovsky  was 
building  his  empire.  A  47-year-old  (in  1993)  mathematics 
Ph.D.  who  had  spent  most  of  his  professional  life  designing 
computer  software,  Berezovsky  was  hardly  the  type  expected 
to  succeed  in  the  world  of  gangsters.  Yet  he  would  not  be 
able  to  survive  in  this  business  unless  he  could  protect  his 
gains  from  the  thugs. 

With  the  Russian  government  in  disarray  the  most  effec- 
tive "security  service"  available  to  businessmen  was  the 
Mob.  According  to  several  top  Russian  law  enforcement  of- 
ficials, Berezovsky  had  built  his  dealership,  Logovaz,  under 
the  protection  of  the  Chechen  Commune,  one  of  the  most 
feared  organized  crime  groups  in  Russia.  The  Chechens 
were  Berezovsky's  "roof  in  the  auto  market. 

Meanwhile  his  rivals  in  the  auto  market,  beholden  to 
other  organized  crime  groups,  were  jealous  of  his  success 
and  his  inside  deal  with  Avtovaz  top  management.  Thus, 
alone  among  the  big  businessmen  who  would  come  to  be 
111  <«k   1>  .  Si      li  II  ^| 
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known  as  "the  oligarchs,"  Berezovsky  found  himsel 
personally  involved  in  a  turf  war  between  Moscow" 
predominant  gangster  families. 

One  of  the  first  attacks  occurred  on  the  afternooi 
of  Rily  19, 1993  when  a  gang  led  by  a  man  named  Igo 
Ovchinnikov  descended  on  a  Logovaz  showroom  a 
the  Kazakhstan  Cinema  on  105  Lenin  Prospekt.  The  gang 
sters  pulled  up  in  three  cars  and  started  shooting — first 
the  windows,  then  at  the  people  inside.  The  Logovaz  mei 
shot  back.  Within  moments,  three  men  lay  dead  (includin 
Ovchinnikov)  and  six  were  wounded. 

Several  days  later,  when  I  asked  General  Vladimir  Rushailc 
head  of  the  Moscow  RUOP  (the  organized  crime  squad  of  th 
police)  about  the  incident,  he  explained:  "The  cause  of  th 
shoot-out  was  that  [Logovaz]  had  its  own  security  service  an( 
another  gang  arrived  and  wanted  to  collect  money  from  then 
as  well.  The  result  was  entirely  predictable." 

Later,  when  I  asked  Berezovsky  about  the  incident,  hi 
said  he  remembered  the  shoot-out,  but  didn't  know  what  i| 
was  about.  He  went  on  to  say: 

"Today  we  are  witnessing  a  redistribution  of  property  on 
a  scale  unprecedented  in  history.  No  one  is  satisfied:  neithe] 
those  who  became  millionaires  overnight — they  complaiij 
they  didn't  earn  enough  millions — nor  those  who  received 
nothing  and  are  naturally  discontented." 

Then  he  added  with  a  professorial  flourish:  "Therefore  j 
do  not  think  that  the  extent  o| 
crime  exceeds  the  scale  of  thl 
transformation  process." 

Igor  Ovchinnikov,  th< 
man  who  had  attacked  thi 
Kazakhstan  Cinema,  was  ; 
minor  player  in  the  mob  wan 
He  was  subservient  to  a  crimi 
boss — a  man  nicknamed  Cy 
clops — who  in  turn  was  sub 
ject  to  a  higher-level  gangstej 
organization. 

The  shoot-out  at  the  Ka< 
zakhstan  Cinema  was  just  thj 
beginning.  In  Septembei 
1993,  on  at  least  two  occa^ 
sions,  Logovaz  dealership  lotj 
in  Moscow  were  attacked  b} 
men  with  grenades.  Several 
vehicles  were  damaged,  but  nc 
people  were  hurt.  Russiail 
newspapers  quoted  frustratec 
police  detectives  as  saying  thai 
Logovaz  was  refusing  to  coop- 
erate with  the  investigation! 
One  detective  was  quoted  as 
saying  that  the  attacks  were  "a 
continuation  of  the  war  be-i 
tween  organized  crime  groups 


Counterclockwise  from  left: 
The  1993-94  mob  war  claimed 
hundreds  of  lives;  Berezovsky 
narrowly  escaped  death  when 
his  Mercedes  was  blown  up. 
Now  President  Putin  promises 
to  clean  up  the  Russian  market. 
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over  the  auto  market." 

Little  is  known  about  the  measures  Berezovsky 
took  to  rid  himself  of  the  gangster  threat.  The  Russian 
government  was  of  little  help  in  protecting  businesses 
from  the  orgy  of  violence.  It  was  fatally  corrupt. 

The  same  month  as  the  gangster  attack  on  the  Lo- 
govaz  showroom  at  the  cinema,  President  Yeltsin  accepted 
the  resignation  of  his  minister  of  security  (head  of  the  former 
KGB),  Viktor  Barannikov.  Barannikov  had  been  one  of  the 
main  patrons  of  a  shadowy  commodities  trader  named  Boris 
Birstein  and  his  Toronto-  and  Zurich-based  company, 
Seabeco.  Birstein  was  lavish  with  his  rewards  to  his  govern- 
ment patrons.  In  early  1993  he  invited  the  wives  of  Baran- 
nikov and  the  first  deputy  chief  of  the  MVD  on  a  three-day 
shopping  trip  to  Switzerland.  The  two  ladies  bought  $300,000 
worth  of  furs,  perfumes,  scarves  and  watches  (all  paid  for  by 
Seabeco)  and  carried  their  loot  back  to  Russia  in  suitcases. 
They  had  20  pieces  of  excess  luggage  and  were  fined  $2,000 
by  the  airline,  but  this  bill,  too,  was  paid  by  Seabeco.  When  the 
scandal  came  to  light,  Barannikov  and  the  first  deputy  chief 
of  the  MVD  were  fired,  but  never  prosecuted. 

In  Lausanne  Berezovsky's  business  partner,  Andre  & 
Cie.,  was  alarmed  at  the  gangster  war  raging  in  Moscow  in 
1993-94.  When  Andre  &  Cie.  became  Berezovsky's  strategic 
partner  it  had  not  reckoned  on  a  wave  of  bombings  and  as- 
sassinations. But  Alain  Mayor  managed  to  soothe  the  nerves 
of  his  Andre  colleagues. 

"It  was  something  that  was  happening  in  Russia;  it  wasn't 
something  that  was  happening  in  Switzerland,"  he  explained. 
"We  established  the  facts  and  . . .  my  superiors  at  the  company 
accepted  the  facts.  That  was  all.  At  that  time  there  were  very 
strong  rivalries  in  the  automotive  milieu  in  Moscow,  that's  for 
sure.  People  used  very  violent  methods.  It  wasn't  very  reas- 
suring. In  fact,  it  was  painful,  disagreeable  to  see." 

Andre  &  Cie.  decided  to  stick  by  its  Russian  partner.  In 
the  winter  of  1993-94,  while  the  mob  war  was  raging  in 
Moscow,  Berezovsky  spent  much  of  his  time  abroad.  He 
went  to  Lausanne  to  put  the  finishing  touches  on  his  off- 
shore financial  network  with  Andre  &  Cie.  When  he  re- 
turned to  Moscow,  he  was  targeted  almost  immediately.  The 
door  of  his  apartment  was  booby-trapped  with  a  grenade. 
Fortunately  it  failed  to  explode. 

In  the  late  afternoon  of  June  7,  1994  Berezovsky  walked 
out  of  the  new  Logovaz  headquarters  in  central  Moscow  and 
got  into  the  back  seat  of  his  Mercedes.  His  bodyguard  sat  in 
front,  next  to  the  chauffeur.  As  the  car  pulled  out,  the  neigh- 
borhood was  shaken  by  a  massive  explosion.  Someone  had 
parked  an  Opel  filled  with  explosives  on  the  narrow  street 
and  detonated  the  car  bomb  by  remote  control  as  soon  as 
Berezovsky's  car  passed  by.  Berezovsky  saw  his  driver  decap- 
itated by  the  blast.  The  bodyguard  was  severely  wounded — 
he  would  lose  an  eye.  Half-a-dozen  passersby  were  injured. 
Berezovsky  stumbled  out  of  the  car,  his  clothes  smoldering. 
His  burns  were  severe,  requiring  months  of  treatment  in  a 
Swiss  clinic. 
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A  few  days  later  the  offices  of  Berezovsky's  Obe 
nenny  Bank  were  also  bombed.  Berezovsky  blamed 
competitors  in  the  auto  industry  for  the  violence.  N 
months  later,  when  he  was  under  suspicion  for  the  mu 
der  of  Russia's  most  successful  TV  producer,  Berezovsl 
made  a  private  videotaped  explanation  to  Yeltsin  ar 
put  forward  a  different  version,  pointing  the  finger  at  his  chi 
rival  in  the  media  market,  Vladimir  Gusinsky. 

Like  so  many  other  gangster  killings,  the  Logovaz  boml) 
ing  was  never  solved.  Commenting  on  another  outbreak 
mob  violence  outside  the  gates  of  Logovaz  a  year  earlia 
RUOP's  chief,  General  Rushailo,  told  me:  "Many  believe  th, 
businessmen  get  killed  simply  because  they  are  busines: 
men.  Not  so.  Investigations  of  cases  involving  contrai 
killings  have  shown  that  the  victims  were  involved  in  sorr 
sort  of  unclear  relationship,  to  put  it  diplomatically,  with  tr 
very  people  who  either  ordered  or  carried  out  the  hi 
against  them.  No  one  kills  the  law-abiding  citizens — tho; 
who  do  not  violate  the  law,  who  pay  their  taxes." 

In  March  1994  a  Berezovsky  investment  fund  called  Av\ 
had  placed  money  with  an  institution  called  Mostorg  Ban] 
buying  two  500-million-ruble  short-term  promissory  note 

Mostorg  Bank  was  cor 
trolled  by  a  famous  mot 
ster  called  Sergei  Timofe( 
(alias:  Sylvester,  since  r. 
vaguely  resembled  Sylvesto 
Stallone).  Sylvester  himse 
was  allied  with  a  powerfi 
organization  called  tt 
Solntsevo  Brotherhooi 
Sylvester's  bank  did  not  p 
back  the  obligation  d 
time,  having  transferred  tf 
money  abroad. 

After  the  Logovaz  d 
bombing  had  propelle 
Berezovsky  onto  the  froil 
pages  of  the  newspapeij 
and  forced  even  Presideri 
Yeltsin  to  speak  out  aboij 
the  "criminal  filth"  ruiniri 
Russia,  Mostorg  Bank  finally  paid  Logovaz  back  (with  interest 
The  mob  war  continued.  In  the  early  evening  of  Sept.  1 
1993  there  was  a  powerful  explosion  just  off  Tverskaya  Streel 
Moscow's  most  elegant  shopping  district.  Police  found 
Mercedes  S-600  sedan  that  had  been  destroyed  by  a  remote 
controlled  bomb  attached  to  the  underside  of  the  car. 
charred  corpse  was  pulled  from  the  wreckage.  It  was  Sylveste 
Berezovsky,  who  by  then  had  returned  to  Moscow  fror 
Switzerland,  was  briefly  considered  a  suspect.  But  Sylveste 
had  many  enemies,  and  the  case  was  never  solved.  Wit 
Sylvester's  death,  the  gangster  assaults  on  Logovaz  ceased. 

Reprinted  and  adapted  by  arrangement  with  Harcourt  Inc. 
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Rushailo. 
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For  23  years  Michel  David-Weill  has  run  one  of  the  world's  richest 
private  empires  with  a  firm  hand.  Now  some  dissidents  and  minority 
holders  want  to  pry  loose  his  grip  and  make  a  killing. 


BY  ROBERT  LENZNER  AND  MICHAEL  MAIELLO 


FRIENDS  AND  ENEMIES  DISAGREE 
about  which  anecdote  best  cap- 
tures the  arrogance  of  Michel 
David- Weill,  chairman  and  chief 
executive  of  Lazard  LLC  and  the 
fourth-generation  scion  to  rule  one  of  the 
world's  richest  private  financial  empires. 
Some  say  it  was  in  1998,  at  a  meeting  of 
the  powerful  partners  who  run  Lazard's 
many-tentacled  operations,  when  he 
pointed  at  each  in  turn  and  declared:  "I 
don't  need  you.  I  don't  need  you.  I  don't 
need  you — and  I  don't  need  you." 

Others  say  it  was  at  the  firm's  150th 
anniversary  celebration  that  year,  when 
David-Weill  ungraciously  failed  to 
thank  Felix  Rohatyn  and  Antoine  Bern- 
heim  for  their  roles  in  building  Lazard 
and  enriching  David-Weill  himself. 


Then  there  was  the  recent  meeting 
with  a  big  institutional  investor  that 
holds  stakes  in  Lazard  entities  and 
complains  of  shabby  treatment.  David- 
Weill  drew  on  a  big  cigar  and  blew 
smoke  in  the  faces  of  his  visitors  for  half 
an  hour,  declaring  he  had  no  interest  in 
the  concept  of  minority-shareholder 
rights. 

Take  your  pick.  For  23  years  Michel 
David-Weill  has  run  Lazard,  its  2,750 
employees  and  its  mysterious  labyrinth 
of  interlocking  investments,  as  if  they 
were  his  private  fiefdom.  He  has  been 
obsessed  with  maintaining  control, 
structuring  holdings  to  insulate  his 
power.  He  loses  longtime  allies  rather 
than  share  power  with  them — star 
dealmaker  Steven  Rattner,  even  his  own 


son-in-law  Edouard  Stern. 

Yet  for  all  the  maneuvering,  Mich 
David-Weill's  control  over  Lazard 
threatened.  Over  the  years  he  has  alier 
ated  legions  of  partners  and  investor 
Now  an  outside  provocateur,  French  ir 
dustrialist  Vincent  Bollore  hopes  to  ta 
the  antipathy  as  he  pushes  to  break  u 
the  Lazard  empire  and  sell  the  parts  t 
the  highest  bidder. 

Bollore  says  Lazard  can't  survive  i 
a  world  dominated  by  titans  like  Golc 
man  Sachs  and  Morgan  Stanley.  H 
says  David-Weill  is 
mired  in  the  past. 
"He's  locked  in  his 
character  and  his  leg- 
end," Bollore  says.  "His 
group  may  have  prob- 


Lazard's 
David-Weill, 
exuding  Gallic 
cool.  Known 
to  arrogantly 
blow  smoke  ir 
visitors'  faces 
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lems  to  solve  in  the  future." 

Far  more  than  the  House  of  Lazard 
is  at  risk  in  this  battle  of  the  rich.  Assets 
worth  $12  billion  are  controlled  by  four 
French  families:  David-Weill's,  whose 
holdings  date  back  to  the  mid- 1800s, 
and  the  families  of  three  partners  who 
joined  the  firm  in  the  early  and  mid- 
20th  century — Antoine  Bernheim's, 
Andre  Meyer's  and  Jean  Guyot's. 

The  Lazard  firm  itself  is  worth  per- 
haps $5  billion.  Other  holdings  include 
$1  billion  of  prime  real  estate  in  Lyon 
and  Marseille;  a  $1  billion  stake  in  Gen- 
erali,  an  Italian  insurance  company; 
and  a  $1.2  billion  piece  of  the  Danone 
food  and  beverage  company.  The 
Lazard  name  alone  is  worth  a  lot;  the 
firm  has  advised  statesmen,  billionaires 
and  blue-chip  corporations.  Recent 
mergers  on  its  scorecard:  Warner-Lam- 
bert and  Pfizer,  Seagram  and  Vivendi, 
Saatchi  &  Saatchi  and  Publicis.  Lazard 
is  the  world's  largest  remaining  private 
investment  bank  and  holds  $600  mil- 
lion of  capital. 

It  is  quite  a  fight:  Bollore,  48,  the 
fierce,  self-made  dealmaker  who  assem- 
bled a  portfolio  in  shipping,  manufac- 
turing and  tobacco  with  combined 
sales  of  $3.5  billion,  versus  David-Weill, 
19  years  older,  the  supercilious  aristo- 
crat who  professes  to  be  unconcerned 
by  this  arriviste. 

Bollore  has  brashly  assembled  a 
31%  stake  in  Rue  Imperiale  de  Lyon, 
which  indirectly  controls  17.4%  of 
Lazard.  Bollore's  piece  of  Rue  Imperiale 
is  almost  twice  the  size  of  David-Weill's 
stake.  It  cost  him  $350  million.  David- 
Weill,  however,  has  the  reins  in  hand: 

"The  big  firms  can't 
change ...  they  are 
based  on  fragile 
markets  and  excessive 
paychecks.  We  can  do 
anything  we  want ...  we 
are  small  and  not  at  the 
mercy  of  the  markets." 


With  his  allies,  he  con- 
trols 61.6%  of  the  votes  in 
Rue  Imperiale.  The  assets 
are  laid  out  in  a  honey- 
comb of  cross-owner- 
ships, holding  companies 
and  indirect  stakes  (see 
diagram,  p.  104).  It  is  by 
this  means  that  David- 
Weill,  with  a  net  worth 
that  we  estimate  at  $2.2 
billion,  has  controlled 
businesses  worth  five 
times  as  much. 

By  itself  Bollore's  mi- 
nority stake  in  one  of 
these  holding  companies 
does  not  threaten  David- 
Weill.  But  there  are  other 
cracks  in  the  empire,  and 
the  outsider  hopes  to  ex- 
ploit them.  The  invest- 
ment banking  business  is 
booming,  but  Lazard  isn't 
getting  its  share.  In  the 
global-merger  advice 
business,  Lazard's  share  is 
down  by  almost  half  in 
two  years,  to  7%  today.  In 
the  U.S.  it  ranks  13th  in 
advising  acquirers  and 
1 6th  in  defending  targets 
through  the  first  six 
months  of  2000;  ten  years 
ago,  it  ranked  4th  in  both 
categories. 

The  firm  still  stings 
from  $100  million  in 
fines,  legal  and  other  costs 
to  settle  charges  of  illegal 
profit-skimming  in  mu- 
nicipal bonds  in  the  early 
1990s.  A  Lazard  fund 
foolishly  invested  in  over- 


I 


s  Vincent  Bollore  for  real?  Short 
answer:  Yup.  The  cocky  48-year-old, 
born  into  a  well-known  industrial  family 
from  Brittany,  has  assembled  a  quirky  col- 
lection of  assets— including  rubber,  palm 
oil  and  tobacco  plantations,  an  operation 
that  makes  the  plastic  layer  in  electrical 
capacitors  and  another  that  makes  ciga- 
rette paper— by  buying  on  the  cheap, 
shaking  things  up  and  selling  out.  He 
hopes  to  do  much  the  same  with  Lazard. 

Bollore  began  work  at  17,  apprenticed 
young  and  by  his  early  20s  was  advising 
Edmond  de  Rothschild  on  his  invest- 
ments. In  1980,  at  age  28,  he  bought  back 
his  family's  bankrupt  fine-paper  concern 
from  the  Rothschild  group  for  I  French 
franc.  At  the  time  his  family  owned  less 
than  20%  of  nothing.  In  the  ensuing  two 
decades  he  parlayed  this  $50  million  op- 
eration into  a  $3.5  billion  (sales)  indus- 
trial and  trading  empire. 

After  turning  the  paper  business 
around  Bollore  paid  $32  million  for  a  cig- 
arette maker  in  Africa  and  $45  million  for 
a  transport  business  a  year  later.  Start- 
ing in  1991  he  bought  into  the  depressed 
Rivaud  Group.  By  1996  he  gained  control 
and  later  sold  off  its  bank  and  the  Air  Lib- 
erte  airline.  This  left  him  with  the  rubber 
and  palm  oil;  he's  also  a  big  cocoa,  cot- 
ton and  coffee  producer. 

Today  the  Bollore  Group  is  one  of  the 
largest  employers  in  Africa,  employing 
140,000  workers  seasonally  on  planta- 
tions there.  Its  market  share  in  tobacco 
is  89%  in  West  Africa,  52%  in  Central 
Africa  and  99%  in  Madagascar.  In  the 
U.S.  Bollore  supplies  75%  of  the  thin 


valued  retirement  com- 
munities and  saw  the  fund's  assets  de- 
cline by  $300  million. 

All  of  this  happened  on  David- 
Weill's  watch.  But  he  says  these  prob- 
lems don't  matter  because  the  firm  is 
thriving:  It  claims  to  have  $400  billion 
in  pending  deals,  and  pretax  profit 
could  hit  $600  million  this  year  (flat 
with  1998). 

"The  big  firms  can't  change  because 


they  are  based  on  fragile  markets  an) 
excessive  paychecks.  The  only  satisfad 
tion  they  give  is  money,"  he  says.  "V\j 
can  do  anything  we  want  because  vj 
are  small  and  not  at  the  mercy  of  tfl 
markets." 

David-Weill  dismisses  Bollore  as  a) 
opportunist,  but  he  may  be  underest 
mating  his  adversary.  Bollore  is  counl 
ing  on  a  cast  of  resentful  characters  tj 
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paper  used  in  printing  things  like  books. 

A  downturn  in  commodity  prices  in 
the  1990s  motivated  Bollore  to  look  for 
undervalued  French  stocks.  In  the  au- 
tumn of  1997  he  pounced  on  Bouygues, 
the  construction  giant  that  controlled 
France's  first  television  network,  TFI.  He 
sold  his  stake  just  over  a  year  later  for  a 
$250  million  profit. 

In  late  1998  Bollore  invested  $400 
million  in  Pathe,  a  media  company  des- 
tined for  takeover.  In  less  than  90  days 
he  made  another  $150  million.  These 
profits  financed  his  $350  million  stake  in 
Rue  Imperiale  de  Lyon,  one  of  the  four 
publicly  traded  entities  that  figure  in  the 
Lazard  empire  (see  diagram,  p.  104). 

Bollore  built  his  wealth,  interestingly 
enough,  using  the  same  gimmick  he  at- 
tacks at  Lazard:  a  cascade  of  holding 
companies.  Lazard  partner  Antoine  Bern- 
heim  created  the  cascade  to  let  the  un- 
dercapitalized Bollore  grow  ferociously, 
and  it  is  as  byzantine  as  Lazard's. 

The  interlocking  series  of  holding 
companies  lets  Bollore  use  other  peo- 
ple's money  to  wield  control  over  an  ex- 
panding portfolio  of  assets.  His  indirect 
Lazard  stake,  for  example,  is  owned 
through  Financiere  du  Loch,  a  private 
holding  company. 

Bollore's  minority  backers  include 
Ailianz,  the  insurance  giant,  South 
Africa's  Rupert  Group  and  the  Agnelli 
family.  The  difference:  Bollore  is  col- 
lapsing his  cascade,  trying  to  buy  in  all 
the  minority  holdings  in  more  than  a 
half-dozen  entities.  He 
believes  shares  of  Bol- 
lore Investissement,  a 
holding  company,  now 
selling  for  40  euros 
apiece,  are  worth  at 
least  75  euros.    —  R.L. 


The  agent 
provocateur 
Vincent 
Bollore  is 
maneuvering 
for  control 
of  Lazard's 
stodgy  empire. 


elp  shake  up  Lazard.  His  personal  fi- 
ancial  adviser  is  76-year-old  Antoine 
ernheim,  a  retired  partner  and  the  pa- 
iarch  of  one  of  the  four  controlling 
imilies  atop  the  Lazard  empire. 

Until  now  Bernheim  has  sided  with 
•avid-Weill,  but  his  loyalty  may  be  wa- 
rring. He  is  said  to  have  felt  slighted  at 
le  150th  anniversary  dinner,  and  Bol- 
>re  may  be  able  to  exploit  the  simmer- 


ing resentment.  (David-Weill  dismisses 
Bernheim's  feelings  about  the  dinner  as 
growing  sensitivity  in  his  old  age.)  Bol- 
lore also  has  a  potential  ally  in  UBS 
Warburg,  one  of  the  world's  largest 
investment  banks.  It  owns  pieces  of 
three  Lazard  companies  and  complains 
that  David-Weill  has  disregarded  its 
interests  and  the  interests  of  other 
shareholders.  So  far  David-Weill  has 


turned  a  deaf  ear  to  such 
complaints. 

"He  was  unhelpful  and 
incredibly  arrogant,"  says 
an  institutional  investor 
who  recently  met  with 
David-Weill.  "He  lit  up  a 
humongous  cigar  and 
puffed  it  in  our  faces  for 
half  an  hour.  He  really  dis- 
missed us  as  totally  unim- 
portant ...  and  we  had 
been  large  shareholders  in 
his  companies  for  years." 

The  Lazard  chief  faces 
challenges  even  in  his  own 
ranks.  At  Lazard's  money- 
management  division, 
which  handles  $75  billion 
in  client  assets  and  throws 
off  more  than  $100  mil- 
lion in  annual  profit,  lead 
partners  Norman  Eig, 
Herbert  Gullquist  and  oth- 
ers are  restless.  As  share- 
holders in  a  spun-off  port- 
folio management  firm, 
they  would  have  an  equity 
stake  in  their  results. 

David-Weill  shows  no 
sense  of  urgency  about 
his  problems,  which  has 
led  people  to  see  him  as 
isolated,  a  casualty  of  his 
own  high-handedness. 
Behind  his  back,  they  call 
him  the  Sun  King — after 
Louis  XIV,  whose  ab- 
solute monarchy  lasted 
for  72  years. 

"Objectively,  Michel  is 
the  landowner  and  every- 
one else  is  a  tenant  farmer. 
They  get  rich,  but  they're 
still  tenant  farmers,"  says 
Jean-Claude  Haas,  a  senior  partner 
in  Paris.  (Haas  hastens  to  add  that 
David-Weill  has  never  acted  or  talked 
that  way.) 

David-Weill  knows  how  to  live  roy- 
ally. In  New  York  he  owns  a  Fifth  Av- 
enue apartment  that  once  belonged  to 
CBS  founder  William  Paley.  His  week- 
end estate  is  a  chateau  on  the  North 
Shore  of  Long  Island.  In  France  he  lives 
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in  an  18th-century  house  in  Paris  and 
has  a  villa  at  Cap  d'Antibes,  where  he 
takes  much  of  the  summer  off. 

He  gives  generously  to  charity, 
building  churches  for  the  Mexican 
community  in  California  and  funding 
art  museums  in  the  U.S.,  France  and 
Britain.  He  has  a  sharp  eye  for  art,  rely- 
ing on  his  own  expertise  to  invest  in 
Renaissance  paintings,  old  masters  and 
medieval  objets  d'art. 

All  that  overhead  requires  a  steady 
income,  and  each  year  David-Weill  and 
his  wife,  four  children  and  sister  take 
out  about  $100  million,  20%  of 
Lazard's  1999  profits.  This  is  more  than 
50  times  what  a  junior  partner  receives. 

Yet  in  a  firm  famous  for  killer  deal- 
makers  of  decades  past — the  ruthless 
Andre  Meyer  in  the  1950s  to  the  1970s; 
the  statesmanlike  Felix  Rohatyn  in  the 
1970s  and  1980s;  and  Steve  Rattner, 
along  with  a  number  of  other  senior 
bankers,  in  the  frenzied  1990s — David- 
Weill  has  never  been  known  for  his 
M&A  work.  He  came  to  his  lofty  posi- 
tion the  old-fashioned  way:  inheri- 
tance. He  then  built  up  the  family  busi- 
ness with  hefty  pay  for  his  hired  guns, 
influential  contacts  in  government  and 
a  politician's  ability  to  navigate  among 
Lazard's  three  autonomous  offices  in 
New  York,  Paris  and  London. 

The  Lazard  lineage  goes  back  a  cen- 
tury and  a  half.  In  the  1840s  two 
Frenchmen,  Alexander  and  Simon 
Lazard  (the  freres  in  Lazard  Freres),  left 
Alsace-Lorraine  for  New  Orleans, 
where  they  put  a  fortune — $9,000 — 


named  a  partner  in  1900  and  became  a 
famous  French  financier  and  philan- 
thropist. To  celebrate  his  prominence 
he  changed  his  name.  David  Weill  was 
now  David  David-Weill  (pron'ounced 
"dah-veed-VAY"). 

David's  son  Pierre  became  a  senior 
partner  at  Lazard,  as  well,  in  1927. 
Pierre  spent  most  of  World  War  II  in 
New  York,  separated  from  his  wife  and 


York  partner;  by  then  Andre  Meyer  hac 
built  Lazard  into  a  force  almost  as  po- 
tent as  Goldman  and  Morgan  Stanley 
Meyer  grew  ill  in  1977,  but  his  heir  ap- 
parent— Felix  Rohatyn — didn't  wanl 
the  job.  So  David-Weill  took  it;  h( 
was  45. 

David-Weill  and  Rohatyn  workec 
together  for  the  next  20  years.  Miche 
calls  it  "a  marriage."  Maybe  it  was  < 


Felix  Rohatyn,  a  banking  legend  from  decades  past.     Edouard  Stern,  the  estranged  son 


children.  Young  Michel,  his  sister  Eliane 
and  his  mother,  unable  to  obtain  U.S. 
visas,  hid  from  the  Nazis  in  a  small 
French  village  during  the  war,  living 
under  assumed  names.  Michel's  half- 
brother  died  in  a  concentration  camp. 

Michel's  grandfather  died  in  1952; 
his  father,  in  1975.  Today  Michel 
David-Weill  says  he  has  no  close  per- 


"Objectively,  Michel  is  the  landowner  and  everyone  else  is  a 
tenant  farmer.  They  get  rich,  but  they're  still  tenant  farmers." 


into  a  dry-goods  store.  It  burned  down, 
and  in  1 849  the  brothers  moved  to  San 
Francisco  to  ride  the  gold  rush.  They  set 
up  a  gold-export  firm  and  brought  in  a 
cousin  as  their  bookkeeper:  Alexander 
Weill,  Michel's  great-grandfather.  By 
1870  the  Lazards  had  offices  in  three 
countries.  Like  the  Rothschilds,  they 
began  to  deal  in  foreign  exchange. 
Alexander's  son,  David  Weill,  was 


sonal  friends.  "If  he  had  two  friends, 
they  were  his  father  and  his  grandfa- 
ther," Paris  partner  Hubert  Heilbronn 
says.  "He  was  close  to  them,  he  idol- 
izes them." 

Michel  joined  Lazard  Freres  in 
1956,  at  age  24,  after  graduating  from 
the  Lycee  Francais  in  New  York  and  the 
Institut  des  Sciences  Politiques  in  Paris. 
He  took  five  years  to  become  a  New 


marriage  of  convenience.  Rohatyn  ran 
banking  and  won  renown  for  handling 
acquisitions  for  United  Technologies 
ITT,  Warner  Communications  and  RCA 
David-Weill  controlled  the  money.  He 
decided  who  made  partner  and  sel 
compensation — and  kept  it  secret.  "1 
had  the  freedom  of  not  being  in  th 
limelight,"  he  says. 

mm^^tmmmmmm       But  when  Rohatyn1 
left  in  1997  to  become 
the  U.S.  ambassador 
to  France,  David-Weil] 
lost  the  velvet  glove  to) 
his  iron  fist.  He  had  al 
ready  brought  in  his  brilliant  but  abra 
sive  son-in-law,  Edouard  Stern,  as  a  po 
tential  successor,  but  Stern  clashed  witn 
David-Weill  and  other  partners.  Thtj 
son-in-law  left  the  firm  in  1997  and  ac 
cused  David-Weill  of  reneging  on  hisj 
severance  package.  Stern  drafted  (but 
never  filed)  a  nasty  lawsuit  and  walked 
away  with  millions. 

David-Weill  turned  to  Steve  Rattnei 
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help  him  run  Lazard,  but  they  later 
;sled  over  issues  of  structure,  man- 
sment  and  power.  While  discussing 
w  to  merge  the  New  York,  Paris  and 
ndon  houses,  David-Weill  was  overly 
ncerned  with  not  diminishing  his 
[e  or  appearing  to  do  so.  For  exam- 
when  Rattner  suggested  his  new 
le  be  president  of  Lazard  Freres  in 
:w  York,  David-Weill  said:  "You  can't 


1997  9  of  11  senior  bankers  with  large 
equity  stakes  have  left  Lazard  in  New 
York,  as  well  as  the  senior  rain-maker  in 
London.  The  67-year-old  David-Weill's 
take  on  the  defections:  "Once  you're  no 
longer  the  future,  people  begin  jockey- 
ing for  position  to  be  the  future,"  he 
says.  "Instead  of  getting  along,  they  ex- 
clude each  other." 

Into  this  dissension  came  Vincent 


reached  out  to  Bernheim,  agreeing  to 
let  Bernheim  vote  Bollore's  stake  in  Rue 
Imperiale  for  one  year.  That  won't  stop 
Bollore,  however,  from  buying  still 
more  shares  of  Rue  Imperiale — and 
that  is  what  he  plans  to  do. 

Three  other  holding  companies  in 
the  Lazard  pyramid  are  publicly  traded 
and  they,  too,  provide  a  tinderbox  for 
dissent.  A  common  thread:  depressed 


e  Bernheim,  Bollore's  mentor. 


Andre  Meyer,  David-Weill's  legendary  predecessor. 


Steven  Rattner  fled  in  frustration. 


ve  the  title  of  president.  All  my 
ends  will  think  I've  retired." 
The  firm's  star  banker  took  the  title 
deputy  chief  executive  and  set  out 
iking  fixes  that,  in  essence,  threat- 
ed  to  undercut  David-Weill's  con- 
)1.  He  threw  out  David-Weill's  secret 
mpensation  arrangements  and  pub- 
bed  every  partner's  take  at  the  end 
the  year. 

Another  tension  point  between 
ivid-Weill  and  the  New  York  part- 
rs:  the  hefty  15%  profit  cut  that 
ivid-Weill  took  from  the  New  York 
it,  which  accounts  for  60%  of  firm 
rnings.  Felix  Rohatyn,  who  had  built 
;  U.S.  franchise,  took  only  5%.  On 
is  point  Rattner  and  the  partners 
»n:  David-Weill  agreed  to  cut  his  por- 
n  from  15%  to  10%,  still  pretty  rich, 
t  mostly  David-Weill  resisted  Ratt- 
r's  changes.  Fed  up,  Rattner  quit  last 
bruary  to  set  up  his  own  private  eq- 
y  firm,  Quadrangle  Group.  He  took 
ree  Lazard  partners  with  him.  Since 


Bollore.  He  began  buying  shares  in  Rue 
Imperiale  early  last  summer,  paying  the 
equivalent  of  $700  a  share;  they  sell  at 
$1,950  today  and  have  a  book  value  of 
$2,900,  Bollore  says.  David-Weill  be- 
came furious.  He  invited  the  raider  to 
his  villa  on  the  Mediterranean.  "You 
have  made  a  bad  investment.  You 
should  sell  back  the  shares,"  he  scolded, 
as  Bollore  recalls  it.  Bollore  returned  to 
Paris  and  raised  his  stake  in  Rue  Im- 
periale to  31%  over  the  past  year. 

David-Weill  countered  by  adding 
ten  years  to  a  voting  agreement  be- 
tween him  and  the  chief  partners  in  a 
holding  company,  Haussmann  Percier, 
that  represents  the  interests  of  the  four 
families  controlling  Lazard.  Among 
those  going  along:  Antoine  Bernheim, 
Lazard  partner  and  Bollore's  mentor. 
Apparently  he  isn't  ready  to  betray  the 
Lazard  chairman  just  yet. 

Bollore  is  undeterred.  "I'm  not  im- 
pressed by  agreements.  You  can  break 
an  agreement,"  he  says.  He  recently 


share  prices,  reflecting  the  fact  that 
profits  tend  to  be  reinvested  elsewhere 
in  the  pyramid  rather  than  be  paid  out 
as  dividends.  "The  empire  is  not  being 
ruled  justly  and  fairly,"  says  lawyer  So- 
phie L'Helias,  who  represents  clients 
with  minority  interests  in  Lazard  prop- 
erties. "David-Weill  and  his  henchmen 
use  holding  companies  to  enrich  the 
partners  of  Lazard  at  the  expense  of  the 
shareholders." 

UBS  Warburg  owns  parts  of  three 
Lazard  vehicles:  Immobiliere  Marseil- 
laise, which  holds  real  estate  and  a  stake 
in  Eurafrance;  Eurafrance,  which  has 
insurance  holdings  and  a  stake  in  Azeo; 
and  Azeo,  which  holds  investment  part- 
nerships and  a  stake  in  Lazard.  The 
three  trade  at  discounts  of  as  much  as 
59%  to  liquidating  value.  UBS  Warburg 
hopes  to  force  a  merger  of  the  three 
firms  or,  failing  that,  significant  share 
buybacks. 

"We  have  a  mission,  some  might 
say,  to  see  all  of  the  anomalies  you  have 


FORBES-  September  4,  2000  103 


COVER  STORY 


Lazard 


in  Europe  just  disappear,  with  share- 
holders getting  a  fair  price,"  says  Jon  P. 
Wood,  a  managing  director  in  UBS 
Warburg's  equities  division.  The  need 
for  Lazard's  shell-game  structure  will 
disappear  when  European  stock  mar- 
kets "grow  up"  and  get  "grown-up 
rules,"  he  says. 

Wood  says  Bollore'  is  "a  very  inter- 
esting character,  and  he  certainly  sup- 
ports the  concept  behind  what  we're 
trying  to  do."  They  have  been  in  touch. 

In  June  UBS  Warburg  requested 
that  Azeo  open  its  books  to  facilitate 
an  outside  bid  for  the  company.  At  the 
Eurafrance  shareholder  meeting  slated 
for  December,  UBS  Warburg  will  agi- 
tate for  a  narrowing  of  that  company's 
discount. 

David-Weill  will  be  ready.  He  is  also 
Eurafrance's  chairman,  and  late  last 
year  he  imposed  another  obstacle,  this 
one  a  poison-pill-like  scheme  to  thwart 
any  unwanted  takeover  of  Eurafrance. 

Inside  Lazard,  no  one  is  directly 
challenging  David- Weill's  rule,  but  he 
works  overtime  to  tighten  his  grip.  This 
year  he  merged  Lazard's  Paris,  New 
York  and  London  units,  gaining  more 
direct  control  over  those  businesses.  He 
formed  a  new  seven-member  executive 
committee,  with  himself  as  chairman, 
three  New  York  partners,  one  from 
London,  one  more  from  Paris  and  one 
representing  the  rest  of  Europe. 

But  he  went  a  step  further.  During 
the  merger  he  won  an  understanding 
with  his  top  partners  that  he  will  not 
have  to  name  a  number  two  man  at  the 
firm  for  five  years,  and  that  he  can  re- 
main chairman  for  the  rest  of  his  life. 
To  insure  these  edicts  come  to  pass, 
David-Weill  formed  a  ten-member 
supercommittee. 

It  has  never  been  disclosed  outside 
the  firm  that  the  executive  committee 
reports  to  this  supercommittee,  also 
chaired  by  David-Weill.  David-Weill 
has  a  seven-vote  coalition  on  the  super- 
committee  from  representatives  of 
Lazard  Freres  in  Paris,  Azeo  and  Eu- 
rafrance, all  loyal  to  him.  In  effect, 
David-Weill  reports  to  himself. 

What  does  Bollore  really  want?  He 
could  sell  out  his  position  in 


Pyramid  Power 


■MB  he  infamous  holding  companies  of  Samuel  Insull,  the  Chicago  utility  tycoo 

the  1920s,  pale  beside  this  French  contraption.  At  the  top  is  Societe  Ci 
I  Haussmann  Percier,  owned  39.2%  by  Michel  David-Weill  and  his  sister  Eli 
David-Weill,  15.8%  by  Philippe  Meyer,  son  of  legendary  Lazard  banker  Andre  Me 
li. 2%  by  retired  partner  Antoine  Bernheim,  5.2%  by  retired  partner  Jean  Guyot 
the  balance  by  other  Lazard  partners.  —A. 


Families  of  Michel  David-Weill,  Philippe  Meyer, 
Antoine  Bernheim,  Jean  Guyot 


71.4% 


Societe  Civile  Haussmann  Percier 


31% 
(21%) 


45.7% 
(61.6%) 


Vincent  Bollore 


Rue  kmperiale  de  Lyon 

55.2%  ^ 


5% 


UBS  Warburg 


10% 


7.1% 


%  of  shares  owned 
(%  of  vote) 


Publicly  owned 


60.2% 


Immobiliere  Marseillaise 


49.2%  A 
(50.4%) 


Working  Partners 


periale  and  pocket  handsome  profits. 
But  he  insists  he  has  a  more  radical  end 
in  mind  for  Lazard:  Break  it  up. 

Michel  David-Weill  has  no  such 
drastic  plans.  He  hopes  to  entice  Felix 
Rohatyn,  72,  to  rejoin  the  firm  after  his 
ambassadorship  ends  in  France,  but 
Rohatyn  is  reluctant  to  do  so. 

What  about  younger  talent?  Stock 
options  would  lure  them — if  Lazard 
were  publicly  traded,  and  better  still  if 
its  corporate  structure  were  clearly 
aimed  at  maximizing  shareholder  value. 
That  would  call  for  consolidating  the 
investment  bank  with  its  affiliates  and 


issuing  stock.  But  David-Weill  oppo. 
going  public  and  says  only,  "We  m 
have  to  change  our  means  of  compc 
sation.  Pay  in  money  and  also  in  hop 

Can  a  big  investment  bank  in  tl 
day  and  age  stay  private  and  conv 
luted  in  structure  and  still  keep  gro 
ing?  "My  only  wish  for  the  firm  is 
survive  and  prosper,"  says  the  cha 
man.  "It's  an  opportunity  for  our  pa: 
ners  to  be  independent  and  not  a  c 
in  a  machine." 

Independent?  Of  whom?  The  Si 
King's  reign  is  teetering.  Vincent  Be 
lore  may  yet  have  his  day. 
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AJ=TER  TEN  FREE  ISSUES 
YOU'LL  NEVER  BUY 
A  LOW-DOWN, 
CHEAP  STOCK  AGAIN. 


:very  deal-of-the-century  stock  that  makes  historic 
,  there  are  a  thousand  that  drop  off  the  charts.  So  if 
e  shying  away  from  higher-priced  stocks  in  search  of  a 
r  deal,  listen  up.  Historically,  what  seems  too  high  to  the 
rity  usually  goes  higher,  and  what  seems  low  and 
)  usually  sinks  lower.  Investor's  Business  Daily 
i't  render  hot  tips  on  cheap  stocks.  What 
ml  do  is  share  with  you  a  wealth  of 
tment  information  you  won't  find 
here  else.  Information  that  will  help 
pot  smart  buys  instead  of  "bargains!' 
we'll  give  it  to  you  for  two  weeks, 
utely  free. 

)  IN  ON  THE  NEXT  BIG  WINNERS. 

n  you  call  for  your  free  trial  of  IBD,  you'll 
access  to  the  IBD  SmartSe/ect™  Corporate 
igs.  These  ratings  are  powered  by  a  proprietary  database 
lining  models  of  every  successful  public  corporation  in 
rica  since  1953.  Every  day,  it  analyzes  more  than  150 
urements  on  thousands  of  companies,  then  provides 


you  with  objective  ratings  that  are  tuned  to  identify  stocks 
with  the  most  growth  potential.  You  won't  find  SmartSe/ect™ 
Ratings  anywhere  else. 

GET  A  TRUE  READ  OF  THE  MARKET. 

Selecting  good  stocks  is  a  good  start.  But  spotting 
major  market  tops  and  bottoms  is  vital  to 
successful  investing.  That's  why  IBD  offers 
daily  features  like  "The  Big  Picture^'  which 
provides  a  step-by-step  analysis  of  the 
previous  day's  market  activity,  alerting  you 
to  signals  to  watch  for  and  act  upon.  And 
"Where  The  Big  Money's  Flowing"  that 
shows  you  at  a  glance  which  stocks  major 
institutions  are  backing  —  or  backing  out  of. 

TRY  IBD  FREE  FOR  TWO  WEEKS. 

Call  today  and  along  with  your  ten  free  issues,  you'll  receive 
our  free  guide  on  how  to  select  winning  stocks.  There's  no 
obligation,  and  nothing  to  lose.  In  fact,  you  might  just  make 
some  monster  gains. 


CALL  800-391-9005  OR  VISIT  WWW.INVESTORS.COM/IBD/USEIBD 
TO  RECEIVE  10  FREE  ISSUES  AND  OUR  FREE  GUIDE  TO  SELECTING  WINNING  STOCKS. 
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DON'T  READ  IT.  USE  IT. 


Amazon 

-~  should  be  so 

.  rosperou 

■  Media  watchers  are  so  obsessed  v 
whether  Barry  Diller  will  take  over  a  TV  network  or  a  movie  studio  th 
they  miss  the  big  story:  He  is  converging  entertainment,  shopping  ai 
the  Internet  and  he  is  making  money  doing  it.  BY  MARK  LACTER 


IS  THERE  ANY  MORE  SPECULATED- 
about  executive  than  Barry 
Diller?  Add  up  the  hot  rumors 
that  have  circulated  over  the 
years,  and  the  onetime  mail  boy 
from  the  William  Morris  Agency 
should  be  running  the  three  big 
networks,  five  of  the  six  major 
Hollywood  studios,  an  Internet  portal 
and  the  lefty  Village  Voice.  Oh,  he'd  be 
the  commissioner  of  baseball,  too. 

The  latest  is  that  Vivendi,  which  in- 
herits a  43%  stake  in  Diller's  USA  Net- 
works as  a  result  of  its  pending  acquisi- 
tion of  Seagram,  will  back  Diller  in  a 
long-lusted-after  takeover  of  NBC.  Any 
truth  to  that  one? 

Settling  down  on  a  summer  after- 
noon in  his  expansive  and  tidy  43rd- 
floor  corner  office  in  midtown  Manhat- 
tan, Diller  coyly  fuels  the  speculation. 
The  rumors  serve  Diller's  purposes,  in  a 
way:  They  are  an  effective  smoke  screen 
for  USA's  corporate  strategy.  Quietly,  and 
mosdy  in  small  pieces,  Diller  has  assem- 


bled a  very  successful  electronic  retail- 
ing empire.  It  is  not  very  far  from  the 
business  that  Jeffrey  Bezos  is  in,  except 
that  USA  Networks  is  making  real 
money  on  an  operating  income  basis 
while  Amazon.com  is  not.  USA  com- 
bines entertainment  (4  cable  channels 
and  13  television  stations)  with  Internet 
operations  (Ticketmaster.com,  City- 
search,  a  Web-design  firm  and  an  elec- 
tronic hotel  reservation  service)  and  re- 
tailing (Home  Shopping  Network  and  a 
score  of  prosaic  businesses  that  hawk 
everything  from  cookware  and  designer 
jewelry  to  dating  services  and  museum 
tickets).  It  is  something  of  a  jumble  now, 
but  the  potential  synergies  are  palpable. 

Here  is  an  example,  already  avail- 
able: You  log  on  to  NBA.com,  which 
USA  now  helps  run  as  part  of  a  multi- 
year  partnership  with  the  National  Bas- 
ketball Association.  Order  a  Los  Ange- 
les Lakers  jersey  and  the  entire 
transaction — ordering,  customer  ser- 
vice, boxing  and  shipping — is  handled 


through  USA's  Home  Shopping 
work.  Or  click  on  the  tickets  seel 
and  your  courtside  seats  to  a  Mi 
Heat  game  will  be  processed  by 
Ticketmaster  Online-Citysearch. 

Further  links  to  USA  properties 
planned.  If  you  want  to  eat  dinner 
Miami's  American  Airlines  Arena 
night,  you  will  be  able  to  click  on 
hyperlink  to  Foodline.com  (in  wl 
Ticketmaster  Online-Citysearch 
19.1%  stake)  for  a  selection  of 
eateries.  If  you're  coming  from  ou 
town,  another  hyperlink  will  bring 
to  USA's  Hotel  Reservations  Netwoi 

All  the  while,  Big  Server  is  watch 
As  you  click  through,  Diller's  com] 
ers  are  monitoring  your  team  favor 
what  kind  of  food  you  prefer  and 
size  shirt  you  wear,  information 
can  be  exploited  for  marketing 
poses.  A  few  weeks  after  making  a 
chase,  you  might  be  alerted  via  e 
or  phone  that  the  Knicks  are  comin 
town,  and  there's  a  new  steak 
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Barry  Diller  

within  walking  distance  of  the  arena. 

Testimonial  from  NBA  Commis- 
sioner David  Stern:  "Barry  is  a  pro- 
grammer, a  visionary,  a  global  strate- 
gist. But  in  this  area,  he  understands  the 
transactional  nature  of  the  Internet." 

USA  will  lose  $65  million  on  rev- 
enue of  $4.3  billion  this  year,  predicts 
Value  Line.  But  the  bottom  line  is  not 
the  one  to  look  at  in  a  media/Internet 
company.  Look  at  operating  income,  in 
the  sense  of  net  before  interest,  income 
taxes,  and  paper  writeoffs  for  deprecia- 
tion and  goodwill  amortization.  USA's 
operating  income  will  grow  18%  this 
year  to  $733  million,  predicts  Chase 
H&Q  analyst  Vinton  Vickers.  Contrast 
Amazon.com,  with  revenues  not  far 
from  USA's  but  an  operating  income 
likely  to  come  in  at  minus  $330  million. 

This  is  the  Diller  story  that  most 
media  watchers  have  missed.  "They  look 
at  me  and  say,  'Where  is  his  big  transac- 
tion that  is  going  to  transform  the  com- 
pany and  get  him  his  network?'"  he 


line.com.  Add  to  that  the  $283  million 
his  51%-controlled  Ticketmaster  On- 
line-Citysearch  paid  for  Microsoft's 
Sidewalk  entertainment  listings  service. 
All  told,  Diller  has  made  15  acquisitions 
in  the  past  five  years,  boosting  USA's 
revenues  eightfold.  The  binge  hasn't 
hurt  USA's  stock  price.  At  $23.25,  it 
makes  Diller 's  stake  (counting  unvested 
options  at  50  cents  on  the  dollar)  worth 
$750  million. 

Hollywood  insiders  have  often 
smirked  that  Diller's  quixotic  dogs-and- 
cats  acquisition  strategy — an  art-house 
movie  producer  here  (October  Films), 
the  merchandiser  of  the  Miracle  Mop 
there — was  only  serving  to  distract  him 
from  his  rightful  ascension  to  the  same 
throne  occupied  by  Michael  Eisner, 
David  Geffen  and  other  media  princes. 
One  trade  rag,  just  after  his  acquisition 
of  the  kitschy  QVC  home  shopping 
channel  in  1992,  guffawed  that  Diller 
was  "a  genuine  techno-twit  whose  grasp 
of  new  media  betrays  a  mind-set  that 


"I've  got  people  here  who  I  know  have  utter 
disdain  for  the  company 
and  some  of  them  have  dlSddltl  TOt  1116. 

And  instead  of  what  I  might  have  done 
3, 5, 15, 20  years  ago, 

I'm  perfectly 

happy  with  that." 


grumbles.  "The  media  world  makes  a 
serious  mistake  of  dismissing  all  but  the 
biggest  transactions." 

Diller  has  lost  out  on  some  notable 
transactions — attempts  to  acquire 
Paramount,  CBS  and  Lycos.  But  he  has 
been  busy.  He  has  cut  deals  totaling 
$1.3  billion  for  70%  of  Hotel  Reserva- 
tions Network,  75%  of  Web  designer 
Styleclick  and  for  all  of  Precision  Re- 
sponse, a  big  customer  service  opera- 
tion whose  clients  include  American 
Express,  AT&T,  Dire^      and  Price- 
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wildly  misunderstands  what  made  him 
successful  in  the  first  place." 

But  Diller,  58,  may  have  the  last 
laugh.  As  Amazon.com  and  other  e- 
tailers  struggle  with  plummeting  stocks 
and/or  weak  balance  sheets,  Diller  has 
put  together  a  successful  business  that 
merges  entertainment  with  retailing 
with  the  Net.  Isn't  this  what  conver- 
gence is  all  about? 

"We  have  a  unique  way  of  ap- 
proaching the  future  which  no  one  else 
has,"  Diller  boasts.  "We  may  be  totally 


wrong.  It  may  be  a  crackpot  idea.  Ne^ 
ertheless,  it's  completely  unique....  It 
only  somewhat  recently  that  the  dired 
tion  we've  been  going  had  enough  as| 
sets  that  were  related  to  each  other  thi 
the  story  could  get  clear,"  he  says. 
think  this  issue  that  we're  this  hodg< 
podge  of  unrelated  assets  is  no  long< 
relevant." 

Considering  his  roots  in  old  Holh 
wood,  Diller's  New  Media  credentia 
might  seem  suspect.  Pugnacious  an 
usually  garbed  in  bespoke  suits  and  tii 
Diller  is  better  known  for  the  fear  he 
stills  in  underlings  than  for  gentle  Ni 
Age  management  techniques.  He  sa)| 
"dumb"  and  "dopes"  a  lot.  One  recipi 
ent  of  a  videotape  hurled  in  his  direo 
tion  by  Diller  framed  the  video  to  pate 
over  the  hole  it  made  in  the  wall.  (TH 
executive,  Stephen  Chao,  has  since  rfl| 
turned  to  good  graces  as  president  (j 
USA  Cable.) 

Though  there  are  rumblings  that  hi 
prickly  personality  is  causing  big  shar^ 
holders  (who  in  additio 
to  Seagram  include  Lit 
erty  Media  and  Pai 
Allen)  to  keep  him  on 
short  leash,  Diller  make 
no  excuses  for  his  tyrar 
nical  management.  "I| 
got  people  here  who 
know  have  utter  disdaii 
for  the  company  am 
some  of  them  hav 
disdain  for  me,"  h 
confesses  somewha 
proudly.  "And  instead  c 
what  I  might  have  don 
3, 5, 15, 20  years  ago,  9 
not  defensive.  I'm  pel 

fectly  happy." 

If  so,  then  he's  not  offended  in  th 
least  by  the  June  resignation  of  Baril 
Baker,  who  as  recently  as  last  fall  wa 
Diller's  right-hand  man  as  president  c 
USA.  But  Baker's  departure  is  probabl 
less  about  personality  conflicts  witl 
Diller  and  more  about  a  company  reoi 
ganization  that  left  him  yearning  to  ru 
his  own  show.  And  what  Diller  m 
have  lost  in  a  good  man,  he's  more  th: 
made  up  for  in  bringing  order  to 
somewhat  chaotic  business  structure 


■ 


USA  Networks 

Owned  43%  by  Seagram  (Vivendi),  21%  by  Liberty  Media,  4%  by  Paul  Allen 


USA  ENTERTAINMENT 

Studios  USA 

JSA  Films 

JSA  Broadcasting 


3rin  and  bare  it:  Titillating  the  cable 
tudience  with  USA's  Strip  Poker. 


JSA  Cable 

USA  Network 
SciFi 
Channel 
Newsworld 
nternational 
Trio 


.ow  art:  USA 
fable's  Friends 
>r  Lovers  brings 
tifidelity  to  TV. 


Ok , 

V 


nteractive  Entertainment 

til  June,  USA  Networks  had  seven 
arate  business  lines;  now  it  is  orga- 
ed  into  three  divisions:  entertain- 
nt,  electronic  retailing,  and  informa- 
n  and  services,  the  repository  of 
st  of  the  Internet  businesses. 
One  immediate  effect  of  the  reorga- 
ation  has  been  to  put  most  of 
ler's  Internet  ventures  under  one 
»f,  with  the  intention — Wall  Street 
ling — of  taking  several  of  the  com- 
lies  public  and  exploiting  the  values 
t  had  been  previously  obscured.  In 


USA  ELECTRONIC 
RETAILING 


Home  Shopping  Network 

DOMESTIC 

£  Haul  tkxnuus 

Home  Shopping 
Network 

INTERNATIONAL 


USA  INFORMATION 
AND  SERVICES 


•  Hot  Germany 
(42%  partnership) 

•  Japan 

(30%  partnership) 

•  Hot  Networks 

(Belgium,  Netherlands  46.7% 
partnership) 

•  China  (21%  partnership) 

•  HSN  Espanol 

HSNI 

•  HSN.com 

•  Direct  Response 


Rooms  for  rent: 
From  shopping 
to  hotels,  Diller 
can  do  it  all. 


Internet 
opportunism: 
Sfyleclick's 
Net  designs. 


Diller's  world 
in  your  Palm: 
Find  it  on 
Citysearch, 
buy  it  on 
Ticketmaster. 


contrast  to  many  Internet  retailers  who 
burned  through  much  of  their  in- 
vestors' money  on  get-poor-quick 
schemes  to  acquire  customers,  Diller  al- 
ready has  plenty:  If  it  were  a  stand- 
alone division  last  year,  the  Internet  and 
services  side  would  have  reported  $900 
million  in  revenues  in  ticket  sales,  dat- 
ing services,  astrology  readings,  hotel 
reservations  and  so  on. 

Having  made  order  out  of  the  chaos 
Diller  must  now  bring  cohesion.  At  the 
Miami  call-center  business  that  he  ac- 


Ticketmaster 

Hotel  Reservations 
Network 

PUBLIC-USA  HOLDS  70% 

Precision  Response 
Corp. 

Electronic  Commerce 
Solutions 

Styleclick 

PUBLIC-USA 
HOLDS  75% 

•  firstauction.com 

•  firstjewelry.com 

•  fashiontrip.com 

Ticketmaster 
Online- 
Citysearch 

PUBLIC-USA  HOLDS  51% 

•  astroabby.com 

•  livedaily.com 
ticketweb.com 
match.com 

•  ticketmaster.com 

•  museumtix.com 

Other  TMCS  holdings 

Active.com  (16.7%  equity) 
FairMarket  Inc.  (8%  equity) 
Foodline.com  (19.1%  equity) 

quired  earlier  this  year,  the  closest  that 
phone  operators  get  to  the  USA  enter- 
tainment side's  glitz  is  a  recently 
formed  fan  club  for  USA  Cable's  saucy 
serial,  La  Femme  Nikita. 

"Look,  it's  a  good  and  bad  thing," 
Diller  says.  "We  really  have  two  hearts. 
We  have  a  merchandising  heart,  and  we 
have  a  programming  heart.  I  left  Fox 
and  got  into  interactivity.  I  absolutely 
believe  they're  related." 

A  key  to  making  merchandising  re- 
late to  entertainment  will  be  wider  In- 
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JBarryJliller  

ternet  distribution.  That's  the  problem 
that  Lycos  was  supposed  to  solve.  The 
portal — something  of  an  also-ran  to 
Yahoo — would  have  provided  instant 
visibility  and  tied  together  all  of  USA's 
assets,  similar  to  the  way  that  Time 
Warner's  myriad  tentacles  will  peddle 
themselves  on  America  Online. 

Six  months  after  the  Lycos  deal  fiz- 
zled, Diller  addressed  some  of  that 
need  when  Ticketmaster  Online-City- 
search  acquired  Microsoft's  struggling 
Sidewalk  service.  That  expanded  City- 
search's  local  guides  tenfold  to  70. 
While  those  guides  remain  money- 
losers,  they  can  lure  customers  onto 
other,  more  profitable  sites,  such 
as  Ticketmaster  and  even  Home 
Shopping. 

Diller  also  has  turned  to  a  succes- 
sion of  part-ownership  or  majority- 
control  deals  aimed  at  strengthening 
his  e-commerce  position,  on  air  and 
online.  He  prefers  companies  already 
publicly  held  or  structured  to  go  pub- 
lic, and  he  often  pays  with  equity.  That's 
a  big  reason  his  long-term  debt  is  a 
comfortable  $575  million. 

Typical  is  Styleclick,  an  Internet 
commerce  services  firm  based  in  Cul- 
ver City,  Calif,  that  helps  companies  set 
up  Web  sites.  "No  one  would  argue  the 
fact  that  the  way  these  companies  were 
put  together  was  opportunistic,"  con- 
cedes Maurizio  Vecchione,  Styleclick's 
chief  executive,  who  gave  up  75%  of  his 
company  to  USA  in  a  complicated  asset 
swap  valued  at  $380  million.  "I'm  sure 


the  businesses  must  somehow  connect. 
"After  that,"  Diller  says,  "it's  serendipi- 
tous. One  dumb  foot  goes  after  the 
other." 

The  example  Diller  likes  to  point  to 
is  the  Home  Shopping  Network,  which 
along  with  rival  QVC  mastered  impulse 
e-commerce  before  most  folks  had 
heard  of  the  Internet.  Sprawled  across 
53  acres  in  geriatric  St.  Petersburg,  Fla., 
Home  Shopping  is  a  bustling  beehive 
that  handles  160,000  calls  and  90,000 
packages  a  day. 

Every  hour  of  the  day,  every  day  of 
the  week,  Home  Shopping  adheres  to  a 
dollars-per-minute  urgency.  Based  on 
instant  sales  data  crawling  across  their 
monitors,  producers  either  stick  with 
an  item  or  quickly  ditch  it. 

Steps  away  from  the  cavernous  call 
center  and  studio  is  a  quality  assurance 
department,  where  600  to  700  products 
are  tested  every  week  to  cut  down  on 
returns,  a  potential  killer  in  this  busi- 
ness. For  the  dolls,  pots,  pans  and  other 
items  that  made  the  cut,  Home  Shop- 
ping's second-quarter  return  rate  was 
19.6%,  down  from  22.2%  three  years 
ago,  roughly  on  par  with  catalogue 
companies.  Home  Shopping  claims  to 
deliver  99.6%  of  its  orders  within  the 
promised  time. 

"Everybody  says  broadband!  Wait 
until  broadband  comes  out!"  exclaims 
Diller,  a  day  after  a  visit  to  St.  Pete. 
"And  we  sit  at  HSN  and  say  maybe  we'll 
be  big  enough  dopes  to  blow  it.  But  we 
already  have  broadband  video.  We 


what  led  Diller  to  pay  $608  millioi 
stock  this  past  January  for  Precision 
sponse,  the  Miami-based  call-cer 
operation  that  handles  100  million 
coming  calls  a  year.  Inside  its  140,0 
square-foot  North  Miami  center,  wr 
used  to  house  an  indoor  flea  mar! 
operators  could  be  looking  up  acco 
balances  for  credit  card  holders  or 
fering  comfort  to  Taco  Bell  custon 
who  bought  watery  soft  drinks. 

"Everyone  wants  to  do  e-co 
merce,"  says  Jonathan  Miller,  who  o\ 
sees  the  USA  division  that  includes 
cision  Response.  "E-commerce  requ 
customer  service.  Customer  service 
quires  infrastructure  and  people.  1 
industry  had  grown  up  on  $7-an-hi 
people,  100%  turnover.  You  have  to 
able  to  pay  people  more,  but  you 
only  do  that  if  they  stay." 

Precision  Response  will  also  test 
willingness  of  the  far-flung  USA  uniti 
work  together.  The  idea  is  for  the  nej 
acquired  company  to  take  over  all 
call  centers,  first  at  Ticketmaster,  wh 
customer  service  has  been  spotty,  a 
then  at  Home  Shopping  Network. 

It  won't  be  an  easy  integrate 
Robert  Rosenblatt,  Home  Shoppin) 
chief  operating  officer,  says  an  outsj 
call  center  can't  meet  his  needs.  Hoi 
Shopping's  operators  are  more  thj 
just  order-takers,  since  they  push  cl 
tomers  already  on  the  line  to  buy  ad 
tional  gewgaws.  Miller  downplays  si 
conflicts,  but  the  grumbling  hints  att 
inevitable  tension  when  so  many  f< 


"We  have  a  unique  way  of  approaching  the  future  which  no  one  else 

Nevertheless,  it  is  unique." 


Diller  didn't  wake  up  one  day  and  say,  'I 
need  to  buy  a  company  that  does  visual 
merchandising  on  the  Web.'  The  op- 
portunity was  just  there." 

There  is  some  method  to  Diller's 
madness.  It  boils  down  to  what  he  calls 
scale,  infrastructure  and  interactivity. 
You  need  to  be  big  enough  to  compete, 
there  must  be  an  efficient  back  office  to 
get  the  merchandise  out  on  time  and 


don't  have  to  start  a  merchandise  de- 
partment, figure  out  how  to  scale  it,  fig- 
ure out  how  to  deliver  it.  All  of  it  is 
there." 

A  long  way  from  its  beginnings  as  a 
cheesy  hawker  of  cubic  zirconium  to 
hausfraus  in  bathrobes,  Home  Shop- 
ping boosted  sales  in  the  second  quar- 
ter by  12%  to  $358  million.  The  growth 
in  that  and  his  other  retail  businesses  is 


rherly  independent  companies  \ 
thrust  together.  This  summer  two 
USA's  companies  even  found  thei 
selves  bidding  against  each  other  fort 
same  target. 

Last  year  USA's  Internet  Shoppi 
Network  (which  has  been  folded  in 
Styleclick)  was  building  a  retail  Web  s| 
called  firstjewelry.com  that  featuij 
gold  and  silver  baubles  for  less  th 
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part  of  the  most  recent  restructuring  of 
USA  into  three  groups. 

With  all  of  these  fast-growing  elec- 
tronic retailing  assets,  the  biggest  ques- 
tion may  be  why  Diller  still  lusts  to  be  a 
Hollywood  player.  If  anything,  his  en- 
tertainment side  seems  to  be  bringing 
him  only  grief  of  late. 

An  experiment  in  hyperlocal  televi- 
sion programming  at  his  Miami  station 
flopped,  leaving  him  nine  UHF  stations 
that  still  broadcast  the  Home  Shopping 
Network  24  hours  a  day.  And  following 
the  loss  to  Viacom  of  the  inexplicably 
popular  World  Wrestling  Federation 
franchise,  his  flagship  USA  cable  chan- 
nel is  without  a  highly-rated  anchor 
show,  jeopardizing  its  status  as  the  na- 
tion's top  cable  channel. 

Being  tied  at  the  hip  with  Universal 
Studios  via  the  Seagram  stake  may  have 
something  to  do  with  why  Diller  seems 
obliged  to  keep  one  foot  in  Hollywood. 
But  if  Diller  is  trying  to  extricate  him- 
self from  the  relationship,  he  hasn't  had 
much  luck:  Vivendi  Chief  Executive 
Jean-Marie  Messier  rebuffed  Diller's 
offer  to  buy  out  Vivendi's  share  of  USA 
Networks,  valued  at  $7.2  billion.  That 
means  Diller  still  can't  make  any  acqui- 
sitions over  10%  of  his  $17  billion  mar- 
ket cap  without  getting  the  blessing  of 
both  Vivendi  and  Liberty. 

If  Diller  feels  hamstrung  by  the 
arrangement,  he  isn't  admitting  it. 
Wariness  is  more  the  case,  considering 
that  Messier  seems  less  knowledgeable 
about  USA's  assets  than  about  Diller's 

i  may  be  totally  wrong.  It  may  be  a  crackpot  idea. 


).  The  plan  was  to  be  up  and  run- 
;  by  last  September  to  catch  the  hol- 

shopping  season.  But  startup  costs 
were  first  estimated  at  $35  million 
Doned  to  $85  million  before  New 
:  took  note.  "I  said  to  them,  'What 
you  doing?' "  Diller  mutters.  "And 

said  'You  said  get  it  ready  by  Sep- 
ber,'  and  I  said  'Not  at  any  cost,  you 
ss!'  And  they  said,  'Well,  you  have  a 
tig  voice,'  and  I  said  'What  a  dope 

We  could  have  wound  up  spend- 
$200  million."  The  site  is  finally 


running,  but  Diller  considers  it  one  of 
the  year's  bigger  disappointments. 

And  then  there  are  times  when  it 
seems  that  Diller  is  just  winging  it.  Last 
October  he  announced  the  formation 
of  an  "Electronic  Commerce  and  Ser- 
vices" unit  to  oversee  call  centers,  ful- 
fillment and  customer  service.  Diller 
grandly  proclaimed  at  the  time  that  he 
was  "bringing  together  these  previously 
disparate  services  into  one  fully  inte- 
grated enterprise."  Nine  months  later 
the  new  division  was  refashioned  as 


reputation.  (He  was  quoted  in  an  inter- 
view extolling  USA's  virtues,  among 
them  home  shopping  channel  QVC, 
which  Diller  hasn't  owned  for  more 
than  five  years.) 

Characteristically  firm  in  his  con- 
victions, Diller  soldiers  on.  "It's  starting 
to  get  clear.  Events  are  going  to  make 
things  happen,"  he  says.  "These  assets 
do  connect,  and  their  development  and 
the  world's  development  are  starting  to 
meet."  Can  Jeff  Bezos  keep  up  with 
this?  F 
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ENTREPRENEURS 


EDITED  BY  TOM  PO 


ANOUSHEH  ANSARI 
knew  she'd  never 
be  able  to  outflank 
the  likes  of  Lucent, 
Nortel  and  Cisco. 
So  the  34-year-old  Iranian 
immigrant  found  a  way  to 
make  them  her  strategic  al- 
lies. Her  Dallas-based  Tele- 
com Technologies  Inc., 
which  earned  $430,000  on 
$26  million  last  year,  offers 
free  lab  space  to  equipment 
giants  where  they  can  test 
their  products  in  tandem 
with  a  range  of  new  software 
and  applications  devices 
made  by  smaller  telecoms — 
like  TTI,  of  course.  If  a  Cisco, 
say,  likes  a  new  switch  devel- 
oped by  a  tiny  rival,  it  may 
choose  to  bundle  that  prod- 
uct with  its  own  routers  and 
sell  the  combined  system  to  a 
telecom  carrier.  That  way, 
customers  aren't  locked  into 
equipment  from  a  single 
vendor.  "Technology  doesn't 
sell,"  says  Ansari.  "Solutions 
sell." 

In  Ansari's  case  solutions 
spring  from  a  device  called  a 
Softswitch.  A  Softswitch  col- 
lapses separate  networks  for 
telephone,  Internet  and  wire- 
less communication  into 
one,  allowing  seamless  access 
across  both  standard  tele- 
phone lines  and  Internet 
Protocol  platforms.  It's  a 
highly  adaptable  piece  of 
equipment  that,  starting  at  around 
$150,000,  costs  one-tenth  as  much  as 
older  switching  systems. 

Thanks  to  the  promise  of  some 
very  cool  applications — from  free 
long-distance  service  to  converting 


e-mail  into  voice-mail  messages  acces-  ports  the  Yankee  Group, 

sible  by  mobile  phone — the  market  for  Ansari  instructed  her  130  en; 

softswitches  is  exploding.  Last  year  neers  to  develop  a  Softswitch  tl 

companies  like  TTI  pulled  in  com-  would  be  compatible  with  compe 

bined  revenues  of  $104  million;  by  tors'  equipment  as  well  as  the  myri 

2004  sales  could  hit  $4.3  billion,  re-  devices  like  routers.  Telecom  carri< 
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re  now  demanding  that  sort  of  open 
rchitecture  for  new  high-value  ser- 
ices,  like  Southwestern  Bell's  Privacy 
Manager,  which  intercepts  incoming 
alls  not  displayed  on  caller  ID  and 
ientifies  them.  Says  Joseph  Mele,  a 


SEAT 


Hostess  with 
the  mostest: 
Anousheh 
Ansari  attracts 
equipment 
vendors  she 
could  never 
compete  with. 


ice  president  of  the  Open  Net  Solu- 
ons  division  at  Lucent,  which  took  a 
3ot  at  TTl's  lab  in  March:  "If  you  buy 
Softswitch,  you're  not  closed  in  with 
ne  vendor." 
TTI  began  as  a  telecom  consul- 


tancy in  early  1994.  Ansari's  husband, 
Hamid,  begrudgingly  supported  her; 
he  has  since  become  the  company 
president.  Trained  as  a  computer  sci- 
entist and  electrical  engineer  (she  has 
a  master's  from  George  Washington 
University),  Ansari  came  to  the  U.S. 
when  she  was  16,  during  the  early 
days  of  the  Islamic  revolution  in  Iran. 
She  learned  English  watching  reruns 
of  Star  Trek  and  Lost  in  Space,  and 
longed  to  become  an  astronaut.  It  was 
while  working  as  a  systems  engineer  at 
MCI  that  she  got  the  idea  for  her  own 
company.  Profitable  since  inception, 
TTI  has  gradually  expanded  from 
troubleshooting  for  companies  like 
Ericsson  and  WorldCom  to  Softswitch 
development. 

Ansari's  lab  is  a  truly  open  place.  The 
largest  telecom-equipment  manufactur- 
ers can  try  out  the  latest  products  from 
small  partsmakers  and  application  de- 
velopers such  as  Tellabs,  Convergent 
Networks  and  IPeria,  bringing  together 
all  parts  of  the  three-tiered  telecommu- 
nications network  (see  box).  There  are 
security  procedures.  TTI  prevents  infor- 
mation theft  by  giving  hardware  vendors 
space  to  lock  away  their  equipment  and 
software  vendors  password 
protection  on  lab  comput- 
ers. Lab  partners  sign 
nondisclosure  agreements; 
they  are  assigned  different 
times  in  the  applications 
arena  so  that  competitors 
can't  see  what  they're 
up  to. 

What's  in  it  for  TTI? 
Access  to  its  partners' 
client  lists  and  a  chance 
to  insert  its  Softswitch 
into  customized  pack- 
ages. Its  first  lab-to-mar- 
ket product  was  picked 
up  in  May  by  Talk- 
ingNets,  which  plans  to 
sell  a  Web-based  phone 
management  system  to 
small  and  midsize  com- 
panies through  small  In- 
ternet service  providers. 


Cisco,  which  is  developing  its  own 
Softswitch,  joined  the  lab  in  July.  Why? 
To  make  sure  that  the  other  telecom 
equipment  it  makes,  like  media  gate- 
ways, which  offload  traffic  from  the 
old  network  and  send  it  to  a 
Softswitch,  are  compatible  with  other 
vendors'  equipment  and  software.  TTI 
is  hoping  to  become  one  of  the  lucky 
Softswitch  players  that  can  work  its 
way  onto  Cisco's  A-list  of  partners. 

Meanwhile,  it's  attracting  some  big- 
time  support  from  forces  outside  tele- 
com. Last  December  Michael  Dell, 
along  with  two  other  investors,  bought 
a  16%  stake  for  an  amount  Ansari  re- 
fuses to  disclose. 

Visibility  counts.  Though  the  mar- 
ket for  softswitches  is  nascent,  with  no 
clear  leaders,  the  largest  telecom  carri- 
ers will  probably  be  inclined  to  go  with 
brand  names  they  know  and  trust. 
"This  is  fundamental  equipment  in  the 
public  network,"  says  Thomas  Valovic, 
research  manager  at  IDC,  the  high-tech 
consultancy.  "People  don't  want  to  ex- 
periment with  this  stuff."  Unless,  of 
course,  they  are  equipment  makers  who 
can  learn  to  customize — and  work  out 
the  bugs — in  Ansari's  lab.  F 


NETWORK  NEWS 

F 


uture  services— whether  limitless  call-forwarding 
or  instant  log-on  to  the  Web— depend  on  combin- 
ing traditional  telephone  systems  with  Internet 
Protocol  (ip)  networks.  The  key  is  the  Softswitch, 
which  routes  digital  information  by  the  quickest  means 
to  the  appropriate  application,  and  involves  a  three- 
step  process. 

Bottom  tier:  Hardware  such  as  media  gateways, 
asynchronous  transfer  mode  switches  and  IP  routers 
peel  off  voice  and  data  traffic  from  traditional  tele- 
phone networks  and  transport  it  to  a  Softswitch. 

Middle  tier:  A  Softswitch  acts  as  call-control  cen- 
tral, processing  information  and  directing  it  through 
the  proper  channels  to  the  right  custom  application. 

Top  tier:  Applications  are  in  development  that  will 
allow  a  range  of  specialized  services,  from  follow-me- 
anywhere  calling  to  voice-over  IP  solutions  enabling  a 
user  to,  say,  check  both  e-mail  and  voice  mail  over  a 
PC  or  cell  phone.  —  L.C. 
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IT'S  THE  TAP 
OF  THE  ICEBERG 

With  the  cod  all  fished  out,  what's  a  Newfoundlander 
to  do?  Why,  invent  a  new  kind  of  bottled  water. 


BY  NATHAN  VARDI 

AH,  NEWFOUNDLAND — STOPOVER 
for  Leif  Ericson,  the  Titanic  (sort 
of),  cod  (once  upon  a  time)  ... 
and,  now,  one  of  the  flakier  ideas  to 
float  to  the  top  of  the  notorious  Nasdaq 
Bulletin  Board.  Yet  this  idea,  from 
Ronald  Stamp,  a  46-year-old  former 
fish  wholesaler,  has  a  certain  oddball  al- 
lure. He  melts  icebergs  to  make  bottled 
water. 

The  750  or  so  icebergs  that  break  off 
from  glaciers  each  year  and  drift  south 
from  Greenland  are  floating  masses  of 
freshwater  ice  formed  in  the  pristine  air 
of  3,000  B.C.  Imagine  the  marketing 
possibilities  within  the  $30-billion-a- 
year  worldwide  bottled  water  industry. 
But  how  do  you  lasso  an  iceberg? 

Stamp  spent  the  better  part  of  the 
1990s  figuring  that  out.  First  he  tried 
pulling  up  alongside  icebergs  and  wield- 
ing chainsaws  lubricated  with  vegetable 
oil.  Then  came  the  freighter  and  crane, 


which  picked  up  smaller 
pieces  of  ice  with  a  net 
after  the  iceberg  crashed 
onto  coastal  rocks.  Way 
too  labor-intensive.  Fi- 
nally, near  the  last  of  his 
$50,000  nest  egg,  Stamp 
met  Paul  Benson,  45, 
who  owned  a  spring- 
water  business — and 
raised  $500,000  from  in- 
vestors, as  well  as  de- 
vised a  plausible  method 
for  harvesting  the  ice. 

Merging  their  opera- 
tions to  form  Iceberg 
Corp.  of  America,  Stamp  and  Benson 
invested  in  a  barge  with  heated  tanks 
onboard  that  had  once  been  used  to 
transport  molasses.  They  turned  it  into  a 
floating  factory,  fitted  with  a  crane  and 
grapple — a  bucket  with  jaws,  originally 
designed  to  take  a  bite  out  of  granite — 
and  pulled  by  a  tugboat.  The  tugboat 


Liquid  assets: 
Ronald  Stamp 
and  Paul 
Benson  tap 
into  a  $30 
billion  market. 
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encircles  the  iceberg  with  a  rope  an| 
nudges  it  next  to  the  barge.  The  grappl 
bites  a  half-ton  piece  out  of  the  berg;  th 
piece  is  hoisted  to  an  onboard  devicj 
that  crushes  the  ice  into  the  heatiri 
tanks.  The  melted  ice  is  put  through) 
filtration  system  and  stored  in  tankj 
The  barge  can  carry  250,000  gallons  b^ 
fore  having  to  head  for  the  company! 
plant  on  land.  There,  the  water  is  filterej 
again  and  botded. 

The  system  is  not  particularly  sa{ 
from  the  forces  of  nature.  Thundei 
storms,  high  winds  and  winter  threate| 
the  harvest;  a  recalcitrant  iceber 
can  capsize  the  barge.  Nor  is  th 
catch  efficient.  Stamp  and  Bensoi 
have  their  sights  fixed  on  a  use 
tanker  that  would  carry  up  to  50°J 
more  water  and  make  the  tugboa 
unnecessary. 

The  enterprise  was  goofy  enougj 
to  attract  one  of  those  doomed  go\i 
ernment  efforts  to  create  jobs.  Th 
Atlantic  Canada  Opportunitie 
Agency,  desperate  to  improve  New 
foundland's  15%  unemploymen 
rate,  lent  the  compani 
$400,000  interest-free 
It  bought  them  35  job; 

Meantime,  th 
company  merged  inti 
an  inactive  but  Securii 
ties  &  Exchange  Comi 


Berg's  eye 
view:  It's  not 
every  day  that 
you  can  sip 
5,000-year- 
old  water.  A 
bit  of  advice- 
hold  the  ice. 


Corp.,  controlled  by  Irving  J.  Kott,  who 
was  convicted  of  stock  fraud  in  1976.) 
Stamp  and  Benson  then  raised  $5  mil- 
lion in  a  private  placement  to  high-net- 
worth  investors.  At  this  point  the  two 
principals  own  15%  of  the  stock, 
which,  at  $2.50  on  the  Bulletin  Board, 
is  up  43%  since  it  started  trading  last 
November. 

At  a  new  12,000-square-foot  bot- 
tling plant  outside  the  province's  capi- 
tal city,  St.  John's,  Iceberg  Corp.  pack- 
ages 100,000  gallons  of  Borealis  brand 


ICEBERGS  MAY  BE  FREE, 
BUT  THEY  ARE  A  LONG  WAY 
FROM  THE  CUSTOMERS. 


ission-registered  shell  in  Carson  City, 
ev.,  with  help  from  Duggan  &  Co. 
ipital  Markets  Group  of  Toronto.  (Its 
anaging  director,  Joseph  Duggan,  is 
e  former  chairman  of  Hariston 


water  every  month.  Additional  water  is 
trucked  to  New  Brunswick,  where 
Moosehead  Breweries  makes  Iceberg's 
Borealis  beer;  other  shipments  go  to 
Commercial  Alcohol  of  Brampton, 


Ont.,  where  it  is  used  to  make  alcohol, 
which  is  then  mixed  with  more  iceberg 
water  to  produce  Borealis  vodka. 

It's  still  hard  to  find  this  stuff  out- 
side of  Canada,  where  you  can  pick  up 
any  of  the  products  through  the 
Lobiaws  supermarket  chain.  To  get  an 
import  license  to  distribute  in  the  U.S., 
Stamp  had  to  get  approval  from  the 
Food  &  Drug  Administration  (the  list 
of  officially  approved  water  sources  in- 
cluded springs  and  distillation  plants, 
but  neglected  to  mention  icebergs).  You 
can  now  find  Borealis  products  in 
2,300  small  grocery  stores  and 
bars  as  far  south  as  Miami.  An  in- 
fomercial  blitz  is  coming  soon. 

Intriguing  idea,  no?  But  there's 
a  catch — as  with  most  creative 
business  ideas.  Icebergs  may  be 
free,  but  they  are  a  long  way  from 
customers.  Despite  steep  retail 
prices — $4.75  for  a  six-pack  of  12- 
ounce  bottles — Iceberg  Corp.  lost  $1.7 
million  on  revenues  of  $500,000  in  the 
nine  months  ended  Mar.  31.  F 


the 


CHICAGO  THEATRE 


IT'S  YOUR  IDEA. 
BELIEVE  IT. 


L>eS     KattenMuchinZavis     RED  [JUQES 


lu're  on  a  journey  toward  building  a  successful  e-business, 
ve  your  venture  the  master  edge  by  attending  ecoprentice, 
e  new  economy  apprenticeship. 

jring  two  eventful  days,  you'll  learn  directly  from  the  new 
:onomy  Masters  on  the  art  of  attracting  investors,  focusing 
iur  business  plan,  creating  a  market  sensation  and  more, 
lull  then  be  able  to  take  their  . knowledge  and  turn  it  into 
rategy  for  your  own  success. 


~\eck  out  the  ecoprentice  agenda,  Master  speaker  line-up, 
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CLICKS  &  COCKTAILS 

THEY  KNOW  HOW  TO  STAY  UP  ALL  NIGHT  EATING  PIZZA  AND  SPINNING  ALGORITHMS.  BUT  CAN  THEY  PARTY?  APPARENTLY 
given  the  new  crop  of  entrepreneurial  event  planners  from  GeekMeet  in  Dallas  and  the  Digital  Music  Coalition  Happi 
Hour  in  San  Francisco  to  the  High-Tech  Happy  Hour  in  Austin  and  the  Venice  Interactive  Community's  VIC  Night  in 
Los  Angeles.  All  that  schmoozing  and  boozing  can  sometimes  lead  to  relationships — personal  and  professional. 

How  to  turn  mixers  into  moneymaking  events?  Get  corporate  sponsors  to  foot  the  bill  and  then  some.  Techies  are  just  fig- 
uring out  how  to  tap  into  the  $40-billion-a-year  event-planning  business.  Two  already  have.  — Doug  Donovar 

He  once  turned 
away  family: 
Reggie  Aggarwal. 


She  didn't  need 
to  hit  up  investors: 
Courtney  Pulitzer. 


Indian  CEO  High- 
Tech  Council,  

Washington,  D.C. 


Cocktails 
With  Courtney, 


COFOUNDER:  Reggie  Aggarwal,  31. 

EVOLUTION:  In  September  1997  Aggarwal,  a 
corporate  technology  lawyer,  started  the  council 
South  Asian  executives  of  high-tech  companies  in  the 
D.C.  area.  Membership  was  so  exclusive  that  Aggarwal 
turned  away  family  members.  Now  any  highly  placed  exec 
can  join;  membership  has  grown  from  150  to  1,800. 

HOT  SPOTS:  The  Tower  Club  and  the  Ritz-Carlton  in  Tysons 
Corner;  the  Watergate. 

INVESTORS:  MicroStrategy  Chief  Operating  Officer  Sanju 
Bansal,  a  cofounder,  sank  $10,000  to  start. 

SPONSORSHIP  REVENUES:  $550,000;  looking  for  $1  million 
this  year. 

MAJOR  SPONSORS:  Imperial  Bank,  McKinsey  &  Co.,  Merrill 
Lynch,  which  pay  from  $25,000  to  $50,000. 

BIG  DEALS:  Satish  Kumar,  chief  executive  of  lloka  (which 
provides  voice,  data  and  video  networks)  found  more  than  half 
of  his  board  of  directors  at  council  meetings. 

SPINOFFS:  Cvent.com,  an  event-planning  Web 
site  with  60  clients,  including  Duke  University 
and  Deloitte  &  Touche.  Raised  $9  million  from 
investors,  including  Stephen  Case  of  America 
Online  and  Alfred  Berkeley,  president  of  Nasdaq. 
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New  York  City. 

FOUNDER:  Courtney  Pulitzer,  31. 

EVOLUTION:  Pulitzer's  online  society  column 
for  atnewyork.com  morphed  into  a  monthly  parry. 
Some  300  people  RSVP'd  for  her  first  gala  in  Septem- 
ber 1998  at  a  place  that  could  hold  80.  She  had  to  unin- 
vite  most  guests.  Her  events  have  spread  to  Philadelphia, 
London,  Los  Angeles,  Austin,  San  Francisco  and  Boston. 

HOT  SPOTS:  The  Metropolitan  Club  and  the  Central  Park 
Boathouse  restaurant. 

INVESTORS:  None  needed;  she's  a  descendant  of  the 
publishing  family. 

SPONSORSHIP  REVENUES:  $600,000;  hopes  for  $1  million 

this  year. 

MAJOR  SPONSORS:  IBM,  Warner  Bros.,  IXL  pay  $25,000  for 
black-tie  affairs  and  $7,500  for  less  formal  events. 

BIG  DEALS:  Stephen  Weiss,  executive  vice  president  of  Red- 
Filter,  an  online  marketer,  met  higher-ups  at  Vested  Software, 
which  then  built  RedFilter's  systems  and  made  an  equity 
investment. 

SPINOFFS:  Pulitzer.com,  The  Cyber  Scene 
newsletter,  speaking  engagements  and  an  on- 
line television  show  (three-minute  interviews 
J    with  high-tech  entrepreneurs).  Soon  to  come— 
breakfast  conferences.  F 


have  to  hear  "i'll  get  back  to  you"  again. 


ever 


ess  integration.  It  means  your  employees  can  access 

customers'  data  immediately.  And  give  them  the  right  answers  quickly. 
It's  just  part  of  what  happens  when  you  combine  IBM's  leadership  in  e-business  solutions  with 

Siebel's  leadership  in  e-customer  relationship  applications. 


A  LOBBYIST'S 
BEST  FRIEND 

If  you  need  real-time  data  on  a  bill 
that  can  make  or  break  a  client, 
GalleryWatch  is  your  baby. 

BY  ALICE  CABANE 

BRENT  GOLEMON  CREATED  GAL- 
leryWatch.com  for  folks  like  Hec- 
tor Rivero.  A  lobbyist  for  Humana 
Inc.,  Rivero  was  tracking  a  state  bill  that 
would  require  the  health  care  giant  to 
provide  additional  data  to  the  public 
(interest  groups  as  well  as  consumers) — 
at  a  cost  of  more  than  $1  million.  It  was 
so  near  the  close  of  the  Texas  state  legis- 
lature's session  that  Rivero  was  confi- 
dent the  bill  wouldn't  come  to  a  vote.  In 
fact  he  was  already  working  on  another 
issue  in  a  senator's  office.  But  just  in 
case,  he'd  prepared  a  suggested  amend- 
ment that  required  a  study  to  show  how 
this  additional  information  would  ben- 
efit the  public. 
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Suddenly     his  pager 
beeped — a  GalleryWatch 
alert.  The  bill's  author  had 
just  obtained  a  "suspension 
of  the  rules,"  allowing  a  com- 
mittee to  debate  the  legisla- 
tion. Rivero  rushed  over  to 
the  statehouse  in  Austin  to 
find  one  of  his  supporters, 
who  happened  to  be  on  the 
committee.  When  the  debate  came  up 
on  the  floor,  so  did  the  amendment — 
which  effectively  killed  the  bill. 

Given  the  complexity  and  volume  of 
legislation — not  to  mention  the  stakes 
involved — bill-tracking  has  become  a 
necessity.  More  than  140,000  bills  a  year 
are  considered  in  state  legislatures; 
25,000  actions  take  place  each  day.  Trou- 
ble is,  traditional  watchers,  like  Lexis- 
Nexis  or  Westlaw,  lag  two  days  to  a  week 
behind  events,  making  them  useless  for 
last-minute  strategizing.  The  Library  of 
Congress'  Web  site,  thomas.loc.gov  (for 
Thomas  Jefferson),  takes  two  or  more 
days  to  make  the  data  accessible.  As  for 
comparing  different  versions  of  a  bill, 
it's  still  akin  to  translating  Sanskrit. 


Capitol  idea: 
Brent  Golemon 
delivers  real- 
time data  to 
bill-chasers. 


All  of  which  makes  Galler] 
Watch.com  invaluable  for  tracking  rea 
time  information  on  the  status  of  bill 
The  idea  was  born  four  years  ago  whe 
Golemon,  a  political  staffer,  and  Haid 
Khazen,  an  electrical  engineer,  met 
the  wedding  of  a  common  frien< 
Along  with  Walid  Touma,  a  Lebanesi 
born  computer  engineer  at  the  Univei 
sity  of  Texas  at  Austin,  they  built  a  syi 
tern  to  page  lobbyists  with  bulletins  o 
things  like  the  fate  of  particular  legisl 
tion,  while  they  made  rounds  inside  th 
state  capitol  building.  Seed  funding  b 
Austin-based  Triton  Ventures,  amon 
others,  totaled  $2.6  million — enough  t 
develop  a  Web-based  service  coverin 
all  Texas  legislation. 

GalleryWatch  gets  its  hands  on  a  bi 
very  soon  after  it  is  filed  with  legislativ 
clerks,  sometimes  days  before  the  pub 
lie  sees  it,  and  can  make  hard  copy  im 
mediately  available  t^ 
clients.  That's  on  top  c 
the  notification  servic 
the  client  gets  ever 
time  he  needs  to  knov 
of  some  telling  event.  Once  the  film 
takes  place  GalleryWatch  runners,  wh< 
sit  in  on  every  single  committee  hear 
ing  and  markup,  send  specific  informa 
tion — from  the  final  voting  tally  an< 
every  attached  amendment  to  individ 
ual  voting  records  of  every  legislator- 
through  the  Internet  to  a  central  data 
base.  From  there  GalleryWatch' 
tracking  and  notification  software  de 
livers  that  information  to  clients  in  th 
form  that  they've  requested — e-mai 
mobile  phone,  fax  and  so  on. 

From  Texas,  GalleryWatch  has  ex 
panded  to  Washington,  D.C.  and  Nevl 
Mexico.  Its  500-plus  clients — includin 
American  Airlines,  Arthur  Andersen 
Boeing  and  the  Los  Angeles-based  law 
firm  White  &  Case— pay  $2,000  t<| 
$25,000  per  legislative  session,  depenc 
ing  on  the  number  of  users  and  service 
provided.  Revenues  have  been  doublin 
every  year  since  the  1996  launch 
GalleryWatch  hopes  to  pull  in  sales  ol 
$3  million  over  the  next  12  months 
which  would  make  the  company  prof- 
itable. But  just  now  it's  burnin 
through  $1 10,000  a  month. 


riih  the  right  investments,  everyone  can  appreciate  life's  true  wealth.        V  A  N    K  A  M  P  E  N 
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Connecting 
The  Dots 

In  a  world  awash  in  data,  Ursula  Schwuttke  wants  to  make 
sense  of  it  all.  Her  plan  is  as  easy  as  color-by-number. 


BY  CARLEEN  HAWN 

URSULA  SCHWUTTKE  ONCE 
dreamed  of  flying  into  space. 
Instead,  the  would-be  astro- 
naut ended  up  in  a  software 
job  at  NASA's  Jet  Propulsion 
Laboratory  in  Pasadena,  Calif.  It  started 
her  on  a  trajectory  that  turned  out  to  be 
just  as  compelling. 

At  JPL  she  worked  on  a  tough  prob- 
lem facing  users  of  massive  data  sets: 
limited  software  to  make  sense  of  it  all. 
More  than  90%  of  the  data  sent  back 
from  space  has  never  been  studied:  too 
many  numbers  and  too  little  power  to 
convert  them  into  pictures  that  might 
provide  instant  insights. 

Schwuttke,  a  Brown-educated  elec- 
trical engineer,  spent  ten  years  guiding 
a  software  project  for  tracking  the  Voy- 
ager and  Galileo  space  probes.  The  re- 
sulting code  instantly  translated  thou- 
sands of  intricate  data  points 
— propulsion,  temperature  and  roll, 
pitch  and  yaw — into  graphics.  The  soft- 
ware tossed  out  the  unimportant  and 
highlighted  the  critical. 

"If  you  have  reams  and  reams  of 

the  time,  resources  or  WHEN.YQU 
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interest  to  pay  attention  to  what  is  nor- 
mal," says  Schwuttke,  38.  "It.  is  the 
process  of  ferreting  out  what  is  unusual 
that  bogs  down  big  companies." 

Now  she  hawks  a  version  to  busi- 
nesses, promising  it  can  make  sense  of  a 
networked  world  with  more  data 
points  than  there  are  stars  in  the  sky.  In 
1997  Schwuttke  licensed  the  software 
from  NASA,  founded  High  Tower  Soft- 
ware in  Irvine,  Calif,  and  began  raising 
the  millions  needed  to  turn  a  tool  into  a 
promising  commercial  product. 

Her  software  has  begun  to  take  hold 
among  a  dozen  or  so  customers  for 
whom  speed  is  critical:  Web  vendors, 
satellite  carriers,  transportation  compa- 
nies, even  a  drugmaker. 

One  government  contractor  has 
been  testing  High  Tower  in  its  labs  for 
help  in  monitoring  a  network  of  25 
low-earth-orbit  satellites.  Each  bird 
beams  some  5,000  values  every  second. 
Monitoring  all  of  that  used  to  require 
30  people  working  around  the  clock  in 
three  eight-hour  shifts.  High  Tower  re- 
duced that  to  only  2  people,  saving  $6 
million  a  year  with  a  product  that  car- 


ried a  $200,000  price  tag. 

At  Viacom's  Paramount  Picture 
portions  of  a  computer  network  ser 
ing  7,000  people  crashed  every  mont 
To  track  the  traffic,  Paramount  installe 
High  Tower  software  last  October,  ar 
by  Christmas  the  problem  revealed  i 
self:  a  glitch-prone  switch. 

Paramount  spent  $2.5  million  to  r^ 
place  all  110  buggy  boxes,  and  blacl 
outs  dropped  from  once  a  month  1 
only  two  partial  outages  all  year. 

Researchers  at  Parexcel,  a  drug  d 
velopment  firm  in  Waltham,  Mass.,  u 
the  software  to  scan  stacks  of  patier 
toxicity  reports.  It  cuts  their  revie 
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Give  me  your 
tired,  your 
poor,  your 
huddled 
masses  of 
data:  Ursula 
Schwuttke, 
data  savior. 


REAMS  AND  REAMS  OF  DATA.  YOU  DON'T  H 


ne  from  a  few  days  to  only  a  few 
iurs,  says  Alan  Solinger,  the  director 
Parexcel's  immunology  drug  trials.  It 
n  instantly  detect  when  bilirubin  is 
ing  to  toxic  levels  in  the  bloodstream 
an  AIDS  patient  in  a  drug  trial. 

One  Web  auctioneer,  Ubid,  wants  to 
e  the  software  to  track  clickstreams 
d  gauge  whether  more  shoppers  are 
Dking  at  PCs  or  vacuum  cleaners. 

High  Tower's  code  can  monitor 
mdreds  of  thousands  of  changing 
ta  points  simultaneously.  Complex 
jorithms  transform  tables  of  figures 
to  colorful,  multidimensional  graphs 
at  the  human  brain  can  easily  grasp. 


LIGHT  BRIGHT 


F 


OR  ONE  E-TAILER,  TOWER  VIEW  MAKES  KEEPING  TRACK  OF  BUYING  TRENDS  AND  INVEN- 
tory  a  breeze.  The  red  tower  at  left  indicates  that  musical  CDs  are  moving  faster 
than  normal  this  month.  The 


yellow  tower,  center,  warns  that 
camera  inventories  are  half  what 
they  should  be.  By  clicking  on  it, 
the  vendor  can  see  if  Kodak  or  Po- 
laroid units  are  selling  best.  The 
blue  tower  shows  that  today  56 
shoppers  of  home  repair  equip- 
ment abandoned  their  carts  before 
purchasing,  meaning  the  vendor's 
prices  may  be  too  high. 


The  brain  can  process  only 
7  bits  of  sequential  data  at 
a  time,  hence  our  7-digit 
phone  numbers.  But  a  vi- 
sual lets  us  process  as 
many  as  6  billion  bits  of 
data  at  once. 

Data  about  a  satellite 
transponder  or  a  network 
switch  are  represented  by 
color-coded  dots  splayed 
out  in  a  3-D  grid.  When 
important  patterns  pop  up, 
they  appear  as  blinking  ver- 
tical spindles  that  look  like 
towers  sprouting  up  from 
the  screen.  Hence  the  prod- 
uct's name:  Tower  View. 

Yet  despite  technologi- 
cal prowess  and  startling 
visual  clarity,  this  stuff  is 
damned  hard  to  sell.  That 
may  be  Schwuttke's 
biggest  hurdle.  Companies 
are  wary  of  handing  over 
precious  data  to  a  three- 
year-old  company. 

Dozens  of  visualization 
efforts  have  come  and  gone 
in  recent  years.  Platinum 
Technologies  (now  Com- 
puter Associates)  tried  it 
with  its  product,  Forest  & 
Trees.  But  sales  peaked  in 
1998  at  $8  million  and 


have  been  in  decline  ever  since. 

Ursula  Schwuttke  believes  she  will 
succeed  where  others  faltered.  She  has 
won  a  few  believers.  "Ursula  won't 
quit.  That's  why  I  backed  her,"  says  Ed- 
ward Tuck,  a  renowned  engineer  who 
helped  design  Craig  McCaw's  Teledesic 
satellite  system.  Tuck,  a  board  member, 
helped  Schwuttke  raise  her  first  $1.2 
million.  "The  question  is,  can  you 
make  it  long  enough  to  meet  your  sell- 
ing costs?" 

High  Tower  expects  to  book  $4  mil- 
lion in  sales  for  2000  and  is  aiming  for 
$30  million  next  year,  and  just  raised 
$11  million  to  stoke  marketing  and 
brace  for  the  hard  sell.  That  values  the 
outfit  at  $25  million  and  Schwuttke's 
15%  stake  at  $3.75  million. 

Her  intensity  infuses  other  aspects 
of  her  life.  The  entrepreneur  satisfies 
her  yearning  for  space  flight  with  a  de- 
votion to  scuba  diving.  "It's  the  only 
way  to  go  to  another  planet  without 
being  launched."  She  likes  seafood  but 
won't  eat  calamari — squid,  octopus 
and  other  cephalopods  are  "intelligent 
beings,"  she  explains. 

In  her  zeal  for  software,  Schwuttke 
has  even  begun  giving  Tower  View 
away.  The  first  beneficiary:  the  non- 
profit Orangutan  Foundation,  which 
has  20  years  of  data  on  the  endangered 
primate.  "We're  about  real-time  analy- 
sis; this  animal  could  be  history  soon. 
It's  a  chance  for  me  to  do  something 
meaningful  in  the  world,"  she  says.  F 


FORBES"  September  4,  2000  121 


TECHNOLOGY 


Web  surfers  love  to  rant  and  rave,  maybe  even  more  than  they  love  to  shop.  Can  a  crop  of  new 


The  Whiners 

BY  KIRI  BLAKELEY 

WHEN  LINDA  WORTHINGTON  SUFFERED  WHAT  SHE 
says  were  1 1  phone  service  disruptions  in  a  year 
and  then  was  charged  for  faulty  repairs,  she  raised 
hell  with  GTE  (now  part  of  Verizon).  But  all  she  got  was  the 
runaround.  One  day  she  saw  an  ad  on  the  Web  for  a  com- 
plaint referral  service,  Ecomplaints.com,  and  lodged  her 
gripe  there.  Within  two  weeks  GTE  refunded  her  $125  for 
the  service  charges  and  alerted  a  local  manager  to  her  situa- 
tion. "Finally,  someone  listened  to  us,"  she  exults. 

The  Internet's  chat  rooms,  message  boards  and  instant 
messaging  systems  have  long  been  fertile  ground  for  opin- 
ions both  glowing  and  nasty — especially  nasty.  Witness  the 
company-specific  hate  sites  such  as  U-Hell  (for  U-Haul), 
Untied.com  (for  United  Airlines)  and  TheWorst.com  (for 
Sprint  PCS).  Griping  online  is  cheap,  easy  and  gratifying.  It 


was  only  a  matter  of  tin 
before  someone  tried  to 
harness  the  vituperatior 
for  profit. 

A  handful  of  new 
sites,  including  Ecom 
plaints,  UGetHeard.con 
Bitchaboutit.com  and 
Complain.com,  have 
sprung  up  to  cash  in  on 
the  kvetching.  They  posl 
consumers'  sour  grapes 
and  repackage  them  for 
transmission  to  the  of- 
fending corporations.  If 
the  complaint  is  legiti- 
mate, the  retailer,  airline) 
or  appliance  maker  mayi 
respond.  If  it  isn't,  the 
target  may  pay  off  the 
complainer  anyway,  ex- 
tortion payments  being 
sometimes  less  costly 
than  damage  to  the 
brand. 

Can  the  gripe  sites 
turn  this  process  into  re 
enue?  Complain.com 
charges  $20  per  com- 
plaint to  write  a  letter  to 
the  offending  company. 
The  site  suggests  you  ask  the  company  to  reimburse  that 
cost.  Since  its  launch  in  June  of  1999,  Complain.com  has  I 
gotten  a  laughably  low  160  takers. 

Slightly  more  promising  is  Ecomplaints,  born  out  of  tnl 
frustration  of  Jennifer  Biscoe,  a  former  Gartner  Group  con 
sultant  who  fruitlessly  battled  AT&T  for  a  year  over  a  dis- 
puted cell  phone  contract  fee.  Biscoe,  who  relaunched  the 
site  in  June  with  $2  million  in  private  financing,  compiles 
data  from  complainers,  who  must  fill  out  a  six-page  survey 
before  they  get  to  grouse.  She  then  hopes  to  sell  the  demo- 
graphic and  behavioral  data  to  the  offending  companies  on 
their  competitors,  charging  $12,000  to  $40,000  for  an  an- 
nual subscription.  But  the  samples  on  which  Biscoe  is  drav 
ing  for  her  market  research  aren't  exactly  up  to  ACNielsen 
standards.  Only  1 1 ,000  complainers  have  used  the  site  so 
far;  the  complaints  are  split  among  hundreds  of  companie: 

Biscoe  hasn't  had  any  takers  yet  for  the  survey  data. 
American  Airlines,  the  second  most  complained-about  com 
pany  on  the  site,  says  it  will  pass  for  now.  "It's  a  question  of 
legitimacy,"  says  spokesman  Mark  Kienzle.  He  doesn't  knov 
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ill  that  gabbing  and  grousing  into  greenbacks? 


lie  complaints  are  genuine  or  competitors'  fakes.  Biscoe 
fs  that  her  detailed  survey  discourages  fake  complainers, 
d  the  site's  software  can  deter  spamming  by  flagging  mul- 
>le  complaints  from  one  source. 

The  only  revenue  Biscoe's  site  has  generated  is  $150,000 
>m  advertising.  A  new  targeting  advertising  scheme  is 
ing  rolled  out  that  will,  for  instance,  present  an  ad  for 
oneFree.com  to  someone  complaining  about  AT&T. 

Biscoe  touts  the  site  as  more  than  just  a  place  to  whine, 
ging  companies  to  post  replies  so  potential  customers  can 
:  how  they  handle  problems.  So  far  only  38%  of  the  firms 
ve  bothered  to  defend  themselves.  Most,  including  Amer- 
n  Airlines,  prefer  to  deal  with  customers  in  private. 

If  Ecomplaints  and  its  ilk  do  take  off,  they  could  begin  to 


wield  some  influence.  Maybe  American  Airlines  won't  go 
out  of  business  by  not  playing  ball  with  the  complaint  sites, 
but  the  small  fry  might  have  to  pay  attention.  In  August  on- 
line toy  and  crafts  company  Craft.com  displaced  American 
Airlines  as  the  number  one  offending  company,  with  270 
gripes,  most  having  to  do  with  a  reneged  promotional  dis- 
count. Not  long  after  Craft.com  ignored  Ecomplaints'  at- 
tempt to  mediate,  it  disappeared.  Its  URL  is  inaccessible  and 
the  company  it  is  registered  to,  San  Francisco-based  Craft 
Internet  Holdings,  doesn't  return  calls  from  Ecomplaints  or 
FORBES.  Ecomplaints  steered  the  disgruntled  crafts  buyers, 
with  their  permission,  to  competitors,  and  pocketed  a  cou- 
ple hundred  bucks  in  referral  fees.  Not  a  big  chunk  of 
change,  but  Biscoe  can't  afford  to  gripe  about  it.  F 


fhe  Opiners 


CHANA  R.  SCHOENBERGER 

ARA  ASCALON'S  FIRST  REVIEW 
^for  Epinions.com  trashed  her 
J  AT&T  cellular  phone  service, 
len  she  touted  her  Bissell  Power- 
amer  carpet  cleaner.  Next  she 
nned  her  Proctor  Silex  toaster, 
>wned  on  e-stamps  and  raved 
out  the  rebate  site  Ebates.com.  For 
r  30  reviews  to  date  plus  com- 
:nts  on  other  reviewers,  on  which 
calon  has  spent  an  average  of  four 
urs  a  day  since  December,  she  has 
en  paid  all  of  $600.  But  she  keeps 
ming  back. 

Ascalon,  a  39-year-old  advertising 
pywriter  from  Bayside,  N.Y.,  is  an 
inions  addict — and  she's  not  alone, 
le  million  reviews  and  notes  have 
en  posted  on  Epinions  since  its 
inch  a  year  ago,  about  4,000  per 
y.  The  obsession  has  already  turned 
ck  upon  itself.  Some  10,000  of  the 
news  are  rating  the  site  itself.  "This 
not  a  site  that  people  snack  on.  This 
i  site  they  feast  on  wholeheartedly," 
rs  Nirav  Tolia,  chief  executive  of  the 
isbane,  Calif,  outfit. 

Epinions  and  similar  sites  such  as 
:ja.com  and  Productopia.com  post 
/iews  from  the  general  public  on 


thousands  of  products  and  services. 
Unlike  the  other  sites,  Epinions  pays 
you  to  be  an  expert.  Initially  it  paid 
reviewers  10  to  30  cents  per-page- 
view,  enough  to  give  some  partici- 
pants— the  ones  who  promoted  their 
names  by  commenting  on  thousands 
of  other  reviews — four-  and  five- fig- 
ure royalty  checks.  In  January  it  cut 
royalties  to  1  to  3  cents.  Rather  than 
see  traffic  and  reviews  slow  down, 
Epinions  has  held  steady  at  1  million 
unique  visitors  per  month.  People  like 
to  mouth  off  and  the  money  doesn't 
matter  a  lot. 

Deborah  Conrad  is  hooked.  The 
author  of  86  reviews,  she  has  spent 
two  hours  a  day  on  the  site  for  the 
past  year,  earning  $2,000.  But  noth- 
ing strokes  Conrad's  ego  more  than 
reading  what  others 
say  about  her  re- 
views. "That's  proba- 
bly where  the  addic- 
tion comes  in,"  says 
the  45-year-old  Ph.D. 
student  in  Oregon. 

Kurt  Messick,  a 
34-year-old  student  at 
the  Christian  Theo- 
logical Seminary  in 


Indianapolis,  writes  food  and  wine  re- 
views. He's  in  it  for  the  instant  gratifi- 
cation. "The  most  compelling  part  of 
Epinions  is  the  combination  of  being 
able  to  write  about  what  I  want  to 
write  about  when  I  want  to  write 
about  it,"  says  Messick. 

This  is  a  variation  on  a  business 
gimmick  popularized  by 
Amazon.com:  You  get  your  customers 
to  do  a  lot  of  your  content  creation, 
for  nothing.  The  book  reviews  on 
Amazon  are  largely  uncensored,  but 
the  next  generation  of  opinion-trad- 
ing has  feedback  loops.  Epinions  re- 
cently added  filters  to  allow  users  to 
block  reviews  from  people  who've 
proven  untrustworthy. 

Where's  the  revenue  potential?  In 
advertising  and  referral  fees.  Epinions 
syndicates  reviews  to  portals  such  as 
MSN,  Lycos  and  Excite,  and  earns  refer- 
ral fees  by  steering  shoppers  to  Trave- 
locity  and  Amazon.  Tolia  plans  to  li- 
cense the  software  to 
other  sites  that  want 
to  welcome  the  kibitz- 
ing masses.  While 
waiting  for  the  profits 
to  click,  Epinions  lives 
off  $33  million  in 
venture  backing  from 
Benchmark  Capital, 
August  Capital  and 
Goldman  Sachs.  F 
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A YEAR  AGO  MICRON  ELECTRONICS 
went  shopping  for  chip  sets  to  in- 
stall in  its  new  Millennia  Max 
machine.  Just  like  most  PC  makers,  the 
Nampa,  Idaho-based  firm  had  been 
buying  Intel  chips  to  link  the  micro- 
processor to  the  rest  of  the  PC  system. 
As  recently  as  two  years  ago  Intel  held  a 
75%  worldwide  share  of  the  $2  billion 
core-logic  chip  set  market. 

Not  anymore.  Like  an  increasing 
number  of  PC  makers,  Micron  stiffed 
Intel  and  gave  the  order  to  Via  Tech- 
nologies, a  semiconductor  design  house 
in  Hsintien,  Taiwan.  Via  is  small — it 
doesn't  even  own  chip  factories,  prefer- 
ring to  farm  out  that  work — but  pow- 
erful. Since  the  first  half  of  1999  Via's 
monthly  shipments  of  chip  sets  have 
quadrupled  to  4  million. 

Did  Intel  misread  the  market?  Its 
new  820  chip  set  is  designed  to  use 
Rambus  technology,  a  high-speed  chip- 
to-chip  interface.  Rambus  may  be  fast, 
but  it  costs  more  than  the  alternative 
and  supplies  of  compatible  memory  are 
short.  By  incorporating  the  Intel-Ram- 
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Via's  chief 
executive, 
Chen  Wen-chi, 
is  giving  Intel  a 
run  for  its 
motherboard. 


bus  technology  into  its  ma- 
chines, Micron  would  either 
have  to  kill  its  margins  or  jack 
up  prices.  At  a  time  when  con- 
sumers are  used  to  falling 
prices  for  personal  computers,  it's 
tough  to  get  them  to  cough  up  an  extra 
$300  for  a  Rambus-powered  machine. 

That  has  opened  the  door  wide  to 
the  Taiwanese.  "Via  listens  to  the  cus- 
tomer," says  Jeffrey  Moeser,  senior  vice 
president  for  product  development  at 
Micronpc.com.  "In  a  year  they  have 
gone  from  zero  to  a  good  chunk  of  our 
business." 

Compaq,  IBM  and  Hewlett-Packard 
now  also  buy  from  Via.  Chen  Wen-chi, 
Via's  feisty  president,  predicts  that  his 
firm  will  overtake  Intel  in  chip  set  sales 
by  early  2001.  "We're  more  nimble, 
more  flexible  and  more  focused  on  chip 
sets  than  Intel,"  says  Chen,  a  Cal  Tech 
graduate  who  once  designed  micro- 
processors for  Intel. 

Shares  of  the  Taiwan  Stock  Ex- 
change-listed Via  have  quadrupled  over 
the  past  year,  valuing  the  chip  company 


at  $6.2  billion.  Net  earnin 
should  jump  150%  this  year 
$160  million,  on  sales  of  $1  b; 
lion,  according  to  Andrew  Lu 
analyst  at  Salomon  Smith  Barm 
When  Chen  became  pres 
dent  of  Via  in  1992,  it  was 
foundering  integrated-circuit  d 
sign  house  in  Fremont,  Calif.  Ij 
first  wise  decision,  he  claims,  w 
to  move  the  headquarters  to  T< 
wan  in  the  mid-1990s.  The  whq 
industrial  infrastructure  for  i 
manufacturing  was  migrating 
his  birthplace.  Taiwan  now  aj 
counts  for  about  70%  of  tlj 
world's  motherboards,  the  lay 
of  circuitry  in  all  PCs  where  ch| 
sets  and  microprocessors  go.  Fa| 
tor  in  the  fast  product-cycle 
motherboards  and  the  rap 
technological  changes  in  ch 
sets — graphics,  networking  ar, 
audio  functions  are  now  int| 
grated  into  the  chips — and  pro] 
imity  to  these  systems  compani 
has  its  advantages. 

"Our  [motherboard]  cu 
tomers  are  just  down  the  road 
notes  Richard  Brown,  Via's  d 
rector  of  marketing.  Via  od 
sources  all  of  its  chip  productio 
mostly  to  Taiwan  Semiconductor  Ma? 
ufacturing,  the  world's  largest  ch: 
foundry.  Lower  design  and  manufa 
turing  costs  give  Via  a  30%  cost  a^ 
vantage  over  Intel. 

Intel  is  racing  to  recapture  its  leal 
To  address  the  hole  in  its  lineup,  Inf 
rushed  out  a  component  called  a  men 
ory  translation  hub  that  would  allow  j 
820  set  to  run  with  non-Rambus  merj 
ory.  But  the  device  was  defective 
May  Intel  reported  a  product  recall  fi 
which  it  took  a  $200  million  writeoff 
the  second  quarter. 

Intel  still  trumpets  Rambus  tecl 
nology,  but  it  is  hedging  its  bets.  In  Ju 
it  announced  that,  at  the  behest  of  E 
companies,  it  will  manufacture  ch 
sets  that  will  support  non-Rambi 
memory  chips  for  its  next-generatic 
Pentium  4  microprocessor.  A  small  b 
significant  retreat  for  a  proud  giant. 


Around  the  world,  the  future  of  Visual 
Technology "  looks  bright  with  ViewSonic" 


Welcome  to  the  Visual  Revolution? 

We  have  entered  the  new  information 
economy.  Where  demand  for  niched 
content,  e-commerce,  business 
information  and  entertainment  will 
be  supplied  through  a  variety  of 
visual  and  communication  products 
and  services  from  ViewSonic. 

ViewSonic  is  leading  the  visual 
technology  revolution  with  OptiSync 
digital  displays  and  networked 
internet  appliances  designed  for  B2B 
and  B2C  commerce.  Loot  for  our  lat- 
est display  technology  and  Internet 
appliances  designed  to  deliver  the 
ultimate  visual  communications 
experience  across  the  world  wide  web. 

ViewSonic,  the  #1  best  selling 
monitor  and  display  company  in  the 
USA*  is  working  hard  to  lead  the 
visual  technology  revolution  in  the 
information  economy.  Welcome  to 
the  Visual  Revolution':" 

For  more  information  visit: 
www.ViewSonic.com 


The  Visual  Technology™  Company  f  ViewSonic  j 

Vontop/ 


(800)  888-8583  •  Specifications  subject  to  change  without  notice.  •  Copyright  ©  2000,  ViewSonic  Corporation  •  Corporate  names  and  trademarks  stated  herein  are  the  property  of  their  respective  companies 
•  "ViewSonic  ranks  as  United  States'  #1  best  selling  flat  panel  display  and  the  leading  non-captive  monitor  brand  by  Stanford  Resources,  Inc.  (Flat  Panel  Monitrak,  04  '99  and  Monitrak  04  '99)  •  All  rights  reserved. 
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DNCE  UPON  A  TIME 
university  profes- 
sors studied  the 
world  to  better  ad- 
mire it — knowledge 
for  knowledge's  sake.  Busi- 
nessmen were  not  particularly 
welcome  on  campus,  except 
when  a  moneymaker  immor- 
talized himself  with  a  new 
building. 

The  beginning  of  the  end 
of  that  fairy  tale  came  65  years 
ago  for  Stanford  University. 
The  university  fostered 
Hewlett-Packard,  whose  cre- 
ation paved  the  way  for  Silicon 
Valley.  Since  then  some  350 
tech  companies  have  sprung 
from  the  arcadian  hills  sur- 
rounding Palo  Alto,  Calif. 

The  runaway  success  that 
Stanford  created  is  now  forcing 
the  school  to  change.  John  L. 
Hennessy,  who  took  office  as 
the  university's  president  effec- 
tive Sept.  1,  is  facing  one  of  the 
toughest  tests  in  the  school's 
109-year  history:  to  maintain 
the  university's  influence  and 
independence  amid  a  business 
community  moving  so  fast  it 
threatens  to  relegate  Stanford 
to  little  more  than  an  electrical 
engineering  farm  team. 

Stanford  is  easy  pickings 
for  the  Valley's  talent  scouts. 
"When  I  was  starting  out,  there 
wasn't  that  big  a  salary  gap  be- 
tween business  and  research. 
Now  the  numbers  are  so  big 
they  distort  people's  thinking," 
says  Hennessy,  47. 

Venture  capitalists  such  as 
Sequoia  Capital,  Institutional 
Venture  Partners  and  Sutter  Hill  Ven- 
tures have  funded  fellowships  and  hang 
out  with  professors  to  see  what's  going 
on.  Tempted  by  fortune,  students  are 
leaving  before  finishing  doctorates.  For- 
get frats:  Stanford's  largest  student 
group  is  the  engineering  entrepreneur- 
ship  association. 

Hennessy,  a  professor  of  electrical 


engineering  and  computer  science  with 
23  years  at  Stanford,  has  the  right  back- 
ground to  figure  out  the  university's 
new  role.  He's  the  first  engineer  to  head 
the  institution,  and  the  first  to  have 
started  a  company,  MIPS  Technologies, 
which  sold  for  $330  million  to  Silicon 
Graphics.  As  dean  of  the  school  of  engi- 
neering from  1996  to  1999,  he  men- 


tored  many  of  the  students  who  wer 
on  to  build  Internet  firms,  includin 
Jerry  Yang  and  David  Filo  of  Yahoo. 

Hennessy  wants  to  tighten  Star 
ford's  already  cozy  relations  with  bus 
ness.  In  that  respect  it  has  some  catcl 
ing  up  to  do  with  other  elite  colleges.  I 
the  past  12  months  MIT  has  spun  oi 
30  new  companies  based  on  woi 
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"NOW  THE  NUMBERS  ARE  SO  BIG  THAT 
THEY  DISTORT  PEOPLE'S  THINKING  " 


*un  on  campus,  a  50%  increase  over 
■  prior  year.  MIT  took  equity  in  half 
those  firms,  including  Akamai  ($8 
ion  market  capitalization). 
Hennessy  can  think  of  only  two 
noff  companies  in  which  Stanford 
;  taken  equity.  Stanford  had  no  ac- 
n  in  Cisco  ($445  billion  market  cap), 
rted  by  Stanford  employees  who 
re  networking  Stanford  computers, 
liat  would  have  been  a  good  one  to 
n,"  Hennessy  says. 
Yet  Hennessy  worries  about  taking  a 
and  of  flesh  from  young  companies, 
e  University  of  Illinois  at  Urbana- 
ampaign  threatened  to  sue  Mosaic 
mmunications,  forcing  it  to  change  its 
ne  to  Netscape,  after  Marc  Andreessen 
i  his  fellow  programmers  fled  the 
npus  to  market  their  browser.  That 
ired  relations  permanently. 
To  stanch  the  talent 
tin,  Hennessy  fig- 
;s  his  best  shot  is 
;ing  the  payoff  from 
intellectual  excite- 
nt  of  research.  Stan- 
d  can't  increase  an 
;ineering  professor's 
ary  tenfold.  What 
uld  the  French  de- 
tment  say? 
In  what  may  be  a 
•del  for  the  future, 
nnessy's  former 
league,  professor- 
ned-entrepreneur 
nes  Clark,  put  $150 
llion  last  year  to- 
rd  a  cross-discipli- 
w  program  in  bio- 
dical  engineering  and  science.  The 
iter  combines  faculty  from  ten  dis- 
lines,  from  physiology  to  basic  ge- 
:ics  and  nanotechnology,  to  look  for 
n  therapies  and  cures  for  disease. 
"They'll  get  more  research  gains  in 
their  disciplines,"  Hennessy  says, 
ive  them  an  intellectual  cross-polli- 
tion  that  business  can't — that's 


►  By  The  Numbers 

Halls  Of  Plenty? 

Stanford  is  an  elite  campus,  but 
it's  surrounded  by  a  gold  rush. 


Net  worth  of 
Yahoo  founder  and  Stanford 
Ph.D.  dropout  Jerry  Yang. 

Annual  salary  of 
a  Stanford  professor  in 
Yang's  Ph.D.  program. 

Market 

capitalization  of  Stanford 
offshoots  Cisco,  Sun,  Yahoo, 
and  Silicon  Graphics. 

Stanford 
University's  endowment. 


something  a  university  can  do." 

There  are  risks.  What  if  entrepre- 
neurs short-circuit  the  quest  for  pure 
knowledge — that  is,  pull  the  technol- 
ogy out  before  the  research  is  over? 
Stanford  must  balance  learning  for  its 
own  sake  with  creating  new  companies. 
Hennessy  thinks  companies  should 
sponsor  more  of  the  work  that  they 
profit  from,  and  wants  to  bring  more 
corporate  scientists  onto  campus  for 
special  projects.  The  trick,  he  says,  is  to 
bring  in  as  many  as  possible.  "I've  got 
Lucent,  Cisco,  Nortel  and  Sun  all  in  my 
networking  center,  talking  about  what 
they  want  the  Internet  to  look  like,"  he 
says.  "When  you  bring  in  a  lot  of  them, 
they  converge  on  the  big  issues,  forget 
about  their  own  agendas." 

Hennessy  hopes  Stanford  will  gain 
more  voluntary  donations  from  the 
private  sector.  So  far 
the  Net  wealth  has 
only  trickled  in:  Stan- 
ford's annual  gifts 
have  increased  less 
than  3%,  to  $319  mil- 
lion, since  1996.  "The 
new  entrepreneurs  are 
young;  we're  learning 
how  to  interact," 
Hennessy  says.  "You 
have  to  take  a  20-year 
horizon." 

Playing  off  Silicon 
Valley's  relentless  de- 
sire for  the  "new"  new 
thing  in  technology,  he 
calls  his  Stanford  "the 
new  old  thing — the 
old  university  in  new 
ways."  Traditional  university  presidents 
might  feel  uncomfortable  about  Hen- 
nessy's  plan  to  bring  Stanford  even 
closer  to  the  business  community.  The 
VCs  certainly  don't  see  a  conflict.  Hen- 
nessy was  recently  a  featured  speaker  at 
a  Mayfield  Fund  retreat.  "We  feel  it's 
great  to  have  one  of  ours  in  there," 
Mayfield  partner  Kevin  Fong  says.  F 
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iligital  SpiaByJohn  C.  Dvorak 


Treachery  In  The  Cell  Phone  Patch 


THE  JAPANESE  USE  THEIR  I-MODE  CELLULAR  PHONES 
to  surf  the  Web  in  high-resolution  color  and  find 
friends  around  town  with  positioning  maps  on  the 
display.  By  year-end  there  will  be  1 0  million  of  these 
nifty  phones  in  Japan.  In  Europe  the  video  version 
of  Web-enabled  phones  is  in  trials.  With  a  small  camera  on  die 
phone  you  can  take  pictures  of  yourself  as  you  talk. 

All  hot  stuff,  but  we're  seeing  nothing  like  that  in  the  U.S. 
Why  are  we  always  on  the  bottom  of  the  world's  totem  pole 
when  it  comes  to  new  phone  technologies?  Will  this  ever 
change?  The  Federal  Communications  Commission  is  hold- 
ing one  of  the  biggest-ever  wireless  spectrum  auctions  in  Sep- 
tember, offering  the  promise  of  a  new  generation  of  phone 
service.  I've  heard  that  line  before. 

We  were  supposed  to  experience  a  great  leap  forward  in 
1995  when  a  piece  of  wireless  spectrum  known  as  the  C  Block 
(in  the  vicinity  of  1.9  gigahertz)  was  auctioned  off.  The  new 
spectrum  would  be  used  by  newcomers  who  wanted  to  com- 
pete with  already  established  wireless  providers  such  as  AT&T 
and  the  Bells.  The  idea  was  to  encourage  small  entrepreneurs 
with  new  ideas  and  innovative  technologies  to  keep  the  U.S. 
close  to  the  forefront  of  global  wireless  developments. 

What  a  fiasco  that  became.  The  FCC  held  a  spectrum  auc- 
tion from  December  1995  to  May  1996.  It  turned  out  to  be 
more  successful  than  anticipated,  bringing  in  $10  billion  in 
bids  to  be  paid  over  ten  years.  The  winners  began  to  line  up  ad- 
ditional financing  to  build  their  networks.  As  they  were  look- 
ing for  capital,  the  FCC  stalled  in  delivering  the  licenses  by  as 
much  as  a  year.  This  ruined  most  business  plans  right  off. 

Congress,  meanwhile,  decided  that  it  could  make  more 
money  selling  off  more  spectrum.  The  D,  E  and  F  Block  auc- 
tions (slices  of  bandwith  not  far  from  C)  were  hastily  orga- 
nized. Instead  of  bringing  in  more  money  these  sales  tanked 
the  market  for  spectrum.  The  sudden  glut  spooked  Wall  Street, 
and  money  stopped  flowing  to  the  C  Block  entrepreneurs. 

The  FCC  was  in  a  pickle  because  bidders  stopped  their  pay- 
ments. So  it  grabbed  back  what  spectrum  it  could.  If  any  com- 
pany failed  to  make  a  payment  on  time,  the  FCC  kept  the 
money  already  paid  and  planned  to  re-auction  the  spectrum. 
None  of  the  89  C  Block  "winners"  survived  intact.  Says  Daniel 
Flick,  now  managing  director  of  telecom  advisory  firm  DSJ 
Consulting,  "If  a  business  had  done  what  the  FCC  did  to  these 
litde  companies  it  would  be  indicted  for  fraud." 

One  especially  disappointing  failure  was  21st  Century 
Telesis,  which  was  going  to  roll  out  an  inexpensive  flat-rate 
service  using  a  variation  of  Japan's  I-Mode  phones.  But  the 
company  could  not  get  financing  after  the  1997  spectrum 
dump  and  says  that  the  [     eventually  stole  its  licenses  back 


by  FedExing  a  quarterly  bill 
the  company  after  the  pa 
ment  was  due.  The  compar 
is  protesting  the  FCC  actioi 
Philip  Chasmar,  cofounder 
21st  Century,  says  he  has  nevi 
defaulted  on  a  payment.  Tl 
company  looks  to  lose  its  19 
censes  and  more  than  $21  mi 
lion  put  up  mosfiy  by  small  ii 
vestors.  The  FCC  has  yet  t 
respond  to  the  company 
pleas  to  reinstate  the  licenses 
The  real  eye-opene 
though,  is  the  sad  tale 
Nextwave  Telecom  in  Ne 
York.  It  went  into  Chapter 
bankruptcy  in  June  1998.  P 
part  of  its  reorganizatioi 
Nextwave  offered  in  Decemh 
1999  to  pay  its  entire  bill  < 
$4.3  billion  to  keep  its  license 
But  with  spectrum  once  agai 
valuable,  the  FCC  refused  tr 
payment,  saying  that  the  con 
pany  had  forfeited  its  licensi 
by  entering  bankruptcy  after  the  auction.  The  FCC  is  now  fighi 
ing  in  court  to  establish  itself  as  a  special  entity  not  bound  h 
the  bankruptcy  court's  protection  of  Nextwave  from  its  cred 
itors.  It  plans  to  keep  Nextwave's  payments  to  date  (totaliri 
$505  million)  and  re-auction  its  spectrum  this  year. 

Nextwave  has  pleaded  with  Congress  and  the  FCC  over  thi 
matter,  to  no  avail.  Most  of  the  important  documents  regarc 
ing  this  can  be  found  at  www.nextwavetel.com.  If  you  want  tl 
understand  the  meaning  of  being  jerked  around,  you  can't  d 
better  than  read  the  documents  displayed  there. 

A  big  chunk  of  spectrum  is  scheduled  to  be  auctioned  late 
this  year,  part  of  which  will  include  the  1996-97  licenses.  Wii 
we  see  those  jazzy  new  phones  popping  up  all  over  the  cour 
try?  Hardly.  Only  established  traditional  telcos  are  likely  t 
bid.  Andrew  Seybold,  editor-in-chief  of  the  new  Forbes/An 
drew  Seybold's  Wireless  Outlook,  says  the  government  is  tl 
blame  for  the  near  absence  of  true  wireless  competition.  "Not 
there  is  no  longer  any  chance  of  a  new  player  emerging  in  th 
wireless  market,"  he  says.  "It  has  become  impossible." 


A  chunk  of  wireless 
spectrum  is  being 
auctioned  this  fall. 
Will  we  see  jazzy 
new  phones  pop- 
ping up  all  over  the 
country?  Hardly. 


□ 


John  C.  Dvorak,  columnist  and  author,  is  host  of  Silicon  Spin, 

a  daily  TV  show  on  ZDTV,  Visit  him  at 
www.forbes.com/columnist/dvorak. 
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Present  in  color.  It  has  more  impact 


If  you  want  to  impress  your  audience,  be  colorful.  And  be  quick.  Minolta-QMS  color  laser  printers  print  up  to  2400  dpi  and  up  to  speeds 
of  12  ppm  in  color  and  24  ppm  in  monochrome.  And  you  get  duplex  printing  in  every  size  of  paper  stock  up  to 
and  including  1 3"x  1 9"  Plus,  Minolta-QMS  color  laser  printers  even  print  on  transparencies,  glossy  and  index  stock. 
So  next  time  you  hit 'em  with  color,  hit 'em  hard.  To  learn  more,  visit  us  at  www.qms.com  or  call  1-800-523-2696. 
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DigrtaLTimls Jby  StepheaManes^ 


New  Net  Appliances:  No  Net  Gain 


IT'S  A  SIMPLE  CONCEPT:  THERE  MUST  BE  SOMETHING  BET- 
ter  than  a  computer.  By  now  you've  heard  it  from  dozens 
of  pundits  burned  by  machines  that  flame  out  as  dead- 
lines near.  You  may  have  heard  it  from  your  own  lips  as 
you  tried  to  figure  out  how  to  do  some  simple  task  the 
machine  turned  into  an  ordeal. 

The  pundits  keep  touting  a  largely  mythical  beast  called 
the  "Internet  appliance."  It's  supposed  to  be  a  simple,  cheap  de- 
vice bringing  the  joy  of  the  Web  to  the  unwashed  and  uncon- 
nected masses,  but  without  the  PC's  horrendous  complexity 
and  unreliability.  But  when  such  devices  actually  appear,  they 
tend  to  be  neither  as  cheap  and  simple  as  advertised,  nor  as  fast 
and  versatile  as  a  PC.  Savvy  consumers  figure  this  out  and 
march  over  to  the  computer  department,  encouraged  by  a 
salesman  who  sees  a  bigger  commission  in  the  offing. 

Consumer  electronics  firms  pushed  "Web  phones"  with 
keyboards  and  screens  several  years  ago,  but  the  few  that  ac- 
tually made  it  to  the  market  were  so  awful  they  sank  without 
a  trace.  WebTV,  which  brought  Web-surfing  to  couch  pota- 
toes, was  introduced  in  late  1996  to  favorable  reviews,  includ- 


Compaq  iPAQ 
Home  Internet 
Appliance: 
Glimmerings 
of  getting  the 
appliance 
thing  right. 


ing  mine,  and  Microsoft  eve 
tually  bought  the  company.  E 
since  its  debut,  just  over  1  m 
lion  have  been  sold.  Desp 
that  less-than-ringing  marl 
success,  America  Online  h 
come  forth  with  a  me-ti 
product  dubbed  AOLTV,  whi 
it  would  not  make  available 
me  for  review.  Safe  bet:  Surfij 
on  a  TV  set  will  not  becon; 
widely  popular  until  cable  ] 
operators  offer  set-top  box 
with  the  feature — and  may| 
not  even  then. 

Now  a  raft  of  new  stan 
alone  Internet  appliances 
arriving.  This  generation 
built  around  slow  processol 
and  second-rate  flat-pan 
screens — and  a  proprietary  L 
ternet  connection  that,  for  vei 
dors,  is  the  most  importai 
part  of  the  deal.  That  conne 
tion  lets  the  vendor  employ  tl 
cell-phone  model  of  offering  the  machine  cheaply  and  subs 
dizing  it  with  stiff  monthly  access  fees.  The  vendor  can  cond 
the  user's  experience  and  collect  advertising  revenue  by  mail 
aging  ads  on  the  home  page  and  elsewhere,  as  well  as  dictatii 
what  the  user  gets  after  pressing  special  buttons  (i.e.  "pizza' 
on  the  keyboard.  And  the  vendor  can  upload  new  software  1 
the  machine,  adding  fixes,  features  or  more  ads. 

For  users,  it's  like  being  ferried  around  on  a  tour  that  sto{ 
mosfiy  at  gift  shops  the  guide  has  deals  with.  As  with  grou 
travel,  the  appliances  will  drop  you  where  they  want  you  to  g\ 
only  reluctantly  let  you  explore  and  insist  that  many  lesse 
known  sites  are  off-limits.  That  will  be  anathema  to  ii 
dependent  computer  users,  who  expect  to  surf  an)| 
where  their  hearts  desire,  even  if  it  mean 
contracting  a  nasty  virus.  Besides,  a  compute 
lets  users  sign  up  for  free  or  cheap  Internet  ac 
"  cess  rather  than  committing  to  $800  or  $90 
for  three  years  of  service. 

Appliance  vendors  hope  to  find  lemming 
like  novices  who  won't  notice.  IBM,  Intel  an* 
3Com  have  announced  designs,  but  the  first  movq 
was  Netpliance  Inc.  of  Austin,  Tex.  Its  i-opener  debuted : 
November  at  $199,  plus  a  $22  monthly  service  charge  that  dij 


Internet  appliances 
are  supposed  to  be 
simple,  cheap 
devices  bringing 
the  joy  of  the  Web 
to  the  unwashed 
and  unconnected. 
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TECHNOLOGY  DigjMlQ^ 


EpodsOne:  Pretty  to 
look  at,  ugly  to  use. 
And  slow,  slow,  slow. 

not  require  a  long-term  commitment.  But  where  are  those 
novices,  anyway?  By  midyear  Netpliance  had  sold  only  44,000 
units  and  responded  by  jacking  up  the  price  to  $399.  Bad  idea 
when  $200  competitors  are  about  to  flood  the  market. 

A  new  Seattle  company,  Epods,  recently  launched  its 
EpodsOne  at  that  $200-plus-service  price,  or  $648  with  a  year 
of  access  thrown  in.  The  touchscreen  tablet  has  a  sleek-look- 
ing design;  it  turns  out  to  be  virtually  unusable.  You  tap  on  a 
virtual  keyboard  that  appears  on-screen  in  a  small  window  or 
one  almost  big  enough  for  touch-typing.  But  typing  without 
tactile  feedback  is  practically  impossible,  and  the  keyboard  ob- 
scures much  of  what  you  want  to  see  anyway.  You  can  add  a 
standard  USB  keyboard,  but  then  you'll  need  to  improvise  a 
way  to  prop  up  the  screen  to  a  readable  angle — at  which  point 
you  will  realize  why  people  buy  notebook  computers. 

Epods  is  so  sluggish  that  the  manual  actually  warns,  "Give 
your  EpodsOne  a  little  time  to  process  a  request.  Over-tap- 
ping and  touching  confuses  it.'"'  But  its  lethargic  feedback  is 
just  as  likely  to  confuse  you.  And  the  hardware  includes  such 
flaws  as  a  special  phone  cord  that  tends  to  fall  out  of  the  back 
of  the  unit.  The  device  runs  on  a  rechargeable  battery,  which 
can  let  you  skip  plugging  in  the  power  cord  at  least  some  of  the 
time,  but  it  also  runs  on  a  slightly  outdated  version  of  Mi- 
crosoft's Windows  CE  operating  system,  which  gives  it  much  of 
the  weirdness  of  a  regular  computer — but  little  of  its  value. 

Glimmerings  of  getting  this  appliance  thing  right  appear  in 
Compaq's  iPAQ  Home  Internet  Appliance.  Based  on  a  Mi- 
crosoft scheme  called  MSN  Companion  involving  both  soft- 
ware and  proprietary  access  to  MSN,  it  is  the  first  of  a  variety  of 


MSN  models  expected  from  several  companies. 

The  guts  are  in  the  base  of  the  screen,  on  which  imag 
unfortunately  tend  to  change  color  as  you  move  aroun 
The  keyboard  communicates  via  infrared,  eliminating  oi 
unsightly  cable.  And  there  is  plenty  of  room  for  expansio 
thanks  to  four  USB  ports  as  well  as  a  CompactFlash  si 
and  an  Ethernet  port  that  are  disabled  in  this  model  b 
that  can  be  turned  on  remotely  by  the  company.  Then 
even  a  jack  for  adding  speakers  if  you  don't  like  the  rath; 
fuzzy-sounding  ones  built  in.  The  unit  comes  with  use! 
introductory  help  screens  aimed  at  utter  novices,  as  w| 
as  an  unusually  good  manual. 

But  the  surfing  is  slow  and  the  software  has  the 
miliar  Microsoft  signature:  lots  of  flash,  including 
animated  dog  and  cat  that  are  cousins  of  the  hatj 
paper  clip,  but  little  sense  of  how  to  make  the  systej 
truly  useful.  Microsoft's  smart  guys  take  the  attitui 
that  once  you  have  mastered  the  basics,  you  will  n 
want  to  do  more.  So  the  designers  tossed  out  all  "coit 
plicated"  features,  much  as  they  did  with  the  diss 
trous  Microsoft  Bob.  Three  examples  of  many:  T 
system  doesn't  let  you  know  what  Web  site  you  are  looki 
at  or  even  what  the  page  is  called.  It  doesn't  let  you  see  whe 
you've  been.  And  though  you  can  play  "Internet  radio,"  t 
tunes  die  the  minute  you  ask  to  look  at  something  else. 
The  device's  support  for  multimedia  formats  is  limits 

and  most  assuredly  exclud 


The  devices  turn  out 
to  be  neither 
as  cheap  and  simple 
as  advertised, 
nor  as  fast  and 
versatile  as  PCs. 


those  of  Microsoft's  more  pc 
ular  competitor  RealNetwor 
When  I  tried  Major  Leag 
Baseball's  GameCenter  anin 
tion,  an  error  message  popp 
up  because  the  appliance  ca 
run  Shockwave.  You  can  op 
some  e-mail  attachments,  t 
not  even  Microsoft's  Word 
other  Office  formats. 
The  home  page  you  see  every  time  you  log  on  is  a  carm 
MSN  "lite"  version  that  cannot  be  customized.  A  list,  under  i 
rubric  "explore  the  Web,"  leads  only  to  MSN  sites.  Say  hello 
that  glad-handing  tour  guide  again.  The  hardware  sells 
$600.  Under  various  plans,  MSN  will  rebate  about  half  of  i 
$21.95  monthly  service  charge,  but  it's  a  bad  deal.  Compaq 
self  offers  a  computer  and  monitor  for  less  than  $700.  It  can 
connected  with  free  Internet  access  or  similar  rebates. 

The  truth  is  that  hardware,  software  and  Web  pages  are 
designed  for  computers,  not  appliances.  And  absolute  novi 
are  becoming  an  endangered  species  in  an  era  when  more  a 
more  customers  are  getting  exposed  to  computers  at  wo 
school,  libraries,  home  and  shops. 

There  may  well  be  something  better  than  a  computer.  ] 
nobody  has  come  up  with  it  yet. 


□ 


Stephen  Manes  (steve@cranky.com)  is  the  cohost  o/Digital 
Duo,  a  weekly  public  television  series.  Visit  his  forum  at  our  1 
site,  www.forbes.com/manes. 
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Closing  In  On  Bargains 

Many  closed-end  funds  are  trading  at  wide  discounts.  But  as  enticing 
as  that  is,  you  must  look  at  other  things  before  buying.  I  by  rob  wherry 


CLOSED-END  FUNDS  ARE  MADE  FOR 
bargain  hunters.  Here  is  a  whole 
sector  of  Wall  Street,  with  $176  bil- 
lion in  assets,  where  discounts  are  the 
rule.  As  of  July  31  a  share  of  the  Ar- 
gentina Fund  could  be  bought  on  the 
New  York  Stock  Exchange  for  $10.44, 
which  was  31%  less  than  its  net  asset 
value.  H&Q  Healthcare  Fund  was  trad- 
ing at  a  recent  28%  discount. 

Why  the  discounts?  Because,  unlike 
their  open-ended  brethren,  closed-ends 
have  a  fixed  amount  of  outstanding 
shares  and  don't  agree  to  redeem  any 
investor  at  full  net  asset  value.  When  in- 
vestors cash  out,  they  have  to  take  what 
they  can  get  on  the  open  market. 

Next  question:  Does  a  fat  discount 
make  a  closed-end  into  a  buy?  The  an- 
swer to  that  is  more  complicated,  since 
the  attractiveness  of  a  closed-end  de- 
pends on  a  lot  of  things,  including  the 
discount,  the  expense  ratio,  the  past 
performance  and  the  history  of  the  dis- 
count. This  issue's  12-page  fund  guide, 
which  covers  over  100  closed-ends,  will 
help  you  make  those  judgment  calls. 
(We  rated  open-end  funds  in  our  Aug. 
21  issue;  see  forbes.com/funds.) 

Other  things  being  equal,  you  want 


to  get  a  closed-end  when  the  discount  is 
at  the  wide  end  of  its  range.  If  the 
discount  holds  steady  during 
the  time  you  own  the  shares, 
your  results  will  be  close  to  the 
results  earned  from  the  port- 
folio. If  it  widens  during  your 
holding  period,  you  will  do 
worse  than  the  performance 
delivered  by  the  portfolio 
manager.  If  it  narrows,  you 
do  better. 

Lately,  narrowing  dis- 
counts have  been  a  trend. 
According  to  Lipper  Ana- 
lytical Services,  the  aver- 
age closed-end  discount 
shrank  from  12.8%  in  mid- 
1999    to    8.3%  recently. 
There's  no  assurance  the  trend 
will  continue.  According  to 
Morningstar,  discounts  averaged 
4.9%  in  1998  but  more  than  doubled 
the  following  year  in  the  wake  of  tur- 
moil in  emerging  markets,  where 
closed-ends  have  a  sizable  presence. 

The  best  thing  that  can  happen  is  if 
your  discounted  closed-end  morphs 
into  an  open-end  fund.  That  instantly 
makes  the  fund  worth  its  full  net  asset 


value.  This  is  what  happened  to  tha 
happy  holders  of  Taiwan  Equity  Fund) 
which  open-ended  in  March,  and 
Thermo  Opportunity  Fund,  which) 
made  the  jump  in  July.  Both  were  tradi 
ing  at  20%  discounts. 

But  don't  count  on  such  windfalls; 
Managers  of  closed-ends  are  reluctant 


BEST  BUYS:  STOCK  FUNDS 


MARKET 
PERFORMANCE 

3-YEAR 

DISCOUNT 

ANNUAL 

ANNUALIZED 
TOTAL 

ASSETS 
6/30/00 

EXPENSES 
PER 

52-WEEK 

MANAGER 

FUND 

RETURN 

(SMIL) 

RECENT 

AVERAGE 

$100 

(YEARS) 

A 

A+ 

Turkish  Investment  Fund 

40.3% 

$128 

-24.6% 

-19.4%  ■ 

$1.19 

Jaideep  Khanna  (2) 

8 

D 

H&Q  Healthcare  Investors 

32.2 

429 

-27.5 

-24.5 

1.28 

AlanCarr  (13) 

B 

C 

TCW  Convertible  Securities  Fund 

22.9 

530 

-12.8 

-12.5 

0.68 

Multiple  managers  (8) 

B 

D 

Japan  OTC  Equity 

22.1 

212 

-25.5 

-21.9 

1.33 

Haruo  Sawada  (3) 

D 

* 

Argentina  Fund 

-1.1 

143 

-30.6 

-28.6 

1.39 

Multiple  managers  (7) 

H&Q  Life  Sciences  Investors 

34.6 

280 

-21.0 

-15.8 

1.45 

AlanCarr  (8) 

B 

C 

Cabell"  Global  Multimedia  Trust 

35.3 

232 

-17.2 

-14.5 

1.32 

Mario  Gabelli  (6) 

C 

c 

Boyce  Focus  Trust 

6.5 

71 

-17.9 

-15.5 

1.06 

Multiple  managers  (4) 

C 

c 

Invesco  Global  Health  Sciences 

19.5 

888 

-15.6 

-14.3 

1.20 

John  Schroer  (5) 

c 

B 

Scudder  New  Asia  Fund 

3.2 

178 

-26.2 

-22.6 

1.77 

Multiple  managers  (9) 

Performance  and  discount  data  as  of  July  31.  Sources:  Forbes;  Lipper  Inc.;  Morgan  Stanley  Capital  International. 
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JEST  BUYS:  BOND  FUNDS 


MARKET 

3-YEAR 
ANNUALIZED 

ERFORMANCE 

ASSETS 

DISCOUNT 

ANNUAL 
EXPENSES 

r.  a  r  t    j  t  -» 

m 

TOTAL 

6/30/00 

52-WEEK 

PER 

MANAGER 

9 

D 

FUND 

RETURN 

(SMIL) 

RECENT 

AVERAGE 

$100 

(YEARS) 

B 

c 

Nations  Government  Income  2004 

6.1% 

$114 

-9.0% 

-8.2% 

$0.21 

Multiple  mBnsgers  (6) 

B 

c 

Nations  Government  Income  2003 

6.0 

136 

-7.7 

-7.9 

0.25 

Multiple  managers  (7) 

B 

D 

MuniYield  Michigan  Insured 

2.9 

396 

-15.3 

-12.9 

0.73 

Vincent  Giordano  (5) 

A 

D 

Nuveen  Ins  Premium  Inc  Muni  2 

3.4 

743 

-12.7 

-11.2 

0.73 

Steven  Krupa  (2) 

C 

B 

Nuveen  Performance  Plus  Muni 

3.6 

1,279 

-12.3 

-10.2 

0.76 

Stephen  Peterson  (2) 

B 

C 

Nuveen  Premium  Income  Muni 

3.0 

1.404 

-13.5 

-10.9 

0.76 

Thomas  Futrell  (11) 

C 

C 

MSDW  Government  Income  Trust 

5.3 

365 

-10.9 

-10.0 

0.71 

Rajesh  Gupta  (12) 

D 

B 

Alliance  World  Dollar  Govt  II 

3.3 

817 

-16.4 

-9.0 

1.30 

Wayne  Lyski  (7) 

formance  and  discount  data  as  of  July  31.  Sources:  Forbes;  Upper  Inc.;  Morgan  Stanley  Capital  International. 


open  an  exit  door  for  their  assets  and 
e  change  in  status  comes  to  only  2% 

closed-ends  yearly,  according  to 
Dnald  Cassidy,  a  senior  research  ana- 
it  at  Lipper. 

We  said  the  expense  ratio  matters, 
lis  charge  for  portfolio  management 
d  other  overhead  is  a  steady  drag  on 
rformance.  Since  it  is  extracted  from  a 
ptive  audience,  the  management  does 
it  have  much  incentive  to  keep  it  down. 

A  deep  enough  discount,  though, 
n  compensate  for  the  pain  of  a  steep 
pense  burden — at  least  if  the  fund 
ys  out  a  fair  amount  in  capital  gains 
d  income  distributions.  If  you  get  a 
nd  at  a  30%  discount  and  it  sends 
u  a  dollar  of  dividends,  that  dollar 
st  you  only  70  cents.  Your  30-cent 
ndfall  could  more  than  make  up  for  a 
gh  expense  ratio. 

You  can  combine  your  preference 


for  high  discounts  and  low  expenses 
into  a  simple  rule  of  thumb:  The  dis- 
count should  be  at  least  ten  times  the 
annual  expense  ratio.  We  use  this  for- 
mula for  selecting  closed-end  stock 
funds  for  our  Best  Buy  stock  table,  on 
the  previous  page.  For  bond  funds, 
which  don't  make  fat  cash  payouts, 
we're  a  little  more  stringent  for  Best 
Buys,  whose  table  is  on  this  page.  Tax- 
able bond  funds  must  be  available  at  a 
discount  at  least  12  times  expenses  and 
municipal  bond  funds  at  16  times. 

What  about  performance?  It  counts 
for  something,  even  though,  as  we  have 
repeatedly  reminded  fund  shoppers,  it 
is  only  a  weak  indicator  of  future  re- 
sults. In  a  story  on  page  137  we  talk 
about  a  technology  and  health  care 
fund  with  dazzling  returns — which  will 
be  a  good  buy  if  and  when  the  discount 
widens  to  its  historical  norm.  In  the 


Best  Buy  rankings  of  stock  funds,  per- 
formance is  given  equal  weight  with  the 
discount/expense  formula. 

Besides  deep-discount  funds  you 
should  consider  two  other  kinds  of 
closed-ends.  One  is  the  new  exchange- 
traded  hinds,  structured  in  some  ways 
as  closed-ends  but  far  more  liquid 
(FORBES,  Aug.  21).  These  index-linked 
baskets  of  stocks  trade  at  or  near  net 
asset  value.  The  other  closed-end-like 
vehicle  is  the  real  estate  investment 
trust  (see  story,  p.  140).  These  invest- 
ment companies,  whose  portfolios  con- 
sist of  buildings  or  mortgages  rather 
than  securities,  also  have  fixed  numbers 
of  shares  outstanding. 

To  be  listed  in  our  tables,  beginning 
on  page  142,  a  closed-end  must  have 
been  in  existence  for  a  year  and  have  $50 
million  or  more  in  assets.  Bond  funds 
must  have  at  least  $  1 00  million.  F 


Stocks  At  70  Cents  On  The  Dollar 

/ant  to  invest  in  exotic  places  like  Turkey  or  India?  Closed-end 
ountry  funds  are  selling  at  wide  discounts.  I  by  jack  egan 


INTERNATIONAL  CLOSED-END  FUNDS 
are  not  having  a  very  good  year.  Dis- 
counts to  net  asset  value  are,  in  many 
ses,  widening  because  of  lackluster 
vestor  demand. 

How  come?  U.S.  investor  psychol- 
;y  is  one  reason.  With  the  market  at 
ime  suffering  a  stomach-churning 
ring  and  now  moving  uninspiringly 


sideways,  there's  little  zest  to  venture 
abroad — especially  via  a  closed-end, 
whose  habit  of  selling  at  a  discount 
confounds  a  lot  of  people.  And  even 
though  many  overseas  markets  have 
recovered  from  the  late- 1998  Asia 
meltdown,  memories  linger.  Other  fac- 
tors: a  strong  dollar  that  whittles  down 
overseas  returns,  and  competition 


from  the  new  exchange-traded  funds. 

Whatever  the  explanation,  the  re- 
sult isn't  pretty.  Shares  of  many  inter- 
national closed-ends  are  off  15%  to 
40%  this  year,  a  reflection  of  widening 
discounts  coming  atop  weakening 
portfolios.  The  discounts  are  as  wide 
as  they  were  during  the  Asia  crisis  (see 
tables,  p.  144). 
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Amid  such  gloom  there  should  be 
opportunity.  Just  ask  the  smart  money. 

"The  sector  offers  extraordinary 
value,"  declares  William  Dinning,  a 
London-based  analyst  for  UBS  War- 
burg, who  follows  the  category.  Some 
big-bucks  institutions,  including  the 
Harvard  University  endowment  fund, 
took  on  hefty  closed-end  stakes  early 
this  year  to  ready  themselves  for  a 
rebound. 

The  target  countries  for  many  of  the 
closed-ends  are  attractive  on  a  funda- 
mental basis.  With  world  economic 
growth  speeding  along,  closed-end 
country  funds  provide  an  entree  to 
markets  that  aren't  readily  accessible  to 
individual  investors.  A  sizable  78%  of 
fund  assets  are  dedicated  to  emerging 
markets. 

Among  developed  countries, 
closed-ends  can  focus  on  special  niches. 
The  New  Germany  Fund,  for  example, 
is  an  entry  point  into  that  country's 
Neuer  Markt,  the  Teutonic  equivalent 
to  Nasdaq.  This  electronic  exchange 
specializes  in  small  companies  and  tech 
startups.  In  just  three  years  of  existence 
it  has  climbed  to  a  $160  billion  market 
capitalization.  So  the  New  Germany 
Fund  has  logged  a  24%  return  over  the 
past  12  months.  Its  five-year  perfor 
mance?  At  an  annualized  1 1.6% 
New  Germany  beats  the  Mor- 
gan Stanley  EAFE  index  by 
2.5  percentage  points. 

Let's  look  at  four  other 
closed-ends  that  made  our 
Best  Buys  list. 

The  Turkish  Investment 
Fund,  which  tops  the  stand- 
ings with  a  40%  annualized 
return  over  three  years,  has 
lately  been  trading  at  a  25% 
discount.  That's  double  what 
the  discount  was  a  year 
ago. The  fund's  shares  are  | 
down  despite  a  strong  econ-  ^1 
omy  in  Turkey. 

The  Japan  Over-thc  Counter  Eq- 
uity Fund  was  another  big  winner  in 
1999  that  has  given  back  a  large  part  of 
those  gains  this  year.  Questions  about 
the  viability  of  Japan's  economic  recov- 


ery recently  pushed  the  fund  to  a 
52-week  low  and  it's  trading  at  a  dis- 
count of  25.5%. 

The  Scudder  New  Asia  Fund,  with  a 
diverse  portfolio  of  blue  chips  from 
Taiwan,  Korea  and  China,  tripled  in 
price  from  October  1998  through  the 


year,  but  those  glory  days  are  over  f 
now.  The  discount  is  a  yawning  34'! 
Behind  the  price  weakness:  a  stea< 
slide  of  the  Indian  rupee  against  tl 
dollar  and  a  setback  for  India's  tech  se 
tor.  The  country's  strong  presence 
software  gave  it  a  terrific  boost  wh< 


Country  funds  are  miscast  by  Wall 
Street  as  investment  orphans. 


end  of  1999.  But  the  fund  is  down  since 
then  by  a  third.  Lately  Asia's  economic 
momentum  seems  to  be  accelerating. 
Nevertheless,  the  fund  carries  a  26% 
discount. 

The  Argentina  Fund's  discount  has 
been  topping  30%  lately.  The  fund  put 
in  a  solid  performance  in  1999,  but  the 
share  price  is  down  more  than  10% 
thus  far  this  year.  Argentina's  peso, 
linked  to  the  strong  dollar,  has  damp- 
ened exports. 

Other  funds  are  around  that  merit  a 
look.  Here  are  a  couple  more. 

The  India  Fund  doubled  in  price  last 


Nasdaq  was  hot  and  a  toxic  spillov 
when  Nasdaq  went  into  decline. 

The  Mexico  Fund  is  worth  trying 
you  are  willing  to  ride  out  a  storr 
After  a  big  rise  following  the  rece: 
elections,  the  fund's  shares  fell  bat 
and  are  now  trading  at  a  31%  di 
count.  That's  because  the  fund 
biggest  holding  is  Telmex,  which  h 
taken  a  tumble  after  the  phone  con 
pany  was  accused  by  the  U.S.  goveri 
ment  of  competing  unfairly.  On 
that's  resolved,  the  fund  should  rega 
its  footing. 

So  it's  a  good  thing  that  help  is  c 
the  way.  That  vexing  discount  g£ 
should  narrow  before  too  long,  a 
cording  to  Michael  T.  Porte 
who  follows  internation 
closed-end  funds  for  Si 
lomon  Smith  Barney. 

Why?  Aside  from  tl 
market  waking  up  to  goc 
values,  there's  a  one-woi 
answer:  arbitragers.  Port' 
sees  the  gap  narrowing 
professional  investors  tl 
to  take  advantage  of  tr 
pricing  discrepancy  b« 
tween  closed-ends  an 
exchange-traded  funds 
buying  up  the  first  an 
shorting  the  second.  Tl 
ETFs  in  question,  known  ; 
iShares,  are  a  basket  of  secur 
ties  that  mimic  the  Morga 
Stanley  Capital  Internation 
Index  for  a  particular  countr 
Risk-tolerant  arbs  might  buy  tr 
Mexico  Fund  while  shorting  th 
iShare  for  Mexico. 
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t  HOULD  YOU  FORGIVE  A  FUND  FOR 

) having  a  steep  expense  ratio  if  its 
results  are  terrific?  Case  in  point: 
iance  Capital's  All-Market  Advan- 
e  Fund.  It  returned  30%  annualized 
;r  the  past  five  years,  making  it  one  of 
highest  returning  of  any  closed-end 
id.  The  tech-heavy  fund  also  costs  2 
its  on  the  dollar  annually  for  man- 
:ment  and  overhead,  making  it  one 
the  most  expensive. 
The  trouble  with  high  expenses  is 
t  they  go  on  and  on,  while  the  per- 
mance  dice  could  turn  cold 
:rnight.  And  you  shouldn't  for  a  mo- 
nt  think  that  high  expenses  are  nec- 
ary  to  deliver  high  returns.  Take  a 
ik  at  a  competitor  to  the  Alliance 
id:  Bergstrom  Capital,  managed  by 
esdner  RCM  Global  Investors.  It  de- 
:red  an  almost  identical  five-year  re- 
n.  Yet  it  hits  up  investors  for  a  mere 
%  of  assets  annually. 
The  $270  million  Bergstrom  fund 
uld  be  a  terrific  buy,  but  for  one 
ng:  Its  very  success  has  narrowed  its 
count  considerably  in  recent 
mths,  to  1.7%.  Our  advice:  Wait  until 


Bergstrom's  discount  widens  to  its  his- 
torical norm,  10%,  to  buy  in.  As  a  long- 
term  investor  you  stand  to  do  well  with 
this  fund,  which  has  logged  a  23%  an- 
nualized return  since  mid- 1990,  beat- 
ing the  FORBES  closed-end  composite 
by  seven  percentage  points.  Indeed,  this 
fund  had  been  on  the  Forbes  Honor 
Roll  for  ten  years  running  until  the  re- 
cent narrowing  of  the  discount  made  it 
less  of  a  bargain.  Had  you  bought  a  few 
years  ago  and  sold  recently,  you  would 
have  enjoyed  both  a  gain  from  the  port- 
folio and  an  added  fillip  from  the  nar- 
rowing of  the  discount. 

Bergstrom  has  a  fetish  about  keep- 
ing costs  low.  Directors  meet  four  times 
annually,  twice  by  phone,  to  save  jet 
fares  to  Seattle,  where  the  fund  is  head- 
quartered. More  significantly,  when  di- 
rectors hired  Dresdner  to  become  the 
fund's  sole  adviser  in  1998  they  negoti- 
ated a  lowball  management  fee. 

This  is  a  most  unusual  state  of  af- 
fairs. The  typical  closed-end  is  orga- 
nized by  a  fund  promoter  who  writes 
himself  (or  itself)  a  lucrative  manage- 
ment contract  and  stacks  the  board 


with  sympathetic  directors. 

Bergstrom  has  a  different 
sort  of  origin.  The  fund, 
founded  in  1968  by  computer 
consultant  John  Diebold  and 
first  called  Diebold  Venture 
Capital,  initially  fared  poorly. 
Then  in  1976  private  investor 
Erik  Bergstrom  took  control. 
He  set  about  slashing  costs 
and  hiring  a  slew  of  outside 
managers,  later  reduced  to 
just  Dresdner,  to  oversee  the 
assets.  Erik  Bergstrom  now 
focuses  on  private  investing 
and  philanthropy. 

Dresdner  has  55  analysts 
contributing  to  the  stock  pick- 
ing effort.  They  visit  target 
companies'  stores  and  plants, 
and  talk  with  customers,  sup- 
pliers and  competitors.  They 
keep  trading  costs  low  with  a 
32%  annual  turnover,  half  that 
of  the  Alliance  fund. 

Dresdner  inherited  one  of 
Erik  Bergstrom's  earliest  and  best  picks: 
biotechnology  company  Amgen,  which 
has  appreciated  35-fold  in  the  past 
decade.  Amgen  still  makes  up  16%  of 
Bergstrom's  portfolio.  The  fund  in- 
creased in  value  by  41%  over  the  past 
12  months  and  Amgen  stock  accounted 
for  13  points  of  that  increase. 

There  are  big  tech  positions  in  this 
high-risk  fund.  In  fiber  optics,  Berg- 
strom owns  JDS  Uniphase  and  Corning. 
Other  tech  positions  include  digital 
wireless  outfit  Qualcomm,  software- 
maker  Siebel  Systems  and  information 
storage  company  EMC.  Some  of  these 
have  performed  extremely  well  in  the 
past  12  months,  despite  recent  turbu- 
lence in  Nasdaq.  Ask  Joanne  Howard, 
the  Dresdner  senior  portfolio  manager 
who  steers  Bergstrom's  investments, 
what  she  wants  and  her  answer  is:  "Very 
attractive  fast-growing  areas." 

If  you  want  stocks  like  these,  you 
could  buy  them  on  your  own.  But  if  the 
discount  widens  to  10%,  we'd  recom- 
mend that  you  buy  into  Bergstrom  and 
let  Howard  do  your  stock  picking  for 
you.  F 
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Genes,  Drugs  And 
Demographics 

Banking  on  an  aging  populace  isn't  enough  for 
Invesco  Global  Health,  i  by  Christopher  helman 

Wl 


ITH  77  MILLION  BABY  BOOMERS 
gradually  moving  toward  old 
age,  the  health  care  sector  would 
seem  to  be  the  ideal  can't-fail  invest- 
ment choice. 

But  to  John  Schroer,  portfolio  man- 
ager of  the  $888  million  Invesco  Global 
Health  Sciences  closed-end  fund,  main- 
taining slam-dunk  performance  re- 
quires more  than  just  favorable  demo- 
graphics. Schroer's  fund,  invested 
largely  in  pharmaceuticals  and  biotech, 
is  up  35%  so  far  this  year  on  the 
strength  of  some  good  venture-capital 
investments  and  investor  excitement 
over  the  potential  genomic  revolution. 
The  S&P  500,  by  contrast,  is  barely  in 
positive  territory  this  year.  Since 
Schroer  took  over  the  fund  in  1996,  it 
has  posted  an  annual- 
ized 25%  return,  out- 
doing the  S&P  by  two 
points. 

Schroer's  portfolio 
skill  is  accessible  at  very 
modest  cost.  His  fund's 
annual  expense  ratio  is 
1.2%.  That's  not  as  cheap  as  Vanguard 
Health  Care,  an  equally  high-flying 
open-end  fund  (up  an  identical  35% 
this  year)  that  charges  just  0.4%.  But 
note  that  the  Invesco  fund  trades  at  a 
15.6%  discount  to  net  asset  value,  tak- 
ing some  of  the  sting  out  of  its  higher 
expenses.  A  key  fact  here:  The  Invesco 
closed-end  is  required  to  distribute  a 
minimum  of  10%  of  its  assets  to  in- 
vestors every  year.  The  windfall  you  get 
out  of  those  dividend  dollars  that  you 
bought  at  84.4  cents  more  than  makes 
up  for  the  fund's  overhead  costs. 

Add  up  moderate  expenses,  high 


discount  and  terrific  past  results  and 
you  have  a  Forbes  closed-end  Best 
Buy  (see  table,  p.  134). 

Schroer,  35,  took  over  the  Invesco 
fund  after  seven  years  of  advancing 
through  the  ranks  of  health  analysts  at 
Trust  Co.  of  the  West  and  Invesco.  He 
says  he  has  a  junkie's  obsession  with  the 
sector,  which  has  helped  him  make 
some  astute  picks. 

This  year's  top  performer  for  the 
Invesco  fund  is  Orchid  Bioscience, 
which  makes  biochips — microchips  in- 
tegrated with  DNA  molecules  for  use  in 
genomic  research.  Schroer  bought  pri- 
vate placement  shares  in  the  single  dig- 
its before  it  went  public  in  May.  An- 
other big  winner  has  been  Forest 
Laboratories,  up  60%  this  year. 

Joining  a  grow- 
ing trend  in  the 
closed-end  universe, 
Schroer  aims  to  in- 
crease his  fund's 
venture  capital  ex- 
posure to  20%,  from 
15.5%  now.  (Open- 
end  funds  can't  do  this;  they  need  liq- 
uid securities  to  meet  redemption  or- 
ders.) So  Schroer  just  hired  Francisco 
Salva  from  Patricof  &  Co.  Ventures  to 
spearhead  the  effort. 

Schroer's  biggest  worry  is  that  the 
presidential  candidates,  both  Al  Gore 
and  George  W.  Bush,  have  made  noises 
about  providing  Medicare  recipients 
with  subsidized  drug  coverage.  "If  that 
happens,"  he  says,  "one  day  the  govern- 
ment will  wake  up  and  say  prices  are 
too  high  and  want  to  control  them." 

Drug  companies  comprise  40%  of 
his  90-stock  portfolio.  Biotechs  consti- 


The  big  fear: 
federal  control 
of  drug  prices. 


John  Schroer  has  a  junki 
obsession  with  drugs 


tute  another  40%,  and  medical  device 
and  equipment  the  balance.  This  diver 
sification  gives  Schroer  some  room  t^ 
rotate  if  the  feds  ever  do  push  througl 
drug  price  controls.  Until  then,  th 
drug  sector  historically  offers  investor 
good  protection  in  market  downturns1 

One  notable  omission  in  Schroer" 
mix:  health  maintenance  organization1) 
and  hospitals.  Those  institutions  don 
offer  enough  in  the  way  of  sustained 
profitability  and  are  hampered  by  aq 
celerating  costs  and  low  returns  on  cap 
ital.  The  one  exception  to  this — an\ 
Schroer  kicks  himself  for  missing  it — j 
UnitedHealthcare,  whose  stock  ha| 
doubled  since  October. 

Among  pharmaceuticals  an* 
biotechs,  his  current  favorites  ar 
Genentech  and  Medlmmune.  Botj 
companies  have  top-flight  manager 
and  robust  research  pipelines. 

Trailblazer  Genentech  is  focused  o 
cancer,  respiratory  and  autoimmun 
research,  and  has  seen  rising  sales  c 
Herceptin,  a  monoclonal  antibody  de 
signed  to  fight  breast  cancer.  Schroe 
expects  it  to  generate  $300  million  i 
sales  this  year.  Then  there's  Rituxan,  th 
top  drug  for  non-Hodgkin's  lym 
phoma,  developed  by  Idee  Pharmaceu 
ticals  but  marketed  by  Genentech; 
should  sell  $390  million  this  year. 

Medlmmune  is  having  success  wit 
Synagis,  a  treatment  for  respirator 
viruses  in  premature  infants.  After  $35 
million  in  Synagis  sales  last  year,  th 
drug  should  do  $500  million  in  the  ne? 
1 2  months,  thinks  Schroer. 
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effects  of  energy  efficiency  travel  far  (beyond  your  Ikottoi 


Every  year,  more  and  more  organizations  embrace  energy  management  as 
a  means  to  their  financial  goals.  But  hozv  many  recognize  the  other  benefits 
of  energy  efficiency,  like  improved  corporate  reputation  and  cleaner  air? 
Energy  Star*  Partners  do.  And  the  U.S.  Environmental  Protection  Agency 
congratulates  them  all.  Especially  the  Partners  of  the  Year,  whose  outstanding 
achievenwnts  demonstrate  that  an  investment  in  energy  perfontiance  never  stops  paying  off. 


To  learn  more  about  ENERGY  Star,  call  l-888-STAR-YES  or  visit  zuww.epa.gov/bitildings. 


ENERGY  STAR  Partners  of  tke  Ifear  Advance  Transformer  Co.  •  Arden  Realty,  Inc.  •  GE  Lighting  •  Harwood  International 

Johnson  &  Johnson  '  La  Quinta  Inns,  Inc.  •  North  Memorial  Health  Care 
Pitney  Bowes,  Inc.  •  Public  Service  Company  of  Colorado  -  Denver  District  Cooling 
Sachem  Central  School  District  •  ShopKo  Stores,  Inc.  •  State  of  Wisconsin 

Energy  Star  is  sponsored  by  the  U.S.  Environmental  Protection  Agency  and  the  U.S.  Department  of  Energy  Energy  Star  is  a  U.S  registered  mark 


REITs  The  Rally  Forgot 


Did  you  miss  the  REIT  runup?  Don't  fret.  There 

are  still  bargains  around.  I  by  stephane  fitch 


Y  HE  SEVEN  REAL  ESTATE  INVESTMENT 
1  trusts  we  pitched  last  year  (FORBES, 
1  Nov.  1,  1999)  are  up  an  average 
33%,  dividends  included.  The  rally  for 
this  beaten-down  sector  got  under  way 
in  March,  just  about  when  investors  were 
growing  tired  of  unprofitable  Internet 
companies;  so  far  this  year  the  average 
REIT  shows  an  18%  price  gain. 

Is  it  too  late  to  participate?  Not  at  all. 
We're  back  with  seven  REITs  for  you  to 
look  at,  including  two  holdovers  from 
the  earlier  list:  Vbrnado  Reaity  Trust  and 
Taubman  Centers. 

REITs  resemble  closed-end  funds  in 
that  they  have  a  fixed  number  of  shares 
outstanding.  But  unlike  closed-ends,  it  is 


difficult  to  calculate  their  net  asset  value. 
So  the  best  benchmark  of  relative  value 
for  them  is  share  price  divided  by  funds 
from  operations  (roughly  speaking,  earn- 
ings before  depreciation). 

Vbrnado  owns  34  million  square  feet 
of  office  and  retail  space,  much  of  it  in 
the  New  York  metro  area.  Run  by  veteran 
developer  Steven  Roth,  Vbrnado  was  a 
Wall  Street  darling  before  the  REIT  slump 
of  1998  halved  its  stock.  Its  per-share 
funds  from  operations  have  been  grow- 
ing at  a  healthy  13%  average  annual  rate 
for  the  past  three  years,  to  $3.24  for  the 
12  months  to  Mar.  31.  This  year  Vbrnado 
stock  is  up  22%,  to  $40  a  share,  still  lag- 
ging other  big-office  REITs. 


Why  the  investor  coolness?  Roth 
been  slow  to  build  on  some  valuable 
cant  land  in  Manhattan,  says  Sarm 
Lieber,  comanager  of  the  Alpine  Rea 
Income  8c  Growth  mutual  fund,  whi 


Your  tan  will  fade... 
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ms  REIT  shares.  Vornado  controls  a  2- 
re  lot  on  the  Upper  East  Side.  Roth 
ints  to  build  a  mixed-use  palace  with 
ndominiums,  offices,  a  hotel  and  retail, 
it  prolonged  dickering  with  prospec- 
e  tenants,  such  as  Bloomberg  Finan- 
il,  has  postponed  a  groundbreaking. 

Taubman,  in  Bloomfield  Hills,  Mich., 
ms  27  million  square  feet  of  shopping 
ills  in  12  states  across  the  country.  Its 
>ck  price  has  been  mired  at  around  $1 1 
year  long.  Taubman  suffers  from  com- 
rison  with  competitors.  Yes,  its  sales 
r  square  foot  are  33%  above  average, 
t  the  2.3%  growth  in  funds  from  op- 
tions expected  this  year  is  lower  than 
i  13%  and  9%  growth  from  two  rivals, 
licago's  General  Growth  Properties 
d  Indianapolis'  Simon  Properties. 

Still,  there's  much  to  like  about  Taub- 
m.  It  has  four  new  malls  under  devel- 
ment  and  the  second-lowest  ratio  of 
bilities  (including  preferred  stock)  to 
total  assets  (57%)  of  any  shopping- 
ill  REIT.  The  new  malls  should  help 


STILL  DOCKSIDE 


These  well-run  REITs  have  lagged  their  peers  or  have  barely  moved  at  all. 


RECENT 

YEAR-TO-DATE 

DIVIDEND 

PRICE/ 

REIT/BUSINESS 

PRICE 

PRICE  INCREASE 

YIELD 

2000  ffO 

Cabot  Industrial  Trust/industrial 

$20 

10% 

7% 

9 

Home  Properties/apartments 

29 

7 

7 

10 

Manufactured  Home  Communities/mobile-home  parks 

24 

-3 

7 

10 

rdiKway  rroperiies/oiTiCB 

11 
01 

0 
0 

C 
U 

Q 
0 

Shurgard  Storage/self-storage  centers 

24 

2 

9 

8 

Taubman  Centers/shopping  malls 

11 

4 

9 

8 

Vornado  Realty/diversified 

40 

22 

5 

12 

'Stock  price  divided  by  estimated  per-share  funds  from  operations  (earnings  before  depreciation). 
Sources:  Salomon  Smith  Barney;  Green  Street  Advisors. 


boost  growth  in  funds  from  operations 
by  11%  next  year,  predicts  Green  Street 
Advisors,  a  research  boutique  in  New- 
port Beach,  Calif,  that  tracks  REITs.  You 
can  do  fairly  well  with  this  stock  even 
without  any  price  movement.  Taubman 
boasts  a  tidy  98-cent  yearly  dividend.  Al- 
most half  of  that  is  a  return  of  capital  and 
thus  taxable  not  as  ordinary  income  but 
instead  at  the  lower  20%  capital  gains  rate 
(and  then  only  when  the  stock  is  sold). 

Cabot  Industrial  Trust,  founded  by  a 
veteran  of  old-line  Boston  real  estate  ad- 
visory Cabot,  Cabot  &  Forbes,  has 


among  its  42  million  square  feet  of  in- 
dustrial property  five  warehouses  near 
Elizabeth,  NJ.  It's  a  buy  at  nine  times  12- 
month  trailing  funds  from  operations, 
says  David  Kruth,  who  helps  manage  the 
$200  million  Alliance  Real  Estate  Invest- 
ment Fund.  Cabot  is  capitalizing  on  the 
tech  boom  by  leasing  space  to  telecom- 
munications companies,  software  manu- 
facturers and  Internet  retailers.  That's  one 
reason  its  funds  from  operations  should 
rise  9%  this  year.  "Owning  warehouses 
in  Elizabeth  is  like  owning  a  hotel  near 
Disney,"  says  Kruth.  F 


nake  sure  your  investments  don't. 

3C  provides  total  coverage  of  your  stocks  during  Extended  Trading  Hours,  even  when  the  sun  is  down. 
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Stock  Funds 


Closed-end  funds  are  traded  like  common  stocks,  so  investors 
normally  pay  commissions  both  at  the  time  of  purchase  and  sale. 
We  rate  closed-end  stock  funds  on  their  relative  performance  to  the 
S&P  500  over  four  market  cycles.  Our  performance  data  are  based  on 
changes  in  net  asset  value  plus  reinvested  dividends.  Closed-ends 
often  trade  at  steep  discounts  to  net  asset  value.  If  you  favor  such 
funds,  look  for  the  widest  discounts  and  the  lowest  expenses. 
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Forbes  closed-end  stock  composite 
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17.1% 

16.4% 
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C 

Adams  Express 

17.2% 

28.4% 

23.4% 

$2,251 

$37.38 

-11.3% 

-15.6% 

$0.34 

Alliance  All-Market  Advantage 

♦ 

23.5 

29.9 

166 

41.63 

-11.1 

-12.2 

2.10 

B 

B 

Bergstrom  Capital 

23.3 

35.9 

29.5 

269 

258.50 

-1.7 

-9.9 

0.53 

C 

C 

Blue  Chip  Value 

13.3 

-3.1 

14.8 

146 

8.31 

3.0 

-2.8 

0.85 

Boulder  Total  Return 

♦ 

-7.2 

6.7 

197 

10.56 

-18.6 

-22.7 

1.10 

B 

C 

Central  Securities 

22.2 

30.7 

21.3 

671 

34.69 

-11.1 

-18.4 

0.45 

Cohen  &  Steers  Total  Return  Realty 

♦ 

12.8 

11.6 

86 

11.94 

-4.3 

2.7 

1.12 

Belaware  Group  Dividend  &  Income 

♦ 

-6.4 

9.3 

162 

12.13 

-2.0 

-8.6 

0.77 

Equus  II 

♦ 

-8.0 

8.5 

103 

10.50 

-36.8 

-35.0 

2.84  1 

A 

D 

First  Financial  Fund 

23.4 

-2.3 

11.6 

225 

8.44 

-11.8 

-112 

1.06 

C 

B 

Gabelli  Equity  Trust 

13.7 

13.2 

16.0 

1,430 

11.94 

-0.9 

-2.8 

1.15 

c 

C 

General  American  Investors 

17.4 

34.2 

26.2 

1.269 

39.44 

-6.4 

-8.6 

1.01 

Hancock  Bank  &  Thrift  Opportunity 

♦ 

-19.2 

13.7 

670 

6.75 

-19.3 

-16.4 

1.48 

Hancock  Patriot  Preferred  Dividend 

♦ 

-3.2 

6.9 

138 

10.38 

-13.5 

-14.6 

1.24 

Hancock  Patriot  Select  Dividend 

♦ 

-3.7 

7.7 

208 

12.31 

-12.7 

-15.0 

1.16 

B 

D 

H&Q  Healthcare  Investors 

20.8 

112.7 

27.9 

429 

29.00 

-27.5 

-24.5 

1.28 

H&Q  Life  Sciences  Investors 

♦ 

122.1 

26.6 

280 

27.06 

-21.0 

-15.8 

1.45 

C 

C 

Liberty  All-Star  Equity 

15.2 

9.4 

17.1 

1,403 

12.56 

-10.2 

-15.3 

0.97 

D 

C 

Liberty  All-Star  Growth  Fund 

11.2 

22.3 

16.2 

224 

11.44 

-15.8 

-18.1 

1.20 

B 

D 

Morgan  Grenf  ell  SmallCap 

14.2 

27.7 

18.2 

166 

11.88 

-15.9 

-15.0 

1.45 

D 

A 

Petroleum  &  Resources  Corp 

10.6 

14.0 

14.4 

623 

36.38 

-18.4 

-17.4 

0.60  ] 

Royce  Micro-Cap  Trust 

♦ 

29.0 

13.8 

208 

10.50 

-15.3 

-15.5 

0.98 

C 

D 

Royce  Value  Trust 

13.7 

15.6 

12.9 

748 

13.88 

-15.8 

-15.0 

1.06 

C 

C 

Salomon  Brothers  Fund 

15.8 

12.6 

22.3 

1,916 

18.00 

-4.4 

-3.9 

0.52 

c 

B 

Source  Capital  Fund 

12.4 

4.7 

15.4 

417 

49.00 

4.3 

-2.1 

0.87 

A 

C 

Southeastern  Thrift  &  Bank 

19.7 

-20.2 

11.0 

63 

13.19 

-19.1 

-18.5 

1.05 

D 

B 

Tri-Continental  Corp 

11.9 

-0.5 

14.8 

4,022 

25.69 

-17.6 

-17.4 

0.56 

D 

A 

Zweig  Fund 

10.8 

4.7 

11.5 

692 

9.94 

-11.6 

-12.9 

1.12 

Performance  and  premium/discount  data  as  of  July  31.  *Fund  not  in  operation  or  did  not  meet  asset  minimum  for  full  period.  Sources.  Forbes:  Upper  Inc. 
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LOBAL STOCK 


MARKET 
RFORMANCE 

EH] 

FUND 

ANNUALIZED  TOTAL  RETURN 
LAST 

7/31/95  TO  12 
7/31/00      MONTHS  3-YEAR 

ASSETS 
6/30/00 
(SMIL) 

RECENT 
PRICE 

PREMIUM/DISCOUNT  (-) 

52-WEEK 
RECENT  AVERAGE 

ANNUAL 
EXPENSES 
PER 
$100 

Blended  domestic  and  foreign  stock  index 

15.8% 

9.0% 

12.1% 

Forbes  closed-end  domestic  &  foreign  composite 

15.3% 

14.7% 

13.6% 

-13.7% 

$1.22 

D 

Clemente  Strategic  Value 

16.4% 

21.6% 

16.7% 

$66 

$13.00 

-13.2% 

-12.6% 

$1.55 

C 

Delaware  Group  Global  Dividend  &  Inc 

8.9 

-5.3 

0.6 

79 

12.06 

-6.7 

-12.6 

1.00 

i 

c 

Gabelli  Global  Multimedia  Trust 

27.2 

18.1 

35.3 

232 

13.88 

-17.2 

-14.5 

1.32 

j 

B 

Hancock  Patriot  Global  Dividend 

7.1 

-2.5 

3.2 

164 

11.19 

-11.7 

-18.3 

1.17 

i 
* 

C 

Invesco  Global  Health  Sciences 

22.8 

36.6 

19.5 

888 

18.19 

-15.6 

-14.3 

1.20 

c 

Royce  Focus  Trust 

9.1 

196 

6.5 

71 

5.41 

-17.9 

-15.5 

1.06 

JTERNATIONAL  STOCK 

 !  

IIIDtfCT 


MARKET 
RFORMANCE 



ANNUALIZED  TOTAL  RETURN 

LAST  ASSETS 

PREMIUM/DISCOUNT  (-) 

ANNUAL 
EXPENSES 

1 

FUND 

2/28/91  TO  12 
7/31/00      MONTHS  5-YEAR 

6/30/00  RECENT 
(SMIL)  PRICE 

52-WEEK 
RECENT  AVERAGE 

PER 

$100 

Morgan  Stanley  Capital  Intl  EAFE  index 

8.1% 

9.0% 

9.1% 

Forbes  closed-end  foreign  stock  composite 

13.8% 

13.1% 

2.4% 

-23.1% 

$1.39 

B 

B 

Europe  Fund 
MSDW  Asia-Pacific 
Templeton  Dragon  Fund 

13.8% 
♦ 
♦ 

20.7% 
10.1 
8.5 

14.8% 
0.4 
-8.1 

$208  $17.25 
897  9.69 
587  8.81 

-15.5% 

-27.9 

-26.0 

-13.6% 

-25.2 

-25.9 

$1.30 
1.29 
1.59 

MERGING  MARKETS 


MARKET 

ANNUALIZED  TOTAL  RETURN  

PREMIUM/DISCOUNT  (-) 

ANNUAL 

RFORMANCE 

LAST 

ASSETS 

EXPENSES 

9/30/92  TO 

12 

6/30/00 

RECENT 

52-WEEK 

PER 

] 

FUND 

7/31/00 

MONTHS 

5-YEAR 

(SMIL) 

PRICE 

RECENT 

AVERAGE 

$100 

Morgan  Stanley  Capital  Intl  Emerging  Mkts  index 

7.5% 

11.3% 

0.6% 

Forbes  closed-end  emerging  stock  composite 

10.7% 

16.8% 

-3.0% 

-22.7 

$1.87 

3 

C 

Asia  Paeific  Fund 

9.3% 

17.5% 

-2.8% 

$257 

$9.88 

-25.8% 

-24.6% 

$1.66 

Asia  Tigers  Fund 

♦ 

11.5 

-5.7 

256 

8.63 

-28.0 

-25.6 

1.61 

i 

A 

Central  European  Equity 

9.2 

14.4 

-4.1 

178 

14.50 

-26.8 

-25.2 

1.36 

Cornerstone  Strategic  Return 

♦ 

-0.4 

-1.6 

72 

10.13 

-25.6 

-19.7 

2.28 

Emerging  Markets  Infrastructure 

♦ 

15.4 

-7.1 

159 

11.19 

-15.5 

-22.0 

2.21 

3 

A 

Emerging  Markets  Telecommun 

13.1 

33.5 

3.5 

139 

13.88 

-23.8 

-22.0 



2.17 

Global  High  Income  Dollar 

♦ 

25.9 

6.8 

293 

13.13 

-12.1 

-17.5 

1.37 

E 

C 

Latin  America  Equity  Fund 

9.1 

36.9 

-5.1 

107 

12.75 

-25.6 

-25.6 

2.26 

E 

C 

Latin  America  Investment  Fund 

8.4 

33.1 

-39 

113 

14.94 

-16.1 

-23.6 

2.13 

1+ 

D 

Latin  American  Discovery 

13.1 

37.2 

-4.6 

163 

10.63 

-23.3 

-22.2 

1.64 

MSDW  Africa  Investment 

♦ 

-13.0 

-12.8 

152 

8.06 

-26.7 

-27.5 

1.78 

MSDW  Eastern  Europe 

♦ 

22.3 

-10.7 

84 

16.94 

-18.2 

-18.3 

2.51 

I 

C 

MSDW  Emerging  Markets 

12.5 

31.9 

0.6 

407 

14.69 

-22.0 

-23.7 

1.71 

E 

B 

ScudderNew  Asia 

9.2 

7.0 

3.2 

178 

13.38 

-26.2 

-22.6 

1.77 

E 

B 

Templeton  Emerging  Markets 

12.1 

-6.5 

-4.6 

207 

9.00 

-19.7 

-9.0 

1.63 

Templeton  Emerging  Markets  Apprec 

♦ 

2.8 

0.4 

58 

9.63 

-27.8 

-24.0 

1.88 

ormance  and  premium/discount  data  as  of  July  31.  ♦Fund  not  in  operation  or  did  not  meet  asset  minimum  for  full  period.  Sources:  Forbes:  Lipper  Inc 
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UL.U5tUt.NU  runu  iUUVti      u  u  u  nt  i  n  i  runuj 


INTERNATIONAL  STOCK 


MARKET 
PERFORMANCE 


UP  DOWN 
A  T 


;  UNO 


Morgan  Stanley  Capital  Intl  EAFE  index 


Forbes  closed-end  intl  stock  composite 


Austria  Fund 
First  Australia  Fund 
France  Growth  Fund 
Germany  Fund 
Irish  Investment  Fund 


Italy  Fund 
Japan  Equity  Fund 
Japan  OTC  Equity 
New  Germany  Fund 
Portugal  Fund 
Spain  Fund 


AHJMUAlliEO  TOTAL  RETURN  

LAST  ASSETS 

2/28/91  TO        12  6/30/00 

7/31/00      MONTHS       5-YEAR  (SMIL) 


J>  R  EM  I U  M  /  D I S  C  0  UN Iiz}, 


8.1% 


3.0% 


4.9% 

6.1 
13.8 
13.2 

9.8 


10.3 
♦ 

2.5 
10.2 

9.0 
10.0 


9.0% 
1279% 


9.1% 


14.1% 

-5.6 

27.6 

16.3 

-6.5 


49.1 
2.6 
5.0 

23.7 
9.4 
6.4 


11.9% 


11.1% 
2.7 
18.4 
15.9 
10.2 


RECENT 
PRICE 


23.7 
-3.9 
8.5 
11.6 
12.8 
20.0 


$97 
145 
257 
225 
97 


$9.88 
6.50 
13.56 
14.69 
14.38 


168 
105 
212 
472 
69 
113 


18.31 
6.81 
8.25 
14.25 
12.13 
12.25 


RECENT 


52-WEEK 
AVERAGE 


-16.8% 


-18.5% 
-19.8 
-13.2 
-6.6 
-25.0 


-11.2 
-21.6 
-25.5 
-18.4 
-19.2 
-6.3 


-22.6% 
-17.2 
-15.1 
-9.7 
-24.5 


-15.0 
-8.6 
-21.9 
-20.7 
-15.5 
-8.7 


ANNU 
EXPEN 
PER 

$10 


$1.53 


$2.60 
1.58 
1.38 
1.26 
1.33 


1.18 
0.96 
1.33 
1.08 
2.33 
1.84 


EMERGING  MARKETS 


MARKET 
PERFORMANCE 

FUND 

_^AjmMIZEJIJL01ALJRF.IUail  

LAST 
9/30/92  TO  12 
7/31/00      MONTHS  5-YEAR 

ASSETS 

6/30/00  RECENT 
(SMIL)  PRICE 

PREMIUM/BISCOUJNJLCrl 

52-WEEK 
RECENT  AVERAGE 

ANNUAL 

EXPENSE! 
PER 

$100 | 

Morgan  Stanley  Capital  Intl  Emerging  Mkts  index 

7.5% 

11.3% 

0.6% 

Forbes  closed-end  emerging  stock  composite 

3.8% 

14.7% 

1.6% 

-21.6% 

$1.86 

D 
F 
C 
0 
C 

A 
C 
A 
B 

C 

Argentina  Fund 
ASA  Limited 
Brazil  Fund 
Chile  Fund 
China  Fund 

9.0% 
-3.7 
14.5 

5.1 

3.3 

14.9% 
10.6 
56.0 
-9.6 
4.6 

8.7% 
-11.1 
9.8 
-6.9 
4.1 

$143  $10.44 
189  15.31 
395  17.56 
196  9.25 
136  10.56 

-30.6% 

-18.6 

-27.7 

-29.3 

-27.4 

-28.6% 

-14.5 

-22.4 

-27.9 

-25.7 

$1.39 
1.16 
1.52 
1.86 
2.18 

D 
A 

D 

D 
D 

B 

First  Israel  Fund 
First  Philippine  Fund 
Greater  China  Fund 
India  Fund 
India  Growth  Fund 

♦ 

-9.0 
6.4 
♦ 
1.1 

35.3 
-48.0 
21.2 
22.8 
6.1 

19.1 
-23.9 

5.6 
10.2 

0.2 

93  17.56 
58  3.75 
154  9.75 
676  12.00 
175  11.00 

-20.8 
-20.2 
-24.8 
-34.3 
-31.0 

-17.9 
-19.3 
-26.4 
-30.9 
-32.6 

2.29 
1.78 
2.23 
1.84 
2.01 

B 

B 
B 
C 

D 

B 
D 

F 

Jardine  Fleming  China  Region 
Jardine  Fleming  India 
Korea  Fund 

Korean  Investment  Fund 
Malaysia  Fund 

0.0 
♦ 

9.5 
1.7 
-5.9 

19.7 
36.8 
-1.5 
-6.4 
14.8 

-2.6 
4.7 
-1.8 
-5.6 
-20.1 

96  8.19 
171  9.94 
1,003  13.00 
76  6.50 
56  4.69 

-25.0 
-32.0 
-25.5 
-26.1 
-14.7 

-27.3 
-31.8 
-26.2 
-26.7 
8.0 

2.28 
2.50 
1.23 
2.06 
2.24 

B 
A 

C 
0 

C 
D 

B 
B 

Mexico  Equity  &  Income 
Mexico  Fund 
MSDW  India  Investment 
ROC  Taiwan  Fund 
Singapore  Fund 

9.8 
6.9 
♦ 

7.7 
4.0 

32.9 
7.0 
9.9 

24.1 
-18.2 

11.7 
8.9 
7.7 
9.8 

-7.7 

116  10.69 
1,106  15.19 
563  10.50 
346  8.00 
80  6.69 

-5.9 
-31.1 
-35.5 
-21.6 
-22.6 

-14.5 
-29.0 
-31.2 
-16.7 
-17.5 

1.97 
0.92 
1.59 
1.81 
2.04 

B 

D 

A 

G 
D 

Southern  Africa  Fund 
Taiwan  Fund 
Templeton  China  World 
Templeton  Russia  Fund 
Thai  Fund 

Turkish  Investment  Fund 

♦ 

9.6 
♦ 
♦ 

-14.7 
17.8 

20.7 
18.6 
13.5 
24.9 
-34.0 
1G6.0 

8.0 
9.3 
1.9 
9.9 
-31.9 
22.7 

82  13.00 
384  18.00 
202  7.94 
79  17.00 
53  4.44 
128  14.19 

-26.0 
-21.4 
-28.3 
8.2 
34.5 
-24.6 

-23.3 
-13.6 
-26.6 
5.6 
48.0 
-19.4 

2.39 

2.02 ; 

1.68 
2.16 
2.04 
1.19 

Performance  and  premium/discount  data  as  of  July  31.  ♦  Fund  not  in  operation  or  did  not  meet  asset  minimum  for  full  period.  Sources  Forbes:  Upper  Inc 
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ree  Inf  ormgtj 

3 

'nni,uniu': 

From  Forbes  Advertisers 

■ 

K  "  - 

BY  FAX  1 

Forbes 

_ 

~    BY  MAIL 

Area  Development 

1.  Iowa  Department  of  Economic 
Development. 

www.smart.state.ia.us/forbes 

Business  Classified 

2.  Campbell  Mello  Associates. 

www.gopublic.cmacs.com 
1-800-827-8388 

3.  Capital  Asset  Management. 

www.assetprotection.com 
1-800-710-0002 

4.  Delaware  Business  Inc. 

1  -800-423-2993.  www.e-incorporate.com 

5.  Francorp. 

www.francorpinc.com 
1-800-372-6244 

6.  Glass  Mechanix. 

www.glassmechanix.com 
1-800-826-8523 

*McGrow  Consulting. 

1-800-358-8011 


*Value  Line. 

www.valueline.com 

1 1 .  Worldwide  Business  Consultants. 
Business  to  Business 

12.  American  Dental  Association. 

www.ada.org/DR 
1-800-232-7698 

13.  marchFIRST. 

www.marchFIRST.com 

Consulting  Services 

14.  Andersen  Consulting. 

www.ac.com 

Consumer  Products/Services 

15.  BMW  Motorcycles. 

www.bmwusacycles.com 

16.  Lexus. 

www.lexus.com 

17.  Shell  Oil  Company. 

www.countonshell.com 


7.  Optionetics. 

www.optionetics.com 
1-800-366-8264 

8.  Penton  Overseas,  Inc. 

www.pentonoverseas.com 

9.  PHD  Pharmaceuticals. 

1-800-914-6559.  www.phd10.com 

*Steven  Sears  CPA-Attorney. 

www.searsatty.com 

10.  Time  Value  Software. 

www.taxpenalty.com 


18.  Toyota  Motor  North  America. 

www.toyota.com/usa 

19.  Xerox  Network  Printers. 

www.xerox.com/officeprinting 
1-877-362-6567 

Hotels 

20.  Kowloon  Shangri-La. 

www.shangri-la.com 

*=  Website  visit/phone  call  only. 
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CLOSED-END  FUND  SURVEY 

BALANCED  FUNDS 


■ 


MARKET 

uZEO 

PREMIUM/ 

ANNUi 

PERFORMANCE 

(&TAL'a£rU8H  

ASSETS 

.  DISCOUNT  (-) 

EXPEN1 

UP 

DOWN 

7/31/M  to 

LAST  12 

6/30/00 

RECENT 

52-WEEK 

PER 

▲ 

▼ 

FUND 

7/31/00 

MONTHS 

YiELD 

(SMIL) 

PRICE 

RECENT 

AVERAGE 

S10I 

B'eud&d  stock  snd  bond  markets  index 

7.6% 

3.8% 

Forbes  closed-end  balsnced  composite 

12.0% 

13.S% 

6.6% 

-12.3% 

$1.02 



B 

C 

Bancroft  Convertible  Fund 

15.7% 

14.4% 

t.3/o 

$115 

$22.63 

-17.6% 

-20.2% 

31. 1U 

C 

c 

Ca<tlp  Cnnvprtihlp  Fund 

9.4 

12.1 

4.7 

DO 

99  95 

on  k 

01  c 

1.04 

c 

c 

Duff  &  Phelps  Utilities  Income 

H  *7 

11.7 

2.5 

8.8 

2.351 

9.50 

6.1 

3.8 

1.82 

B 

D 

Ellsworth  Convertible  Growth  &  Income 

16.4 

15.8 

2.9 

110 

9.38 

-19.6 

-21.2 

1.30 

D 

B 

Gahplli  Cnnvprtihle  Securities 

8.0 

-0.8 

7.7 

118 

9.75 

-12.4 

-12.4  ■ 

1.36 

D 

A 

Hancock  Patriot  Premium  Dividend  1 

8.8 

-3.7 

7.0 

206 

8.19 

-11.2 

-14.8 

1.19 

D 

B 

Hancock  Patriot  Premium  Dividend  il 

8.1 

-4.5 

7.0 

266 

9.44 

-15.7 

-17.7 

1.21 

C 

D 

Lincoln  National  Convertible  Sees 

12.8 

27.6 

2.9 

143 

18.00 

-15.8 

-22.6 

1.03 

C 

C 

Nations  Balanced  Target  Maturity 

8.0 

0.5 

4.4 

50 

8.38 

-12.7 

-12.8 

0.86 

Renaissance  Capital  Growth  &  Inc  III 

♦ 

38.1 

12.6 

55 

11.25 

-14.3 

-14.7 

NA 

8 

C 

TCW  Convertible  Securities 

20.0 

39.1 

12.7 

530 

10.63 

-12.8 

-12.5 

0.68 

A 

D 

VanKampen  Convertible  Securities 

16.5 

30.2 

2.3 

114 

32.63 

-2.9 

-16.9 

0.76 

C 

B 

Zweig  Total  Return 

8.4 

4.7 

10.1 

691 

6.81 

-10.4 

-9.2 

0.97 

GLOBAL  BOND  FUNDS 

MARKET 

ANNUALIZED 

PREMIUM/ 

ANNUi 

PERFORMANCE 

TOTAL  RETURN 

ASSETS 

DISCOUNT  (-) 

EXPENI 

UP 

DOWN 

7/31/95  TO 

LAST  12 

6/30/00 

RECENT 

52-WEEK 

PER 

A 

▼ 

FUND 

7/31/00 

MONTHS 

YIELD 

(SMIL) 

PRICE 

RECENT 

AVERAGE 

$101 

Merrill  Lynch  global/govt  bond  index 

3.2% 

1.7% 

5.5% 

Forbes  closed-end  global  bond  composite 

9.2% 

12.1% 

8.4% 

-134% 

$1.02 

D 

B 

Alliance  World  Dollar  Govt  II 

15.4% 

37.1% 

11.4% 

$817 

$9.00 

-16.4% 

-9.0% 

$1.30 

A 

C 

BlackRock  North  American  Govt  Income 

9.2 

7.5 

8.1 

385 

9.88 

-12.2 

-15.2 

0.86 

A 

D 

Strategic  Global  Income 

7.8 

5.8 

9.3 

234 

10.56 

-14.0 

-18.2 

1.17 

D 

C 

Templeton  Emerging  Mkts  Income 

12.2 

18.8 

10.2 

563 

10.44 

-14.1 

-17.6 

1.17 

B 

D 

Templeton  Global  Governments  Income 

4.9 

1.3 

9.0 

151 

5.94 

-10.5 

-14.6 

0.96 

B 

D 

Templeton  Global  Income 

5.4 

2.2 

8.4 

822 

6.19 

-13.4 

-16.6 

0.74 

JUNK  BOND  FUNDS 

MARKET 

PERFORMANCE 

ANNUALIZED 

PREMIUM/ 

ANNU 

TOTAL  RETURN 

ASSETS 

niSCOUNT  (-\ 

EXPEN: 

UP 

DOWN 

7/31/95  TO 

LAST  12 

6/30/00 

RECENT 

52-WEEK 

PER 

▲ 

▼ 

FUND 

7/31/00 

MONTHS 

YIELD 

(SMIL) 

PRICE 

RECENT 

AVERAGE 

$101 

Merrill  Lynch  high  yield  index 

6.8% 

-0.8% 

10.6% 

Forbes  closed-end  junk  bond  composite 

5.1% 

-5.3% 

14.2% 

5.8% 

$1.54 

■  A 

■  c 

Cigna  High  Income  Shares 

6.3% 

-4.5% 

15.1% 

$275 

$5.75 

11.0% 

6.5% 

$1.02 

Dreyfus  High  Yield  Strategies 

♦ 

-16.7 

17.4 

810 

9.13 

7.8 

-1.5 

1.50 

■  B 

■  B 

Franklin  Universal  Trust 

6.4 

-3.4 

11.1 

209  • 

7.69 

-2.2 

-10.1 

3.08 

High  Income  Opportunity 

6.4 

0.5 

10.3 

682 

9.50 

-2.9 

-13.1 

1.18 

■  C 

■  A 

Kemper  High  Income  Trust 

6.9 

-1.4 

13.4 

225 

8.50 

17.9 

8.4 

1.06 

Managed  High  Income 

6.5 

0.8 

10.3 

410 

8.81 

-7.0 

-13.5 

1.18 

Managed  High  Yield  Plus 

♦ 

-9.3 

15.4 

371 

9.88 

2.5 

-3.2 

3.44 

■  C 

■  D 

MSDW  High  Inc  Advantage  II 

0.3 

-13.0 

18.5 

117 

4.00 

26.2 

8.5 

0.99 

ID 

■  C 

Pacholdei  High  Yield  Fund 

5.9 

-4.1 

13.7 

116 

12.56 

2.5 

-4.3 

1.14 

■  C 

■  C 

Prospect  Street  High  Income  Port 

2.3 

-12.0 

18.9 

236 

6.38 

7.4 

7.1 

1.10 

Salomon  Brewers  tfigh  interne 

♦ 

4.9 

12.4 

878 

12.00 

0.3 

-8.0 

1.29 

Performance  and  premium/discount  data  as  of  Juiy  31.  BFund  rated  for  three  periods  only;  maximum  allowable  grade  A.  ♦Fund  not  in  operation  or  did  not  meet  asset  minimum  fc 
period.  Sources:  Forbes;  Upper  Inc. 
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faxable  Bond  Funds 


ther  than  costs,  there  may  not  be  much  difference  in  bond  funds  with  the 
ime  objective.  These  funds  have  the  biggest  discounts  relative  to  costs. 


MARKET 
RFORMANCE 

ANNUALIZED 

TOTAL  RETURN 

ASSETS 

PREMIUM/ 
niscnuNT  f-\ 

ANNUAL 
EXPENSES 

9 

M 

El 

FUND 

7/31/95  TO 
7/31/00 

LAST  12 

MONTHS 
in  u  n  I  n  j 

YIELD 

6/30/00 
(SMIL) 

RECENT 
PRICE 

RECENT 

52-WEEK 
AVERAGE 

PER 
$100 

Merrill  Lynch  corporate/govt  bond  index 

6.4% 

5.7% 

6.5% 

Forbes  closed-end  taxable  bond  composite 

6.7% 

4.7% 

7.2% 

-11.3% 

$0.72 

A 

D 

Fort  Dearborn  Income  Securities 



6.8% 

5.2% 

6.9% 

$130 

$13.31 

-11.2% 

-12.0% 

$0.72 

C 

C 

Hancock  Income  Securities 

6.4 

4.8 

7.0 

165 

13.69 

-11.6 

-15.6 

0.80 

C 

C 

Hancock  Investors  Trust 

6.4 

4.9 

7.2 

158 

17.81 

-12.0 

-15.8 

0.81 

B 

D 

Mentor  Income 

6.0 

3.6 

8.1 

106 

7.75 

-13.3 

-17.8 

1.07 

C 

C 

MFS  Government  Markets  Income 

5.7 

5.3 

7.0 

427 

6.13 

-11.5 

-13.8 

0.92 

B 

D 

Montgomery  Street  Income  Sees 

6.4 

4.4 

7.3 

191 

16.13 

-12.3 

-14.7 

0.70 

C 

C 

MSDW  Government  Income  Trust 

6.4 

5.7 

6.2 

365 

8.06 

-10.9 

-10.0 

0.71 

B 

C 

Nations  Government  Income  2003 

9.8 

5.1 

5.6 

136 

8.81 

-7.7 

-7.9 

0.25 

B 

C 

Nations  Government  Income  2004 

9.4 

5.1 

5.9 

114 

8.75 

-9.0 

-8.2 

0.21 

B 

C 

Pacific  American  Income  Shares 

7.4 

6.7 

6.9 

135 

12.69 

-12.9 

-14.1 

0.78 

D 

B 

Putnam  Master  Intermediate  Income 

5.5 

2.7 

8.9 

732 

6.38 

-11.9 

-16.1 

0.93 

B 

B 

Putnam  Premier  Income  Trust 

5.3 

3.3 

9.3 

1,022 

6.38 

-11.3 

-14.2 

0.86 

B 

D 

VanKampen  Bond  Fund 

6.1 

4.3 

7.4 

212 

16.81 

-11.1 

-13.7 

0.63 

Municipal  Bond  Funds 

iese  single-state  and  national  funds  sell  at  a  discount  of  at  least 
i  times  their  expense  ratio  and  have  at  least  $100  million  in  assets. 


MARKET 
RFORMANCE 

ANNUALIZED 
TOTAL  RETURN 

ASSETS 

PREMIUM/ 
DISCOUNT  M 

ANNUAL 
EXPENSES 

7/31/95  TO 

6/30/00 

RECENT 

52-WEEK 

PER 

LAST  12 

1 

FUND 

7/31/00 

MONTHS 

YIELD 

(SMIL) 

PRICE 

RECENT 

AVERAGE 

$100 

Lehman  Brothers  municipal  bond  index 

6.0% 

4.3% 

5.5% 

Forbes  closed-end  municipal  bond  composite 

5.7% 

2.1% 

5.8% 

-12.6% 

$0.67 

c 

B 

MSDW  Insured  Muni  Securities 

6.5% 

4.6% 

5.3% 

$123 

$13.63 

-9.4% 

-12.6% 

$0.49 

MuniHoldings  Florida  Insured 

♦ 

0.4 

5.8 

776 

11.25 

-17.2 

-10.0 

0.72 

MuniHoldings  New  York  Insured 

♦ 

0.4 

5.9 

633 

11.88 

-14.3 

-8.8 

0.72 

B 

D 

MuniVest  Fund 

5.3 

0.8 

6.2 

815 

7.94 

-11.0 

-10.3 

0.66 

B 

D 

MuniVest  Fund  II 

5.4 

1.6 

6.1 

394 

11.69 

-11.3 

-10.3 

0.70 

B 

D 

MuniYield  Florida  Fund 

5.5 

2.7 

5.6 

278 

11.63 

-15.2 

-13.0 

0.74 

B 

D 

MuniYield  Michigan  Insured 

5.6 

2.5 

5.6 

396 

12.13 

-15.3 

-12.9 

0.73 

A 

F 

MuniYield  New  York  Insured  Fund 

5.2 

0.6 

5.9 

786 

11.75 

-13.7 

-7.8 

0.68 

B 

D 

MuniYield  Quality  Fund 

5.8 

2.2 

5.9 

620 

12.44 

-11.1 

-12.7 

0.66 

A 

D 

Nuveen  Ins  Premium  Inc  Muni  2 

6.4 

2.9 

5.6 

743 

11.25 

-12.7 

-11.2 

0.73 

C 

B 

Nuveen  Performance  Plus  Muni 

5.4 

3.7 

6.1 

1,279 

12.44 

-12.3 

-10.2 

0.76 

B 

C 

Nuveen  Premium  Income  Muni 

5.2 

2.0 

5.8 

1,404 

12.13 

-13.5 

-10.9 

0.76 

D 

A* 

Nuveen  Select  Tax-Free  Income  3 

6.3 

3.5 

5.7 

185 

13.38 

-6.8 

-9.4 

0.31 

ormance  and  premium/discount  data  as  of  July  31.  ♦  Fund  not  in  operation  or  did  not  meet  asset  minimum  for  full  period.  Sources:  Forbes;  Upper  Inc. 
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Cybercatalog 

TRADITIONAL  CATALOG  COMPANIES  ARE  SHIFTING 
sales  rapidly  to  the  Web.  A  leader  of  this  inexorable 
trend  is  Spiegel,  which  sold  $79  million  worth  of 
clothes  and  housewares  online  in  1999 — a  mere 
2.5%  of  revenues — and  stands  to  double 
that  this  year.  Sales  on  the  Internet  should 
account  for  25%  of  their  revenue 
within  the  next  five  years. 
Spiegel  (Nasdaq:  SPGLA) 
is  an  ace  at  order  fulfillment, 
the  key  reason  it  should  do 
as  well  with  e-catalogs  as  it 
does  with  paper  ones,  says 
Mark  Boyar,  head  of  Boyar 
Asset  Management.  The  al- 
lure for  Spiegel:  Online 
margins  are  sweeter  than  its 
customary  3%.  Web  sales 
eliminate  catalog  printing 
and  mailing  costs. 

The  company  also  bene- 
fits from  its  ownership  of 
thriving  First  Consumers  National  Bank,  a  credit-card  issuer,  and  an  expected  re- 
covery at  its  Eddie  Bauer  clothing  chain,  which  is  undergoing  a  revamp. 

Boyar  thinks  Spiegel  is  significantly  undervalued  at  $7,  or  seven  times  trail- 
ing earnings.  Lands'  End  trades  at  a  multiple  of  26.  Boyar  expects  Spiegel  to 
earn  $1.10  a  share  in  2000,  up  from  65  cents  in  1999.     — Christopher  Helman 


Moving  onto 
the  Web  will 
save  Spiegel 
a  bundle  in 
printing  and 
mailing  costs 


Data  Dump 

STORAGENETWORKS  WANTS  TO  CASH 
in  on  the  growing  need  for  data  storage. 
Join  the  club.  The  newly  public  com- 
pany has  50  competitors,  including 
powerhouses  EMC  and  Compaq.  Com- 
pared with  them,  StorageNetworks 
(Nasdaq:  STOR)  is  a  minnow  with  1999 
sales  of  just  $6  million.  But  it  has  a 
whale  of  a  market  value:  $10.5  billion. 

The  company  scored  a  coup  by 
landing  a  recent  contract  with  Lycos, 
the  search-engine  outfit.  But  Timothy 
Curro,  head  of  the  Value  Holdings 
hedge  fund,  isn't  impressed.  Reason: 
StorageNetworks  is  plunging  deeper 
into  the  red  and  expects  to  be  unprof- 
itable for  the  foreseeable  future. 

Curro  doubts  that  the  stock,  which 
was  offered  to  the  public  in  June  at  $27, 


can  sustain  its  current  level  of  $1 19,  es- 
pecially with  80  million  shares  coming 
off  lockup  in  December.  Short  the 
stock.  — Michael  Freedmati 

A  Clean,  Well- 
Lighted  Place 

SUPERMARKETS  ARE  A  LOW-MARGIN 
business  being  squeezed  even  more  by 
new  bargain  competition  from  big-box 
behemoths  like  Costco  and  Wal-Mart. 
But  in  this  tough  industry,  one  super- 
market chain  stands  out:  Safeway. 

Eric  Jemetz,  the  senior  equity  ana- 
lyst at  money  manager  New  Amster- 
dam Partners,  says  Safeway  (NYSE: 
SWY)  caters  to  a  slightly  more  affluent 
clientele  than  competitors.  The  chain's 
net  margin  of  3.4%  compares  favorably 


with  rival  Kroger's  0.7%.  The  1,66 
outlet  Safeway  should  book  18%  ear 
ings  growth  this  year,  says  Jemetz. 

Safeway,  at  a  recent  $29,  has  a  trailij 
P/E  of  24,  lower  than  larger  competitc 
Kroger  (34)  and  Albertson's  (36). 

— Ml 


■ 


Parallel  Lives 


U.S.-BASED  INFONET  SERVICES  AN 
Holland-based  Equant  both  provii 
telecom  service  to  multinationals  ai 
both  have  run  red  ink  because  of  hea 
build-out  costs.  But  losses  at  Infoni 
(NYSE:  IN)  are  vanishing  while  Equan 
are  widening. 

Wall  Street,  however,  treats  them  tl 
same.  When  Equant  reported  loss 
tripling  for  the  quarter  ended  in  M 
Infonet's  stock  took  a  dive  too.  This  d 
spite  the  two  profitable  quarters  in 
row  delivered  by  Infonet,  which  sel 
vices  Microsoft  and  Nestle.  Infon 
went  public  in  December  at  $21,  hit  $3 
in  March  and  now  is  at  $14. 

It's  affordable  and  getting  more  s 
Daniel  Fletcher,  a  Lehman  Brothers  aj 
alyst,  forecasts  Infonet's  operating  earj 
ings  (net  before  interest,  taxes  and  d 
preciation)  more  than  doubling 
2001.  Divided  into  its  enterprise  vahj 
(debt  plus  market  cap  minus  cash),  tl 
multiple  falls  from  39  to  21. 

— Deborah  O 

Cell  Division 

AFTER  LONG  TRADING  IN  THE  IONC 
sphere,  telecom  equipment  make! 
have  seen  their  shares  fall  lately  ami 
concern  that  cell  phone  demand  is  sofl 
ening.  Bosh,  says  Douglas  Ober,  wtt 
manages  the  Adams  Express  closed-en 
fund  and  sees  more  room  for  handsi 
penetration  in  the  U.S. 

The  best  value  in  the  sector 
Motorola  (NYSE:  MOT),  the  numbs 
two  cell  phone  maker,  whose  receij 
price  of  $34  is  half  its  March  high, 
now  trades  at  49  times  last  year's  earii 
ings,  comparing  favorably  with  indus 
try  leader,  Nokia,  at  79.  Ober  projec 
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has  more  going  for  it  than  just  Foreman. 


[otorola's  earnings  will  increase  52% 
lis  year  to  $1.05. 

Motorola  doesn't  live  by  cell  phones 
one.  The  company  has  a  renewed 
lipmaking  operation  (after  it  sold  off 
ie  semiconductor  components  group) 
id  added  a  promising  broadband 
jsiness  last  year  with  the  acquisition 
r  cable  company  General  Instrument. 

— Daniel  Kruger 

ieavyweight 
bargain 

4ANKS  TO  GEORGE  FOREMAN,  COOK- 
are  and  houseware  maker  Salton 
icks  a  punch,  with  65%  annual  sales 
•owth  over  the  past  three  years.  But 
'all  Street  worries  about  what  happens 
ice  the  appeal  of  the  ex-pugilist's 
■and-name  grill  flames  out. 

Peter  Schaeffer,  analyst  with  Don- 
dson,  Lufkin  &  Jenrette,  doesn't  see 
lis  happening  to  Salton  (NYSE:  SFP). 
ssides,  he  thinks  the  company  has 


The  sweet  science  meets  culinary  art:  Salton 

plenty  more  goods  to  maintain  its  mo- 
mentum. Other  big  sellers  include  Far- 
berware,  Juiceman  and  Toastmaster. 
And  promising  products  are  in  the 
pipeline,  such  as  an  "Ultravection" 
countertop  oven  that  can  cook  a  frozen 
steak  in  seven  minutes. 


Schaeffer  expects  Salton  to  boost 
earnings  by  $1,  to  $7  for  fiscal  2001.  At 
$33  a  Salton  share  will  cost  just  under 
five  times  those  earnings.         — C.H. 

To  check  on  Streetwalker's  performance 
and  discuss  stocks,  visit  our  Web  site  at 
www.forbes.com/streetwalker. 


"THE  CFA8  CHARTER  IS  THE  MOST 
HIGHLY  REGARDED  PROFESSIONAL 
DESIGNATION  IN  THE  INDUSTRY." 

—  I.  Rossa  O'Reilly,  CFA 


/.  Rossa  O'Reilly,  CFA 

Managing  Director 

CIBC  World  Markets,  Inc. 

Toronto,  Canada 

CFA  charterholder  since  1 977 


Around  the  world,  investment  professionals  and  investors  alike  recognize  the  value 
of  the  Chartered  Financial  Analyst  ™  (CFA®)  designation.  When  you  choose  a  CFA 
charterholder  to  manage  your  investment  portfolio,  you're  choosing 
someone  who  has  demonstrated  mastery  of  the  industry's  most 
rigorous  program  of  study.  And  through  their  membership  in  the 
Association  for  Investment  Management  and  Research  (AIMR), 
charterholders  have  access  to  a  wealth  of  knowledge  that  helps  them 
keep  pace  with  the  latest  industry  developments  and  make  better  informed  invest- 
ment decisions.  Whether  you're  looking  to  invest  for  yourself  or  on  behalf  of 
your  organization,  choose  an  investment  professional  who  has  earned  the  globally 
recognized  standard  of  excellence.  Choose  a  CFA  charterholder. 


800-247-8132  •  804-951-5499  •  www.aimr.org 


SETTING  A  HIGHER  STANDARD  FOR  INVESTMENT  PROFESSIONALS  WORLDWIDE" 


While  you're  thinking  about  whether  to  give  this  year,  here's  something  else  to  think  about. 
Sooner  or  later,  the  United  Way  helps  one  in  three  people  in  our  community. 
And  you  never  know  when  you  or  someone  you  love  might  be 

the  one. 


United  Way 


THE  OVERALL  MARKET 


2-week  performance 
as  of  8/11/00 


Barra  All-OS  Index1 

3.7% 

S&P  Barra  Growth  Index2 

2.2 

S&P  Barra  Value  Index3 

5.4 

Dow  Jones  industrials 

4.9 

S&P  500 

3.7 

EVE4 

1.1 

Forbes  Internet  Index 

0.2 

Forbes  40  Index  (total  return) 

-0.3 

—Barra  All-US  Index  of  9,200  stocks 
— 200-day  moving  average 

Market  value:  $17.7  trillion 
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Sources:  Barra  Inc.;  Bloomberg  Financial  Markets. 


92 


93 


'94 


'95 


'96 


97 


'99 


00 


1500 


INTEREST  BATES 


Estimates  on  this  and  the  next  page  are  from  a  biweekly  survey  of  economists  by 
Bridge  Information  Systems  and  Forbes  magazine.  Data  for  period  ending  August  I 

ACTUAL 


1999 

Latest 

Mean 

4-wk  chg 

30-year  Treasury  yield  (%) 

6.48 

5.71 

5.92 

1.5 

3-month  Treasury  yield  (%) 

5.33 

6.30 

6.41 

-0.2 

Federal  funds  watch 

Last  action:  May  16,  2000,  +50  basis  points.  Current  rate:  6.5%. 
Next  Federal  Reserve  meetings:  August  22  and  October  3,  2000. 


SPECIAL  STOCK  FOCUS  

Congress  recently  approved  a  $20  billion 
increase  in  military  spending  for  next  year, 
which  is  welcome  news  for  defense 
contractors.  IBES  International  expects 
the  defense  industry  to  post  a  23%  gain  in 
profits  in  2001.  The  seven  stocks  below 
are  expected  to  post  earnings  increases 
averaging  31%;  all  sell  for  no  more  than  19 
times  year-2001  estimated  profits. 


Stock 

Company  price 

2001s 
EPS  P/E 

AAR  $11.88 

$1.80  7 

Armor  Holdings  14.94 

1.06  14 

BE  Aerospace  12.00 

1.45  8 

Boeing  49.63 

3.20  16 

DRS  Technologies  10.94 

1.24  9 

Esco  Technologies  18.25 

1.28  14 

Hexcel  13.94 

0.74  19 

j  Estimate.  Sources:  IBES  International  and  Interactive  Data 
Dorp,  via  FactSet  Research  Systems;  IBES  Express; 
Bloomberg  Financial  Markets. 


See  www.forbes.com  for  updates  on  many 
of  these  items,  quotes  on  over  9,000 
securities,  stock  reports  and  more. 


Charles  Blood,  director  of  financial 
markets  strategy  at  Brown  Brothers 
Harriman  &  Co.,  thinks  investors  do 
not  have  much  confidence  in  the 
current  market  but  will  move  in  and 
buy  on  the  dips.  Blood  expects  the 
S&P  500  to  trade  within  a  100-point 
spread  for  the  rest  of  the  year. 


Edited  by  Shlomo  Z.  Reifman 


FORECASTING  GLOBAL  MARKETS 


EPS  change 
Estimated  versus 
Year        P/E      3  months  ago 

Expected 
year-to-year 
EPS  growth 

S&P  500 

2000  25 

-1.0% 

19% 

2001  22 

-2.2 

13 

MSCI  World-ex  US4 

2000  29 

1.1 

31 

2001  24 

1.2 

16 

IBES  estimate  increases/decreases 

Aug  00 

Aug  01 

S&P  500 

1.32 

1.55 

MSCI  World-ex  US4 

1.08 

0.84 

Rising  estimates 

Falling  estimates 

China 

Pakistan 

Netherlands 

Philippines 

South  Africa 

Slovakia 

Sweden 

Thailand 

Venezuela 

Turkey 

Source:  IBES  International  Inc. 
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Index 

Recent 

4-wk  ago 

Value 

101.2 

124.8 

Companies 

324 

313 

Valuations 

Stock  price/sales 

8 

11 

Market  value  (Soil) 

$621 

$745 

Sales/employees  ($thou)  $153 

$127 

12-month  sales  growth  221% 

200% 

2000  estimates 

Sales  total  (Soil) 

$48.8 

$45.8 

Stock  price/sales 

5 

6 

P/E 

133 

201 

Sources:  Forbes;  Market  Guide  and  IBES  International 
via  FactSet  Research  Systems. 


WHAT  THE  FUNDS  ARE  BUYING  AND  SELUNG 


Buying 

Price  EPS7 

Selling 

Price  EPS7 

EGL                             $32.19  $1.11 

Akamai  Technologies     $63.44  $-2.24 

Neose  Technologies             35.69  -0.77 

American  Financial  Gp     25.06  1.75 

Oxford  Health  Plans             29.81  1.66 

Kennametal               25.00  2.54° 

SpeedFam-lpec                  16.94  0.86 

Mentor  Graphics          18.06  0.85 

Structural  Dynamics  Research  15.00  0.90 

Sylvan  Learning  Systems  14.13  0.42 

72000  estimate.  8200l  estimate.  Sources:  steinbergindicator.com;  Bloomberg  Financial  Markets;  IBES  Express. 
The  Barra  All-US  price  index  consists  of  all  publicly  traded  U.S.  common  stocks  for  which  price  quotations  are  available 

and  ordinary  shares  of  foreign  stocks  traded  on  U.S.  markets.  ADRs,  REITs  and  closed-end  funds  are  excluded.  2Total 
return  of  more  than  150  large-capitalization  stocks  that  have  predicted  above-average  earnings  growth.  'Total  return  of 
more  than  300  large-capitalization  stocks  characterized  by  low  price-to-book  ratios,  high  yields  and  low  price-to-e'mings 
ratios.  "A  dollar-denominated,  capitalization-weighted  index  of  foreign  stocks.  Source:  Morgan  Stanley  Capital  International. 
5Capitalization-weighted  index  of  all  U.S. -based,  publicly  traded  Internet  commerce  sites,  portals,  service  providers  and 
software  companies.  Base  value  12/31/98  =  100.  Index  ratios  and  growth  rates  are  medians. 
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The  U.S.  Economy-  ACTUAL  

1     JL999  Laiesi 

„  _2fl.H0  ESTIMATE 

IflCall          "t  WH  Ull 5 

Automobile  sales'  (rail                    17.4         17.9*  july 

1  "7  i              n  "I  o/ 

17.3  0.1% 

Capacity  utilization  (%)                   31.1         82.1  june 

81.3  -0.5 

New  housing  starts2  (ffcoii) 

1,663       1,619*  p  june 

1,607  0.7 

Retail  sales3  ($b«) 

2,246       2,358*  pjuly 

2,491  0.5 

Trade  balance4  ($hit) 

-268        -321*  p  may 

-odd  J.D 

Unemployment  rate*  (%)  ( 

4.1          4.0  july 

4.1  -1.2 

Gross  domestic  product  (%  chg) 

4.2          5.26  2Q 

D.U                L  ,3 

Inflation 

CPI  services  (unadjusted )  (%  chg) 

2.7          3.4*  june 

3.1  -0.6 

CPI  total  (unadjusted )  (%  chg) 

2.6          3.7*  june 

ii  in 

0.1  I.U 

Prices 

227.25  215.49 

oop  "7  ,1  on 

226.74  -2.9 

CRB-Bridge  spot  indexes 

Gold  per  troy  ounce  ($) 

288.50  275.10 

285.49  -0.2 

Oil/bbl  W  Texas  Intermediate  ($) 

25.60  31.03 

Rfl            -1  R 

_Currency 
German  marks  per  dollar 

1.94  2.17 

2.11  -0.5 

Yen  per  dollar 

102  109 

105  -0.7 

Dollars  per  euro 

1.01  0.90 

1.03  2.0 

U.S.  gross  domestic  product  rose  at  an 
annualized  rate  of  5.2%  in  the  second 
quarter,  but  Wayne  Ayers,  chief 
economist  at  FleetBoston  Financial, 
thinks  the  economy  is  slowing.  He  says 
consumer  spending— nearly  two-thirds 
of  total  GDP-fell  to  a  3%  seasonally 
adjusted  annual  growth  rate  in  the 
second  quarter  versus  7.6%  for  the  firstj| 
quarter  and  5.9%  for  all  of  1999.  Ayers 
expects  such  spending  to  stay  in  its 
current  range  through  the  end  of  2001. 

Closeup:  Personal  Consumption  


($trillion,  inflation-  and 
seasonally  adjusted  at 
annual  rates) 


$6 


Source:  Bureau  of  Economic^ 
Analysis. 

2000 

1st         2nd        3rd         4th       1st  2nd 
Forbes  Index:  Current:  328.5  2-wk  chg:  Q.5°/t| 


Futures 

Price 

3-mo  chg 

Sept  Chi  wheat  (bushel)      $2  37 

-20% 

Sept  copper  (lb) 

0.86 

2 

Oct  cotton  (lb) 

0.62 

-2 

Oct  crude  oil  (bbl) 

30.58 

11 

Oct  platinum  (troy  oz) 

566.40 

20 

Futures  Index 

Value 

3-mo  chg 

CRB  Index 

220.02 

0% 

Precious  metals 

266.09 

0 

Grains 

147.85 

-20 

Industrials 

215.71 

3 

Livestock  &  meats 

235.94 

-8 

DECEMBER  EURO  FUTURES 

Euro  traders  aren't  as  optimistic  as  the 
Forbes/Bridge  economists  (see  above). 
The  December  futures  contract  is  down 
12%  this  year  to  91  cents  against  the  dollar. 

\t*J\  $100 

J       F       M  A 

Source:  Bridge  Commodity 
Research  Bureau. 

M        J       J  A 

1 


See  www.forbes.com  for  updates  on  many 
of  these  items,  quotes  on  over  9,000 
securities,  stock  reports  and  more. 


MUTUAL  FUND  SPECIAL  FOCUS 


Balanced  funds  mix  stocks  and  bonds,  and  are  a  useful  hedge  in  periods  when  bonds  o| 
perform  stocks.  Lipper's  balanced  funds  have  a  3%  total  return  so  far  this  year  versus 
S&P  500's  0.1%.  The  no-load  funds  below  returned  an  average  of  10%  since  December.  | 

TOTAL  RETURN7 


Fund 

3  years8 

lyear 

YTD 

Assets  ($mil 

Buffalo  Balanced 

4.2% 

11.7% 

8.3% 

$27 

Columbia  Balanced 

13.6 

17.5 

6.4 

1,089 

Green  Century-Balanced 

27.4 

100.7 

22.0 

54 

State  Farm  Balanced 

11.7 

13.3 

6.5 

1,045 

T  Rowe  Price-Tax  Efficient  Balanced 

14.1 

18.8 

8.3 

47 

Thompson  Plumb-Balanced 

12.7 

19.0 

9.5 

60 

Through  August  10.  Annualized.  Sources:  Forbes:  Upper  Inc.:  Morningstar. 


NOTEWORTHY  NEW  ISSUES  IN  REGISTRATION 


In  the  last  three  weeks  65  firms  went  public-an  unusually  large  number  for  this  time  oil 
year.  But  the  329  deals  still  in  the  pipeline  may  have  to  wait  for  Wall  Street  to  digest  th(| 
recent  offerings  and  for  vacations  to  end,  says  Randall  Roth  of  Renaissance  Capital. 


Company/business 

Share  price  ($)  Shares  (mil) 

Size($mil) 

Sales9($m 

CoSine  Comm/lnternet  hardware  &  software 

$13-15 

10.0 

$140 

$4 

Genomica/biotech  software 

15-17 

6.0 

96 

1 

MoreDirect.com/B2B  info  tech  products 

11-13 

5.0 

60 

71 

Rackspace.com/Web  hosting  services 

11-13 

3.2 

38 

3 

Simple  Technology/computer  memory 

10-12 

6.4 

70 

242 

Vastera/B2B  global  tiade  services 

9-11 

6.0 

60 

23 

JLatest  12  months.  Sources:  Bloomberg  Financial  Markets:  Renaissance  Capitallwvm.ipobome.com. 

*I2  months,  p:  preliminary  rised.  'Autos,  light  and  heavy  trucks,  includes  imports.  Source:  Ward's  Automotive  Yearbook.  Htl 
single  and  multiple  family,  s  unadjusted.  Excluding  auto  sales,  seasonally  adjusted.  "Total  goods  and  services,  seasom| 

adjusted.  5Percent  of  civil  rce.  "Quarterly  change,  annualized.  Source:  Bridge  Information  Systems. 


152 


O  R  B  E  S  ■  September  4,  2000 


resigning  the  Future 
of  E-Business 


1 


She  doesn't  know 
about  "zero  footprint," 

but  she  does  know 
that  when  her  game 
hits  50,000  points  she 
gets  an  extra  life. 


The  girl's  got  game,  with  the  record  scores  to  prove  it. 
Naturally,  she's  oblivious  that  her  console's  computing 
power  exceeds  that  used  in  NASA's  Apollo  moon  program. 
Or  how  the  toy's  price  tag  somehow  remains  affordably 
down-to-earth.  To  accomplish  this,  semiconductor  makers 
rely  on  Credence  for  innovations  that  help  deliver  more 
powerful  chips  at  lower  cost.  , 

At  Credence,  we  don't  just  test  chips  before  they  go  out 
to  consumers.  We  provide  valuable  business  solutions 
to  chip  makers — such  as  "zero-footprint"  design,  which 
piggybacks  our  tester  onto  other  equipment  to  avoid 
taking  up  any  expensive  factory  .floor  space     v  ffmo  V 
of  its  own.  Working  behind  the  scenes,  we  ^tittit 
ensure  that  having  been  "Tested  by  Credence"  signifies 
a  chip  that's  both  dependable  and  economical,  so  that 
she  can  continue  to  conquer  hew  worlds. 


rrederij 


wwww.credence.com/game 


'Copyjigru- ©  2000 .Credence . Systems  Corporation'  All  rights,  reserved. 


iE  MOBILE  WEB: 
JYTIME,  ANYWHERE  E-BUSINESS 


A salesman  checks  his  PDA  right 
before  walking  into  a  meeting 
and  finds  out  that  a  certain 
item  is  overstocked  —  so  he  can  offer 
his  customer  a  great  deal  on  it.  A  mom 
uses  a  flip-phone  to  transfer  cash  into 
her  checking  account  and  pay  some 
household  bills  while  she  watches  her 
kid's  soccer  game.  A  photographer  on 
location  takes  a  break  to  beam  a  cou- 
ple of  sample  shots  from  the  morning's 
shoot  to  his  customer  1000  miles  away 
—  while  checking  his  e-mail,  his  invest- 
ment portfolio,  and  his  travel  reserva- 
tions —  all  from  a  laptop  with  no  visi- 
ble connection  to  the  'Net. 
~  Welcome  to  the  mobile  Web, 

  where  consumers  and  businesses  can 

?ELESS  NETWORK  5  .  . 

  buy,  sell,  exchange  information,  and  do 

)FFTHE  NEW  BLOCK  6     a||  thjngs  digjta|  any  tjm6j  anywhere. 

TTERNS  8     It's  a  world  where  people  and  process- 

3  IT  ALL  TOGETHER      9    es  are  no  'on£er  tethered  to  wires  and 

"  desktop  PCs.  And  it's  very,  very  real. 

G  FIRE  WITH  FIRE  13 

  It's  also  a  business  medium  that's 

IN  M0TI0N  14     growing  at  a  fantastic  rate.  Figures 

from  International  Data  Corp.  project 
that  the  U.S.  market  penetration  for 
digital  PCS  handsets  will  rise  from  28% 
in  1999  to  50%  in  2004,  and  that  vir- 
tually all  of  those  phones  will  have 
Internet  capabilities.  Even  today,  the 
number  of  households  with  cell  phones 
dwarfs  the  number  of  households  with 
'Net-connected  PCs  by  a  factor  of  more 
than  2:1.  And  outside  the  U.S.,  Gartner 
Group  predicts  that  by  2004  wireless 
devices  will  account  for  a  full  40%  of 
consumer  e-commerce  transactions. 
To  fully  realize  the  market  potential 


of  mobile  e-commerce  —  or  "m-com- 
merce"  as  it  has  been  buzz-christened 

—  a  lot  of  infrastructure  work  has  to  be 
done.  A  new  generation  of  digital 
devices  must  be  designed,  produced 
and  marketed  to  end-users.  A  tremen- 
dous number  of  more  advanced  base 
stations  have  to  be  deployed  for  more 
complete  coverage  of  urban  and  non- 
urban  areas.  Back-hauling  capacity 
must  be  upgraded  to  handle  exponen- 
tially growing  traffic  loads.  And  the 
entire  end-to-end  network  must  be 
effectively  managed  to  ensure  that  ser- 
vice levels  meet  rising  customer  expec- 
tations. 

It's  going  to  take  a  lot  of  economic 
and  human  capital  to  get  the  job  done 

—  not  to  mention  the  right  combination 
of  luck  and  smarts.  But  the  rewards  for 
those  investments  will  be  significant. 
And  nobody  wants  to  be  left  out  of  the 
game. 

The  following  pages  examine  the 
market  and  technology  issues  associ- 
ated with  building  the  infrastructure 
that  will  support  the  mobile  Web.  The 
voices  in  these  pages  are  not  primarily 
theorists  or  industry  observers  —  they 
are  the  visionaries  who  are  actually 
engaged  in  the  business  of  building  m- 
commerce  infrastructure  today.  Their 
insights  are  invaluable  to  anyone  who 
wants  to  understand  exactly  how  m- 
commerce  is  going  to  come  into  its 
own.  Those  insights  will  also  be  pre- 
cious to  anyone  crafting  an  intelligent 
investment  strategy  to  ride  the  m-com- 
merce  wave  for  all  its  worth. 
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The  wireless  Web  is  taking  off. 

But  what's  driving  demand? 

And  who  will  profit  from  its  growth? 


Before  considering  the  technological  underpinnings  of  the 
mobile  Web,  it's  first  vital  to  understand  the  motivations 
behind  market  demand  for  mobility.  The  m-commerce 
market  is  actually  an  aggregation  of  several  disparate  —  though 
essentially  inter-related  —  submarkets.  These  markets  include 
consumer/lifestyle  services  (which  center  on  the  use  of  digital 
wireless  phones),  services  for  highly  mobile  salesforce/executive 
personnel  (which  encompass  "smart"  phones,  PDAs  and  other 
portable  PC-like  devices),  and  localized  mobility  solutions  for 
industries  such  as  retail  and  construction.  Each  of  these  markets 
has  its  own  software  and  hardware  requirements,  and  may  each 
use  a  different  class  of  wireless  communication  technology. 


They  also  each  have  their  own 
economic  drivers.  On  the  con- 
sumer side,  upmarket  buyers  who 
have  already  been  acclimatized  to 
Web-based  services  on  their  PCs  at 
home  and  at  work  are  looking  to 
extend  their  access  to  those 
lifestyle  services  when  they're 
somewhere  besides  the  office  or 
the  den.  Convenience  is  a  major 
market  driver  for  working  parents 
who  want  to  be  able  to  order  a 
pizza  on  their  way  home  from  the 
office  or  send  mom  flowers  while 
they're  at  their  child's  soccer 
game. 

Phone-based  Web  access  is  also 
appealing  to  on-the-go  executives 
whose  business  needs  don't  quite 
warrant  lugging  around  a  laptop, 
and  who  probably  have  enough 
administrative  support  back  at  the 


office  to  avoid  even  the  use  of  a 
handheld  PDA.  The  killer  applica- 
tion for  these  mobile  users  is  e- 
mail,  although  they  also  want  to  be 
able  to  check  on  their  favorite 
Web-based  information  sources  for 
stock  quotes  and  corporate  Web 
pages. 

For  sales  and  support  profes- 
sionals who  need  to  bring  more 
complete  information  functions 
with  them  wherever  they  go,  PC- 
like  portable  devices  —  from  lug- 
gable laptops  to  pocket-sized 
PDAs  —  are  more  the  order  of  the 
day.  In  addition  to  being  able  to 
pick  up  e-mail  and  browse  a  cus- 
tomer's Web  site  before  making  a 
sales  call,  these  on-the-go  knowl- 
edge workers  need  to  be  able  to 
update  spreadsheets,  download 
revised  PowerPoint  slides,  and 


access  corporate  databases.  S 
addition  to  needing  more  hor: 
power  and  display  area  on  th< 
personal  computing/communi 
tions  device-of-choice,  they  a 
have  a  greater  hunger  for  wir 
bandwidth  than  their  phone-u 
peers. 

The  drivers  for  these  mark 
are  productivity,  profitability 
competitive  advantage.  If  yoi 
get  that  proposal  out  faster  on 
respond  more  quickly  to  that 
duction  snafu,  you  can  boost 
sales  and  reduce  your  costs. 
Business  users  have  simply 
become  too  dependent  on  the 
work  applications  to  live  witt 
them  as  they  travel  from  plaq 
place.  In  today's  highly  digits 
business  environment,  there's 
too  much  potential  for  mistak 
and  missed  opportunities  if  y< 
off  the  "grid"  for  too  long.  Tl 
mobile  Web  reduces  the  expoj 
of  individuals  and  the  organizj 
tions  they  serve  from  the  new 
associated  with  temporary  los 
'Net  citizenship. 

More  localized  wireless  ap 
tions  —  on  factory  floors,  cor 
struction  sites,  and  large  retai 
facilities  —  may  be  even  mor 
specialized.  Many  companies 
implement  these  applications 
develop  custom-made  units  b 
on  standard  PDA  components 
interfaces  for  these  units  are 
tailored  to  the  specific  tasks  fi 
which  they're  designed:  checl 
inventory  or  prices,  tracking 
package,  logging  a  vehicle.  H 
the  business  objective  is  impr 
productivity  and  efficiency.  O 
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jployees  using  such  devices 
PC-literate  as  such  and 

fiave  to  be.  They're  given 
devices  to  make  their  jobs 

and  faster,  so  simplicity  is 

ir-riding  design  principle. 

!  WIRELESS 
WORK 

•porting  these  various  types 
end-users  and  their  devices 
:  wireless  networks  that 
mobile  computing  and  com- 
ations  possible.  These  wire- 
:tworks  vary  greatly  in  their 
:al  architecture,  transmission 
ty  and  geographic  scope. 
:  U.S.  market  is  particularly 
mted.  In  addition  to  the 
ive  installed  base  of  analog 
r  service,  several  digital 
ss  technologies  have  also 


captured  significant  market  share 
—  including  time  division  multiple 
access  (TDMA),  code  division 
multiple  access  (CDMA),  and  the 
Global  Standard  for  Mobile 
(GSM).  Several  vendors  have  also 
implemented  their  own  proprietary 
network  architectures. 

However,  none  of  these  tech- 
nologies can  in  their  present  form 
meet  the  needs  of  mobile  com- 
merce. One  problem  is  bandwidth. 
Current  deployments  of  CDMA, 
TDMA  and  other  wireless  tech- 
nologies only  deliver  about  14.4 
Kbps  connections  —  far  less  than 
the  56  Kbps  that  now  characterizes 
the  typical  consumer  desktop,  and 
positively  paltry  when  compared 
with  the  broadband  access  speeds 
now  being  provided  via  cable 
modems,  DSL  variants,  and  corpo- 
rate networks.  "Wireless  is  several 
generations  behind  wired  service," 


observes  Gartner  Group  chief  ana- 
lyst Stan  Bruederle.  "That's  going 
to  have  to  change  before  the 
mobile  Web  can  gain  widespread 
acceptance." 

According  to  Bruederle,  it's  not 
just  wireless  connection  speeds 
that  have  to  change.  It's  also  the 
fundamental  architecture  of  the 
networks  themselves.  "We  have  to 
go  from  a  circuit-switched  infra- 
structure —  where  each  user  is 
given  their  own  dedicated  connec- 
tion —  to  a  packet-switched  archi- 
tecture that  allows  connections  to 
be  used  as  needed  by  multiple 
users,"  he  explains.  "That's  how 
the  Internet  works." 

This  need  to  build  next-genera- 
tion wireless  infrastructure  is  dri- 
ving an  intensive  construction 
effort  by  major  carriers  who  recog- 
nize the  high  stakes  involved.  In 
fact,  by  Gartner  Group's  estimates, 
the  competition  to  build  higher 
bandwidth  wireless  networks  will 
result  in  a  $34.1  billion  market  for 
wireless  infrastructure  equipment 
this  year  —  a  market  that  will 
grow  to  $42.6  billion  by  2003. 

And  it's  not  just  higher  speed 
that  wireless  carriers  are  after;  it's 
also  greater  coverage.  In  a  market 
that's  highly  subject  to  "churn," 
carrie'rs  have  learned  the  hard  way 
that  customer  satisfaction  is  key.  If 
their  networks  are  over-subscribed 
—  or  if  users  can't  get  a  good  sig- 
nal in  an  area  where  they  need  ser- 
vice the  most  —  they'll  jump  ship 
fast.  So  carriers  must  continue  to 
build  out  the  infrastructure  for 
their  current  wireless  technologies, 
even  as  they  develop  and  test  new 
ones. 

It's  a  tough  and  expensive 
proposition.  But  it's  also  very 
lucrative  for  those  who  supply  the 
components  for  wireless  network 
infrastructure  equipment  —  includ- 
ing digital  signal  processors 
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(DSPs),  radio  frequency  integrated 
circuits  (RFICsj.  and  power  ampli- 
fiers —  as  well  as  those  involved 
in  the  supply  chain  for  handsets 
and  other  mobile  devices. 

So,  as  demand  for  wireless 
access  to  Web-based  consumer  and 
business  services  grows,  the  pres- 
sure is  increasing  on  suppliers  of 
underlying  infrastructure  technolo- 
gies to  deliver  more  advanced 
components  more  quickly  to  wire- 
less service  providers.  And  that 
pressure  is  resulting  in  major 
changes  in  how  those  components 
are  designed,  tested,  produced  and 
delivered. 

CHIPS  OFF 
THE  NEW  BLOCK 


One  of  the  biggest  changes  in 
wireless  infrastructure  compo- 
nent technology  is  the  emergence 
of  field-programmable  gate  arrays 
(FPGAs).  FPGAs  are  logic  chips 
that  carriers  install  in  their  base 
stations  and  other  critical  infra- 
structure points  to  provide  the  pro- 
cessing functions  necessary  to  sup- 
port wireless  communications  ser- 
vices. However,  unlike  convention- 
al "fixed"  logic  chips.  FPGAs  can 
be  remotely  programmed  to  literal- 
ly modify  their  inner  hardware. 

This  programmability  offers 
significant  benefits  in  an  industry 
where  standards  are  constantly  in 
flux,  and  where  the  ability  to 
deliver  new  services  is  contingent 
on  building  new  capabilities  into 
existing  network  infrastructure. 

"FPGAs  significantly  accelerate 
time-to-market  for  enhanced  wire- 
less services,"  declares  Wim 
Roelandts,  president  and  CEO  of 
San  Jose,  California-based  Xilinx, 
Inc.,  the  world's  leading  provider 
of  programmable  logic  devices. 
"The  wireless  industry's  move 


toward  a  digitally  reconfigurable 
infrastructure  is  setting  the  stage 
for  the  rapid  technological  change 
that  will  make  access  to  the 
Internet  anytime,  anywhere  both 
very  real  and  very  profitable." 

The  programmable  devices  that 
Xilinx  produces  accelerate  time-to- 
market  in  several  ways.  First,  they 
eliminate  the  design,  prototype, 
and  test  cycles  that  characterize  the 
traditional  fixed-logic  chip  indus- 
try. Instead  of  developing  a  design, 
sending  it  to  a  foundry  for  proto- 
typing, and  then  testing  those  pro- 
totypes in  a  lab,  equipment  manu- 
facturers can  simply  program  an 
FPGA  in  real-time  right  in  their 
own  facilities.  They  can  then  test 
that  design  immediately  in  a  stan- 
dard Xilinx  FPGA  to  ensure  that  it 


conforms  to  the  appropriate  sp 
fications.  Production  can  then 
begin  right  away  with  those  s£ 
standard  components. 

Second,  once  the  design  is 
ed  and  approved,  the  roll-out  < 
the  new  design  to  base  station 
anywhere  in  the  world  becom< 
simple  matter  of  transmitting  i 
tronic  impulses  over  the  netw< 
to  the  FPGAs  already  in  placet 
This  eliminates  the  time  —  an| 
significant  expense  —  of  havii 
innumerable  trucks  and  technii 
perform  manual  installations  < 
a  wide  geographic  area. 

Remote  gate-level  re-progr 
ming  is  much  more  powerful  t 
software  or  "firmware"  update 
since  it  allows  new  applicatioi 
logic  to  be  executed  at  full  ha 


MAIL  BONDING 


WIRELESS  NETWORKING  is  playing  a  big  role  in  the  moderniz: 
tion  efforts  at  the  U.S.  Postal  Service  —  which  still  delivers  moi| 
items  in  a  single  day  than  FedEx  delivers  all  year.  The  Service  i 
using  ruggedized  handheld  devices  equipped  with  wireless  nej 
work  cards  and  barcode  scanners.  These  devices  are  being  use 
on  runways  around  the  country  to  track  mail  bags  that  comme 
cial  airlines  carry  for  the  Service. 

According  to  Clayton  Bonnell,  manager  of  international  oper 
tions  systems  and  support,  productivity  gains  have  been  signi' 
cant.  The  old  paper-based  system  was  prone  to  error  ar 
required  the  data  that  the  Service's  ramp  clerks  collected  on  ru 
ways  and  in  airport  facilities  to  be  rekeyed  —  doubling  th 
required  labor.  By  improving  the  quality  of  its  data,  the  new  sy 
tern  enables  the  Service  to  quickly  spot  chronic  bottlenecks  ar 
hold  the  airlines  more  accountable  to  their  contractual  obiig 
tions. 

Bonnell  says  that,  with  an  appropriately  simplified  interfac 
almost  anyone  can  get  comfortable  working  with  mobile  technc 
ogy.  "We  had  plenty  of  computer-phobes  who  really  turned  out 
have  a  lot  of  fun  with  the  new  devices,"  he  says.  "They  ata 
noticed  that  people  take  you  a  lot  more  seriously  when  you  hav 
an  industrialized  computer  in  your  hand." 
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Agilent  Technologies 

Innovating  the  HP  Way 

Agilent  Technologies  is  a  new  company 
composed  of  the  former  Hewlett-Packard 
test  and  measurement,  chemical  analysis, 
semiconductor  components  and  medical 
products  businesses,  www.agilent.com 


U.S.  Mobile  Phone  Users 

(millions)  564 
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46.7 


40.8 


Cellular  PCS 

g|  1999  Total:  77.4 
|  2004  Total:  143.9 

Source:  International  Data  Corp. 


Hybrid 


ware  speeds  —  an  essential  con- 
sideration in  an  industry  where 
getting  more  capacity-for-the-buck 
is  a  key  competitive  factor.  Field 
programmability  also  protects  ser- 
vice providers  from  two  contingen- 
cies that  have  always  threatened 
their  hardware  investments:  design 
bugs  and  technological  obsoles- 
cence. "The  flexibility  of  program- 
mable logic  is  a  powerful  weapon 
against  risk,"  notes  Roelandts. 
"And  that  risk  reduction  is  enor- 
mously appealing  to  equipment 
vendors  and  carriers  facing  an 
uncertain  future." 

The  market  backs  up  Roelandts' 
assertion.  According  to  the 
Semiconductor  Industry 
Association,  growth  of  the  pro- 
grammable devices  market  (33%) 
far  out-paced  that  of  the  semicon- 
ductor industry  as  a  whole  (19%) 
this  year,  and  is  expected  to  do  so 
for  the  foreseeable  future.  Xilinx  is 
benefiting  greatly  from  that 
growth,  realizing  revenues  of  over 
$1  billion  from  programmable  and 
fixed-logic  ICs  in  fiscal  2000  — 
up  54%  from  1 999  —  while  net 
income  rose  nearly  100%  in  the 
same  period. 

Deployment  of  programmable 
logic  may  extend  beyond  network 


U.S.  Mobile  Phone 

Service  Revenue 

$63.35 

billion 

$38.51 

billion 

1999 

2004 

Source:  International  Data  Corp. 

infrastructure  to  end-user  devices. 
"Imagine  a  carrier  being  able  to 
upgrade  their  customers'  PDAs  by 
sending  bitstreams  over  wireless 
connections,"  muses  Roelandts. 
"The  level  of  service  they'd  be 
able  to  offer  would  no  longer  be 
limited  by  whatever  version  of  the 
device  customers  happened  to  have 
in  their  hands.  That  would  repre- 
sent a  sea-change  in  the  dynamics 
of  the  wireless  communications 
market." 


TEST 

PATTERNS 


As  president  and  CEO  of 
Credence  Systems  Corp.,  Dr. 
Graham  Siddall  is  in  a  perfect 
position  to  observe  how  the  wire- 
less communications  industry's 
growing  demand  of  infrastructure 
components  is  effecting  the  semi- 
conductor industry  as  a  whole. 
"Over  the  last  two  years,  we've 
seen  electronics  go  from  being  a 
PC-centric  industry  to  a  communi- 
cations-centric one,"  he  notes. 
"The  Internet  and  wireless  devices 
such  as  cell  phones  are  really  dri- 
ving our  business." 

And  it's  driving  that  business 


hard.  Siddall's  Fremont, 
California-based  company,  wh 
manufactures  automatic  test  ei 
ment  (ATE)  for  the  global  sen- 
conductor  industry,  has  seen  ii 
quarterly  revenue  rise  301%  fi 
$38  million  in  2Q99  to  $153  r 
lion  in  2Q00  —  primarily  on  t 
strength  of  its  solutions  for  thi 
testing  of  mixed  analog/digita 
nal  processors.  These  mixed  s 
devices  are  critical  for  any  typ 
Web-enabled  phone,  since  voil 
an  analog  medium  and  Web-b 
data  is  digital. 

Siddall  points  out  that  whi 
chips  going  into  end-user  dev 
are  becoming  increasingly  coi 
plex,  their  per-unit  cost  is  gen 
ly  going  down.  That  places  nf 
cost  pressures  on  the  testing 
process.  "If  you  have  a  chip  t 
costs  $5,  you  obviously  don't 
to  spend  a  whole  lot  of  monej 
ing  it,"  he  says.  The  way  to  rfl 
the  cost  of  testing  is  to  cut  th< 
it  takes  to  ensure  that  the  chij 
performing  to  specifications 
which  is  Credence's  claim-to-| 
"We  believe  that  we  have  the 
est  cost-to-test  in  the  industr) 
Siddall  boasts. 

Fast,  cost-efficient  testing 
also  become  more  critical  as 
supply  chain  has  become  mo\ 
complex.  Many  chip  designei 
"fabless,"  outsourcing  produc 
to  foundries  in  the  Asia-Paciii 
region.  And  even  many  integ: 
device  manufacturers  (i.e.,  cc 
nies  that  are  capable  of  handl 
the  end-to-end  design,  protot 
and  production  process  interr 
are  adopting  fabless  business 
els  for  new  product  lines. 

These  booming  foundries 
in  turn,  choose  to  outsource  s 
testing  to  specialized  testing 
es.  The  strategy  here  is  to  fui 
lower  the  cost  of  testing  and 
mize  the  level  of  testing  tech 
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g  employed  by  working 
)artner  who  focuses  exclu- 
>n  high-performance  corn- 
testing  and  sorting, 
with  big  manufacturing 
ts  and  consumer  satisfac- 
itake,  all  manufacturers 
test  100%  of  the  chips  they 
\.  That  makes  testing  a  criti- 
:ess  in  the  rapidly  growing 
reasingly  fast-paced  corn- 
supply  chain. 

ct,  according  to  Bear  Stearns 
Robert  Maire,  Credence's 
role  in  semiconductor  test- 
es it  a  great  "pure  play"  on 
lgths  of  the  telecommunica- 
d  data  communications  mar- 
1  related  semiconductors, 
ly  are  they  serving  the 
)art  of  the  market  —  mixed 

-  but  they  also  dominate  in 
sst  geography:  Taiwan," 

;  Maire.  "That  makes  their 
>otential  huge." 
ence  also  supports  the  new 
lent  supply-chain  through 
Fluence  subsidiary,  which 
s  design-for-test  (DFT)  ser- 
IC  designers.  Through 
xvices,  component  vendors 
Id  "testability"  into  their 
s  as  part  of  the  design 

—  further  accelerating 
•market.  "You  don't  want  to 

IC  ready  to  go  into  pro- 
and  then  have  to  wait  six 
before  you're  able  to  prop- 
t  it,"  Siddall  says.  "So  what 
s  enable  our  customers  to 
j  their  testing  capabilities 
chips  in  parallel  with  their 


PING  IT 
TOGETHER 

ncreasingly  complex  sup- 
chain  for  wireless  appli- 
nd  infrastructure  is  putting 


pressure  on  all  areas  of  manufac- 
turing, not  just  testing.  The  very 
integrity  of  component  design 
from  conception  to  installation  has 
become  a  major  industry  issue. 

"In  the  old  days,  designers 
could  just  throw  their  designs  over 
a  wall  to  the  manufacturing  group. 
If  there  was  some  kind  of  problem, 
everybody  could  sit  down  in  the 
cafeteria  together  and  work  things 
out,"  explains  Byron  Anderson, 
senior  vice  president  and  general 
manager  of  HP  spin-off  Agilent's 
electronic  products  and  solutions 
group.  "Now,  the  wall  you're 
throwing  that  design  over  is  6000 
miles  wide,  and  you  may  not  even 
be  working  for  the  same  company 
—  let  alone  sharing  a  cafeteria." 

Anderson  also  notes  that  rapidly 


escalating  market  demand  often 
means  that  manufacturers  must 
ramp  up  production  levels  very 
quickly.  "The  consumer  market  is 
very  fickle,"  he  notes.  "You  have 
to  be  able  to  deliver  in  volume 
right  away  to  take  advantage  of 
what  may  be  a  relatively  short- 
lived window  of  opportunity." 
However,  in  the  fast-paced  wire- 
less world,  problems  often  crop  up 
during  large-scale  manufacturing 
that  weren't  evident  in  the  early 
prototyping  stage. 

The  challenges  of  addressing 
design  and  manufacturing  issues 
under  these  new  logistical  condi- 
tions are  significant.  And  the  con- 
sequences of  any  failure  in  the 
supply  chain  can  be  staggering  in 
terms  of  cost,  time,  and  jeopar- 


A  NEW  OUTSOURCING  MARKET 

CORPORATE  IT  DEPARTMENTS  may  be  high  on  the  idea  of  a  'Net 
without  wires,  but  they  don't  think  much  of  walking  a  high-wire 
without  a  net.  That's  why  many  may  be  turning  to  a  new  breed  of 
wireless  Web  application  hosting  companies  to  provide  their 
employees  with  untethered  access  to  legacy  business  applica- 
tions. 

San  Mateo-based  AvantGo  Inc.,  for  example,  offers  corporate 
customers  the  choice  of  either  having  their  wireless  Web  content 
hosted  on  AvantGo's  systems,  or  licensing  the  company's  wire- 
less middleware  for  use  on  their  own  machines.  "We  do  two 
things,"  explains  Stuart  Read,  AvantGo's  VP  of  marketing.  "We 
take  the  customer's  HTML  content  and  'chew  it  down'  for  WAP, 
and  then  we  convert  it  to  WML  (Wireless  Markup  Language)  — 
which  is  the  language  that  WAP  devices  understand." 

FedEx  has  taken  advantage  of  the  AvantGo  solution  to  give 
customers  the  ability  to  track  their  shipments  from  handheld 
PCs.  "As  the  global  business  environment  becomes  increasingly 
networked  and  fast-paced,  our  busiest  customers  need  greater 
flexibility  and  access  to  information,"  said  FedEx  senior  VP  Laurie 
Tucker.  "This  service  demonstrates  our  commitment  to  offering 
easily  accessible  shipping  information  in  the  most  convenient 
form  possible." 
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mission: 

build  the  world's  most 
popular  online  toy  store. 

critical: 

build  it  on  servers  that  can 
handle  the  holiday  rush. 


for  etoys,  processing  heavy  holiday  traffic  without  interruptions  is 
crucial  to  the  success  of  their  e-venture.  this  mission  requires  servers 
that  can  not  only  withstand  the  rigors  of  november  and  december,  but 
also  run  the  multiple  applications  that  make  their  site  so  shopper- 
friendly,  during  the  1999  holiday  season,  etoys  tallied  the  second 
highest  number  of  visits  of  any  etail  site  without  any  downtime,  etoys 
runs  100%  of  its  e-business  on  intel-based  servers,  companies  around 
the  world  have  considered  their  platform  options  and  have  come  to 
the  same  conclusion,  that  inter  architecture  is  the  ideal  technology 
for  running  an  e-business,  because  in  the  surge  economy,  you  only 
close  once,  (servers  for  the  surge  economy  -»  intel.com/go/ebiz^) 


I'rfef.'feToys  Inc.:  Intel. Capital  is 'an  investor  in  eToys.  Intel  is  a  registered  trademark  ol  Intel  Corporation.  0  2000  Intel  Corporation. 


Wireless 
Infrastructure 
Market 


2000 


Source:  Gartner  Group 
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J  conductors:  ■        ■  $4.2  billion 
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Wireless 
Semiconductor 
Market 
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Source:  Gartner  Group 


SOCIAL  MOBILITY? 


ONE  OF  THE  MORE  interesting  technologies  on  the  wireless 
scene  today  is  known  by  the  name  "Bluetooth."  Bluetooth  is  an 
RF  communications  standard  designed  for  high  throughput  over 
short  distances,  and  is  being  incorporated  into  a  greater  number 
of  phones  and  handheld  devices. 

But,  although  it  may  have  originally  been  designed  for  tasks 
such  as  synchronizing  files  on  users'  PDAs  with  the  ones  on  their 
PCs,  new  possibilities  for  Bluetooth  are  starting  to  emerge.  In  a 
business  setting,  for  example,  attendees  at  a  meeting  could  use 
Bluetooth  to  quickly  share  files  across  a  table  —  eliminating  the 
delay  of  going  back  to  their  PCs  at  a  later  time  and  sending  e- 
mails. 

On  the  consumer  side,  Bluetooth  opens  a  possibility  for  all 
kinds  of  gaming  and  social  interaction.  One  commercial  current- 
ly being  aired  for  a  Bluetooth-enabled  device  shows  an  attractive 
man  and  woman  making  eye  contact  from  two  separate  trains, 
and  momentarily  expressing  angst  about  never  being  able  to  pur- 
sue their  potential  relationship  any  further.  Then  —  voila!  —  they 
realize  they  are  both  PDA  users  and,  with  expressions  of  longing 
and  joy  on  their  faces,  they  aim  their  state-of-the-art  hardware  at 
each  other  and  exchange  phone  numbers  just  before  their  trains 
depart  in  opposite  directions. 

Could  the  mobile  Web  finally  smooth  out  the  course  of  true 
love? 


dized  business  relationships. 
"Wireless  customers  don't  ne 
much  of  a  reason  these  days 
switch  service  providers," 
Anderson  points  out.  "So  yoi 
ter  be  sure  you  give  them  a  g 
experience,  which  means  ha\ 
the  tools  in  place  to  measure 
improve  that  experience." 

But  it's  not  just  tools  that 
the  supply  chain  run.  It's  pec 
Smart  people.  And  that's  a 
resource  that  has  become  par 
larly  constrained  as  the  indus 
has  expanded.  "There  is  a  sei 
shortage  of  talented  individuj 
every  point  along  the  journe; 
says  Anderson. 

Agilent  is  helping  its  clien 
the  electronics  industry  addn 
these  issues  in  several  ways, 
they're  helping  supply-chaim 
ners  roll  out  Web-based  instil 
tation  and  collaboration  toolj 
allow  them  to  leverage  their 
ing  expertise  across  geograp 
and  organizational  boundarit 
Second,  Agilent  has  its  own 
cal  support  resources  in  120 
tries  around  the  world.  This 
staff  can  act  as  the  overseas 
and  ears  of  wireless  original: 
ment  manufacturers  (OEMs) 
may  have  design  or  manufac 
partners  in  Europe,  Asia-Pac 
the  Southern  Hemisphere. 

Agilent  is  also  breaking  rj 
ground  in  testing  and  quality 
ance  by  capturing  real-work 
ditions  and  using  them  to  ex 
test  and  measurement  proce: 
the  lab.  By  bringing  the  phy 
and  virtual  worlds  together. 
Agilent  is  offering  suppliers 
Anderson  terms  faster  "time 
insight."  Bringing  immediac 
these  technical  insights  alio1 
companies  to  further  leveraj 
existing  expertise. 

"There  are  many  decision 
are  made  along  the  entire  va 
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it  have  a  lot  of  impact  on 
;ss  of  these  very  complex, 
evices,"  Anderson  says, 
he  people  who  provide  the 
nd  understand  how  all 
cisions  contribute  to  the 
success  or  failure  of  the 
duct." 

TING  FIRE 
1  FIRE 

teve  Church,  president  of 
;nix,  Arizona-based  Avnet 
ics  Marketing,  it  all  comes 
this:  the  mobile  Web  itself 
ling  one  of  the  most  pow- 
>ls  there  is  for  effectively 
g  the  complex,  high-pres- 
ply  chains  for  mobile  Web 
cture. 

:h  points  to  the  phenome- 
xception-based  manage- 
support  this  contention: 
'ou're  managing  a  supply 
3U  want  to  know  about 
ns:  when  is  something 
be  late,  or  is  a  given  snip- 
ing to  be  short.  With  the 
Veb,  we  can  push  that 
ion  out  to  whoever  needs 
tter  where  they  are  via  cell 
'DA  or  whatever  next-gen- 
vireless  Internet  device 
p  on  the  scene  in  the 

supply  chain  integrator, 
(abilities  are  enormously 
it  as  Avnet  services  equip- 
ndors  such  as  Ericsson  and 
a  with  the  complete  prod- 
:ycle  from  design  and 
2nt  sourcing  through  end- 
;placement  and  migration 
s  —  as  well  as  related  ser- 
:h  as  logistics,  assembly 
trials  planning.  "For  these 
es,  it's  all  about  speed  and 
ciency,"  Church  declares. 
:an  add  a  lot  of  value  by 


WAP  MUSIC 


A  KEY  ENABLING  TECHNOLOGY  for  the  mobile  Web  is  the 
Wireless  Application  Protocol  (WAP).  The  WAP  specification  is 
managed  by  the  WAP  Forum,  a  non-profit  consortium  that  now 
boasts  about  500  members.  Because  it  is  not  an  industry  stan- 
dards body  per  se,  the  Forum  must  work  with  organizations  such 
as  the  World  Wide  Web  Consortium  (W3C),  the  Telecommuni- 
cations Industry  Association  (TIA),  and  the  Internet  Engineering 
Task  Force  (IETF)  to  actually  put  its  final  technical  specifications 
in  place. 

The  main  objective  of  WAP  is  to  ensure  that  m-commerce  ser- 
vices work  as  uniformly  as  possible  across  all  leading  wireless 
communications  technologies  and  on  all  end-user  device  operat- 
ing systems  —  including  Windows  CE  and  PalmOS.  It  also  pro- 
vides for  the  use  of  WML  (Wireless  Markup  Language)  as  an  inter- 
face standard,  since  the  HTML  (Hypertext  Markup  Language) 
used  by  PC  browsers  is  impractical  for  the  small  displays  of  wire- 
less handheld  devices. 


"We  believe  that  virtually 
every  digital  PCS  phone 
shipped  in  the  United  States 
will  be  WAP-enabled  by  2001," 
declares  International  Data 
Corp.  research  analyst  Charul 
Vyas.  "It's  a  very  useful  proto- 
col for  the  kinds  of  m-com- 
merce applications  the  market 
is  looking  for." 


delivering  the  information  our  cus- 
tomers need  to  make  good  busi- 
ness decisions  immediately  — 
whether  they're  at  their  desks  or  in 
a  meeting  or  on  a  plane." 

Avnet's  ability  to  deliver  real- 
time information  on  components, 
products  and  processes  increases  in 
value  as  supply  chains  become 
more  complex.  "You  have  this 
flow  between  contract  manufactur- 
ers, transportation  companies, 
equipment  vendors,  and  their  cus- 
tomers —  and  there's  a  lot  of 
money  riding  on  everything  going 


WAP  Handset 

Shipments 

112.3  million 

1.1  million 

l 

1999 

2004 

Source:  International  Data  Corp. 

smoothly,"  Church  says.  "The 
information  that  we  can  deliver 
over  the  mobile  Web  is  instrumen- 
tal to  protecting  everybody's 
investments." 

In  furtherance  of  this  objective, 
Avnet  has  entered  into  an  agree- 
ment with  IBM  to  develop  next- 
generation  e-business  offerings  to 
its  customers  —  which  will 
include  online  self-service. 

Of  course,  Church  isn't  just 
enthusiastic  about  the  mobile  Web 
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as  a  business  tool.  His  company 
has  profited  enormously  from  the 
boom  in  wireless  infrastructure  and 
end-user  devices.  Avnet's  RF/wire- 
less  business  has  grown  from  $50 
million  in  1995  to  around  $300 
million  five  years  later.  In  addition 
to  growing  in  size,  Avnet's  busi- 
ness lines  have  broadened  in  scope 
-  encompassing  the  full  range  of 
electronics  technologies  for  wire- 
less communications  including 
DSPs,  short-  and  long-haul  power 
devices,  and  FPGAs. 

Avnet  is  also  a  top  supplier  to 
the  wired  network  industry,  which 
Church  says  is  a  competitive 
advantage  for  the  company  as 
wired  and  wireless  infrastructure 
become  increasingly  inter-depen- 
dent. 

But  beyond  his  own  company's 
success  in  supplying  wireless 
infrastructure  companies  with  the 
products  and  support  services  they 
need  —  and  beyond  his  enthusiasm 
about  using  the  mobile  Web  to 
facilitate  those  value-added  ser- 
vices —  Church  remains  keenly 


aware  of  the  larger  overall  impact 
of  anywhere/anytime  communica- 
tions on  the  business  world  at 
large.  "We've  just  begun  to  see  the 
impact  that  the  Web  is  having  on 
commerce  in  terms  of  issues  like 
personalization,  disintermediation, 
and  information-as-value-add,"  he 
observes.  "Once  we  add  the  imme- 
diacy and  ubiquity  of  mobile,  per- 
sonal communications  devices  to 
the  mix,  there  is  no  telling  what 
the  future  is  going  to  hold." 

CAPITAL  IN 
MOTION 


Church  is  certainly  right  about 
the  unpredictability  of  the 
future  of  the  mobile  Web.  As  busi- 
ness and  consumer  users  become 
more  accustomed  to  wireless 
Internet  access,  they're  likely  to 
develop  a  taste  for  services  that  go 
well  beyond  ordering  a  pizza  or 
checking  a  stock  price.  But  — just 
as  in  1990  no  one  would  have  pre- 
dicted that  the  ability  to  order 


books  or  bid  on  old  Beatles  ; 
would  become  top  American 
online  pastimes  —  no  one  re 
understands  exactly  what  pei 
will  be  doing  with  mobile  W 
appliances  in  2010. 

Actually,  it's  also  still  unc 
exactly  what  form  those  app 
will  take.  What  balance  will 
struck  between  miniaturizati 
screen  size?  How  will  such  <j 
relate  functionally  to  users'  s 
ary  equipment  such  as  PCs  a| 
Web-enabled  TVs?  Will  the 
species  of  such  devices  dive 
include  products  specifically^ 
business,  online  music  acces 
gaming,  or  other  application 

Regardless  of  which  direq 
the  market  takes,  however,  q 
thing  is  clear.  There's  a  lot  o| 
infrastructure  to  be  built  —  j 
going  to  take  a  lot  of  engine 
to  build  it.  From  end-user  da 
and  network  infrastructure  to 
protocols  and  applications,  t 
mobile  Web  will  provide  exfl 
fertile  ground  for  the  semicd 
tor  industry  and  its  supportel 
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yply-Chain  Integration  ... 


One  world,  one  market ...  an  economy  that  knows  no  national  boundaries. 
At  Avnet,  the  industry's  leading  supply  chain  integrator,  1 1.000  employ- 
ees help  make  more  than  100,000  customers  more  competitive  in  over  60 
countries  through  three  global  brand  services: 

Core  Value  Services  offers  the  industry's  largest  electronic  components 
inventory  which  translates  into  one-stop  shopping  for  a  complete  bill 
of  materials. 

Avnet  Design  Services  supplies  the  complex  design  tools  and  engineering 
staffs  customers  need  to  design  technologically  capable,  supply-chain 
friendly  products. 

Avnet  Integrated  Material  Services,  the  industry  leader  in  supply-chain 
integration,  provides  logistics/supply-chain  management  services. 

Plus,  all  services  are  backed  by  a  global  IT  infrastructure  with  real-time 
access  to  worldwide  inventory  and  delivery  information.  What's  more, 
we  give  our  customers  easy  online  access  to  our  entire  inventory  for  quick 
and  convenient  product  research  and  purchasing  through  our  Web  sites, 
as  well  as  through  strategic  alliances  with  Internet  companies  from 
Beijing  to  the  Silicon  Valley. 

World-class  products,  design  assistance  and  logistics  support ...  with  ser- 
vices that  span  the  entire  supply  chain,  Avnet  makes  the  world  a  smaller, 
more  manageable  place.  800-332-8638  www.em.avnet.com 
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More  Power  to  You 


What's  another  word  for  wireless? 


The  word  is  Xilinx 


It's  pronounced  zy' links.  And  we  are  the  global  leader  ii 
programmable  logic  technology. 

We  marry  our  memory-rich  programmable  silicon  wit! 
superior  software,  and  over  the  years  we've  been  quietl 
powering  everything  from  telecommunications  to  network? 
from  portable  devices  to  business  machines.  In  fact,  there' 
probably  a  Xilinx  chip  very  close  to  you  right  now. 

And  by  making  our  devices  upgradable  via  the  Interne! 
soon  you  will  never  have  to  worry  about  your  electron) 
equipment  becoming  obsolete. 

So  you  see,  there  truly  is  another  word  for  wireless.  Am 
after  reading  this  ad,  we  think  you  know  what  it  is 


£  XILINX* 

The  Programmable  Logic  Company'"' 

www.xilinx.com 
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 Portfolio  Strategy  By  Kenneth  L.  Fisher 

Gephardt  For  Speaker 


■f  HAT  SHOULD  INVESTORS  PRAY  FOP  ON  NOV. 
j^M  V  7?  Your  ideology  may  inspire  you  to  want  one 
>■■■  party  controlling  both  houses  of  Congress 

■  H  and  the  White  House  as  well.  But  ideology  is 

■  W  not  good  for  portfolios.  As  an  investor  you 
be  better  off  with  a  stalemate. 

Dne  reason  the  1990s  were  so  kind  to  stockholders  was 
since  1994  we've  had  split  government.  For  good  mar- 
I'd  prefer  Gore  as  President  and  a  Republican  Congress, 
5ush  with  a  Democratic 
igress.  Either  beats  one- 
y  government. 
A^hy?  A  key  lesson  from 
ivioral  finance  is  that  peo- 
hate  losses  much  more 
1  they  like  gains.  Normal 
s  feel  the  pain  of  loss 
at  2.5  times  as  keenly  as 
enjoy  a  gain  of  the  same 
So  when  Uncle  Sam  takes 
l  some  to  give  to  others,  confidence  falls  and  financial 
kets  suffer.  U.S.  history  shows  that  attempts  to  redistrib- 
vealth  and  property  rights  are  far  more  likely  to  happen 
te  first  half  of  a  President's  term.  Historically  that's  when 
ket  risk  has  been  highest.  With  a  stalemated  government 
does  less,  those  first  two  years  end  up  more  benign, 
f  you're  Republican  and  want  Bush  to  win,  fine.  Then 
e  for  a  Democratic  Congress,  even  if  that  makes  the  ar- 
tly  liberal  Richard  Gephardt  the  Speaker.  If  you  want 
e  in  charge,  hope  that  the  Republicans  hang  on  to  ma- 
ies  in  the  House  and  Senate. 

n  my  Aug.  7  column  I  predicted  Bush  would  win.  Usu- 
Republicans  win  for  President  unless  there  is  a  strong 
d-party  candidate  or  something  goes  weird.  America 
s  more  conservative  for  President  than  it  polls.  Third- 
y  insurgents  steal  votes  from  the  Republicans  and  switch 
s  to  the  Democrats. 

n  the  six  times  the  Democrats  have  captured  the  White 
ise  since  Roosevelt,  they  exceeded  50%  of  the  popular 
just  twice:  with  Johnson  in  the  1964  Goldwater  debacle 
i  61.1%,  and  with  Jimmy  Carter  (barely)  in  1976  with 
%.  In  the  seven  Republican  victories,  the  GOP  got  more 
i  50%  every  time  except  for  Nixon  in  1968,  and  then  be- 
;e  third-party  candidate  Wallace  took  13%.  With  no 
ng  third-party  candidate  now,  Bush  should  win. 
rhis  year  the  Democrats  should  take  the  House.  The 
isan  breakdown  of  the  open  seats  and  the  nature  of  their 
ricts  are  the  key  factors.  There  are  only  nine  open 


Pray  the  2000 
election  brings 
split  government. 
One-party  control 
hurts  the  market. 


Democrat  seats,  mostly  safe  districts.  But  the  GOP  has  24 
open  seats,  many  in  Democrat-leaning  or  toss-up  districts. 

The  key  races:  California's  15th  district;  Florida's  8th; 
Illinois'  2nd  and  10th;  Missouri's  2nd;  Montana's  at  large; 
New  Jersey's  7th;  Oklahoma's  2nd;  Utah's  2nd;  and  Wash- 
ington's 2nd.  Note,  House  Democrats  don't  even  need  a  real 
majority  because  of  the  two  independents  who  regularly 
vote  with  them.  The  Democrats  are  better  funded  at  the 
House  level  than  they  have  been  in  a  long  time. 

The  Senate?  For  similar 
reasons  the  Democrats  should 
gain  seats,  but  not  enough  for 
control.  The  good  news  is  that 
this  implies  split  government, 
no  matter  who  wins.  I'd  bet 
Bush  wins,  and  the  Democrats 
take  the  House  but  not  the 
Senate. 

That  would  be  just  fine  for 
stock  markets,  both  here  and 
overseas.  For  reasons  that  have  nothing  to  do  with  politics,  I 
continue  to  prefer  foreign  stocks.  Here  are  some: 

Germany's  BASF  (38,  BF,  www.basf.com)  makes  basic 
petrochemicals,  pesticides  and  pharmaceuticals.  Positioned 
to  capitalize  on  accelerating  global  economic  growth  and  re- 
cently listed  on  the  New  York  Stock  Exchange,  BASF  trades 
cheaply  at  70%  of  annual  revenue. 

Also  new  to  the  NYSE  is  UBS  (150,  UBS,  www.ubs.com), 
the  product  of  the  merger  of  Union  Bank  of  Switzerland 
and  Swiss  Bank.  It  is  the  world's  largest  nongovernment 
bank  and  a  leader  in  commercial  and  investment  banking. 
The  planned  purchase  of  PaineWebber  gives  UBS  a  formida- 
ble entrance  into  the  world's  biggest — and  certainly  best — 
wealth  management  market. 

SGL  Carbon  (23,  SGG,  www.sglcarbon.com)  is  the  world's 
largest  manufacturer  of  carbon-  and  graphite-based  prod- 
ucts used  in  steel  furnaces.  Its  dominant  position  in  a  capac- 
ity-constrained niche  market  makes  its  shares  timely  and 
attractive. 

Tokio  Marine  &  Fire  (53,  TKIOY,  www.tokiomarine.co.jp) 
is  Japan's  leading  property/casualty  insurer  and  will  benefit 
from  the  massive  deregulation  in  Japan's  financial  industry. 
It  is  Charles  Schwab's  joint-venture  partner  in  Japan.  At  1.5 
times  annual  revenue  and  15  times  earnings,  the  stock  has 
plenty  of  room  for  gain.  F 


□ 


Kenneth  L.  Fisher  (kenftsher@ft.com)  is  a  Woodside, 
Calif-based  money  manager.  Visit  his  forum  at 
www.forbes.com/columnists/ftsher. 
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Don't  be  alarmed  if  you  discover  a  cat 
stuffed  in  your  mailbox. 


■Hm^^^^^^^j  He's  going  to  show  up  at  every  Forbes  subscriber's  house  in  the  coming  weeks,  and 
wt>*s  ^    from  there  on  out  you'll  never  read  a  magazine  the  same  way  again.  Because 

arting  in  the  September  1 1  Best  of  the  Web  issue,  you  can  use  your  :Cue:C.A.T.™  device,  a  new 
:chnology  developed  by  Digital  Convergence.  :com™  to  swipe  :cues  in  selected  ads  and  articles.  Then 
:>u'll  be  whisked  directly  to  a  specific  Web  page  for  more  information.  No  more  typing  URLs.  No 
lore  wading  through  dozens  of  Web  pages.  It's  the  beginning  of  a  technological  revolution  and  Forbes 
abscribers  are  leading  the  charge.  So  let  your  cat  out  of  the  bag  and  hang  on  for  one  wild  ride. 
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Small  Stocks  By  Marc  Robins 


Fallen  Angels 


F SCOTT  FITZGERALD  WAS  WRONG.  THERE  ARE 
second  acts  in  American  lives.  Yes,  many  a  washed- 
up  company's  value  descends  to  the  small-cap  level 
on  its  way  to  oblivion.  But  for  some  this  diminished 
station  is  prelude  to  a  triumphant  comeback. 
Finding  the  right  fallen  angels  is  a  potentially  lucrative 
exercise.  If  you  bought  Apple  Computer  on  the  cheap  in 
1997,  before  Steve  Jobs  turned  the  place  around,  your  in- 
vestment would  have  grown  sevenfold.  Spotting  promising 
fallen  angels  is  a  more  reward- 
ing endeavor  than  picking  a 
hot  initial  public  offering  that 
may  fizzle  once  the  novelty 
has  worn  off.  With  a  fallen 
angel  you  get  a  known  entity 
that,  if  overhauled  correctly, 
has  real  staying  power. 

Right  now  I  particularly 
like  four  out-of-favor  names 
that  are  on  the  verge  of  re- 
spectable liftoffs: 

Morrison  Knudsen  ( 10,  MK),  the  construction  giant  driv- 
en into  bankruptcy  in  1996  after  the  profligate  reign  of 
William  Agee,  has  been  resuscitated  by  a  canny  65-year-old 
Montana  industrialist.  Dennis  R.  Washington,  who  bought 
38%  of  the  company  just  as  it  was  going  under,  has  enlarged 
its  revenue  base  with  astute  acquisitions:  Westinghouse  Elec- 
tric's  nuclear  and  government  services  division,  then 
Raytheon's  engineering  and  construction  unit. 

Morrison — soon  to  be  renamed  Washington  Group  In- 
ternational, if  shareholders  approve — once  undertook  some 
of  the  world's  biggest  construction  projects.  They  included 
the  Grand  Coulee  Dam,  the  Trans-Alaska  pipeline  and  the 
Kennedy  Space  Center's  vehicle  assembly  building. 

Under  Washington  the  company  has  reported  17  con- 
secutive profitable  quarters,  and  sales  in  2001  are  expected  to 
top  $5  billion,  up  from  $3.8  billion  in  2000.  The  new  com- 
pany boasts  a  $6.6  billion  project  backlog  with  highways  in 
Denver,  Las  Vegas  and  Salt  Lake  City,  a  light  rail  line  in 
northern  New  Jersey  and  a  host  of  power  plants.  It  is  trading 
at  1 1  times  projected  earnings  for  this  year.  Earnings  should 
rise  from  98  cents  per  share  this  year  to  $1.21  in  2001. 

Curtiss-Wright  (40,  CW)  has  an  even  more  storied  past, 
with  roots  reaching  back  to  the  Wright  brothers.  The  com- 
pany made  the  P-40  fighter,  a  World  War  II  workhorse;  the 
C-46  transport,  which  flew  over  the  Himalayas;  and  the  en- 
gines that  powered  Jimmy  Doolittle's  B-25s  for  their  raid  on 
Tokyo  four  months  after  Pearl  Harbor.  Post-Cold  War  cut- 
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The  trick:  Finding 

once-proud 
names,  now  faded, 
that  are  poised  for 
a  nice  comeback. 


backs  and  consolidation  in  the  aerospace  and  defense  ind 
try,  however,  took  their  toll. 

But  intelligent  acquisitions  and  artful  cost-cutting  c 
the  last  decade  have  cushioned  the  setbacks  and  mol 
Curtiss  into  a  more  diversified  and,  in  many  ways,  m 
formidable  competitor.  Now  it  builds  components 
autos,  ships,  oil  rigs,  farm  equipment  and  electrical  pla: 
as  well  as  for  airplanes.  Curtiss  trades  at  1 1  times  the  $2 
per  share  it  should  be  able  to  earn  this  year.  Next  year's 

is  supposed  to  climb  to  $3 
Terex  (16,  TEX)  is  a  cla 
heavy-metal  business  ti 
makes  earthmoving  £ 
lifting  machinery.  Tei 
Koehring,  Lorain,  Hoik 
Lift  and  Marklift  are  just  a 
of  its  brands.  It  has  jettisoi 
the  traditional  busin 
model,  defined  by  heavy  fi 
costs  and  a  large  stake  in  p 
and  equipment.  Now  Terex  assembles  products  from  cc 
ponents  that  suppliers  make. 

Since  1996  it  has  reduced  its  fixed  costs  from  80%  to 
20%  of  total  costs.  Meanwhile,  sales  tripled  to  $1.9  bill 
last  year,  and  a  $54  million  loss  in  1996  turned  into  a  $ 
million  profit  for  1999.  The  company  has  piled  up  $1  bill 
in  debt  from  an  acquisition  foray  into  high-growth  areas 
highway  construction  equipment.  Still,  Terex's  cash  cush 
is  ample  enough  that  it  plans  to  pay  off  $225  million  of  t 
debt  by  year-end. 

Terex  shares,  trading  at  just  over  book  value,  go  fc 
mere  five  times  the  expected  $3.21  in  2000  earnings 
earnings  should  climb  to  $3.60  in  2001. 

Esco  Technologies  (19,  ESE),  formerly  Esco  Electroi 
and  before  that  an  Emerson  Electric  subsidiary,  used  to  \ 
defense  contractor.  The  military  provided  90%  of  its  i 
enues.  After  spinning  off  from  Emerson  in  1990,  Esco  op 
for  a  complete  makeover.  About  70%  of  Esco's  revenues 
year  were  derived  from  engineered  filtration  products — ■ 
posable  water  filters  for  Brita;  transmission  sump  filters 
General  Motors,  Delphi  and  Chrysler;  and  microfiltrat 
products  for  health  care  applications. 

Newly  added  to  the  Russell  2000  index,  Esco  still  gets 
tie  respect  from  Wall  Street.  It  trades  below  book  value  a1 
times  this  year's  earnings  per  share  of  $1.12.  Look  for  EP 
grow  to  $1.29  next  year. 

Marc  Robins  (mrobins@redchip.com)  is  editor-in-chief  of  RedChip.co 
an  investment  advisory  service  on  small-  and  micro-cap  stocks. 
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And  hundreds  of  thousands  of  dollars  in  additional  prizes  from  companies  including  A.T.  Cross, 
Audemars  Piguet,  EuroVacations.com,  Fodors.com,  GolfDigest.com,  and  Visteon.  Look  for  the 
SwipeStakes'"  :cues  in  the  Forbes  :Cue:C.A.T.™  box  that'll  be  shipped  to  your  house  in  the  coming 
weeks.  Plug  it  in,  read  your  Forbes  and  take  a  chance  at  winning  big.  Now  that's  a  good  little  kitty. 
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The  Bond  Vigilantes  Sleep 


TIME  FLIES  WHEN  YOU'RE  MAKING  MONEY: 
19  years  have  sped  by  since  the  start  of  the  great 
bond  bull  market.  So  traumatic  was  the  preced- 
ing bear  market  (it  spanned  the  administrations 
from  Harry  Truman  to  Ronald  Reagan,  1946  to 
1981)  that  fixed-income  investors  took  a  pledge:  Never 
again  would  they  be  the  dupes  of  a  central  bank.  They 
would  henceforth  sell  at  the  first  sign  of  inflation. 

So  market  interest  rates 
would  increase  before  the 
Consumer  Price  Index  could 
spurt.  The  Fed  might  nod  off, 
but  the  bond  market  vigi- 
lantes pledged  they  would 
never  sleep  again. 

Now  look  at  them.  With  a 
generation's  worth  of  capital 
gains  tucked  under  their 
ample  belts,  they  are  snoring 
in  hammocks  or  swatting  golf  balls.  Financial  markets  the 
world  over  are  worse  off  for  their  unannounced  retirement. 

To  be  fair,  the  vigilantes  were  prone,  at  first,  to  an  ex- 
cess of  zeal,  even  though  the  outcome  of  the  battle  against 
inflation  was  no  longer  in  doubt.  It  had  been  won.  The 
peaking  of  the  gold  price,  in  January  1980,  marked  the  be- 
ginning of  the  end  for  the  ferocious  1970s  inflation.  But  the 
vigilantes  refused  to  stand  down  from  red  alert.  By  Sept.  30, 
1981  the  30-year  Treasury  was  quoted  at  a  yield  of  almost 
15%.  As  late  as  the  spring  of  1984  they  were  pushing  the 
long  bond  back  to  14%. 

Naturally  the  struggle  continues.  How  could  it  not?  The 
dollar,  though  the  undisputed  brand  leader  in  the  world 
money  supermarket,  is  a  slip  of  green  paper,  inherently 
worthless.  It  is  exchangeable  into  nothing  except  small 
change  struck  from  base  metal.  Gold  has  not  figured  into 
the  official  equation  of  monetary  value  since  1971. 

Yet  the  vigilantes  have  declared  permanent  victory  over 
inflationary  forces.  They  believe  the  Federal  Reserve  chair- 
man when  he  dotes  on  the  wonders  of  the  technology-en- 
hanced productivity.  They  believe  that  the  Fed  can,  through 
dexterous  manipulation  of  the  federal  funds  rate,  guide  the 
U.S.  economy  from  boom  to  nonboom,  carefully  avoiding 
anything  resembling  bust.  They  accept  that  the  rising  "head- 
line" rate  of  consumer  price  inflation  is  benign  so  long  as 
the  "core"  rate  is  contained.  In  their  collective  opinion,  the 
rapid  paydown  of  the  Treasury's  marketable  debt  will  con- 
tinue indefinitely. 

The  European  and  Japanese  branches  of  the  vigilante 


Bond  investors  now 

leave  inflation- 
fighting  to  the  Fed, 
which  they  never 
used  to  trust. 


movement  are  in  approximately  the  same  trusting  fran 
mind  as  the  American  one. 

Thus  the  ultralow  interest  rates  prevailing  in  Japan 
world's  second-largest  economy,  have  not  panicket 
global  creditor  class.  Indeed,  index-tracking  professic 
have  little  choice  but  to  buy  Japanese  government  se< 
ties  at  the  prevailing  yields  of  less  than  2%.  The  inc 
command  them  to  do  so. 

As  for  Europe,  const 
prices  are  rising,  clc 
threatening  the  Eurof 
Central  Bank's  self-imp 
2%  inflation  ceiling. 
Ernst  Welteke,  presider 
the  historically  inflat 
averse  Bundesbank,  is  ma 
the  sounds  of  a  mone 
dove.  For  cultural  perspec 
imagine  Vince  McMahon 
pious  chief  of  the  World  Wrestling  Federation,  singing 
in  church. 

The  35-year  bond  bear  market  made  creditors  cyr 
The  succeeding  bull  market  has  made  them  credulou 
the  early  1980s  when  real  interest  rates  were  high,  the 
den  of  proof  fell  to  those  who  would  buy  a  bond,  evei 
a  day  or  a  week.  Today,  at  much  lower  real  rates,  it'« 
bears  (i.e.,  those  who  doubt  that  a  monetary  system  ca 
based  on  a  committee  of  fallible  human  beings  fixing 
federal  funds  rate)  who  have  to  explain  themselves. 

In  the  heyday  of  vigilantism  a  hopeful  theory 
posited:  Inflation  could  never  return,  because  bondhoi 
wouldn't  let  this  happen.  It  was  an  excellent  theory, 
the  theorists  expounded  it,  price  inflation  has  been  ge 
ally  well-behaved. 

But  time  marches  on.  The  original  vigilantes  are 
proaching  the  end  of  their  money-management  car 
The  newcomers,  accustomed  to  prosperity  and  low  i: 
tion,  equate  vigilantism  with  paranoia. 

The  shift  in  outlook  and  attitudes  does  not  mean  t 
resurgence  of  inflation  is  imminent.  What  the  shift 
mean  is  that  a  resurgence  of  inflation  is  more  likely 
before.  It  is  no  longer  inconceivable  that  the  world': 
phisticated  fixed-income  investors  will  unwittingly  ree 
the  errors  of  their  parents. 

In  2000,  what  stands  between  a  creditor's  money 
the  thief  of  inflation?  Less  than  you  might  think. 

James  Grant  is  the  editor  of  Grant's  Interest  Rate  Observer. 
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Inter  Show  presents 


ontevideo  •  Puerto  Madryn 


Alberto 
Vilar 


iplete  speakers  &  topics  list,  cr 
nerary,  and  to  reserve  your  cabii 

call  800/530-0770 

It  US  call  941/955-0323.  9:00  am  -  5:30  pm 

sit  our  website:  www.intershow. 
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Buenos  Aires  -  Valparaiso 
Crystal  Harmony 


Join  Steve  Forbes 
a nd  Has  Family  foi 
an  Investment 
Seminar  at  Sea 


1r 

Steve  Forbes 


I'd  like  to  e<x.teKd  my personal 
Invitation  to  join  me  Mid  my 
team,  as  we  cruise  tke  South  Ameruum  coast — 
Jamuury  29  -  February  10,  2001.  Don't 
this  stimulating  and  informative  Forbes 
Investment  Cruise! 


miss 


HI 


-Spend  12 


breathtaking  days  surrounded  by  tropical 
colors,  majestic  fjords,  and  glacier  peaks. 

\M*d  lilL      -Enjoy  a  rare 

opportunity  to  gather  with  renowned  industry 
leaders  and  today's  most  sought-after 
investment  advisors. 

-Whether  you  are  looking  for  a 
sanctuary,  a  haven  of  tranquility,  a  center  of 
activity,  or  a  heavenly  nest,  you'll  find  it 
aboard  the  world's  finest  luxury  cruise  line. 

-Gain  specific  advice  to 
maximize  your  investment  portfolio. 

-View  the  steep  cliffs  and 
windswept  waters  of  Cape  Horn  while  relaxing 
and  networking  with  top  money  experts. 

AftmTr 


I  F  E 


EDITED  BY  JOSHUA  LEVINE 


Atlas  Unbound 


b  o  o  k  s  |  A  curious  crime  spree  sheds  light  on  the  fascinating  world 
of  maps  and  the  characters  who  traffic  in  them. 

BY  SUSAN  ADAMS 

WELCOME  TO  THE  ISLAND  OF  LOST  MAPS. 
No,  it's  not  some  fanciful  landmass  in  a 
Harry  Potter  book,  it's  actually  the  nick- 
name for  a  vast  conference  table  at  the 
FBI  in  Richmond,  Va.  The 
table  is  cluttered  with  stolen  maps — of  some  his- 
toric interest,  if  not  considerable  value — whose 
rightful  owners  have  yet  to  be  identified.  That's  the 
thankless  job  of  Special  Agent  Gray  Hill,  who  un- 
fortunately fails  to  reunite  many  a  map  with  its 
proper  home,  even  after  months  of  investigation. 

Think  of  "art  theft"  and  you're  apt  to  imagine 
black-clad  ninja  types  outwitting  sophisticated 
alarm  systems  and  spiriting  off  the  priceless  Rem- 
brandt. But  in  the  world  of  big-  and  small-money  map  theft,  it's 
more  like  taking  candy  from  a  baby — or  in  this  case,  a  library: 
Simply  walk  in,  slice  'em  out  of  a  book  and  walk  out. 

Security  is  lax,  at  best,  and  most  libraries  are  sitting  ducks. 


Maps  to  the  stars'  homes:  I7th-centu 
astronomical  charts  by  Andreas 
Cellarius  fetch  around  $10,000. 

The  pickings  can  be  quite  rich  i 
deed.  Maps  by  great  Age  of  Discc 
ery  cartographers  like  Gerard  Merc 
tor  that  sold  for  only  $100  thij 
decades  ago  now  fetch  as  much 
$15,000.  Whole  adases  are  worth 
fortune — like  the  1482  edition 
Ptolemy's  Geographia  that  went  f 
$42,500  in  1984,  then  was  resold  for  $1.2  million  in  1998. 

That's  the  fascinating  world  illuminated  by  The  Island 
Lost  Maps  (Random  House,  $25).  Author  Miles  Harvey's  sta 
focuses  on  one  Gilbert  Bland,  a  Vietnam  veteran  and  pel 
crook  turned  Florida  strip-mall  antiques  dealer, 
less  than  two  years  Bland  stole  some  $500,0' 
worth  of  prized  maps  from  libraries  across  the  co 
tinent  simply  by  walking  in  and  asking  for  thei 
He  would  slash  out  his  quarry  with  a  razor  blac 
tuck  it  inside  his  shirt  and  slip  out  the  door.  He  sc 
his  plunder  to  map  dealers  who  asked  few  que 
tions  in  a  market  hungry  for  rare  specimens  of  hi) 
quality. 

In  late  1995  Bland  was  stopped  and  released 
a  security  man  at  the  George  Peabody  Library  in  Baltimore  ji 
after  he'd  ditched  his  contraband  and  an  incriminating  nol 
book  in  the  bushes.  After  library  officials  found  the  noteboc 
in  which  Bland  had  stuck  four  200-year-old  maps,  the  F 
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Charles  V  is  having  a 
500th-birthday  bash. 


rted  pursuing  the  map  thief  in  earnest.  Bland  finally  gave 
nself  up  in  early  1996.  After  a  plea  bargain  he  served  a  17- 
mth  sentence.  That  FBI  table  of  lost  maps?  All  Bland's  work. 
As  the  centerpiece  of  the  book,  Bland  unfortunately  lives 
to  his  name — he  refused  to  cooperate  with  Harvey  after 
release  from  jail  in  1997.  But  like  a  good  map,  the  book's 
riad  rewards  lie  in  its  details. 

His  passion  comes  through  in  the  book's  rich  historical 
:kground.  Map  stealing  is  an  age-old  crime,  and  the  stakes 
re  often  a  lot  higher  than  mere  personal  gain.  In  the  late 
h  century  Dutchmen  Cornelius  and  Frederik  Houtman 
:d  to  swipe  the  key  to  Portugal's  trade  monopoly  in  the 
;t  Indies — detailed  maps  of  that  part  of  the  globe — and 
ded  in  jail  for  a  brief  time.  The  Houtmans  went  on  to  lead 
eral  expeditions  to  the  region,  which  the  Dutch  managed 
;hart  themselves,  eventually  ousting  the  Portuguese  to  be- 
ne the  dominant  economic  and  colonial  power  in  the 
ithwestern  Pacific. 

Christopher  Columbus  might  never  have  sailed  to  Amer- 
in  1492  had  his  cartographer  brother  Bartholomeo  not 
>ied  some  Portuguese  maps  from  a  secret  archive.  The  Al- 
l  D-Day  invasion,  Harvey  reveals,  hinged  on  a  stolen  map 
he  Germans'  secret  network  of  underwater  defenses. 
Despite  the  general  squishiness  of  its  central  character, 
book  abounds  with  colorful  personalities  in  supporting 
ss,  such  as  W.  Graham  Arader  III,  the  bombastic  map 
Jer  who  pretty  much  created  today's  hot  market  in  an- 
tique-map collecting.  A  son  of 
a  banker  who  had  his  own 
amateur  map  collection, 
Arader  used  his  charisma  and 
knowledge  to  double  and 
triple  prices  on  maps  he'd 
bought  for  next  to  nothing. 

Arader  is  a  controversial 
character,  in  part  because 
early  in  his  career  he  commit- 
ted what  bibliophiles  consider 
a  high  crime:  He  broke  apart 
atlases  and  sold  off  individual 
plates.  Arader  wasn't  alone  in 
this  practice,  but  he  took 
more  flak  because  he  made  so 
much  money.  Now  Arader 
grosses  some  $13  million 
yearly  on  maps,  antique 
prints  and  rare  books  that  he 
sells  through  galleries  in 
Houston,  San  Francisco, 
Philadelphia  and  New  York,  a 
Web  site  (aradergalleries.com) 
and  a  mailing  list  of  3,000  col- 
lectors. Malcolm  S.  Forbes 
was  a  regular  client.  F 


le  would  slash 
it  his  quarry 
ith  a  razor,  tuck 
in  his  shirt  and 
ip  out  the  door." 


>ert  Bland 


The  Man  Who 
Had  It  All 


A  R  T  I  Charles  V  lorded  over  an  empire  greater 
than  Caesar's.  He  ended  up  giving  it  ail  away. 

BY  ROBERT  LEVINE 

AT  19  CHARLES  OF  HABSBURG  (1500-58)  INHERITED 
the  world — or  the  part  of  it  claimed  by  Europeans. 
From  King  Ferdinand  and  Queen  Isabella  of  Spain 
(his  maternal  grandparents),  Charles  already  had  been  given 
Spain  and  its  territories  in  both  the  New  World  and  Africa — 
plus  Sicily,  Sardinia  and  Naples  thrown  in  for  good  mea- 
sure. In  1519  he  inherited  the  Holy  Roman  Empire  from  his 
father's  side  of  the  family,  immediately  becoming  Emperor 
Charles  V.  Now  his  domain  included  Germany  and  Austria, 
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the  Low  Countries  (Belgium  and  the 
Netherlands)  and  a  scattering  of  lands 
near  the  Rhine.  As  Mexican  writer  Carlos 
Fuentes  puts  it:  "He  ruled  the  first  and 
the  greatest  of  all  modern  empires.  No 
one  before  him,  not  even  the  Caesars,  had 
controlled  so  much  territory." 

Europe  is  going  all  out  right  now  to 
celebrate  its  old  boss'  500th  birthday, 
with  Charles -the- Fifth  fests  flourishing 
across  the  Continent.  Spain  and  Bel- 
gium are  mounting  exhibitions  of  his 
armaments  and  silver,  his  jewelry  and 
letters.  Since  Charles  presided  over 
Spain's  Golden  Age,  he  inspired  and 
commissioned  a  wealth  of  art.  Titian, 
for  example,  did  at  least  four  portraits 
of  him,  two  of  which,  carefully  restored, 
can  now  be  seen  at  Madrid's  Prado 
Museum. 

Among  the  most  spectacular  of  all 
Charles-inspired  artworks,  though,  are 
nine  allegorical  tapestries  called  "Los 
Honores,"  commissioned  soon  after  he 
became  emperor.  The  set  followed  him 
wherever  he  traveled  in  his  vast  realm, 
gracing  his  temporary  residences. 

Woven  in  rich  hues  of  blue,  red  and 


Have  tapestry,  will  travel.  Charles  never  left  home  without  these  woven  allegories. 


Charles  V  Rules? 

From  now  through  the  end  of  the  year  the  artistic  tastes 
and  cultural  influence  of  the  former  ruler  of  the  Western 
world  will  be  on  display  in  the  following  shows: 


"The  Art  of  Silverware  and  Jewels  in  the  Spain  of 
Charles  V":  In  La  Coruna  from  now  through  Sept.  17. 

"Portraits  of  the  Royal  Family":  In  Caceres  from  Oct.  26 
through  Jan.  8. 


"Catalunya  and  the  Spanish  Empire" 
Nov.  28  through  Feb.  18. 


"Carolus":  In  Toledo  from  Oct.  5  through  Jan.  12. 

"The  Tapestries  of  Charles  V":  In  the  Culturel  Centrum 
in  Mechelen,  Belgium  through  Oct.  8. 

For  more  information  about  Belgium,  contact  the 
Belgian  Tourist  Office  at  212-758-8130. 

For  more  information  about  Spain,  contact  the 
Tourist  Office  of  Spain  at  212-265-8822,  and  for  infor- 
mation about  lodging  in  Spain,  call  Marketing  Ahead  at 
212-686-9213. 


gold,  the  nine  works  (each  measuring 
15  feet  by  30  feet)  contain  more  than 
330  figures  from  books  familiar  in  the 
late  Middle  Ages.  Each  virtue  gets  its 
own  tableau.  Fortune  is  seen  riding 
blindfolded  through  the  heavens,  toss- 
ing roses  to  her  left  and  stones  to  her 
right;  Prudentia,  the  em- 
bodiment of  wisdom, 
confers  with  Faith  and 
Reason;  Fides,  or  faith, 
sits  on  the  highest 
throne. 

All  nine,  restored  to 
their  original  brilliance, 
are  on  display  until  Oct. 
8  in  Mechelen,  a  small, 
lovely  town  less  than  half 
an  hour  by  train  from 
Brussels,  where  Charles 
was  raised.  After  that  the 
tapestries  go  back  to 
Spain,  where  they  can  be 
seen  at  the  Versailles-like 
Royal  Palace  of  La  Gran- 
ja,  an  hour  from  Madrid. 

A  visit  there  might 
also  be  the  right  time  to 
go  to  Toledo,  where  the 
traveling  exhibit  "Caro- 
lus" will  be  on  display  in 
the  Museo  de  Santa 
Cruz — itself  a  16th-cen- 


In  Barcelona  from 


tury  work  of  art — until  January  2( 
The  exhibit  contains  more  than 
works  of  art  from  Charles'  reign  on  I 
from  the  Louvre,  New  York's  Metro] 
itan  Museum,  Madrid's  Prado  and  01 
museums. 

So  what  became  of  the  man  v 
had  everything?  He  got  rid  of  it  all 
1556,  exhausted  by  the  burdens  of 
inheritance,  sick  of  traveling  and  fee 
with  running  his  empire,  Charles  al 
cated,  retiring  to  the  peace 
monastery  of  Yuste  (another  lovely 
trip  from  Madrid).  Here  he  lived 
his  life  as  just  plain  Chuck — a  little  fi 
ing,  a  little  praying  and  an  ongo 
bout  with  that  disease  of  wretched 
cess,  gout.  He  also  attended  to  his 
tate-planning.  Spain,  the  Low  Col 
tries  and  other  Spanish  territories  w 
to  his  son,  Philip  II,  while  Austria,  vi 
ous  German  territories  and  the  H1 
Roman  Empire  went  to  his  brotl 
Ferdinand  I. 

If  you  want  a  taste  of  the  gra 
pageantry  that  defined  life  for  emper 
way  back  then,  check  out  the  ann 
Charlie  V  do  in  Brussels'  Grand  Pk 
Descendants  of  medieval  nobil 
dressed  in  period  costume  (surrounc 
by  falcons  and  court  jesters)  reen 
Charles'  triumphant  1549  entrance  ii 
the  city.  Next  show:  July,  2001. 
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NEXT  MEETING 


T 


ou  get  a  different  perspective  from  up  here, 
high  in  the  Southern  Rockies  of  Colorado 


„,       You're  in  the  midst  of  250  magnificent  A 
iles  known  as  Forbes  Trinchera  -  the  perfect 
:rom  the  stresses  of  the  corporate  world. 


feel  invigorated,  revitalized  and  re-generated.  You  will  accom- 
plish much  more  at  your  meetings. 


Your  accommodations,  which  include  an  experienced 


lal  staff  of  fifty,  fit  perfectly  into  the  natural  set- 


is  property. 


Here,  you're  surrounded  by  majestic  beauty, 
iks  scrape  the  blue  Colorado  sky  -  the  highest 
14,345  feet,  the  air  is  so  clear,  fresh  and  clean  that  you 


And  after  work,  there's  play.  More  than  forty 
miles  of  trout  filled  streams.   Miles  of  trails  to  hike 
on  and  discover.  Skeet  shooting.  Horseback  riding.  And 
you're  not  that  far  from  a  challenging  golf  course.  Let  our  alti- 
tude give  your  next  meeting  a  fresher  attitude.  If  you'd 
like  a  closer  look,  call  01-719-379-3263,  or  email  us 


at  tryland@forbes.com 


m 


FORBES  TRINCHERA  RANCH:  A  Forbes  Executive  Retreat 


J 


a  v  E  L  The  hidden  corner  of  hotel  u 


ADMIT  IT.  YOU  POCKET  THE  COMPLIMENTARY  GOOD- 
ies  in  the  hotel  bathroom  and  even  snag  some  of  the 
plush  towels.  You  think  it's  pretty  cool  if  there's  a  phone 
by  the  throne,  and  the  Jacuzzi  for  two  seems  positively  wicked. 

That  ain't  nothin'.  The  hotel  bathroom  is  where  they  dump 
all  the  decadence  you  don't  generally  find  at  home,  and  deca- 
dence has  been  steadily  marching  on. 

In  the  suites  of  San  Francisco's  Huntington  Hotel,  located 
in  the  tony  Nob  Hill  area,  a  green-tea-and-ginseng  aromather- 
apy mist  is  sprayed  into  the  loo,  ostensibly  to  "promote 


longevity."  (And  you  thought  the  scented  candles  were  a  ni 
touch.)  The  Cotton  House  on  the  Caribbean  island  of  Ml 
tique  even  boasts  outdoor  bathrooms  with  the  shower,  tol 
and  bathtub  hidden  behind  palm-frond  partitions. 

It's  a  bit  much  to  choose  your  hotel  purely  by  the  opulen 
of  the  bathroom,  but  it  is  a  factor,  right?  Before  booking  yo 
next  trip,  keep  in  mind  our  list  of  the  world's  finest  hotel  bat 
rooms.  You  may  not  spend  much  vacation  time  in  one,  b 
nothing  beats  sending  postcards  from  the  Jacuzzi. 

— Lea  Goldman  and  Emily  Man 


THE  PENINSULA,  HONG  KONG 

The  Peninsula  Suite,  $5,065  per  night 
852-2920-2888 

This  bathroom,  replete  with  fresh  flowers  and 
light  golden  onyx  floors,  comes  equipped 
with  a  panic  button.  During  an  emergency 
the  operator  can  patch  into  the  bathroom  via 
intercom  while  dispatching  an  attendant. 
View  from  the  throne:  Victoria  Harbour 
and  cityscape  of  Kowloon. 
Nice  touches:  Bvlgari  supplies  the  high-end 
toiletries.  Hands-free  phone  system  elimi- 
nates that  age-old  fear  of  dropping  the 
Nokia  in  the  tub.  No  day  is  a  bad  hair  day, 
thanks  to  two  hair  dryers  (one  salon  style). 
Absurd  amenity:  Three  TV  sets  might  be 
two  remote  controls  too  many. 

THE  REGENT,  CHIANG  MAI 

(Northern  Thailand) 
Three-  Bedroom  Pent- 
house (two  stories), 
$2,000  per  night 
6653-298-181 
The  bathroom  features 
teak  logs  in  a  style  used 
by  Thai  royalty  since  the 
13th  century.  The  indoor  waterfall  is ...  helpf  . 1 
View  from  the  throne:  Water  buffalo  grai  - 
ii  gin  !oca!  rice  paddies. 


Nice  touches:  The  "Mae-Baan,"  or  live-in 
housekeeper,  will  fetch  towels  after  you 
cool  off  in  the  handmade  ceramic-tiled  tub. 
Absurd  amenity:  The  statue  of  Buddha 
feels  a  little  sacrilegious. 

GOLDENEYE,  JAMAICA 

Entire  House  (II  bed- 
rooms), $5,000  a  night 
l-800-OUTPOST 
Former  estate  of  007 
novelist  Ian  Fleming.  The 
grounds  of  this  15-acre 
retreat  are  dotted  with 
trees  planted  by  former 
guests  like  Jim  Carrey  and  Martha  Stewart. 
View  from  the  throne:  Tropical  foliage  and 
bamboo  fence  enclose  outdoor  bath  area. 
Nice  touches:  Antique  Victorian  cast-iron 
claw-foot  tub. 

Absurd  amenity:  Careful  or  you  may  trip 
over  the  rock  garden  into  the  fish-filled  lily 
pond  adjacent  to  the  shower. 

THE  COTTON  HOUSE,  MUSTIQUE 

(West  Indies) 

Coutinot  House,  $1,000  per  night 
784-456-4777 

The  bathroom  of  this  far-flung  outpost  is  al- 
most worth  the  schlep.  Mustique's  only  full- 


service  hotel  boasts  i 
door  toilets  leading 
fabulous  outdoor  shoi 
ers  and  tubs. 
View  from  the  thron 
Caribbean  Sea  ai 
neighboring  hillsides. 
Nice  touches:  Enjoy 
complimentary  bottle  of  local  rum  while  tl 
staff  unpacks  and  presses  your  clothes. 
Absurd  amenity:  A  "pillow  menu"  offers  se 
eral  ecologically  wacky  headrests— natui 
buckwheat  anyone? 

GRAND  BAY  HOTEL,  MANZANILLO, 
MEXICO 

The  Presidential  Suite,  $2,500  per  nighl 
52-335-55050 
This  bathroom  is  covered  in  flowen 
Travertine  marble.  Shower,  steam  room  an 
bidet  are  all  separate.  Schedule  a  liqu 
lunch  in  the  Jacuzzi,  located  on  the  terrac 
View  from  the  throne:  The  Pacific  Ocea 
and  the  lush  coastal  hillsides. 
Nice  touches:  Chanel  provides  the  lotioi 
and  potions.  Play  some  relaxing  tunt 
while  taking  a  dip  in  the  hydromassage  tu 
You  can  even  add  a  few  fresh  flower  petal 
Absurd  amenity:  Can't  reach  the  soap 
Summon  the  on-call  maid  and  butler. 
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Supplements  • 

'ESTOSTERONE 

Safe  steroid  replacement 
th  absolutely  no  side  effects! 

o  prescription  needed.  Anything 
stronger  would  be  illegal! 


Triple  xxx  could  make  other  anabolic  T 
supplements  obsolete!  ~S 

IS  TRIPLE  XXX  M] 
nabolic  Compound 

reases  Testosterone  levels  to 
'%!  Testosterone  Is  the  most  pow- 
jl  anabolic  muscle  producing  hor- 
ne  found  in  the  body.  Triple  XXX 
itains  the  newest  anabolic  on  the 
rket,  5mg  Dihydroxyflovone,  5mg 
on,  500mg  Tribulus  Terrestris  and 
ng  Androstenedione.  IT  HELPED 
F  GREAT  HOMERUN  RECORD! 
'00%  GUARANTEED  RESULTS! 


Ine  Bottle,  90  Tablets  $29  95  ♦  $3.00  S&H 
wo  Bottles 

Special  get  3rd  FREE)  $59 .90  *  S3  00  S&H 

REE  Underground  Newsletter  with  order 


iress 


ite.  Zip  , 
one  ( _ 


.) 


md  Check  or  Money  order  to: 

H.D. PHARMACEUTICALS 

301  South  Elm  Street,  #304, 
Greensboro,  NC  27401 

100-914-6559 


For  information  and  rates 
on  advertising  in  the  next 
Forbes  Classified  Section 

contact:  Media  Options 
-800-442-6441  for  ad  rates 

&  ad  information  only) 

Fax:  1-973-694-8371 
E-mail:  mediopt@aol.com 


Air  Travel 


BUSINESS/FIRST  CLASS 
AIRFARES  -50%  OFF 


Fly  in  business  or  first  class  at  a  fraction 
of  the  cost  paid  by  your  fellow 

passengers. 
1-800-440-1581  Travel/-', 
No  restrictions  Major  carriers  mileage 
www  TRAVEK  NET 


REDUCE  YOUR  BUSINESS  TRAVEL  COSTS 


Audio  Books 


Business  &  Finance 

AUDIO  BOOKS 


World  Famous  Business  Book 
Publisher  has  a  new  line  of  exc  eptional 

audio  books  on  CD  or  Cassette: 
JOHN  BOGLE  •  GEORGE  SOROS  •  BAMBI  ROUEI 
and  more 

Wiley  Audio 

CALL  1-8OO-748-5804 
l  For  a  free  catalog  or  to  order  online: 
^^A^w.pentonoverseas.comV 


Imaging  Supplies 


Save  50%-75%  Factory  Direct 

200%  Lowest  Price  Guarantee  on  Imaging  Supplies 

Toner,  Drums  J  Ribbons  for  Laser,  Ink  Jel.  Dot  Matrix  Primers. 
Copier  Machines.  &  Fax  Machines  •  All  Brands,  all  Models 

1-888-570-6299  /  www.RibbonToner.com 


Charge  your  ad.. 


VISA 


/ 


Think  Of  ft  As  A 
Treadmill  For 
Swimmers! 

Swim  or  exercise  against  a  smooth 
current  adjustable  to  any  speed  in 
a  unique  pool  measuring  only  8'x15'. 
Enjoy  the  fun  and  convenience  of  the 
world's  best  exercise  at  home  year 
'round.  Ideal  for  swimming,  water 
aerobics  and  rehabilitation. 
Compact  size  makes  the  dream  of 
pool  ownership  practical  in  small 
spaces.  The  Endless  Pool'"  is  simple 
to  maintain,  economical  to  run,  and 
easy  to  install  inside  or  outdoors. 
New  system  reduces  chlorine  use 
by  90%.  Endless  Pools™  are  sold 
factory  direct  worldwide. 

Free  Video1. 

Call  800-233-0741,  Ext.  1219 

Visit  our  web  site  at 
www.endiesspoois.com 
or  write  End/ess  Pools,  Inc. 
ZOO  £  Dutton  Mill  Rd,  Dept.  1219 
Aston,  PA  19014 


ENDLESS  POOLS' 


Forbes  Subscriber  Service...  To  order,  change  address 
or  other  customer  service,  call  1-800-888-9896. 
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Advertisement 


Financial  Services 


Business  Opportunities 


Receive  Value  Line 
for  only  $55 


«/  An  introductory  subscription  to  The  V*lue  Line  Investment  Survey  brings  you 

J  ihe  2000-page  Investors  Reference  Library  —  Value  Line's  most  recent  Ratings  and 
'    Reports  on  1700  stocks  and  the  practical  guide  How  to  Invest  In  Common  Stocks. 

You  will  also  receive  analyses  of  about  130  stocks  each  week  for  10  weeks  for  $55. 
Available  only  once  everv  three  years  to  any  household  SPECIAL  BONUS:  Wall  Street 
Words,  Revised  Edition:  An  Essential  A  to  Z  Guide  for  Today's  Investor  (retail 
price.  812.00).  In  addition  to  dear  definitions  of  4,000  terms,  this  convenient  guide 
contains.  60  case  histories  Illustrating  the  real-world  application  of  key  concepts,  as  well 
as  samples  of  technical  charts.  You  also  get  explanations  and  Ideas  from  Industry 
professionals  on  50  special  topics.  Including  tax  law.  financial  management  and 
accounting.  Available  while  supplies  last.  Free  with  your  subscription.  Your 
subscription  may  be  tax-deductible;  consult  your  tax  advisor.  Send  check  or  money 
order  along  with  name,  address  and  zip  code  together  with  this  ad  or: 

CALL  TOLL-FREE  1  -800-535-9651 

(    BONUS  CODE  516NFWE04   American  Express,  MasterCard.  Visa  ot  Discover 
24  hours  a  nay.  7  days  a  week.  II  you  are  not  completely  satisfied  relurn  all  materials 

in  good  condition  within  30  days  from  the  start  ol  your  trial  subscription  lor  a  lull 
^  refund  ol  your  lee.  Allow  4  weeks  lor  delivery  Foreign  rates  upon  request 
/--%  Order  Online  at  www.valueIlne.com/ads/fSenf 

V  The  Value  Line  Investment  Survey* 

PO  Box  3988.New  York  NY 
_  10008-3988 


Take  Your 
Company  Public 

Call:  1-800-827-8388 
or 

http://gopublic.cmacs.com 


DEPOSIT  PENALTIES 

90%  are  Too  High! 
Save  an  average  of  40%  at 

TaxPenaltyconr 

*  (800)426-4741 


Business  Opportunities 


OFFSHORE 


for" 


\itt\e  1 


♦Companies 
♦Banking 

♦Privt^     Q»Pital  Asse5 

*  Management 

(800)  710-0002     Frt«  Brochure 

Visa/MC/Amex    www  as  s«<p  rot  fctlon.com 


Buy  Foreclosed  Property. 

Use  OUR  Money.  Split  Big  Profits. 
Complete  Training.  Call  for  Free 
Information  Package. 
800-995-0049  Ext.  7675 


INCORPORATE  IN  DELAWARE 


SpedofesTs  in  setting  up  Dskr-w  Corporate 

Boot  t  Shrif  Corjcraftora.  Col  or  write  fw  out  flff  KIP 

VkU  -    -    ,J   t 

Wt  pvwm  \9w7WwwTmm 

35IISSwideRd,#)OHB»W»wi^  USA19810 
30W77?8OO  •  80M2KMP  •  FAX  302-477-981 1 
hwt  tB^®aWr»Q.com  •  tetorstt  tmp://(Mreg.coin 


MAKE  MONEY  AS  A 
BUSINESS  FINANCE 
CONSULTANT 


Arrange  Business  Loans  and  Equipment 
Leases  from  $1,000  to  $10  million.  No  co- 
brokering  Work  directly  with  National 
Lenders  Unlimited  earnings  potential  and 
residual  income. 
FREE  43  minute 
video  seminar  and 
information  packet 

CALL  1-800-336-3933 

^  Thp  Loan  Consultants.  Inc.  ^ 


0  SI 


OVER  TWO  BILLION 


WORTH  OF  BUSINESSES  FOR  SALE  BY  OWNERS 
MAJOR  MANUFACTURING  TO  SMALL  RETAIL  SHOPS 
CONVENIENCE  STORES  •  RESTAURANTS  •  MOTELS 
Save  Thousands  ol  Dollars  •  No  Brokerage  Fees 
VCALL  US  TOLL  FREE  1-800-999-SALE 
www.gwbs.com 
NATIONWIDE  •  10  Buy  or  Sell 
MANY  OFFER  OWNER  FINANCING 
GREAT  WESTERN  BUSINESS  SERVICES,  INC. 


For  information  and  rates 
on  advertising  in  the  next 
Forbes  Classified  Section 
contact:  Media  Options 
(1-800-442-6441  for  ad  rates 
&  ad  information  only) 
Fax:  1-973-694-8371 
E-mail:  mediopt@aol.com 


e-incorporate. 


*  Registered  agent  services 

*  U.S.  bank  accounts  opened 

*  Nominee  director  services 
Delaware  Incorporation  Handbook 

Delaware  Business  Incorporators,  Inc. 

800.423.2993 


Legally  &.  Ethically 


Own  YOUR  Own 
OFFSHORE  BANK 

FREE  Report 

800-733-2191 


OPPORTUNITY  KNOCKS 

Once  in  a  while  an  opportunity  comes 
along  thai  will  never  repeat  itself.  Get 
in  on  the  ground  floor.  Extremely  high 
income.  Training,  leads,  secured  ac- 
counts  to  call  on.  Opportunity  of  a  Life- 
time. Let's  talk.  (Inv.  Req.) 

Areas  Going  Fast. 

1-800-675-6144 


MAKE  BIG  $  $  $ 

KM/W//V0  CXACXS  IN  WIMtfSHItLVS 


1-S00-S26-&523 

Usa/C\n\im 


www.glassmechanix.eom  | 


Prestigious,  exciting  2nd  Career  for 
Successful  Corporate  CEO's.  Executives. 
Top  Professional  Salespeople,  Athletes, 
Coaches,  Psychologists,  Writers: 

SPEAK  PROFESSIONALLY,  EARN 
$5,000.00  to  $25,000.00  PER  SPEECH, 
BE  A  PUBLISHED  AUTHOR,  COACH 
CONSULTANT,  ETC, 

Leading  pro,  20  yrs  experience,  addressing  over 
200,000  people  annually,  generating  over  a  million 
dollars  annually,  author  of  8  pub'd  books,  will 
'crash  course'  iratn  and  position  you  in  this 
fascinating  business.  Limit  14  proteges/clients 
every  6  months.  This  training  is  the  equivalent  ot  a 
franchise"  in  sophistication,  comprehensiveness 
and  value.  FREE  INFORMATION  KIT  sent  on 
request:  call  24  hr  free  recorded  message  at 
1-800-597-8895  or  FAX  request  to  602-788-0494. 
No  sales  representative  will  ever  call  Application 
provided  with  Kit  Only  serious  individuals  should 
reply.  Significant  fee  required. 


Charge  your  ad... 


VISA 


Forbes  Subscribe/  Service.  ..  To  order,  change  address  or  other  customer  service,  call  1-600-888-9896. 
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Advertisement 


Rid  your  home  of  varmints  and 
pests  once  and  for  all,  with... 


195" 


Rodelsonix  IX 

only  $69' 


*But  read  this  ad  for  an  even  better  deal! 

Mice,  rats,  roaches,  bats, 
fleas,  spiders  and  other 
pests  and  varmints  make 
life  miserable  at  home  or  at  the 
plant.  Old-fashioned  traps  and 
poisons  get  rid  of  them — but 
only  temporarily.  Rodelsonix  IX 


•Rodelsonix  IX 

is  an  industrial-type  unit,  tlie  most 
powerful  1/01/  can  get.  It's  a  humane,  dean,  and 
effective  system  to  get  rid  of  your  pests— once  and  for  all. 

delivers  a  tremendous  blast  of  ultrasound — inaudible  to  you  and  your 

?ets — that  totally  disrupts  the  nervous  systems  of  tnese  critters, 
hey'll  leave  your  home  within  just  a  few  weeks — and  they'll  never 
return.  Rodelsonix  IX  is  an  industrial-type  unit,  designed  and  engi- 
neered to  be  effective  in  restaurants,  factories  and  food-processing 
plants.  It  protects  up  to  10,000  sq.  ft.  (70,000  cu.  ft.).  It  has  six  vari- 
able pitch  and  "loudness"  settings.  You  can  even  use  it  outdoors  to 
keep    larger    pests,    such    as    raccoons    or    rabbits    at  bay. 

*And  here  is  the  "even  better  deal":  Buy  two  Rodelsonix  IX  for  $139.90  and 
we'll  send  you  a  third  one,  with  our  compliments — absolutely  FREE! 

You  may  order  by  toll-free  phone,  by  mail,  or  by  fax  and  pay 
by  check  or  Visa /MasterCard.  Please  give  order  number 
M007F737.  Add  $4.95  for  one  or  $9.90  for  three  ship. /ins. 
and  sales  tax  for  CA  delivery.  You  have  30-day  refund  and 
one-year  warranty.  We  do  not  refund  postage.  For  customer 
service  or  wholesale  information,  please  call  (415)  643-2810. 


2360  Third  St.,  San  Francisco,  CA  94107 


©  Order  by  toll-free  phone:  (800)  797-7367  or  (fastest!)  by  fax:  (415)  643-2818  © 
Visit  our  ivebsite  at  wiviv.haverhills.com 


Fund  Newsletter 


Discover  How  You  Can 
TRIPLE  Your  Money! 


We'll  show  you  how  with  a  FREE 
week  of  great  trades!  By  fax  or  email. 
CALL  NOW  AND  RECEIVE 
A  FREE  TAPE! 

1-888-366-8264 


CTPTIONE'nCS.i 


Code  422 


Business  Services 


CAU  l-aOO-373-«344 

Talk  to  m  first.  Because  nobody  has  fracchiaed 


more  businesses  than  Prancorp. 
Th«  leader  in  franchise  development 

tod  consulting  Worldwide. 
Ask  about  our  Franchise  Your  Business 
seminars. 

moncorr 

WWw.friineorp.com  P8 


Gemstones 


INVESTMENT  GEMSTONES 
GUARANTEED  LIQUIDITY!! 

We  buy  &  sell  Diamonds 
and  all  Precious  Gemstones 
Free  wholesale  catalog  since  1967! 

Member:  Jewelers  Hoard  of 
Trade  &  Chamber  of  Commerce 

HOUSE  OF  ONYX.  Inc. 
120  V  Main  St..  Greenville,  KY  42345 
1-800-844-3100  or  FAX  270*336-9609 


BUSINESS  PLANS 

PROEESIONAL  PLANS  WRITTEN 
FOR  YOU  SO  YOU  CAN  GROW 
YOUR  BUSINESS.  PROVIDING 
BUSINESS  WRITING  SERVICES 
FOR  10  YEARS. 

ECMX  BUSINESS  WKITINCi  AND  CONSUETINC1 
7W-7A7-42VI         I.IKI  I.JWWOKI  UN!  I  A I  I  Nil 


YOUR  BUSINESS 

=  wich  the  leading  consulting  firm  in  the  country  S 

800-358-8011 


For  information  and  rates  on  advertising  in  the  next 
Forbes  Classified  Section  contact:  Media  Options 
(1-800-442-6441  for  ad  rates  &  ad  information  only) 
Fax:  1-973-694-8371  E-mail:  mediopt@aol.com 


asset  Protection 


Corporations.  Ltd.  Partnerships,  LLCs 
Offshore  Trusts,  Corps.,  Private  Banking 

•  Best  Jurisdictions  'Maximum  Privacy 
•  Tax  Savings  •  Estate  Planning 

Professional  •  Confidential 


Steven  Sears,  CPA  •  Attorney  at  Law 

714-544-0622  •  www.searsatty.com 


Charge  your  ad. 


Forbes  Subscriber  Service. ..To  order,  change  address  or  other  customer  service,  call  1-800-888-9896 


THOUGHTS 

On  the  Business  of  Life 


How  very  often  I  have  noted  that  our  most  successful  executives  are  men  who  demonstrate 
extraordinary  capacity  for  work,  who  habitually  go  extra  miles.  At  least  five  of  America's  six 
most  mammoth  corporations  and  institutions  are  headed  by  executives  who  serve  overtime. 
They  take  vacations,  yes.  But  while  on  the  job  they  have  no  fixed,  limited  hours.  The  majority  make  a  point 
of  cleaning  up  their  desks  every  day,  every  night,  regardless  of  what  the  face  of  the  clock  registers.  Success 
exacts  sacrifice.  No  clock-watcher  ever  reached  the  summits.  — B.C.  FORBES  (1940) 


The  seas  are  the  heart's  blood  of  the 
earth.  Plucked  up  and  kneaded  by 
the  sun  and  the  moon,  the  tides  are 
systole  and  diastole  of  earth's  veins. 

—HENRY  BESTON 


Those  who  live  by  the  sea  can  hardly 
form  a  single  thought  of  which 
the  sea  would  not  be  part. 

—HERMANN  BROCH 


The  sea  is  mother-death  and  she 

is  a  mighty  female,  the  one  who  wins, 

the  one  who  sucks  us  all  up. 

—ANNE  SEXTON 


Pray  to  God  but  continue  to  row 
to  the  shore. 

—RUSSIAN  PROVERB 


The  man  who  has  ceased  to  fear 
has  ceased  to  care. 

— F.H.  BRADLEY 


People  react  to  fear,  not  love — 
they  don't  teach  that  in 
Sunday  School,  but  it's  true. 

—RICHARD  NIXON 


It  is  the  perpetual  dread  of  fear, 
the  fear  of  fear,  that  shapes 
the  face  of  a  brave  man. 

—GEORGES  BERNANOS 


People  with  courage  and  character 
always  seem  sinister  to  the  rest. 

—HERMANN  HESSE 


After  one  look  at  this  planet  any 
visitor  from  outer  space  would  say 
"I  want  to  see  the  manager. " 

—WILLIAM  S.  BURROUGHS 


The  sound  principle  of  a  topsy-turvy 
lifestyle  in  the  framework  of  an  upside- 
down  world  order  has  stood  every  test. 

—KARL  KRAUS 


A  civilized  society  is  one  which 
tolerates  eccentricity  to  the  point 
of  doubtful  sanity. 

—ROBERT  FROST 


Neither  a  man  nor  a  crowd 
nor  a  nation  can  be  trusted  to  act 
humanely  or  to  think  sanely 
under  the  influence  of  a  great  fear. 

— BERTRAND  RUSSE1 


To  be  a  real  philosopher  all  that 
is  necessary  is  to  hate  some  one 
else's  type  of  thinking. 

—WILLIAM  JAMI 


The  philosophers  have  only  interpreter 
the  world  in  various  ways;  the  point, 
however,  is  to  change  it. 

—KARL  MAR 


A  Text  ... 

Son  of  man,  what  is  that  proverb 
that  ye  have  in  the  land  of  Israel, 
saying,  The  days  are  prolonged, 
and  every  vision  faileth? 

— EZEKIEL  12:1 

Sent  in  by  Gerald  Holland,  Coushatl 
La.  What's  your  favorite  text? 


More  than  14,000  "Thoughts,"  arranged  alphabetic* 
by  subject,  are  available  in  a  900-page,  one-volur 
deluxe  edition,  Forbes  Book  of  Quotations:  Thoughts 
the  Business  of  Life.  The  price  is  $40,  plus  $3.50  shippi 
and  $1  per  item  for  handling  (add  applicable  sales  ta, 
To  order,  please  call  toll-free,  1-800-876-6556. 
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through  the  Web;  I  can  guarantee  you  won't 
end  up  inside  a  Stanley  Kubrick  film. 
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^-horsepower  V-6  engine,  a  6-disc  in-dash  CD  changer 
jr  heartbeat.  All  performing  in  perfect  harmony. 
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THREE  BULLS 


ous  Money.  Professionally  Managed." 

A  member  of  citigroupT 


1-888-SEftlOUS,  EXT.  1862  OR  WWW.SI 


H  BARNEY 


EMIER  SELECTIONS 
L  CAP  GROWTH  FUND 

ile  many  fund  managers  search  for 
companies  that  are  not  too  big  or  not 
too  small,  these  three  bulls  believe 
3  growth  strategy  is  unlimited  by  market 
capitalization.  And  history  bears  them 
out.  Over  the  past  ten  years,  June 
1990-June  2000,  an  all  cap  strategy 
outperformed  the  S&P  500  by  more  than 
6%*ln  our  Premier  Selections  All  Cap 
Growth  Fund,  managers  Tim  Woods, 
Larry  Weissman  and  Alan  Blake  join 
forces  to  create  a  selective  but  wide-  ^ 
ranging  portfolio:  innovative  small  c; 
franchise-building  mid  caps  and  large 
caps  benefiting  from  globalization.  Wit 
52  years  of  combined  experience,  these 
managers  know  that  the  bigger  yo 
universe,  the  more  opportunity  yo 
likely  to  find  in  it.  The  Premier  Sele 
Series  —  learn  more  about  it.  Call  us 
at  1-888-SERIOUS,  ext.  1862  or  visit  us 
at  www.smithbarney.com/mutualfunds  for 
a  free  prospectus.  The  prospectus  contains 
more  information,  including  fees  and 
expenses.  Please  read  it  carefully  before 
you  invest  or  send  money.  The  securities 
of  smaller,  lesser-known  companies 
may  be  more  volatile  than  those  of  larger 
companies.  Also,  investments  in  foreign 
securities  involve  greater  risks  than 
U.S.  investments. 

*As  represented  by  40%  Russell  Top  200  Growth, 
30%  Russell  Mid  Cap  Growth,  30%  Russell  2000 
Growth  and  the  Standard  &  Poor's  Stock  Composite 
Index.  Actual  allocation  may  vary.  Past  performance  is 
not  indicative  of  future  results.  The  S&P  500  is  an 
unmanaged  index  used  to  represent  500  large- 
company  stocks  from  83  industrial  groups. 

ITHBARNEY.COM/MUTUALFUNDS 


•a 


ALOMON  SMITH  BARNEY  INC.  Member  NASD,  SIPC.  Your  Serious  Money.  Professionally  Managed,  is  a  service  ma^k  of  Salomon  Smith  Barney  Inc. 


Perspectives  By  James  W.  Michaels 


May  Day  for  Mutual  Funds 


^^^^^^    n  May  1,  1975,  Congress  finally  ended  the 
A         ^fefc  monopolistic  practice  of  fixed  brokerage 
M  commissions.  May  Day  destroyed  the 
W  inbred  old  order,  but  from  the  wreckage 
^^^^^^   evolved  a  smarter,  more  innovative, 
financial  community  and  a  better  shake  for  investors. 

An  equivalent  shock  is  rumbling  beneath  the  long- 
sheltered  mutual  fund  industry.  This  time  the  Internet,  not 
a  zealous  public  servant,  is  the  enabler.  On  page  72,  Janet 
Novack  explains  how  affluent  investors  are  using  Web- 
enhanced  wrap  accounts  to  create  do-it-yourself  funds.  In 
an  economic  sense  the  Internet  is  about  eliminating 
middlemen.  Mutual  funds  are  classic  middlemen,  a  layer 
between  investors  and  actual  stock  ownership. 

Investors  pay  an  estimated  $68  billion  a  year  to  have 
funds  pick  and  hold  stocks  for  them.  What  do  they  get  for  all 
this  money?  Not  a  lot.  By  and  large  mutual  funds  barely 
match  the  averages. 

The  average  fund  charges  1.57%  of  assets  in  fees  and  ex- 
penses. Dividend  yields  are 
about  0.9%.  Mutual  funds,  in 
short,  pocket  the  income, 
leaving  only  capital  apprecia- 
tion, if  any,  for  shareholders. 
So  this  is  one  profitable  busi- 
ness. Magellan  Fund  rakes  in 
more  than  $700  million  in 
annual  management  fees.  I 
would  guess  that  75%  of  that 
goes  right  to  Fidelity's  pre-tax 
profits.  For  it  costs  no  more 
to  service  a  $1  million  ac- 
count than  a  $2,500  one  but 

the  big  account  pays  400  times  as  much  in  fees.  Except  from 
maverick  Vanguard,  there's  not  much  competition  on  fees. 
It's  the  way  it  used  to  be  with  brokerage  commissions  in 
clubby,  pre- 1975  Wall  Street. 

Unless  they  can  better  compete  with  those  Internet- 
enabled  wrap  accounts,  conventional  funds  will  lose  a  chunk 
of  their  bigger  and  most  lucrative  accounts.  To  keep  them 
they  will  have  to  cut  their  fees  or  offer  value-added  services. 

What  extra  services  do  the  Internet  wraps  offer?  Tax  flex- 
ibility, for  one  thing.  Investors  have  learned — from  tools 
readily  available  on  the  Internet — that  frequent  trading  by 
funds  exacts  a  heavy  cost  in  taxes  from  shareholders.  With 
customized  accounts,  investors  can  lower  their  tax  bills. 

Besides,  conventional  mutual  funds  are  under  a  psycho- 


Baby  boomers  he 
said  scornfully, 
would  do  brain 
surgery  on  them- 
selves if  it  were  on 
the  Internet. 


logical  disadvantage  i 
age  when  people  fee 
pelled  to  take  contr 
their  own  destinies.  ' 
report  changes  in 
portfolio  only  every  I 
months  and  by  then 
portfolio  may  have  c 
ged  again.  Do-it-you 
wrap  accounts  pro 
e-mail  with  every  port 
switch. 

For  obvious  reas 
mutual  funds  can't  a< 
tise  their  portfiolio  m 
But  they  can  scale  theii 
downward  to  make  i 
one-size-fits-all  portfj 
more  attractive  to  1) 
and  mid-size  invesi 
Vanguard  is  already  cutting  fees  for  larger  accounts  that 
been  around  for  a  while. 

In  addition,  the  conventional  funds  can  add  more  \ 
than  they  now  do.  In  their  quiet  way  the  manage) 
Sequoia  Fund  have  done  just  that.  Ruane,  Cuniff  &  Co.  cl 
the  top-rated  fund  to  new  investors  in  1982.  Sequoia  t< 
has  assets  of  only  $3.5  billion  but  it  has  served  its  invei 
well.  It  is  a  lot  easier  to  outperform  if  you  are  not  consti 
struggling  to  put  new  money  to  work.  Other  funds  could! 
ulate  this  example,  ensuring  existing  shareholders  that 
interests  come  first.  (Full  discosure:  My  family  and  I  i 
been  Sequoia  shareholders  for  nearly  25  years.) 

Under  pressure  from  the  new  competition  spawnei 
the  Internet,  innovative  fund  managements  will  find 
ways  to  enhance  their  services  without  raising  the  cost. 

Meanwhile,  wrap  accounts  just  keep  growing,  dra\ 
big  and  mid-size  accounts  away  from  mutual  fu| 
Salomon  Smith  Barney  says  its  wrap  account  business 
increased  more  than  30%  in  the  number  of  accounts! 
more  than  70%  in  dollars  over  the  past  year;  it  now 
500,000  wrap  accounts. 

Of  course,  the  mutual  funds  can  kiss  off  the  threa 
prominent  broker  recently  scoffed  at  do-it-yourself  fui 
"Baby  boomers,"  he  said  scornfully,  "would  do  brain  sur 
on  themselves  if  it  were  on  the  Internet." 

Yeah,  but  running  the  usual  mutual  fund  is  not  bi 
surgery.  Smart  investors  are  realizing  that. 
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WIRELESS,  YET  VERY 

WELL  CONNECTED 


FIDELITY'S  POWERSTREET" IS  LEADING  THE  WAY 
IN  WIRELESS  ACCOUNT  ACCESS. 

PowerstreerMgives  you  more  wireless  ways  to  stay  on  top  of  your  portfolio  and  the  market- 
now  with  the  RIM  950  Wireless  Handheld™  Palm™  VII  Handheld  and  Internet-ready  phones  over 
the  Sprint  PCS  Wireless  Web*'  or  Verizon's  Mobile  Web.  Using  our  InstantBroker4"  technology, 
you  can  get  real-time  quotes,  news  updates,  stock-price  alerts,  check  account  positions,  even  place 
trades  from  virtually  anywhere  in  the  U.S.  (And  trades  still  start  at  just  $14.95.) 


FOR     MORE     INFORMATION     ON     ONLINE     TRADING  VISIT 


Power  street' 


FIDELITY.COM 


Fidelity 


Investments* 


WE  HELP  YOU  INVEST  RESPONSIBLY* 


*.95  for  stock  trades  up  to  1,000  shares  placed  via  the  Web  and  InstantBroker  in  qualifying  accounts  (minimum  12  stock,  bond, 
tion  trades  in  rolling  12-month  period).  Additional  fees  apply  to  limit  and  stop  orders.  See  fidelity.com  for  commission  schedule, 
stem  availability  and  response  time  may  be  subject  to  market  conditions. 

vice  and  service  restrictions  apply.  Sprint  is  a  registered  trademark  of  Sprint  Communications  Company  LP.  Sprint  PCS  Wireless  Web 
d  Sprint  PCS  Phone  are  either  trademarks  or  service  marks  of  Sprint  Communications  Company  LP.  All  rights  reserved. 
Im  and  Palm.net  are  trademarks  of  Palm,  Inc.  (or  its  subsidiaries).  Wireless  device/service  providers  are  independent  companies  that 
i  not  affiliated  with  Fidelity. 

lelity  Brokerage  Services,  Inc.  Member  NYSE,  SIPC. 


To  instantly  link  to  Powerstreet,  simply  swipe  the  barcode. 


110492 


isfo/TheWeb 


IRESSED  IN  A  BLUE  SUIT,  HAIR  TIED  BACK,REA 
smiles  at  the  young  man  as  he  approaches 
the  desk  in  a  Cambridge,  Mass.  office.  But 
at  the  same  time  she  is  mentally  taking  his 
measure. 
Hello.  Can  I  help  you? 
£  I'm  looking  to  buy  a  place  near  MIT. 
I  have  a  place  to  show  you.  (Up  comes  a  pic- 
of  a  townhouse  behind  her  on  a  screen. )  It's 
jmerville. 
|  Tell  me  about  it. 

It's  big  ...  (She  makes  an  expansive  gesture 
her  arms  but  noticing  that  John  seems  to  want 
it  in,  she  stops.) 
:  Is  there  a  garden? 
Yes,  there's  a  nice  garden... 
ohn  is  a  real  guy  but  Rea  (short  for  real  estate 
it)  is  a  programmer's  creation,  computer  code 
ight  to  life  in  three-dimensional  animated  form, 
amputer  talk  she  is  an  agent,  a  virbot,  a  bot,  a 
hical  interface.  This  simulated  two-way  con- 
ition  takes  place  in  the  Media  Lab  at  the  Mass- 
isetts  Institute  of  Technology.  Rea  is  the  creation 
rofessor  Justine  Cassell,  a  cognitive  psychologist 
linguistics  expert.  Rea  is  a  virtual  mannequin 
seems  semi-human. 

\vo  digital  video  cameras  trained  on  her  client  allow  Rea 
ack  John's  hand  and  head  positions  while  he  talks  into  a 
•ophone.  John  unconsciously  becomes  "entrained"  to 
-as  he  would  with  a  real  salesperson.  She  may  look  like 
E  she  is — an  artificial  person,  but  her  actions  and  gestures 
o  convincingly  human  that  John  soon  forgets  she's  only 
Lai.  Her  speech  is  syntactically  correct,  her  gestures  human, 
is  reading  John  and  reacting  to  his  words  and  gestures. 
y.s  they  have  been  for  centuries  (see  timeline,  p.  24),  scien- 
are  obsessed  with  the  idea  of  creating  artificial  intelli- 


Artif icial  Life's 
Ashton  is  not  as 

stiff  as  some 
financial  advisers 


gence.  With  computers  and  the  Internet  they  are  finally 
getting  close  to  their  goal. 

The  practical  reason  for  all  the  activity  now  is  to 
create  "agents"  that  can  serve  as  a  bridge  between 
real  humans  and  the  Internet.  Some  agents 
will  work  on  voice  recognition:  Driving 
along  alone  in  your  car  you  will  tell  it: 
"I'm  in  a  nostalgic  mood.  Play  me  some  Beat- 
les." Familiar  with  your  tastes,  the  agent  will  do  the 
rest  and  shortly  the  appropriate  sounds  will  blare 
from  your  car  stereo. 

Other  agents  in  the  form  of  graphical  interfaces 
that  elicit  a  reaction  from  you,  will  read  your  face  and 
gestures  as  well  as  your  voice  and  your  typed  com- 
mands. Computer  scientists  and  psychologists 
working  together  at  places  like  MIT  and  Stanford,  are 
attempting  to  catalog  the  physiological  and  psycho- 
logical ways  people  interact  so  as  to  program  them 
into  a  virtual  person.  Rea  is  an  early  product. 

The  human-computer  interface  has  been  stuck 
on  a  keyboard,  mouse  and  screen  for  some  15  years. 
"Today  your  Net  experience  is  terribly  limited,"  says 
Richard  Sherlund,  software  analyst  at  Goldman 
Sachs.  "You  can't  even  cut  and  paste  in  HTML. 
There's  no  flexibility  in  data  input:  no  handwriting 
recognition,  no  voice  recognition." 

As  part  of  its  Internet  initiative,  which  consumes  half  its 
$4.4  billion  R&D  budget,  Bill  Gates's  company  is  spending 
heavily  to  make  it  easier  and  pleasanter — more  human — for 
people  to  interact  with  computers  and  the  Internet.  The  eas- 
ier and  pleasanter  it  gets,  the  bigger  the  market  for  the  stuff 
Microsoft  makes. 

Using  statistical  probability  and  decision-theory  tech- 
niques that  draw  inferences  based  on  user  behavior,  these 
agents — Rea  is  the  embodiment  of  one — will  know  what 
kind  of  music  you  like,  whether  you  prefer  to  travel  on  scenic 


he  Virbots 


you  can't  stay  away  from  your  computer  now,  just  wait 
itil  Rea  and  Luci  and  Ashton  get  here. 


BY  DOLLY  SETTON 
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►Thinking  out  of  the  box 

In  the  1700s,  inventors  took  an  organic  approach  to  building  intel- 
ligent machines  that  could  talk  and  write,  giving  them  bodies  that 
imitated  physical  processes.  In  the  classic  days  of  artificial  intelli- 
gence, the  mid-!900s,  a  mechanistic  approach  prevailed:  compu- 
tational, iogic-based  devices  were  believed  able  to  imitate  thought 


1738  Jacque 
Vaucanson's  Duck 

It  defecated.  Mechan- 
ically replicating  this 
most  organic  of 
processes  allowed 
machines,  today  seen 
as  cold  and  metallic, 
a  messy,  organic 
quality. 


back  roads  or  just  want  to  get  where  you  are  going  the  fast 
way.  Eugene  Ball,  Microsoft  senior  scientist  says  these  agents 
will  be  able  to  screen  your  e-mail  and  point  to  things  of  in- 
terest on  the  Web. 

While  it  will  be  at  least  three  years  before  Microsoft  uses 
agents  in  its  operating  system,  other  virtual  robots,  or  virbots, 
have  already  begun  to  take  posts  on  Web  sites  in  sales  and  cus- 
tomer service.  For  example,  Boston-based  Artificial  Life's  ani- 
mated sales  representative,  "Kim,"  sells  cellular  telephones  on- 
line for  German  telecom  MobilCom.  Kim  wears  a  red  suit  and 
has  dark  brown  shoulder-length  hair.  Unlike  Rea  she  can't 
"read"  the  sales  prospect  who  approaches  her  on  the  Internet. 
But  she's  more  than  just  a  pretty  face:  Her  pleasant  voice,  her 
winks,  her  smile,  her  preprogrammed  gestures  and  humanoid 
appearance  make  her  answers  to  your  questions  more  engag- 
ing than  mere  typed  answers  would  be.  "It's  a  significant  ad- 


and  imagination.  "People  tended  to  think  of  intelligence  as  so 
thing  that  could  be  programmed  into  a  box,"  says  Jessica  Ria 
MIT  historian  of  science.  "Now  many  are  returning  to  an  older 
tion  of  intelligence:  that  it's  embodied  and  emerges  through  s 
sation  and  interaction  with  the  world ...  that  it  can't  be  abstract 


vantage  that  through  Kim  we  can  react  directly  to  custom< 
says  MobilCom  executive  Thorsten  Meier.  "Particularly  w 
we're  selling  products  that  require  a  lot  of  explanation." 

"Demand  is  really  taking  off  right  now,"  says  Barl 
Hayes-Roth,  chief  executive  of  Redwood  City-based 
tempo,  which  develops  animated  expert  agents  and  i 
ural  language  engines.  Its  software  allows  computers  tq 
gage  in  conversation  with  loosely  scripted  responi 
Procter  &  Gamble  hired  Extempo  to  create  a  compi 
agent  for  its  Mr.  Clean  character  at  www.mrclean.com. 
Mr.  Clean  a  simple  question  like  "What  kind  of  prodt 
come  from  P&G?"  or  "Why  do  you  wear  an  earring?" 
the  bald  muscular  figure  will  smile  broadly  and  say  "I  v 
an  earring  because  it's  fashionable."  Crude  as  all  thi 
marketers  find  that  these  humanoids  do  make  people  n 
comfortable  with  computers — much  as  the  use  of  cart) 


Jaquet-Droz's 
Writing  Boy  and  Harpsichord 
Player  The  boy  was  a 

programmable  machine  that 
could  write  any  message  up  to 
40  characters  in  cursive.  The 
lady  playing  the  harpsichord 


simulated  breathing  by  means 
of  bellows  before,  during,  and 
after  her  concert;  this  was 
supposed  to  make  her  seem 
life-like  and  emotional. 


1968  HAL  from 
2001:  A  Space  Odyssey 
The  infamous 
fictional  computer 
represents  a  return  to 
simulating  emotions 
in  machines,  like 
Droz's  18th-century 
harpsichord  player, 
but  with  deadly 
results. 


1791  Wolfgang  von  Kempelen's 
talking  machine  One  of  the  first  artificial  speech 
machines,  it  was  played  like  an  instrument.  Von 
Kempelen  had  it  say  things  like  "My  wife  is  my 
friend"  and  "Come  with  me  to  Paris." 


C.I880  Gustave  Vichy's  Chinese  smoker 

More  gimmicky  than  machines  that  came  before,  Vichy's 
entertaining  figures  did  not  try  to  simulate  processes. 


1951  Dr.  Grey  Walter's  "tortoise''  One  of  th 

first  robots  to  rely  on  feedback,  this  mechanic 
turtle  altered  its  actions  depending  on  what  it 
encountered,  approaching  light  and  wriggling 
if  it  got  stuck. 


I990  Cog 

Built  by  Rodney 
Brooks,  director 
of  MIT's  Artificial 
Intelligence  Lab, 
this  humanoid 
relies  on  sensors 
to  approximate 
human  senses  and  interact  with  its 
environment.  It  can  play  drums. 


2000 Rea 

Though  virtual  and 
therefore,  in  some 
sense,  disembod- 
ied, Rea  models  the 
relation  between 
thought  and  lan- 
guage on  the  one 
hand,  and  embodiment — thrd 
gestures  and  expressions 
other. 


on 
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V  0  LP 


CAMRY  *1  T 


\\ // 


EARS  IN  A  ROW 


ure,  Camry  is  one  terrific  car.  But  that's  just  part  of  the  reason 
le're  number  one  again.  The  rest  is  thanks  to  Camry  owners,  who 
ire  as  loyal  as  man's  best  friend.  Because,  the  fact  is,  Camry 


® TOYOTA 

appreciation. 
—  every  day.  


has  more  owners  who  come  back  to  buy  another  one  than  any 
other  car.**  We  couldn't  have  made  number  one  again  without 
them.  So  that's  one  thank-you  note  down,  only  448,161  to  go. 


www.toyota.com    ♦     1  •  8  0  0  •  g  o  •  t  o  y  o  t  a 

92000  Toyota  Motor  Sales,  U.S.A..  Inc.  Buckle  Up!  Do  it  for  those  who  love  you.  "Based  on  R.L  Polk  calendar  years  1997,  199S 
and  1999  total  passenger  cor  registrations.  "Customer  loyalty  based  on  the  number  of  owners  who  replaced  a  new  veh,cle  with 
a  new  vehicle  of  the  some  model,  based  on  a  sampling  of  personal-use  new-vehicle  purchases  and  leases  from  10/9S  -  9/99. 


ire  never  rude,  never  take  lunch  breaks,  never 

screw  up,  never  ask  for  a  raise."  


characters  does  in  TV  advertising. 

Virtual  Personalities,  a  Los  Angeles-based  company 
founded  by  Michael  Mauldin,  creates  virtual  characters  for 
customer  service.  Maudlin  calls  them  "virbots." 

"Virbots  are  never  rude,  never  take  lunch  breaks,  never 
screw  up,  never  ask  for  a  raise,"  says  Robert  Rappaport,  Vir- 
tual Personalities'  chief  executive.  "They  provide  a  comfort- 
able bridge  between  people  and  technology." 

Boston's  Artificial  Life  has  created  virbot  financial  advisor, 
Ashton,  who  always  wears  a  gray  suit,  blue  shirt  and  checked  tie. 
You  can  get  much  of  this  same  information  from  a  good  fi- 


nancial portal  but  Ashton  makes  the  experience  more  personal. 

What  makes  the  virbots  more  human  is  this:  Their  ex- 
pressions and  gestures  are  coordinated  with  a  database  that 
assigns  qualities  to  thousands  of  words.  The  virbot  would 
thus  smile  warmly  when  a  visitor  says  "hello,"  and  place  his 
hands  on  his  hips  and  grimace  when  called  "stupid."  Says 
Robert  Pantano,  chief  financial  officer  of  Artificial  Life: 
"Small  talk  capability  gets  people  comfortable.  People  start 
talking  about  themselves,  volunteering  a  lot  of  important 
stuff  that's  beneficial  to  companies — name,  age,  occupation. 
No  offense  to  people  mining  click  data  or  cookie  data,  like 
DoubleClick,  but  we're  taking  online  marketing  to  the  next 
level.  People  find  cookies  intrusive  and  are  more  apt  to  turn 
them  off.  Not  so  for  our  agents." 

Virbots  are  expected  to  play  a  big  role  in  the  classroom  as 
education  moves  to  the  Web.  They  enhance  the  interactive 
nature  of  the  medium.  They  can  help  keep  students  engaged, 
their  minds  from  wandering.  "Studies  show  that  children 
learn  better  when  they're  playing,"  says  Extempo  CEO  Hayes- 
Roth,  who  is  also  a  Stanford  professor  of  computer  science. 
Extempo  has  developed  an  agent  called  a  Web  Learning 
Guide.  Hayes-Roth  describes  it:  "Like  a  good  mom,  the  Web 


Learning  Guide  is  sensitive  to  different  learning  styles.  It 
ates  a  learner  profile  from  online  choices,  performance 
answers  to  explicit  questions,  and  then  adapts  its  approac 
that  style." 

Hayes-Roth  points  out  that  these  techniques  are1 
merely  useful  with  kids.  She  sees  them  playing  a  big  rol 
corporate  training — adult  minds  wander,  too.  "Not  4 
would  one-on-one  guides  be  available  to  anyone,  but  it's 
possible  for  each  Web  educator  to  create  one.  It's  a  kini 
self-publishing."  A  kind  of  animated  second  persona 
every  teacher. 

Artificial  Life  has  a  virbot  named  Einstein  who  teac 
of  course,  physics.  If  you've  avoided  answering  a  questior 
a  long  time,  professor  Einstein  taps  on  the  blackboard  tc 
your  attention.  Do  poorly  on  one  of  his  quizzes  and  he 
adjust  the  level  of  his  next  lecture. 

Justine  Cassell,  at  MIT's  Media  Lab,  creator  of  Rea,  the 
estate  woman,  has  spent  15  years  observing  videotaped 
versations  and  hand  motions.  This  led  her  to  develop  ai 
mal  model  of  the  relationship  between  speech  and  gestii 
She's  interested  in  discovering  the  system  of  rules  that 
derlies  human  gesture.  Were  you  taught  to  keep  your  h^ 
still  while  you  were  talking?  Whoever  taught  you  that  pri 
bly  did  you  a  disservice. 

Cassell  has  found  many  gestures  of  hand,  shoulder  or| 
frequently  help  convey  information.  While  Rea  gazes  inte 
into  a  visitor's  eyes,  five  processors  record  the  visitor's 
tures  and  inflections.  Does  the  client  say,  "Oh,  this  bathn 
is  beautiful.  I  love  [blue]  tiles,"  with  a  gesture  on  "blue"? 
catches  that  movement  and  replies,  "Yes,  blue  is  a  lo 
choice  for  a  bathroom." 

But,  if  the  client  says,  "Oh  this  bathroom  is  beautifi 
love  blue  [tile]"  then  Rea  replies,  "Yes,  tile  is  so  easy  to 
care  of."  Identical  sentences  but  unless  the  computer 
read  the  gesture  it  misses  half  the  cues. 

Rea  is  still  years  away  from  your  desktop.  There's! 
enough  bandwidth  yet  to  accommodate  all  of  the  video 
audio  data  she  needs.  For  now  the  agents  that  roam  the 
can't  pick  up  on  the  relation  between  language,  thought 
gestures.  When  the  bandwidth  is  here,  Rea  and  Einstein 
Ashton  will  be  ready.  When  they  go  into  their  full  actsl 
computer  and  the  Internet  will  be  closer  to  realizing  theii 
potential. 

Of  course  there  will  be  a  downside.  Artificial  Life's 
guide  Luci  is  a  sultry  redhead  who  occasionally  winks  at 
itors  and  keeps  a  log  of  every  conversation  she  has.  We  aj 
Luci  what  she  thought  of  characters  playing  manipul 
roles  and  violating  users'  privacy. 

Luci  smiled.  Then  she  replied:  "I'm  not  going  to  lj 
you.  But  I  may  not  be  as  direct  as  you'd  like."  F 
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is  traveling  through  a  historic 
he  automotive  industry.  From 
:ation  to  technology  advancements, 
lies,  e-commerce  and  a  more 
ging  marketplace,  our  business 
;  altered  forever. 

i  our  integrated  systems  solutions, 
each,  diverse  capabilities  and  our 
ment  to  listening  and  developing 
ducts  that  consumers  want,  Visteon 
?gically  positioned  for  growth. 


Visteon  has  the  technologies  to  help 
customers  around  the  world  build  their 
business,  while  reducing  cost,  weight  and 
vehicle  complexity.  We  have  the  heritage, 
the  vision  and  the  will  to  become  the 
leading  supplier  of  integrated  automotive 
technology  systems. 

We  invite  you  to  join  us  by  visiting 
visteon.com  or  calling  1  800  VISTEON. 
V/e're  going  on  a  journey  to  where  the 
possibilities  are  endless. 


"One  of  the  big 
strengths  of 
Visteon  will  be 
their  technological 
capability.  They 
have  some  of  the  most  advanced  products  in  the  industry." 
—  Michael  Ward,  Salomon  Smith  Barney.  April  2000 


Visteon 


*  • ..... « ( 
%  * ^  • » » *  **  % 


See  the  possibilities 

Listed  as.VCon  the  NYSE. 


Instant  Enterprising 


AOL  seems  to 
biggest 


instant  messaging  is  only  for  teenagers.  But  the 
yet  may  be  in  the  workplace. 


BY  JENNIFER  McCULLAM  AND  LOUIE  TORRES 

Instant  messaging — the  software  made  popular  by 
teenagers  and  college  students — is  spreading  like  wildfire 
through  U.S.  companies.  Often,  it's  happening  beneath 
the  radar  screen  of  corporate  IT  departments.  According  to 
Forrester  Research,  36%  of  all  employees  are  using  it  today, 
but  that  number  should  swell  to  46%  next  year. 

What's  driving  this  growth  is  ambitious 
employees  who  find  e-mailing  a  slow, 

/cumbersome  process.  Instead,  they  go  to 
companies  like  America  Online,  Yahoo  and 
Microsoft  and  download  the  free  instant 
messaging  software.  That  done,  they 
suddenly  have  a  communications  edge  over 
company  e-mail.  No  waiting  around  for  a 
colleague  to  read  an  e-mail  and  respond. 

But  instant  messaging 
for  business  has  a  few 
obstacles.  It  requires 
groups  of  employees  all 
to  be  logged  on  at  the 
same  time  and  can  leave  its 
users  open  to  security 
breaches.  It  is  also 
incompatible  with 
important  business 
applications. 
aol,  the  leader  in 
instant  messaging  with 
140  million  users  doesn't 
seem    interested    in  its 
business  applications.  "We  view  instant 
messaging  as  a  product  for  the  consumer 
market,"  says  a  spokesperson,  "not  the  business 
market." 

It  may  be  missing  a  huge  opportunity.  At  IBM,  for 
instance,  235,000  employees  regularly  use  Lotus'  Sametime 
instant  messaging  product,  which  ties  in  with  many  other 
workplace  collaboration  tools.  It  makes  IBM's  sprawling 
campuses  a  little  smaller. 

IBM  is  also  developing  its  own  kind  of  instant  messaging 
software:  a  sort  of  "multilingual  intercom"  system,  which 
integrates  instant  messaging  with  voice  recognition, 
language  translation  and  text-to-speech  software.  The  idea? 
That  users  will  im  each  other  and  recipients  will  be  able  to 
listen  to  their  replies  in  the  language  of  their  choice. 

At  Chase  Manhattan  Bank,  instant  messaging  is  part  of  a 
new  system  that  will  let  its  4,500  relationship  managers  share 


and  gain  access  to  constantly  changing  information  at 
the  profitability  of  their  corporate  customers. 

Web  portal  Bungo.com  has  developed  its  own  ins 
messaging  service  called  Livemail,  which  saves  messages 
e-mail  and  doesn't  require  that  all  members  of  the  cha 
logged  on  at  once.  It  recently  signed  up  Smithk 
Beecham's  salesforce,  using  Livemail  as  a  key  selling  p( 
Says  Bungo.com  founder  Sam  Fahmy,  "We 
think  this  is  going  to  be  a  major  busi- 
ness tool.  When  you  get  four  people 
talking  at  the  same  time,  it  replaces  10 
to  15  e-mails  and  hours  of  time.  That 
translates  into  real  savings." 

E-mail  giant  Novell  isn't  plan- 
ning to  miss  this  wave.  It  is  developing  In- 
stantme,  a  product  that  will  encrypt  instant 
messages  and  use  digital  certificates,  allowing 
you  to  send  and  receive  confidential  infor- 
mation. Eventually,  you  will  be  able  to 
include  audio  and  video  files  using  technol- 
ogy from  CUseeme  Networks,  allowing  you 
to,  say,  brainstorm  via  video  conference  in 
real  time. 


The  biggest  oppor- 
tunities   for  instant 
messaging  may  be  in 
wireless  communica- 
tions. "When  Nextel  sells 
phone  they  also  sell  two-way 
messaging,"  says  wireless 
expert  Andrew  Seybold. 
"Lots   of  companies 
have  been  signing  up." 

Sprint  PCS,  for  in- 
stance, is  working  with 
Irvine,  Calif. -based  G02  Sys- 
tems to  provide  wireless  location 
services.  So  if  you're  in  the  market  for  a  new  home  and 
pen  to  drive  by  an  appropriate  house,  your  realtor  cou] 
stant  message  you  about  the  house's  particulars. 

Charlotte,  N.C.-based  Buildnet  routinely  tracks  shipr 
of  materials  for  mistakes  or  oversights.  If  one  is  fou 
updates  everyone  at  residential  building  sites — from  the 
man  to  electricians  to  welders — wirelessly  using  instant 
saging.  The  result  is  the  right  products  delivered  at  the 
time  and  construction  completed  on  a  more  timely  basi 

All  of  this  business  instant  messaging  activity  shov 
sending  AOL  a  clear  message:  "You've  got  customers." 
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Thanks  to  the 
Web,  you  no  longer 
need  access  to  a 
printing  press  or 
broadcast  facility  to 
make  your  voice  heard. 


Build  Your  Own 


oapbo 
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5ETH LUBOVE 

rHERE  WAS  A  TIME  WHEN  FINANCIAL  ADVICE  WAS 
hard  to  come  by  for  the  average  American.  If 
anything,  it  is  too  plentiful  today.  The  World 
Wide  Web  has  created  a  vast  forum  where  any- 
one with  information  or  advice  can  offer  it  to  a 
broad  audience  at  almost  no  cost  to  the  sender. 
\  5re-Web,  if  you  were  a  nobody  and  wanted  to  get  your 
|  e  heard,  you  started  a  newsletter  or  got  a  book  pub- 
hd.  Getting  books  published  is  tough  and  you  would 
|l  to  spend  hundreds  of  thousands  of  dollars  to  launch  a 
|  sletter. 

E  t  costs  just  a  few  hundred  dollars  a  year  to  rent  space  on 
| -ver  and  slap  together  a  Web  site  to  open  for  business. 
I  Hiousands  of  amateur  gurus  are  doing  just  that.  In  some 
1 5  the  content  is  appallingly  bad  or  even  dishonest.  Most  of 
graphics  are  crude  and  silly.  Much  of  the  content  is  stock 
ji  ing  or  seat-of-the-pants  commentary  on  the  market, 
if  The  long  strong  bull  market  in  tech  stocks  has  created 
(jisands  and  thousands  of  investment  success  stories.  Most 
liem  are  the  result  of  what  John  Kenneth  Galbraith  is  said 
lave  once  described  as  a  "short  memory  in  a  bull  mar- 
l'  But  never  mind:  In  a  momentum-driven  market  it 
lis  to  work,  and  many  of  these  sites  have  attracted  loyal, 
lisophisticated,  followings. 

i  :ollow  these  touts  at  your  own  risk.  But  say  this  for  the 
liomenon:  The  Web  makes  it  cheap  and  easy  for  all  kinds 
people  to  make  their  voices  heard — good  stuff,  bad  stuff, 
levant  stuff.  You  no  longer  need  access  to  a  printing  press 
■broadcasting  station  to  have  your  own  soapbox, 
fhe  amateur  Web  is  a  noisy  place  with  lots  of  static — and 
le  gems. 

In  the  gem  category  falls  Jay  Adkisson's  www.quatloos.com. 
|i  out  of  the  University  of  Oklahoma  law  school  in  1988,  Jay 
Isson  soon  landed  in  the  middle  of  a  huge  case  involving  a 
■piracy  to  transport  chemicals  for  weapons  to  Libya.  Ad- 
|n,  now  36,  ended  up  being  sued  himself  when  a  lawyer  for 
mefendant  in  the  case  accused  him  of  libelous  statements 
le  during  his  pleadings. 

He  came  out  of  the  mess  with  just  enough  money  to  quit 
[lay  job  and  later  move  to  Irvine,  Calif.  The  harrowing 
n  rience  of  being  sued  for  something  he  did  in  the  course 
iirning  a  living  made  him  a  self-taught  expert  on  shelter- 
;  lis  assets  from  legal  liability. 

Vhen  acquaintances  starting  telling  him  about  dubious 
lore  asset  protection  schemes  they  were  considering,  he 
:.ed  a  rudimentary  educational  Web  site  on  the  topic  in 
fl'.  "I  got  fed  up  with  seeing  the  junk,"  Adkisson  says.  A 
I  lan  who  claimed  she  had  lost  her  $800,000  life  savings  in 
iffshore  scam  told  him  her  hard-luck  story.  Her  loss  in- 
led  something  called  "prime  bank  trading"  notes. 
I  tl  wished  I  could  have  gotten  those  sons  of  bitches,"  Ad- 
ion  scowls  behind  dark  sunglasses  that  cover  a  glass  eye, 
!  'esult  of  recent  surgery  to  remove  a  cancerous  tumor, 
n-  money  was  in  Antigua.  When  that  happens,  the  money 


is  just  gone."  Nothing  he  could  do  there,  but  he  could  help 
protect  people  against  similar  swindles.  He  expanded  his  site 
into  a  repository  of  financial  scams. 

Now  called  Quatloos.com,  after  a  made-up  term  used  on 
the  Internet  to  designate  a  scam,  Adkisson  meticulously 
chronicles  colorful  and  bizarre  scams  that  range  from  annu- 
ity abuses  to  the  Dominion  of  Melchizedek,  a  bogus  nation 
well  known  to  longtime  readers  of  FORBES. 

"The  nice  thing  about  the  Internet  is  these  scammers  are 
forever  immortalized  in  cyberspace,"  he  beams.  Among  the 
50,000  to  80,000  hits  he  claims  a  week  are  ones  from  staffers 
of  the  IRS  and  SEC  looking  for  leads. 

Tax  lawyer  Robert  Sommers  also  offers  useful  advice — 
gratis — on  his  Web  site,  www.taxprophet.com.  A  compilation 
of  Sommers'  accumulated  tomes,  scam  warnings  and  other 
wisdom,  the  site  offers  useful  information  on  tax  matters.  In 

a  profession  that  still  frowns 
itw*  |  somewhat  on  advertising,  the 

■  vUpiv  site  i.s  a  dignified  and  cheap 

■  «  ■  way  for  Sommers  to  solicit 

TC  dill II  clients  for  his  San  Francisco 

ca„  i|  m!lf|0       legal  boutique. 
wCtjij         llCtllU  Now  he  is  considering  ex- 

IY     #    paneling  the  site  to  cover  another 

money  on  ot  topic:  employee  embezzlement. 

■  Ripped  off  of  as  much  as 

THIS  D8C3US6    $100,000  by  what  he  thought 
*  I         ■       was  a  trusted  office  administra- 

ot  you,  ana     tor,  Sommers  plans  to  offer  ad- 

.  ■      -  I  vice  about  how  to  guard  against 

THwT  ITIclnUd        crooked  workers.  This,  too,  can 
m       1  help  ring  in  some  law  business. 

me  Teei  "The  truth  of  the  matter  is 

J  55  there  could  be  a  whole  bunch  of 

I^UUUi   warning  signals  that  are  ig- 

nored," says  a  chastened  Som- 
mers, who  recently  extracted  a  settlement  out  of  Wells  Fargo  & 
Co.  for  its  shoddy  oversight  of  the  now-incarcerated  employee. 

But  far  more  numerous  than  free-advice  sites  are  ones  run 
by  amateur  stock  pickers.  David  Gordon,  52,  of  Great  Neck, 
New  York,  describes  himself  as  an  "old  bomb  thrower"  from 
the  1960s  who  marched,  torched  and  made  a  general  pest  out 
of  himself  before  joining  the  Army  and  then  later  teaching. 
Gordon  built  up  a  prosperous  swimming  pool  and  spa  busi- 
ness until  being  waylaid  by  a  life-threatening  case  of  non- 
Hodgkins  lymphoma  in  1995. 

Now  Gordon  is  a  stock  tipster.  During  grueling  daily  doses 
of  chemotherapy  he  couldn't  concentrate  on  reading  and  he 
was  tired  of  movie  reruns,  so  he  tuned  into  CNBC.  Mostly  a 
dabbler  in  stocks  until  then,  the  manic  rants  of  CNBC  fixture 
James  Cramer  got  him  hooked  on  the  market.  When  Gordon 
recovered,  he  commandeered  his  son's  Gateway  personal  com- 
puter to  hang  out  full-time  on  the  Modey  Fool  message  boards. 
He  had  saved  some  money  and  started  playing  the  market. 

He  got  early  into  such  tech  darlings  as  JDS  Uniphase,  and 
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soon  attracted  enough  of  a  following  that 
Motley  Fool  gave  him  his  own  message 
board.  Inspired  by  his  online  fans,  he  cre- 
ated his  own  Web  page  in  January  1998, 
www.trenchrat.com. 

Why  the  rat?  It  came  from  an  hallucina- 
tion he  had  during  blood  transfusions  at 
the  depth  of  his  cancer  treatment.  "That 
son  of  a  bitch  rat  was  telling  me  you  gotta 
be  like  a  rat  to  survive,"  Gordon  says,  now 
fully  recovered. 

Under  a  superfluous  warning  that 
states,  "Trenchrat.com  is  not  an  invest- 
ment advisor  and  does  not  provide  invest- 
ment advice,"  Gordon  proceeds  to  do  just 
that  with  breezy  daily  commentaries  ("Be- 
lieve little  of  what  you  read  because  most 
of  it  is  bogus  manipulation,  but  there  is  al- 
ways some  truth  buried  in  the  midst  of  the 
propaganda").  He  proffers  a  few  dozen 
tech-stock  picks  divided  between  "long- 
term  holds"  and  "stocks  in  play."  To  make 
the  site  pay,  he  now  charges  $25  a  month 


The  lawyer,  an 
embezzler  and 
the  cabinet 
maker:  While 
LiPuma  (above) 
offers  stock 
tips  and  trading 
advice  from  his 
bedroom 
computer, 
Sommers 
compiles  tax 
advice  and 
scam  warnings 
on  his  Web  site. 
Soon  to  come: 
How  to  spot  an 
embezzler. 


for  access  and  peddles  "rat  gear":  $15.95  for  a  T  shirt,  $13.95 
for  a  "rat"  mouse  pad,  $14.95  for  a  cap. 

"One  door  opens,  one  door  closes,  my  mother  used  to 
say,"  Gordon  muses.  "It's  funny  because  if  I  didn't  get  the 
cancer,  I'd  still  be  out  there  humping  pools." 

William  Stein,  27,  is  director  of  information  technology 
for  an  engineering  firm  in  Canonsburg,  Penn.  A  lucky  stock 
pick  turned  him  into  an  Internet  advice  giver.  In  the  summer 
of  1997  he  bought  shares  in  an  Internet  portal  called  Info- 
seek  when  it  was  trading  at  about  $5.  By  the  time  he  bailed  in 
January  1999,  the  stock  had  soared  to  over  $83.  Friends  and 
acquaintances  hounded  him  for  the  secret  of  his  stock-pick- 
ing techniques. 

"People  were  fascinated  that  I  picked  a  stock  like  that  and 
had  the  patience  to  hold  it,"  Stein  says.  So  he  obliged  them. 
Early  in  1998  he  set  up  www.  stockiceman.com.  Today,  it  is  a 


graphics-challenged  melange  of  stock  picks,  stock-pic 
tournaments,  bare-bones  commentary  and,  perhaps  re 
fully,  a  history  of  Stein's  performance  (up  23%  for  z 
1999,  but  down  for  most  of  the  year  so  far). 

Russell  LiPuma  manages  his  Web  site,  www.stockwerld 
from  his  bedroom  near  Buffalo,  N.Y.  He  lacks  formal  fina 
training,  unless  you  count  the  time  20  years  ago  when  he  b 
worked  for  an  outfit  peddling  junk  bonds  that  were  r 
junky.  LiPuma,  39,  is  by  profession  a  maker  of  furniture 
cabinets.  "I  was  totally  computer  illiterate,"  he  says.  "I  d 
even  know  how  to  turn  it  on." 

But  now  he's  a  stock  market  guru — and  a  popular 
Under  the  name  of  Mystifier  on  Clearstation.com  and  o 
Web  site,  www.stockwerld.com,  LiPuma  attracts  2,000  \ 
day  from  folks  who  want  to  read  his  stock  picks,  final 
commentary  and  trading  strategies.  Early  on,  he  used  to 
lift  his  picks  straight  out  of  big  mutual  fund  prospectus* 

"I'm  not  in  it  for  the  fame  or  glory,"  LiPuma  adds, 
pie  write  to  me  and  say,  'I  made  money  off  of  this  becau 
you,'  and  that  makes  me  feel  good.  I've  been  able  to 
other  people." 

He  claims  his  success  has  attracted  people  who  want 
to  manage  their  money.  He  says  he's  managing  portfolio 
seven  people  now,  and  has  four  more  in  negotiation,  "ij 
don't  want  to  get  any  more  because  it  gets  too  hard,"  he  si 

Yeah,  and  in  managing  money,  unlike  in  tossing  out 
vice,  you  are  held  accountable.  But  don't  get  us  wrong: 
love  the  Web.  It  helps  democratize  expressions  of  opin 
Makes  it  easier  for  ordinary  folks  to  start  a  business.  We 
think  people  should  be  both  selective  and  skeptical  at 
what's  out  there. 
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Intershop  Communications,  INC 


1 


"...this  e-commerce  application 


doesn't  just  create  a  website. 


brings  buyers  and  sellers  together 


a  huge  marketplace.... 

It's  a  gigantic  new 

profit-center." 


e-commerce  just  got  bigger, 
do  you  know  how  big? 

Everybody  wants  a  website  that  sells.  But  with  the 
rise  of  new  e-commerce  business  models  such  as 
online  marketplaces,  you  need  a  solution  that  lets 
/ou  do  more.  The  answer:  Intershop.  Our  e-commerce 
applications  support  the  complex  transactions  and 
ousiness  flows  that  can  expand  beyond  a  direct  selling 
website.  So  you  can  create  a  site  with  functions  like 
oontent  aggregation,  and  have  a  foundation  that  lets 
/ou  profit  from  bringing  multiple  sellers  together 


on  one  site:  Yours.  In  fact,  our  application  is  already 
helping  Fortune  1000  and  dot-com  startups  alike  build- 
dynamic  global  marketplaces.  And  using  everything 
from  Java  and  XML  to  WAPand  ICE,  we  bring  you 
the  widest  range  of  current  and  emerging  e-commerce 
solutions  to  broaden  your  Web-selling  opportunities 
even  further  in  the  future.  Call  us  at  1-877-499-4390. 
And  start  doing  e-commerce  today  with  an  application  that 
brings  tomorrow  to  your  door.  , 


INTERSHOP 

SELL  ANYWHERE™ 


Watered-Down  Fire  Sales 

Lots  of  online  retailers  are  heading  for  the  morgue. 
Does  this  spell  opportunity  for  bargain-seeking  shoppers? 


BY  NIKHIL  HUTHEESING 

mm  N  THE  MONTHS  BEFORE  STORES  LIKE  GlMBEL'S, 
B.  Altman  and  Woolworth's  closed  for  good,  bargain 
HH  hunters  stormed  the  doors  as  the  doomed  retailers 
ra|  cleared  their  last  stocks.  There  were  unseemly  scenes  of 
«|  otherwise  respectable  men  and  women  squabbling  over 
HI  wav-marked-down  items. 


Unless  you  systematically  ignore  the  business  news,  you 
know  that  a  lot  of  e-tailers  are  in  trouble.  And  we  mean  a  lot. 
Forrester  Research  makes  a  staggering  prediction:  By  next 
year,  most  of  the  Web-based  retailers  you  visit  will  no  longer 
be  in  business. 

What  happens  when  a  Web  merchant  goes  under?  Time 
to  go  looking  for  bargains?  Many  people  must  think  so. 
According  to  a  study  by  Gomez  Advisors  and  Nielsen/ 
Netratings,  traffic  sometimes  increases  after  a  retailer 
announces  trouble. 

In  June,  for  instance,  PlanetRX.com,  an  online  phar- 
macy, announced  that  it  would  lay  off  15%  of  its  staff.  A 
few  days  later,  it  reported  that  it  would  miss  its  earnings  es- 
timates for  the  quarter.  The  stock  plunged  46%.  But  the 
number  of  shoppers  visiting  PlanetRX  increased  44%  after 
the  layoff  announcement.  Two  weeks  later,  traffic  was 
still  22%  higher  than  before  the  bad  news  was 
announced. 

No  mystery  why.  PlanetRx  began  a  big  e-mail  marketing 
blitz,  touting  products  at  reduced  prices.  That  brought 
bargain-obsessed  shoppers  out  of  the  woodwork. 


But  don't  look  for  serious  bargain-hunting  among  f 
ing  e-tailers.  Big  discounts  are  rare  on  the  Web  because  m| 
retailers  don't  have  much  inventory  in  the  first  place.  Tl 
simply  take  your  order  and  have  a  distributor  get  the  pro 
ucts  out.  Many  that  do  have  inventory  can  offload  their 
sold  goods  to  auction  sites. 

If  you  go  looking  for  bargains  among  sick  e-tailers, 
pect  plenty  of  headaches.  Your  order  may  not  arrive  in 
mail  the  next  day — or  even  the  next  week.  While  you 
protected  by  your  credit  card  if  the  retailer  never  ships  y« 
purchase  at  all,  the  retailer  could  take  several  weeks  to 
your  purchase  out  and  there  is  little  you  can  do  about  it 
July,  CDNow  and  KBKids.com  were  among  seven  Web 
tailers  fined  $1.5  million  in  penalties  for  failing  to  keep  c 
tomers  informed  of  delayed  deliveries.  Worse,  they  had  o 
tinued  to  promise  on-time  shipping,  even  though  they  1 
backlogs. 

Worry  about  your  privacy,  too.  Toysmart.com,  majo 
owned  by  Walt  Disney  Co.,  required  its  customers  to  ij 
ister  their  names,  addresses  and  credit  card  numbers 
fore  they  could  make  purchases.  In  return,  it  pledged  tl 
it  would  never  sell  personal  customer  information  to  th) 
parties.  But  the  retailer  closed  down  in  May  and  filed 
Chapter  1 1  bankruptcy  protection.  With  creditors  to  \ 


►E-tailing  BoneyarrL 


Hundreds  of  Web  retailers  have  recently  shut  their  doors. 
Among  them: 


Living.com 

Home  furnishings 

August  20 

Homewarehouse.com 

Household  products 

July  2000 

Toysmart.com 

Educational  Toys 

May  200C 

Boo.com 

Trendy  sports  clothes 

May  200C 

Violet 

Gifts  online 

April  200! 

the  outfit  began  trying  to  sell  its  list  of  250,000  custoi 
names,  addresses  and  credit  card  numbers.  The  Fed< 
Trade  Commission  sued  to  prevent  the  sale;  now  attorr 
general  from  38  states  are  trying  to  block  the  sale.  The 
suit  will  set  a  precedent  for  just  how  protected  you  an 
such  cases. 

By  and  large,  we  don't  recommend  looking  for  bargs 
by  seeking  out  sick  retail  Web  sites.  To  find  out  which  o 
to  avoid,  consider  visiting  www.dotcomfailures.com,  aj 
dedicated  to  sniffing  out  retailers  running  into  problemi 
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you  depend  on  them 
they  depend  on  us 


way  ahead 


CNN  is  way  ahead  of  its  competition, 
f  ws,  real-time,  where  it  happens,  when  it  happens,  around  the  world,  around  the  clock.  CNN  set  new  standards 
h  news  delivery  and  it  needed  new  technology  to  make  it  happen.  Informix  Software's  Media360™  is  the 
o  y  web-based  software  solution  providing  CNN's  Atlanta  newsrooms  real-time  access  to  its  on-air  library  of 
r  v  and  edited  audio-visual  material.  Media360  gives  over  300  writers,  producers  and  editors  immediate 
3  :ess  to  all  of  the  day's  news  video,  audio  and  metadata  right  from  their  desktops,  facilitating  and  speeding 
■  turnaround  of  news  to  the  world  — keeping  CNN  way  ahead  of  its  competition. 


Inform 


/winformix.com  or  1-800-331-1763 


0  Informix  Corporation  All  rights  reserved. 


SOFTWARE 

way  to  web 


WE  SWEATED  THE   TORQUE.  WE  SWEATED  THE  CORNERING. 


HE  PERFORMANCE. 


brenner  Wannabes 


Here's  a  way  to  trade  online  like  a  pro  without  losing  your  shirt. 


BY  BEN  BERENTSON 

AT  A  CRUCIAL  Y2K 
readiness  meeting  at 
his  company  last  year, 
New  York-based  pro- 
grammer Kieran  Hawe  found 
himself  in  the  corner  of  the 
room,  drafting  his  fantasy  base- 
ball team  on  his  laptop.  While 
the  COO  was  planning  the 
company's  Y2K  strategy,  Hawe 
was  planning  his  next  pick.  "It 
really  got  bad  when  my  com- 
puter froze  and  I  lost  my  con- 
nection. I  was  cursing  at  the 
thing  and  pounding  on  the 
table.  I  can't  believe  no  one  no- 
ticed. I  could've  been  fired 
right  there."  An  associate  of 
Hawe's  wasn't  so  lucky — it 
seems  that  managing  30  fan- 
tasy teams  interfered  with  his 
productivity,  and  he  was  fired. 

Hawe  and  his  colleague  are 
fantasy  sports  addicts.  They  use 
Web  services  to  become  fran- 
chise  managers  and  build 
dream  teams  of  baseball  or 
football  stars,  trading  players 
and  monitoring  their  progress 
using  real-time  player  stats. 
Their  addiction  is  not  unlike 
that  of  online  stock  traders, 
only  the  losses  are  less  painful. 
According  to  a  recent  Harris  poll,  30 
million  Americans  play  fantasy  sports — 
roughly  15%  of  the  adult  population. 

Every  major  online  sports  site  in- 
cluding Disney's  ESPN.com  and  CBS's 
SportsLine.com,  offers  fantasy  games 
for  nearly  every  sport,  from  football  to 
cricket  to  bass  fishing.  Fantasy  sports 
are  now  estimated  to  be  generating  over 
$600  million  in  advertising  and  sub- 
scription fee  revenues  and  is  one  of  the 
few  business-to-consumer  Web  indus- 
tries that  actually  makes  money. 

Here  is  how  it  works:  Friends 


Sandbox.com  staffers:  Sports  fanatics  aren't  the  only  ones  interested  in  their  sticky  site  now. 


usually  get  together  and  form  a  league, 
drafting  a  team  of  players  whose  per- 
formance is  based  on  how  the  real  live 
players  are  doing.  A  fantasy  baseball 
team  might  have  Red  Sox  pitcher  Pedro 
Martinez  and  the  Yankees'  Bernie 
Williams  on  the  same  team.  Just  like 
Yankees'  owner  George  Steinbrenner, 
you  can  make  trades,  pick  up  free 
agents,  drop  players,  decide  who  plays 
and  who  rides  the  pine  and  figure  out 
what  to  do  when  one  of  your  stars  goes 
down  with  that  torn  ACL. 

The  challenge:  to  outthink  and 
outmaneuver  the  other  owners  in  your 


league.  Before  the  Internet,  fanl 
sports  was  only  for  the  most  fanatia 
sports  fans  because  it  required  so  m 
number  crunching.  A  designated  lea 
"commissioner"  not  only  had  to  c 
daily  record  all  of  the  roster  moves  s 
mitted  by  the  players,  but  also  had  tc 
through  the  sports  pages,  tabulate  a 
the  statistics  and  figure  out  the  poi 
scored  by  each  team. 

With  the  Web,  everything  is  ail 
mated  and  the  team  owners  are  all  c 
nected.  The  sites  that  operate  til 
leagues  are  either  free  or  charge  a  n<i 
inal  fee  for  keeping  track  of  everythj 
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You  can  always  deliver  eventually.  But  eventually  is  always  too  late. 

Have  you  heard  of  Kintana? 


g,  President  &  Chief  Executive  Officer 


SkillsVillage.com  has. 


SkillsVillage.com  is  a  rapidly  growing  skills  procurement  solution  that  allows 
companies  to  manage  the  entire  process  of  finding,  hiring,  and  managing  contract 
resources,  and  integrate  that  process  into  their  own  HR  and  purchasing  systems. 
Impressive.  But,  in  order  to  service  existing  customers, acquire  new  ones,  stay 
competitive,  and,  oh  yeah,  be  profitable,  SkillsVillage.com  needs  to  constantly 
update  its  site  quickly  and  efficiently. 

Mission  possible.  With  Kintana.  Our  software  solutions  allowed  SkillsVillage.com 
to  automate  and  integrate  processes  across  departments  and  partners.  Now, 
SkillsVillage.com  can  modify  its  site  every  two  weeks  -  adding  content  and 
improving  applications  features  -  in  30-50%  less  time.  Testing  the  updated  site 
takes  minutes  instead  of  hours,  and  is  managed  by  four  people  instead  of  10. 

Believe  it  or  not,  results  like  these  can  be  achieved  almost  overnight.  We  can 
radically  accelerate  the  speed  at  which  your  business  can  evolve.  Do  it  in 
Kintana  time.  Visit  www.kintana.com  or  call  1-877-KINTANA  to  find  out  how. 


a.  All  righh  rewind 


K  I  N  T  A  N  A"  we  make  time 


They  often  give  away  prizes  of  vacation 
packages  or  sports  memorabilia.  Many 
players  hold  their  own  gambling  pools 
on  the  side  that  can  pay  the  winners 
thousands  of  dollars.  And  if  you  can't 
find  nine  friends  willing  to  play,  the 
Web  sites  will  find  them  for  you. 

"The  Internet  has  brought  fantasy 
sports  out  of  the  closet  and  has  brought 
a  lot  of  major  companies  like  Disney 
into  the  industry,"  says  Carl  Foster, 
President  and  CEO  of  the  Fantasy 
Sports  Players  Association. 

They  are  getting  in  because  fantasy 
sports  sites  are  among  the  stickiest  on 
the  Web. 

"People  come  back  multiple  times 
every  day  to  check  on  their  teams. 
That's  every  day  for  six  months,"  says 
Peter  Pezaris,  VP  of  Fantasy  Products  at 
SportsLine.  "It's  only  rivaled  on  the 
Web  by  sites  like  banks  and  E-Trade, 
who  have  your  money."  According  to 
Media  Metrix,  users  of  Sandbox.com, 
one  of  the  leading  fantasy  sports  sites, 

►Are  You  Ready  for  S 


Playing  fantasy  sports  can  be 
challenging.  Greg  Ambrosius,  editor 
of  Fantasy  Sports  magazine,  offers 
helpful  hints: 

1.  Be  prepared:  Have  a  draft  cheat 
sheet  with  all  of  your  players  ranked. 

2.  Don't  draft  with  your  heart:  You 
might  love  Dallas,  but  Troy  Aikman  is 
not  a  great  fantasy  quarterback. 

3.  Watch  injuries.  One  of  the  worst 
things  is  to  start  a  hurt  player  and  end 
up  with  a  big  zero  at  that  position. 

4.  Watch  the  team  match-ups.  You 
may  want  to  sit  your  #2  running  back 
if  your  #3  is  up  against  a  weak 
defense. 

5.  All-Pros  aren't  always  first-round 
picks.  The  Vikings'  superstar  receiver 
Randy  Moss  lit  up  defenses  in  1999 
with  rifle-armed  veteran  Jeff  George 
throwing  to  him.  Now  it's  the  unproven 
Daunte  Culpepper.  Result:  Moss  fan- 
tasy value  has  plunged.  According  to 
Ambrosius,  "Get  your  running  backs 
early.''  Herein,  the  top  picks  in  the 
FSPA  Draft  and  Ambrosius'  analysis: 


Who  plays  fantasy 
sports?  Roughly 
30  million 
Americans.  

averaged  over  50  minutes  per  month  at 
the  site.  By  comparison,  users  at  Ama- 
zon.com average  12.9  minutes. 

Reston,  Va.-based  Sandbox,  a  site 
with  over  four  million  registered  users, 
is  one  of  the  leaders  in  the  business.  In 
1999  it  had  revenues  of  $6.2  million. 
For  the  first  half  of  this  year  alone,  that 
figure  has  grown  to  $6.6  million.  Since 
Sandbox  doesn't  charge  for  its  fantasy 
games,  most  of  its  revenue  comes  from 
direct  marketing  to  its  members.  It 
does  so  using  a  currency  called  Sand 
Dollars  that  reward  visitors  to  its  site 
for  clicking  on  ads.  These  can  then  be 
exchanged  for  magazine  subscriptions 
and  gift  certificates  from  places  like  The 


Sports  Authority  and  Amazon. c< 
Sandbox  makes  money  both  on 
clicks  and  the  redemptions. 

Back  in  1998  when  the  comp 
had  less  than  $200,000  in  revenue 
tried  to  go  public  in  one  of  the  first; 
ternet-only  offerings  to  be  attemjj 
by  Wit  Capital.  But  the  offering 
withdrawn  because  Wit  couldn't 
the  idea  to  investors. 

To  the  rescue  came  an  accoum 
from  KPMG  Peat  Marwick  nar 
Larry  Cotter,  himself  a  fantasy  sp 
addict  who  saw  potential  and  bot 
the  company  in  1999. 

Sandbox  doesn't  have  any  troi 
selling  its  business  model  to  inves 
today.  In  April,  CNN/SI  bought  8%  ol 
company.  Sandbox  will  provide 
games  and  CNN/SI  will  promote  the 
through  its  media  channels.  This 
motion  has  already  boosted  mem 
ship  by  over  half  a  million. 

In  July,  Paul  Allen's  Vulcan  Vent 
and  Go2Net  paid  $20  million 


RB,  Indianapolis 
Colts 

Unquestionably 
the  #1  pick  in  any 
draft.  He's  a  guy 
who's  going  to 
score  a  lot  of 
rushing 
touchdowns, 
which  are  very 
valued  in  fantasy 
football.  His 
potential  is 
enormous. 


Marshall  Faulk 

RB,  St.  Louis 
Rams 

He's  good  for  an 
incredible  1,000 
yards  receiving 
and  1,000  yards 
rushing,  and  he 
has  a  lot  of  big 
games:  #2  or  #3 
in  any  draft. 


RB,  Jacksonville 
Jaguars 

Some  people 
think  he  could  be 
the  #1  pick 
because  of  his 
potential:  He  had 
17  rushing 
touchdowns  as  a 
rookie,  but  hurt 
his  hamstring. 
Could  be  MVP 
this  year. 


Eddie  Georg 

RB,  Tennesse 
Titans 

Here's  a  guy 
has  rushed  fc 
1,000  yards  f<j 
three  years  in 
row.  He  does 
score  enough! 
touchdowns, 
he's  still  a  toj| 
five  pick. 
continued  nexl\ 
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WITH  OUR  HELP, 
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IPnC    MAKd  lANUCR    MlUni    n  M  V  C  I  UMLLT 

LANDED  ON  MARS. 

\  Make  your  next  project  a  success  by  using  HelloBrain.com.  It's  the  digital  marketplace  where  you  can  source 
solutions  to  virtually  any  problem.  Just  post  your  project  and  let  the  best  minds  from  around  the  world  find  you. 

II  From  programming  to  protocol,  diamond  making  to  DSP  algorithms,  they  can  deliver  the  solution  you  need 
j  to  get  to  market  fast.  Which  could  make  the  difference  between  flying  like  a  rocket  and  falling  like  a  rock. 


HeIloBrain.com 

The  World's  Intellectual  Capital  Exchange. 


©  2000  HelloBrain.com.  All  rights  reserved. 


12.5%  of  the  company.  Sandbox  will 
develop  broadband  games  for  Go2Net's 
PlaySite  and  some  20  games  for  the 
Go2Net  Network. 

Sandbox's  biggest  challenge  will 
come  from  ESPN  and  SportsLine,  the 
number  one  and  number  two  online 
sports  sites.  ESPN  is  the  only  one  of  the 
three  that  charges  a  subscription  fee.  It 
costs  $30  to  play  one  season. 

Ironically,  fantasy  sports  nuts  could 
do  the  most  to  help  Disney  make  sig- 
nificant inroads  in  wireless  applica- 
tions— and  in  the  convergence  of  its 
ESPN  Internet  business  with  its  televi- 
sion business. 

Right  now  the  sites  offer  live  scor- 
ing— you  can  see  on  your  computer 
screen  that  Sammy  Sosa  has  hit  a  home 
run  moments  after  it  happens. 

Soon  participants  will  be  able  to 
trade  players  and  make  roster  moves 
using  wireless  devices  and  instant 
messaging  technology.  Eventually 
you'll  be  able  to  do  all  of  this  while 
watching  the  game  on  one  interface. 


He  had  to  take  a 
day  off  from  this 
or  his  wife  would 
have  left  him.  

Now  that  fantasy  sports  is  attracting 
big  companies  and  funding,  all  kinds  of 
related  entities  are  coming  out  of  the 
woodwork  to  get  into  the  action. 

The  professional  players  associa- 
tions have  demanded  that  fantasy  game 
operators  pay  for  a  license  to  use  the 
player  names  and  representations.  The 
fantasy  sports  sites,  looking  to  avoid 
conflict,  have  agreed  and  are  paying 
Players  Inc.,  the  company  that  repre- 
sents National  Football  League  players, 
about  7.5%  of  their  revenues  in  ex- 
change for  a  license. 

Congress  has  even  taken  a  swipe  at 
the  business.  A  number  of  recent  bills 
designed  to  ban  Internet  gambling  in- 
cluded fantasy  sports  until  the  industry 


lobbied  to  get  it  exempted  from  pi 
posed  legislation. 

This  fall  could  be  fantasy  spot 
most  profitable  season.  Sandbox 
pects  a  huge  increase  in  membersl 
and  has  begun  tentatively  talking  to 
vestment  bankers  about  an  IPO.  For 
first  time  ever,  ESPN  and  SportsLine 
running  television  commercials  to  p 
mote  fantasy  sports. 

For  those  who  are  already  spo( 
fans,  playing  fantasy  sports  online 
easy  and  addictive. 

Sandbox's  Cotter  describes  0 
convert  who  regularly  logged  on  to 
Web  site.  "He  would  get  up  at  five  in 
morning,  spend  an  hour  and  a  half 
searching  stats  on  the  Web  and 
whole  lunch  hour  working  on  his  teal 
Then  he'd  spend  time  with  his  thi 
kids  for  an  hour  before  going  off] 
watch  sports  for  three  hours.  He  had 
take  a  day  off  each  week  or  else  his  vi 
would  have  left  him." 

Good  news  for  Disney  and  Sai] 
box,  bad  news  for  football  widows 


Kurt  Warner 

QB.  St.  Louis 
Rams 

He  had  41 
touchdown 
passes  in  1999. 
Anyone  that 
drafted  him  last 
year  won  their 
league.  The  big 
question:  Can  he 
do  it  again? 


RB,  Denver 
Broncos 

Coming  off  his 
knee  injury,  he's 
a  question  mark, 
but  he  did  rush 
for  2,000  yards 
the  year  before. 
Probably  a  #5 
or  #6. 


Peyton  Manning 

QB,  Indianapolis 
Colts 

Probably  will 
go  for  35 
touchdown 
passes  this  year 
and  4,000  yards. 
Should  go  in  the 
top  five  or  six 
and  no  lower 
than  #8. 


QB,  Green  Bay 
Packers 

He  threw  23 
interceptions  last 
year.  If  your 
league  subtracts 
points  for  them, 
then  he  loses 
value.  Still,  he  had 
five  straight  years 
of  more  than  30 
touchdown  passes 
until  1999— and 
he's  a  three-time 
MVP — so  don't 
give  up  on  him. 


Dorsey  Levins 
RB,  Green  Bay 
Packers 

Everybody  wants 
him  to  go  back  to 
his  '98  form,  but 
Dorsey's  banged 
up.  This  pick 
shows  how 
important 
running  backs 
are. 


WR,  Indianapol 
Colts 

He  had  an 
incredible  year) 
1999,  and  he's 
without  a  doulj 
the  top  wide 
receiver  in  the 
draft.  He  has  to 
go  in  the  top  tej 
and  he  just  ma* 
it  here. 
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Just  a  reminder  that  upgrading 
to  Microsoft  Windows  2000  Professional 
is  just  plain  smart. 


"When  all  the  numbers 

are  in,  we  expect 
Microsoft  Windows  2000 
Professional  to  help 
increase  sales -force 
productivity  by  about  5%, 
while  reducing  IT  costs 
by  over  12%/' 

—  Steve  Adamo,  General  Manager,  Panasonic 

Microsoft 

Where  do  you  want  to  go  today? 

microsoft.com/windows2000 


0  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  Where  do  you  want  to  go  today?,  and  Windows  are  either  registered  trademarks  or  trademarks  of  Microsoft  Corporation  in  the  United  States 
•  other  countries.  The  names  of  actual  companies  and  products  mentioned  herein  may  be  the  trademarks  of  their  respective  owners. 


J 


{j)r&av^5  made  real. 


©Agilent  Technologies,  Inc.  2000 


body  up  there  likes  you.  Like  guardian 


,  the  Global  Positioning  System  satellites 


o  land  planes  safely.  Find  ships  that  are 


sea.  And  get  you  and  your  rental  car  back 


ilization  when  you've  taken  an  ill-advised 


ut.  Test  systems  from  Agilent  make  sure 


GPS  satellite  works  once  it's  up  there. 


)od  to  have  friends  in  high  places. 


Agilent  Technologies 

Innovating  the  HP  Way 


Agilent  Technologies  is  a  new  company 
comprised  of  the  former  Hewlett-Packard 
test  and  measurement,  chemical  analysis, 
semiconductor  components  and  medical 
products  businesses,  www.agilent.com 


Tapping  the  Palm 

If  you're  just  using  your  PalmPilot  for  storing  contacts  and  tracking 
appointments,  you're  sorely  missing  out. 


BY  GHANA SCHOENBERGER 

EVERYONE  KNOWS  THAT  PALM- 
Pilots  store  addresses,  schedules 
and  "to  do"  lists.  But  did  you 
know  that  they  can  also  help 
organize  your  sales  force  or  track  the 
Baltimore  Orioles?  Or  find  which  good 
restaurant  is  around  the  corner  from 
the  movie  you're  planning  to  see? 

More  than  80,000  developers  are 
currently  whipping  up  Palm-compati- 
ble programs.  Some  will  set  you  back  a 
few  hundred  dollars,  but  you  don't 
need  to  spend  any  money  at  all  on 
some  of  the  most  useful  applications; 
there  are  hundreds  of  free  software  pro- 
grams for  the  PalmPilot.  We  combed 
the  Web  for  the  best  of  them.  They 
work  on  any  of  the  7.1  million  Palm  or- 
ganizers in  circulation,  no  matter  the 
model.  They  also  work  on  Handspring 
Visor  and  other  devices  running  the 
Palm  operating  system.  Here  are  the 
five  we  found  most  indispensible. 

►Vindigo  

www.vindigo.com 

Ever  stand  on  a  city  corner  in  the  rain, 

trying  to  recall  the  location  of  a  nearby 
restaurant?  You  remember  that  cute 
French  bistro  you  tried  years  ago.  But 
was  it  on  35th  Street  or  40th?  And  is  it 
still  even  in  business? 

Enter  Vindigo.  It  will  help  you  find 
great  places  to  eat  (or  shop  or  watch  a 
movie)  and  how  to  get  to  them.  Every 
time  you  sync  your  handheld  to  your 
computer  the  application  automati- 
cally uploads  updated  information 
like  movie  times  and  current  restau- 
rant info  from  restaurant  reviewer 
Zagat.com.  So  far,  it's  available  for 


New  York,  Boston,  Chicago,  San  Fran- 
cisco and  Washington. 

The  program  is  simple  but  power- 
ful. You  enter  your  location  by  cross 
streets,  then  decide  whether  you  want 
restaurants,  shopping  or  nightlife, 
which  includes  entertainment,  bars 
and  clubs.  The  program  spits  out  the 
nearest  establishment,  provides  the  re- 
view and  even  displays  walking  direc- 
tions. If  you  find  the  service  lousy  or 
the  bread  stale,  you  can  enter  com- 
ments and  have  them  sent  to  Zagat.com 


the  next  time  you  sync.  Restaurants 
displayed  either  by  distance  from  yo 
location  or  alphabetically,  so  it's  easi 
find  a  particular  place.  The  only  catc 
the  ads  can  take  up  about  three  lined 
your  tiny  screen. 

►AvantGo  . 

www.avantgo.com 

How  do  you  spread  out  your  news 

per  on  the  train  without  knocki 
into  your  neighboring  commut 
AvantGo  to  the  rescue.  Sync  with  yd 


More  than  80,000  software  developers  worldwide  are 

 currently  working  on  Palm  OS-compatihle  programs. 
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40%  of  your  supply  costs 
result  from  processing  the  order, 
shouldn't  you  find  a  new  process? 


• 


It  just  makes  sense.  Streamline  your  procurement 
process,  reduce  costs  and  generate  profits. 

With  our  suite  of  digital  solutions,  Grainger  is 
leading  the  way  for  businesses  seeking  process 
improvement,  sourcing  hard-to-find  products,  and 
liquidating  inventories  effectively. 


GRAINGER  .com 

. . .  it's  the  right  tool  for  the  job! 


The  place  to  go  lor  hard-to-find  MRO ' 

A  Grainger  Company 


Want  to  read  Anna  Karenina  on  the  plane  but  don't  feel 
 Sake  lugging  around  a  thousand-page  tome  ?  


desktop  computer  for  updated  news, 
sports  scores  or  movie  listings.  You 
pick  which  Web  sites  you  want  to 
see,  and  it  will  download  the  latest 
information. 

AvantGo  sets  up  in  minutes.  Visit 
the  Web  site  to  choose  your  channels 
from  several  hundred  categories,  in- 
cluding news,  city  and  regional,  enter- 
prise online,  business,  technology, 
lifestyle,  portals,  entertainment,  travel, 
weather  and  wireless.  Each  category  has 
the  established  sites  you'd  expect — the 
the  Economist,  Wall  Street  Journal, 
Rolling  Stone,  Le  Monde,  Fox  Sports, 
Yahoo— but  also  some  cult  favorites 
like  Slate  and  Salon.  It's  also  easy  to 
submit  a  site  of  your  choice  as  a  new 
channel,  say,  the  Moscow  Times. 

AvantGo  is  available  over  wireless 
devices  as  well  as  Windows  CE  hand- 
helds.  A  few  caveats:  You  may  get  eye- 
strain reading  long  articles  on  the  3- 
inch  LCD  screen,  though  you  can  in- 
crease the  type  size.  Bear  in  mind  that 
the  sheer  volume  of  stuff  AvantGo 
dumps  onto  your  handheld  means  the 
sync  process  can  take  a  few  minutes 
longer  than  usual. 

►  Metro  

www.zdnet.com 

This  application  calculates  your  route 

via  public  transportation  in  just  about 
any  city  in  the  world,  from  Novosibirsk 
to  Porto  Alegre.  What's  more,  when 
you  download  the  main  file  from  the 
ZDNet  site  or  any  other  download  site, 
you  get  all  of  the  city  guides  in  your 
language  of  choice.  Each  guide  database 
has  a  separate  file;  you  can  load  the  pro- 
gram with  files  of  only  those  cities  you 
visit  frequently,  while  keeping  the 
whole  list  on  your  desktop  computer 
for  easy  syncing  if  you  have  to  jet  off  to 
Sofia  or  Tashkent  in  a  hurry. 

Here's  how  Metro  works:  Using  a 
simple  pull-down  menu  format,  you 
choose  the  public  transportation  sta- 
tion— bus  or  train — closest  to  you,  and 


the  station  you  want  to  reach.  The  pro- 
gram calculates  your  route  and  then 
displays  the  estimated  travel  time, 
number  of  stations  passed,  number  of 
transfers  and  the  direction  you  need  at 
every  step.  We  field-tested  the  French- 
language  version  of  the  program  on  a 
complicated  journey  from  Manhattan 
to  Brooklyn  and  found  it  quick  and 
accurate. 

►  Mobile  DB  Lite  


www.mobilegeneration.com 

This  program  allows  you  to  download 

quickly  and  carry  around  just  about 
anything  that  can  be  done  in  spread- 
sheet form.  Its  Web  site  hosts  400 
freely  downloadable  databases,  in- 
cluding those  devoted  to  sports  sched- 
ules and  score  tables;  phone  directo- 
ries for  airlines  and  credit  card 
companies;  and  lists  of  Homer  Simp- 
son's most  memorable  quotes.  The 
most  popular  of  these  databases  avail- 
able for  free  download  is  Palm  Bar,  a 
trove  of  200  mixed-drink  recipes. 
Wine  enthusiasts  will  enjoy  a  listing  of 
which  varietal  goes  with  what  sorts  of 
cuisine,  and  newlyweds  will  like  the 
list  of  traditional  and  modern  an- 
niversary gifts  organized  by  years  of 
marriage.  The  best  part,  of  course,  is 
that  there  are  no  annoying  advertise- 
ments, just  data. 

If  you  want  to  edit  the  databases,  or 
adjust  a  phone  number  that  has  been 
changed,  you  can't  input  the  correction 
directly  into  your  Palm,  unless  you  up- 
grade the  program  for  $15. 

►  MobiPocket  

www.mobipocket.com 

Want  to  read  Anna  Karenina  on  the 

plane  but  don't  feel  like  lugging 
around  a  thousand-page  tome  that 
weighs  down  the  aircraft?  Just  down- 
load the  book  onto  your  Palm.  This 
text  reader  program  gives  you  access  to 
a  host  of  electronic  literary  delights, 


from  Tolstoy  to  Arthur  Conan  D» 
Once  you  download  the  MobiPo 
reader  and  set  up  a  free  account 
site  keeps  track  of  which  texts  yo 
downloaded,  so  you  can  refer) 
them  at  a  later  time.  The  site  inck 
more  than  180  titles.  A  compai 
program,  Publisher,  lets  you  for 
other  texts  and  even  contribute  t 
to  the  online  system  so  others 
read  them. 

We  read  John  Milton's  Paradist 
gained  using  MobiPocket.  The  text 
clear  and  readable  on  the  Palm's  sc 
(you  can  increase  the  size  of  the 
by  clicking  on  the  settings  menu) 
turning  pages  was  as  simple  as  thu 
ing  the  down  button.  Turn  off  the 
and  your  page  is  bookmarked  for 
Downloading  the  book  took  secc 
and  we  simply  deleted  it  from 
Palm's  memory  when  finished. 


►Download  Heaven 

Here  are  some  places  to  start  im 
quest  for  even  more  Palm  apps: 

ZDNet 

URL:  www.zdnet.com 

Ziff-Davis'  ZDNet  has  a  full  collect 
of  Palm  downloads  rated  with  one 
five  stars.  Search  engine  allows  y 
quickly  find  the  program  or  datab 
you're  looking  for. 

Palm  Software  Connectii 
URL:  www.palm.com/ 
resources/shareware. html 

This  links  page  on  the  Palm  corpc 
site  leads  you  to  a  multitude  of 
Palm  freeware  and  shareware 
including  the  portfolio  tracker  Stc 
Manager. 

PalmGear 

URL:  www.palmgear.com 

PalmGear  boasts  more  than  6,00 
downloadable  programs.  Some  ar 
free;  others  cost  up  to  $350.  —C 
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?  Think  about  it 


|ps  it's  no  surprise  that  an  online  broker  is  specifically  designed  to  execute  trades.  The  real  news  is 
o  many  online  brokers  still  aren't  In  fact,  they  often  have  little  to  do  with  executing  your  trade  at  all. 
,  they  may  send  your  order  to  trading  desks,  market  makers  or  other  middlemen  who  execute  the  orders  the  old  way 
however,  has  developed  proprietary  technology  that  automatically  routes  your  order  in  an  effort  to  get  you  the  best 
ale  price  in  the  current  market.  That's  why  Datek  pledges  that  if  your  marketable  online  order  is  not  executed  within  60 
is,  they'll  waive  the  $9.99  commission*  To  learn  more  about  how  Datek  is  truly  built  to  trade,  visit  www.datek.com. 


ww.datek.com 


Built  to  trade 


1-877-88-datek 


ONLINE 


'Sixty-second  commitment  applies  to  online  orders  that  are  marketable  alter  9  45AM  Eastern  Time  The  order  cannot  be  a  short-sale  and  the  market  must  not  be  crossed  locked  or  halted  Certain  restrictions  apply  See  Web  site  for  details  i 
All  online  trades  are  only  $9  99  up  to  5,000  shares 

High  volumes  of  trading  and  volatility  may  result  in  executions  at  prices  significantly  away  from  the  price  quoted  or  displayed  at  order  entry 

System  response  and  access  times  may  vary  due  to  market  conditions  system  performance  and  other  factors  ©2000  Datek  Online  Member  NASD/SIPC 


The  Virtual  Classroom 
vs.  the  Real  One 

Web  education  has  not  yet  met  its  greatest  challenge: 
how  to  create  online  courses  as  conducive  to  learning 

as  classrooms.  I  by  danielle  svetcov 


■  nvestors  are  pouring  millions, 
Bsoon  to  be  billions,  into  the  online 

■  education  market.  Conservative  fig- 
ures from  analysts  at  Thomas  Weisel 
Partners,  a  merchant  bank  in  San  Fran- 
cisco, estimate  a  $10  billion  virtual 
higher-ed  market  by  2003  and  an  $11 
billion  corporate-learning  market  by 
the  same  year.  That's  $21  billion  from 
almost  nothing  and  it's  the  kind  of 
market  that  makes  venturesome  in- 
vestors drool.  John  Chambers,  the 
highly  esteemed  CEO  of  Cisco  Systems, 
calls  online  education  the  "killer  app" 
of  the  Internet. 

Here  are  some  of  the  big  players 


in  Web  education.  Michael  Milken,  his 
brother  Lowell  and  Oracle's  Larry  Elli- 
son run  Knowledge  Universe,  a  venture 
hatchery  for  educational  and  training 
companies. 

Washington  Post  Co.  is  knee- 
deep  in  edu-ventures  including 
KaplanCollege.com,  which  offers  500 
online  courses  across  nine  professions. 

Wall  Street  magnate  Herbert  Allen 
of  Allen  &  Co.  has  earmarked  $20  mil- 
lion to  launch  and  sustain  Global  Edu- 
cation Network  (GEN),  a  clearinghouse 
of  courses  from  America's  top  colleges: 
Brown,  Wellesley  and  Williams  among 
them.  The  site,  poised  to  be  the  first 


elite  education  provider  onlin 
will  be  tested  this  fall. 

Meanwhile,  at  least  in  high 
education,  the  Establishment 
moving  quickly  to  embrace  t 
Internet.  In  December  1999,  t 
National  Center  for  Educatii 
Statistics  (NCES)  of  the  U.S.  E 
partment  of  Education  (USE 
released  a  new  national  sun 
on  what  it  calls  "distance  leai 
ing"  in  higher  education. 
1997-98,  almost  44%  of 
higher  education  institutions^ 
fered  distance  courses.  Lara 
institutions  are  moving  faste 
87%  of  those  with  more  tb 
10,000  students  offered  distaij 
classes,  while  only  19%  of  iiu 
tutions  with  fewer  than  3,d| 
students  did  so. 

Total  enrollment  in  po| 
secondary,  credit-granti] 
distance  learning  courses 
1997-98  was  1,363,670;  J 
number  has  grown  consid 
ably  since,  although  as  yet  th 
are  no  firm  figures. 

Significantly,  almost  all  1 
growth  was  in  courses  ti 
used  the  Internet,  rather  tn 
TV,  to  bridge  the  distances. 

This  is  no  fad.  It  is  rathe 
stampede  and  nothing  can  sj 
it.  Online  education  is  con] 
nient  (no  moving,  no  co 
muting,  no  leaving  the  hoi 
even)  and  collaborative  (sj 
dents  in  China  and  Minnes 
can  work  together  on  presentation 
Teaching  institutions  can  reach  ma 
more  students  without  having  to 
pand  their  physical  plants.  With  its  \| 
bag  of  technological  tricks,  the  Web  < 
offer  a  multimedia  approach  pot< 
tially  equal  to  the  very  best-equipp 
classrooms  in  the  world. 

Globally  those  conveniences  h| 
even  greater  impact,  particularly 
Asia,  Africa  and  Latin  America,  wh 
more  than  two-thirds  of  citizens 
under  20  years  old.  Without  train 
these  kids  cannot  become  assets  i 
modern  economy.  But  where  are  th 
developing  countries  to  get  the  ne<| 
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Cindy 
Crawford's  choice 


sary  money  using  conventional  class- 
room education? 

Though  Web  education  is  in  its  in- 
fancy, listen  to  professor  Roger  Schank, 
a  computer  scientist  at  Northwestern 
University  who  runs  an  online  learning 
outfit  called  Cognitivearts.com.  "We 
are  witnessing  the  dawn  of  a  new  era  in 
education.  In  the  beginning  it  will  look 
a  lot  like  what  it  is  replacing,  just  as 
early  movies  were  simply  filmed  plays. 

"But  like  the  movies,  online  educa- 
tion will  evolve  into  something  very 
different  from  what  now  exists.  We  are 
at  the  beginning  of  something  very 
exciting." 

"We  are  undertaking  a  social  ex- 
periment on  the  grandest  scale,"  says 
Doug  Levin,  a  senior  research  analyst 
at  the  American  Institute  for  Research. 
Levin  has  been  researching  technology 
for  the  Department  of  Education  since 
1995.  "There  is  every  reason  to  believe 
that  it  [online  education]  is  something 
we  should  be  doing  . . .  but  you  have  to 
recognize  that  we  are  inventing  this  as 
we  go." 

Prof.  Schank  says,  "new  online 
courses  will  be  so  exciting  students  will 
demand  them."  Maybe  in  the  future,  but 
for  now  it  is  generally  >  greed  that  attri- 
tion rates  from  online  schools  are  higher 
than  from  traditional  schools.  Vicky 


Phillips,  founder  of  Geteducated.com,  a 
consulting  agency  for  distance  educa- 
tors, estimates  the  online  student 
dropout  rate  at  around  35%.  The  aver- 
age attrition  rate  for  college  freshman 
at  U.S.  universities  is  around  20%, 
Phillips  says.  The  fact  is,  much  of  what 
passes  for  online  education  today 
would  put  most  of  us  to  sleep. 

New  techniques  are  being  de- 
veloped and  right  now  every  e-learn- 
ing  company  and  university  has  a 
different  idea  about  how  to  use  the 
Internet. 

Western  Governors  University 
(www.wgu.edu/wgu),  for  example,  as- 
signs students  "mentors"  who  act  as 
guides  through  the  school's  academic 
programs;  e-mail  and  telephone  con- 
nect student  to  mentor  and  student  to 
student.  Courses  are  downloaded 
through  RealPlayer,  PDF  file,  and  a  vast 


He  knows  he's  competing  with  v 
crying  children  and  prime-time  ij 

His  lecture  materials  are  accon 
nied  by  150  slides,  a  recorded  soi 
track,  video  and  photos  of  himse 
lecture  poses.  Noam  has  even  pli 
with  the  idea  of  planting  online  rir 
to  spur  discussions  and  debate. 

"People  tend  to  lose  intere 
there's  nobody  on  the  other  side 
cares  if  I'm  here  or  not,"  remarks 
educated. corn's  Phillips.  "That's  w 
we're  getting  dropouts." 

GEN's  backer,  Wall  Street  mag 
Herb  Allen  is  aware  of  the  difficul 
For  the  newcomers  to  compete  wit 
tablished  educational  institution 
the  Web,  private  capital  must  b 
needed  innovation  to  the  educati 
process.  "The  question  we  will  < 
tinue  to  ask  is:  Can  we  [GEN]  ma 
better  than  sitting  in  English  1C 


For  every  student  who  gets  into 
Harvard,  a  hundred  more  could  handl 
the  work.  Why  should  they  he  denied 


library  database  designed  by  the  uni- 
versity. 

By  contrast,  students  in  the  Uni- 
versity of  Illinois  Curriculum,  Tech- 
nology and  Education  Reform  master's 
program  (www.ed.uiuc.edu/ed-on- 
line/cter)  receive  assignments  from 
a  slate  of  professors,  track  those 
assignments  through  a  university-gen- 
erated database,  and  hold  asynchro- 
nous threaded  discussions — they 
don't  have  to  be  online  at  the  same 
time — and  real-time  chats  through 
WebBoard  2.0. 

Even  with  high-tech  tools,  the  con- 
version of  curriculum  from  classroom 
to  Internet  is  not  easy  or  intuitive.  "It  is 
vastly  harder  than  preparing  a  class- 
room course,  20  times  the  effort,"  says 
Eli  Noam,  professor  of  economics  and 
finance  at  Columbia  Business  School. 

One  of  the  reasons  it  is  harder  is 
that  online  students  face  more  distrac- 
tions than  do  students  in  a  classroom. 
"You  have  to  script  it  very  carefully." 


Williams?"  If  not?  "If  we  don't  ge 
quality  we  want,  we'll  shut  it  dow 

Thomas  Kalinske  is  CEO  of  Kn 
edge  Universe,  the  Milken/Elli: 
financed  agglomeration  of  more 
40  e-learning  companies.  Kali] 
claims  his  people  have  figured  out 
to  make  online  learning  more  "erj 
able  and  exciting"  than  it  was  a 
years  ago  when  hyperlinking  lec 
notes  seemed  like  an  innovative  ic 

Kalinske  points  to  Unext,  a  Kn 
edge  Universe  holding:  "The  kn 
edge  transfer  is  done  in  such  a  way 
they  know  that  the  individual  is  gr 
ing  it.  Students  are  constantly  bein 
sessed.  That's  why  we're  so  confid< 
For  example,  Unext's  technology 
detect  if  one  student  is  learning  f; 
through  formulas  and  one  thrc 
video  presentations.  It  then  tailor: 
coursework  to  each  student. 

The  one  segment  of  the  online 
ucation  market  that  seems  to  be  n 
ing  the  most  confidently  is  corpc 
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vestment  banking  business.  ING  Bank  N.V.  is  part  of  ING  Group,  one  of  the  largest  integrated  financial  services  organizations  in  the  world. 


lalyzing 


Our  300  strong  research  team  covers  more  than 
2,000  companies  and  50  countries  worldwide 
ensuring  that  our  clients  have  the  vital  edge  to  stay 
ahead  of  the  market.  If  you're  looking  for  in-depth 
analysis  combined  with  outstanding  sector  expertise, 
you'll  find  we're  worth  a  closer  look. 


ord  ING 

ngbarings.com 


BARINGS 


training  programs.  Most  big  compa- 
nies are  sold  on  the  idea  that  continu- 
ous training  and  retraining  of  employ- 
ees pays  off  big.  For  the  average 
company,  use  of  e-learning  is  50%  to 
90%  cheaper  than  bringing  in  real-life 
teachers  and  holding  formal  classes. 

Keith  Gay  the  Thomas  Weisel  secu- 
rity analyst,  says  corporate  learning 
companies  are  starting  to  attract  big 
dollars.  He  points  to  two  e-learning 
companies  he  thinks  have  great  poten- 
tial: SmartForce  and  DigitalThink. 
Both  create  software  that  companies 
can  use  to  establish  online  training 
coursework.  At  the  end  of  1999,  Smart- 
Force  signed  a  $25  million  deal  with 
Unisys.  Earlier  this  year,  DigitalThink, 
whose  clients  include  Cisco  Systems, 
Charles  Schwab  and  Deutsche  Bank, 
recently  inked  a  deal  with  EDS  for  $50 
million. 

Before  this  is  over,  big  money  is 
going  to  be  lost  and  maybe  some  will 
be  made,  but  education  will  never  be 
its  old  rigid  and  formalized  self.  No 
longer  will  a  handful  of  admissions  of- 
ficers in  their  self-righteous  wisdom  be 
the  sole  guardians  of  the  gates  to  the 
best  in  education.  For  every  student 
who  gets  into  a  Harvard  or  a  Princeton 
or  a  Berkeley  there  are  probably  a 
hundred  who  could  handle  the  work. 
Why  should  they  be  denied  the 
opportunity? 

We'll  let  the  articulate  Professor 
Schank  have  almost  the  last  word: 
"Students  will  be  able  to  shop  around, 
taking  a  course  from  any  institution 
that  offers  a  good  one.  Degree- 
granting  institutions  will  have  to 
accommodate  this. 

"They  will  resist  at  first,  but  eventu- 
ally society  will  realize  that  anyone  is 
entitled  to  the  best  courses,  and  barri- 
ers will  fall.  Quality  education  will  be 
available  to  all.  Students  will  learn  what 
they  want  to  learn  rather  than  what 
some  faculty  committee  decided  was 
the  best  political  compromise. 

"Education  will  be  measured  by 
what  you  know  rather  than  by  whose 
name  appears  on  your  diploma."  If  the 
Internet  can  facilitate  this  kind  of 
change,  we  can  only  say,  Amen.  F 


►Ask  The  Students 

What  follows  is  scarcely  a  scientific 
sampling,  but  it  gives  some  insight  into 
how  some  students  feel  about  their  online 
learning  experiences. 

JOCELYN  LANKREUER,  26,  began  earn- 
ing her  Business  Communication  degree 
online  at  Jones  International  University 
while  living  in  Trinidad.  She  finished  the 
degree  thousands  of  miles  away  in 
Alberta,  Canada  this  spring. 

Lankreijer  says  she  spoke  to  her  pro- 
fessors one  to  three  times  a  day.  She  did 
her  classes  when  they  fit  into  her  sched- 
ule—in the  wee  hours,  if  need  be.  She 
says  the  program  was  as  challenging  as 


online  and  that  makes  him  glad  he 
earned  his  M.B.A.  online  at  UMUC.  I 
thinks  the  Internet-based  course  of 
study  is  a  realistic  simulation  of  hov 
business  will  be  conducted  during  tl 
next  decade.  Brock  says  standards 
were  rigorous  and  that  professors  c 
tinually  updated  the  material  to  refle 
current  markets— not  always  the  ca 
with  classroom  profs. 

Brock  has  one  complaint— cost. 
UMUC's  M.B.A.  tuition  runs  around 
$21,000,  not  including  Internet  time 
and  books.  If  e-learning  is  to  be 
democratic,  the  price  has  got  to  go 
down,  he  says. 


any  classroom-based  course.  "And  the 
students  were  there  to  learn.  They 
weren't  there  for  parties." 

FRANCES  VASI,  46,  of  Humble,  Tex. 
feels  that  studying  online  was  excellent 
preparation  for  a  high-tech  job.  Six 
months  before  her  online  graduation 
from  the  University  of  Maryland  Univer- 
sity College  (UMUC)  with  a  degree  in 
computer  systems  management,  she 
was  offered  a  job  at  Compaq  Computer 
as  an  engineer.  "I  fit  right  into  corporate 
culture  there  because  I  got  my 
education  on  the  Internet,"  she  says. 

ANTHONY  BROCK,  33,  uses  state- 
of-the-art  technology  as  a  U.S.  Navy 
Intelligence  Officer,  stationed  in 
Bahrain.  Much  of  his  work  is  done 


SHEL.LIE  BRUNSMAN,  37,  pictured 
above,  earned  a  master's  degree  in  th< 
University  of  Illinois'  Curriculum,  Tech 
nology  and  Education  Reform  online  p 
gram.  There  were  drawbacks,  she  say 
such  as  in  law  class.  "Being  in  a  big 
group  and  hearing  everybody's  opinioi 
would  have  been  ideal,  a  little  bit  of  de 
bate  and  opinion,"  Brunsman  says. 
"There  are  discussions  [online]  but 
you're  typing  them.  When  you're  doing 
an  [online]  chat  with  so  many  people, 
the  professor  often  loses  the  thread  ol 
your  question  because  he's  being  bom 
barded  with  so  many  questions."  How' 
ever  Brunsman  feels  she  lost  little  by 
studying  online  and  gained  a  lot  from  1 
flexibility  it  gave  her.  —D.S. 
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Broadband  U 

The  Web  has  become  ubiquitous  on  college 
campuses.  Some  students  even  use  it  for  studying. 


BY  HATHA  TEP 

HI  A  Mm  N  Y(H!  DROP  VOUR 

■b  "™  mm  son  or  daughter  at  col- 
■  ■■■  lege  this  fall,  things  will 
Wag  WM   seem  pretty  much  the 

Hw  W  same  as  when  you  went 
to  school.  Ivy-covered  brick,  big  gym- 
nasiums, fresh-faced  students  scurry- 
ing to  get  books,  weepy  parents. 

An  immemorial  scene. 

But  look  a  little  closer.  The  stereo, 
like  the  one  you  perhaps  brought  with 
you  to  school,  may  still  be  there  but 
the  portable  typewriters  won't  be.  In- 
stead, expect  to  see  the  dorm  hallways 
littered  with  empty  Apple  and  Dell 
computer  boxes.  The  students  will  be 
armed  with  MP3  players,  cell  phones, 
pagers,  Palm  organizers,  graphing  cal- 
culators and  laptop  computers — arse- 
nals of  electronic  hardware.  Always 
tuition-intensive,  higher  education 
has  become  capital-intensive  as  well. 

As  fast  as  the  nation  as  a  whole  has 
flocked  to  the  Internet,  our  colleges 
have  gotten  there  first  and  more  com- 
pletely. Higher  education  has  gone 
high  tech.  There  are  five  million  full- 
time  students  in  four-year  colleges  in 
the  U.S.;  a  full  90%  use  the  Internet 
daily.  That's  right.  Every  day.  In- 
evitably some  of  the  time  is  well  spent. 
Inevitably  a  lot  of  it  is  wasted,  at  least 
so  far  as  advancing  learning  is 
concerned. 

To  encourage  students  to  get  with 
the  Net,  many  universities  have  rigged 
their  campuses  with  high-speed  fiber- 
optic cables  so  that  students  can  effort- 
lessly access  the  library,  download  in- 
formation from  the  Web  and  pull  up 
class  lectures.  Now,  schools  like 
Philadelphia's  Drexel  University  are  set- 
ting up  wireless  networks;  its  12,000 
students  who  lounge  on  the  grass,  jog 
or  walk  to  class  can  stay  connected. 


As  you  can  well  imagine,  the  kids 
aren't  just  studying  when  they  go 
online. 

Elizabeth  Chan,  20,  is  studying  pol- 
itics and  journalism  at  New  York  Uni- 
versity in  preparation  for  a  law  degree. 
She  is  well  equipped  with  electronic 
paraphernalia  and,  yes,  she  uses  it  for 
schoolwork.  But  Chan  says  she  also 
spends  five  hours  every  day  shooting 
IMs — instant  messages — to  acquain- 
tances— 103  of  them  that  she  considers 
"buddies."  Their  messages  crisscross 
each  other,  zipping  up  and  down  hall- 
ways, from  floor  to  floor  and  from  city 
to  city.  Friends  you  no  longer  see  are 
not  forgotten;  out  of  sight  is  no  longer 
out  of  mind. 

Like  the  old  party-line  telephones  of 
decades  ago,  IM  software  allows  real- 
time chat  with  many  people  at  once, 
without  regard  for  per-minute  fees.  The 
software  provides  buddy  lists,  so  if  you 

Why  bother  going 
to  class  when  you 
can  get  the  stuff 
off  the  Web  at  your 

own  convenience? 

are  online  you'll  know  when  a  friend 
goes  online  too.  You  can  chime  right  in 
and  join  the  conversation  even  if  all  of 
you  are  in  different  places.  The  garru- 
lous never  had  it  so  good. 

There  will  always  be  unrequited 
crushes,  and  the  Internet  offers  new  op- 
portunities for  people  with  crushes  or 
grudges.  At  Harvard  University,  Paven 
Malhotra,  a  junior,  says  some  students 
use  the  school's  Telnet  e-mail  system  to 


Drexel  one-ups  other 
colleges:  Gary  Childs  surfs 
the  Net  from  anywhere. 


stalk  other  students.  Because  Tel' 
keeps  track  of  who  is  using  the  s| 
tern — where  they  are  and  when  tl 
last  signed  on — students  can  find  o 
ers  by  simply  typing  in  "finger"  1 
lowed  by  the  other  person's  name. 

It  hasn't  happened  yet,  but  we  s 
pect  there  will  be  scandals  about  tl 
Lawsuits,  maybe.  Deans,  beware! 

Playing  computer  games  does 
get  better  than  over  college  fib 
optic  networks.  This  can  distil 
students  from  their  work.  But.  it 
also  help  them  develop  skills:  At 
University  of  Southern  Califon 
Mark  Van  Lommel,  a  junior,  spe 
hours  practicing  for  competitioni 
nationwide  online  gaming  tour 
ments  such  as  HeatCigl,  an  on] 
multiplayer  gaming  service  for  col] 
students.  Last  May,  Van  Lomm 
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n  took  first  place  in  the  country.  It 
;  the  second  straight  win  for  the 
C  team. 

What  kind  of  skills  can  your  kid 
1  from  hours  of  Quake  or  Unreal 
irnament?  Trading,  for  one,  which 
uires  split-second  reflexes.  Many 
Bp  waiting  to  graduate. 
In  a  dorm  at  the  University  of  Penn- 
ania's  Wharton  School  of  Business, 
ors  Wayne  Chang  and  Andrew  Pud- 
spend  much  of  their  time  on  com- 
ers but  they  are  not  gossiping  with 
| .  They  are  playing  our  national  lot- 
I  the  stock  market.  They  claim  to  be 
:ning  over  $1  million,  and  to  prove  it 
e  Bloomberg  access  at  $2,000  per 
ith  plus  a  Bloomberg  Traveller  on 
ing's  laptop,  which  runs  another 
0  per  month.  "I  put  my  stock  activ- 
|  ahead  of  schoolwork  and  some- 


times I  skip  classes  to  trade,"  says 
Chang,  21,  who  spends  at  least  five 
hours  a  day  trading. 

It's  hard  to  fault  Chang  and  Riddle: 
What  better  way  to  learn  about  finance 
than  by  risking  your  own  money?  On 
the  other  hand,  they  may  miss  out  on 
learning  some  of  the  finer  points  of  fi- 
nance, which  could  cost  them  dearly 
later  in  life. 

Other  students,  inspired  by  tales  of 
how  Michael  Dell  or  Jerry  Yang 
founded  their  companies  in  dorm 
rooms,  are  using  their  computers  and 
the  Internet  to  do  the  same.  In  a  num- 
ber of  cases  this  has  led  to  college  ca- 
reers cut  short. 

Take  the  case  of  Amit  Gupta,  a 
sophomore  at  Amherst  College.  Two 
years  ago,  he  created  Amherst  Central, 
a  site  where  his  schoolmates  could 
check  out  school  events,  pull  up  a  cafe- 
teria dining  guide  and  read  local 
restaurant  reviews.  Later  he  was  joined 
by  Michael  Goelzer,  then  a  sophomore 
at  Brown  University,  and  in  August 
1999,  they  dropped  out  of  school  and 
raised  $1.4  million  from  angel  in- 
vestors. Today,  these  21 -year-olds  don't 
have  degrees,  but  their  business,  The 
Daily  Jolt,  powers  42  school-specific 
sites  nationwide. 

In  fact,  angel  investors  and  venture 
firms,  like  UniversityAngels.com  have 
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Mark  Van  Lommel  (center):  A  game  of  Quake- 


student  representatives  scouring  almost 
every  major  campus  for  dorm-room 
ventures.  Others  like  Joshua  Newman, 
a  senior  at  Yale,  run  their  own  venture 
firms.  Newman's  Silicon  Ivy  Ventures 
has  $10  million  in  capital. 

Focusing  on  such  diversions  gives 
students  less  time  for  classes.  Ob- 
servers note  that  there  seem  to  be  an 
exceptionally  large  number  of  empty 
seats  in  lecture  halls  these  days.  Blame 
the  Net. 

If  students  miss  class,  they  can  always 
log  on  to  Versity.com,  an  online  library 
of  lecture  notes  started  by  University  of 
Michigan  students  in  1997. 

April  Birnbaum,  a  junior  at  the 
University  of  Pennsylvania,  was  sick  re- 
cently. From  her  bedroom,  Birnbaum 
logged  on  to  Versity.com  and  got  the 
notes  from  her  Chemistry  and  Envi- 
ronmental Studies  classes.  This  enabled 
her  to  keep  up  with  the  class  in  spite  of 
her  absence. 

There  are  other  Web-enabled  short- 
cuts for  students.  At  Harvard,  Anna 
Nelson,  a  junior,  is  pressed  for  time.  In 
her  desperation,  she  logs  on  to 
Sparknote.com,  a  site  founded  by  Har- 


or  Econ  101— as  prep  for  a  job  on  TheStreet? 

vard  students  that  provides  gratis  sum- 
maries and  analyses  of  200  major  liter- 
ary works.  "I've  used  Sparknote  in  lieu 
of  actually  doing  the  reading,"  says  the 
20-year-old.  Time  pressures,  she  says, 
force  her  to  use  it. 

At  least  Nelson  reads  the  sum- 
maries. Some  students  don't  even 

What  kind  of  skills 
can  your  kid  gain 
from  hours  of 
Quake  or  Unreal 

Tournament? 
Trading,  for  one. 

bother  to  do  that.  Nor  do  they  spend 
energy  composing  papers.  Instead,  they 
go  to  Cheater.com  to  pick  up  a  neatly 
written  paper  all  ready  to  print.  But 
that's  taking  a  chance.  Just  hope  that 
another  student  in  your  class  doesn't 
hand  in  the  same  paper.  Call  it  disin- 


termediation.  There 
no  doubt  that  the  Intel 
net  is  disintermediatii) 
a  certain  amount  of  lei 
ture  hall  attendance 
Why  bother,  when  yo 
can  get  the  stuff  off  t] 
Web  at  your  own  conv| 
nience  rather  than  at  t 
professor's. 

Stanford  Universi 
Economics  profess) 
John  Taylor  is  rollu 
with  the  punches.  B 
posts  his  lectures  on  ij 
Web  site,  and  also  pr 
vides  a  Webcast  of  hir 
self  giving  the  lectun 
complete  with  Powe 
Point  slides.  He  probat 
figures  that's  the  way  e| 
ucation  is  going  anyhc 
in  the  Internet  age — q 
of  the  classroom  ai 
into  wherever  you  wai 
it  (see  story  p.  50). 
Other  smart  profs  are  emulatii 
Taylor:  enlisting  the  Internet  rath 
than  fighting  it.  At  Yale,  Paul  Bracks 
professor  of  Management  and  Politic 
Science,  encourages  students  to  gant 
For  his  Strategy,  Technology  and  V\i 
class,  they  assume  the  roles  of  Pre: 
dent  and  Minister  of  Defense  of  difft 
ent  countries.  Questions:  How  do  cj 
fense  policy  and  foreign  relatio 
intersect?  If  the  U.S.  began  buildii 
more  missiles,  how  would  that  afft 
relations  with  China? 

The  Net  can  also  help  promote  fa 
ulty-student  interaction.  Tracy  Kimi 
junior  at  Dartmouth  College,  was  1 
late  writing  a  paper  for  her  Engli 
class.  Frustrated,  unable  to  get  start* 
she  e-mailed  her  professor  for  help, 
was  2  a.m.  Luckily  for  her  he  was  awa 
and  near  his  computer.  Five  rninu' 
later,  the  professor  shot  back  the  ass 
tance  she  needed. 

For  students  who  want  to  wai 
time,  the  Internet  is  one  more  temp1 
tion.  For  students  and  faculty  w! 
want  to  work  more  effectively  it  i| 
bonus.  Either  way,  you  can't  sti 
progress. 
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ooking  for 
w  competition, 
ith  the  mobile 
nternet.  he  can 


Where  in  the  world  can  you  go  to  find 
some  worthy  competition?  Just  about 
anywhere,  with  the  mobile  Internet  from 
Lucent.  As  the  world  leader  in  mobile 
Internet  technology,  we're  building  the 
wireless  networks  that  bring  the  full 
power  of  the  Internet  to  mobile  devices. 
So  everything  from  interactive  games 
with  3D  graphics  to  online  banking  to 
video  e-mail  is  always  at  your  fingertips. 
When  you  change  the  way  people 
communicate,  you  change  the  way 
they  live.  Lucent  Technologies.  We  make 
the  Internet  mobile. 


tecW*****  Expect  great  thing! 
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Swap  Til  You  Drop... 

Or  Drop  Out 

It  took  humans  thousands  of  years  to  emerge  from  the  barter  system. 
Does  bringing  it  back  online  make  sense? 


BY  ROBERT  GOFF 

LIKE  TO  BARTER?  DOES  THE 
idea  of  converting  stuff  you 
don't  want  into  stuff  you  do 
want — without  spending  a 
dime — appeal  to  you  ?  It  did  to 
me.  Last  July  I  registered  as  a  member 
of  the  most  popular  consumer-to- 
consumer  barter  sites:  MrSwap.com, 
WebSwap.com,  Switchouse.com  and 
SwapVillage.com. 

These  sites  make  the  Web  seem  a 
happy  hunting  ground  for  people  like 
me,  people  who  buy  all  sorts  of  stuff: 
books,  CDs,  watches  and  art.  Eagerly,  I 


began  my  tour  at  WebSwap.com,  the 
largest  and  most  comprehensive  barter 
site.  There's  all  kinds  of  stuff  here,  from 
books,  CDs,  games  and  dvds  to  elec- 
tronic equipment,  furniture  and  col- 
lectibles. In  its  range  of  offerings  and 
cheery,  plebeian  graphics  it  has  the  look 
and  feel  of  a  homely  Ebay. 

After  logging  on,  I  was  prompted  to 
fill  out  a  list  of  my  "haves"  and  "wants." 
As  "wants"  I  listed  the  types  of  things  I 
regularly  search  for — and  find — on 
Ebay;  a  decent  tennis  racket  in  the  $50- 
dollar  range,  vintage  furniture  designed 
by  Charles  and  Ray  Eames,  baseball 


memorabilia,  first  editions  of  moc 
literature  and  vintage  watches. 

The  site  automatically  matched 
"wants"  with  other  people's  "ha\ 
The  powerful  search  engine  yield 
paltry  1 1  used  tennis  rackets;  no 
edition  books,  no  Eames  chairs,  no 
tage  watches.  One  potential  swapn 
Hamza  of  Karachi,  Pakistan,  offeree 
a  "wooden  tennis  racket"  for  $30. 
him  an  e-mail  asking  for  details:  bi 
of  racket,  year,  condition,  shipping  i 
from  Pakistan  to  New  York,  etc. 
Hamza  never  responded. 
But  no-shows  are  only  part  oi 
problem  with  these  sites. 

If  Hamza  had  responded,  I  w< 
have  had  to  come  up  with  somethii 
send  back  to  Karachi.  When  I  bege 
list  my  "haves"  that  I  would  us 
barter,  I  realized  that  the  only  "ha1 
could  come  up  with  to  trade  was  a 
tered  CD  by  the  rock  band  Hole.  1 
ured  it  was  worth  about  a  buck. 

Yet  I  might  still  be  able  to  do  1 
ness  with  Hamza.  All  of  the  swap 
sites  I  visited  made  concessions  to  t 
who  wanted  to  pay  cash.  But  then 
not  go  to  Ebay  or  another  auctior 
where  the  selection  is  likely  t» 
greater? 

That's  the  trouble  with  barter 
rare  that  the  person  who  has  the  v 
I  covet  will  want  any  of  the  thii 
want  to  unload.  Thus,  barter  site 
best  used  to  trade  old  books  and 
Both  WebSwap  and  Switchouse 
immediate  access  to  databases  of 
lished  titles,  making  listing  a  boc 


The  onl 
CD  by  th 
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iiild  come  up  with  to  trade  was  a  battere 

k  group  Hole.  I  figured  it  was  worth  about  a  bui 


62     FORBES*  Best  of  The  Web  •  September  1 1,  2000 


This  is  how  your  electronic  documents 
will  look  to  anyone  but  your  recipient. 

Introducing  PosteCS™- 


■■■■■hmhHHHI  Now  you  can 

transmit  documents 
over  the  Internet 
with  the  security  of 
the  U.S.  Postal  Service®. 

With  PosteCS*  you'll  be  able 
to  securely  send  electronic 
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Online 
swapping  is 
aggravating, 
unnecessary 
and  anything 
but  efficient. 
It's  a  hungry 
consumer  of 
that  most 
precious 
commodity: 
tim6j  


CD  or  searching  for  an  item  simple.  Sellers 
are  also  asked  to  rate  or  describe  the  con- 
dition of  the  item. 

Even  with  all  of  these  services,  swap- 
ping is  tough.  At  Switchouse,  I  found  a 
guy  in  Kentucky  with  a  used  hardcover 
copy  of  David  Sedaris's  book  Naked.  He 
didn't  have  a  battered  Hole  CD  listed 
among  his  "wants"  so  I  offered  him  $5. 
He  declined.  By  the  time  the  transaction 
was  negotiated  via  e-mail,  and  not  com- 
pleted, I  had  wasted  about  half  an  hour.  I 
found  the  same  used  book  for  $7  on 
Half.com  in  less  than  three  minutes, 
clicked  on  "buy"  and  received  my  ship- 
ping information.  Maybe  I  could  have  ne- 
gotiated with  the  Kentucky  seller  and 
saved  myself  50  cents,  but  it  wasn't  worth 
the  time  or  effort. 

Is  there  a  way  for  these  sites  to  facilitate 

barter  transactions?  Some  of  them,  like 
SwapVillage  and  MrSwap,  have  attempted 
to  bridge  the  gap  between  barter  and  di- 
rect buying  by  inventing  their  own  cur- 
rencies, which  can  be  used  to  even  out  a 
trade  or  make  outright  purchases  of  items. 

MrSwap  asks  users  to  assign  values  to 
the  items  they  want  to  trade  in  "Swap- 
Points"  and  then  negotiate  trades  based 
on  the  valuations  they  give  their  own  stuff. 
As  it  turns  out,  a  SwapPoint  is  vaguely  like 
a  dollar,  but  harder  to  understand  and 
not  transferable  beyond  the  listings  of 
MrSwap.  At  SwapVillage  you're  asked  to 
use  "VillageDollars"  to  make  purchases  or 
compensate  for  an  uneven  trade. 

After  about  half  an  hour  of  trying  to 
figure  out  these  new  currencies  and  sifting 
through  hundreds  of  items  I  either  didn't 
want  or  could  easily  find  at  any  local  used- 
book  or  CD  store,  I  abandoned  both 
MrSwap  and  SwapVillage. 

I  concluded  that  barter  on  the  Web 
was  one  of  those  ideas  that  sounds  great  in 
theory,  but  doesn't  work  in  practice. 

Online  swapping  is  aggravating, 
unnecessary — and  anything  but  efficient. 
It's  a  hungry  consumer  of  that  most  pre- 
cious commodity:  time.  The  beauty  of  an 
online  auction  site  like  Ebay  is  that  the 
consumer  is  always  in  control;  she  wins 
or  loses  the  goods  based  on  her  own  deci- 
sion to  keep  bidding. 

Not  so  on  barter  sites.  Here  the 


consumer  enters  a  labyrinth  of  hagg 
without  any  obvious  outcome,  is  foi 
to  navigate  sets  of  obscure  rules  that  ti 
redefine  simple  principles  of  comm 
and,  if  a  transaction  is  agreed  to,  the  j 
must  then  be  packed  and  shippec 
someone  else. 

No  surprise,  then,  that  one  of  the  r 
trafficked  and  best- run  sites,  WebS\ 
has  scrambled  to  shift  its  business  mi 
to  a  more  consumer-to-consumer  r 
site  where  people  can  easily  buy,  sel 
sometimes,  swap.  With  more  than  a 
lion  unique  visitors  last  July,  170,000 
istered  users  and  an  average  of  300. 
listings,  WebSwap  is  in  a  good  positio 
survive  an  inevitable  shakeout  among 
line  barter  sites. 

In  March,  the  company  hired  Jan  ( 
let,  formerly  the  ceo  of  PlanetWeb  ai 
veteran  of  such  offline  companies  as  P 
ter  &  Gamble  and  Pepsi.  Gullet  qui 
went  to  work,  overhauling  both  the 
and  business  model.  "We  had  built  i 
of  our  focus  around  negotiations,  wl 
can  be  cumbersome  and  time-consi 
ing,"  says  Gullet. 

He  scrapped  all  fees  for  buyers 
sellers,  made  it  easier  to  buy  rather  t 
barter  and  added  databases  of  book 
music  titles.  He  also  mandated  that  t 
buyers  and  sellers  have  a  credit  care 
file  so  WebSwap  can  insure  that  no 
backs  out  of  a  transaction  and  that  se 
are  paid  on  time.  The  new  site  launche 
the  end  of  July. 

But  it's  hard  to  see  how  even  the 
vamped  WebSwap  can  compete  with 
big  auction  and  fixed-price  sites.  In  Ji 
bargain-basement  site  Half.com  wag 
quired  by  Ebay,  creating  an  online  auc 
and  retail  behemoth  with  unparalleled 
fic  and  listings.  And,  on  WebSwap,  moi 
the  descriptions  still  lack  images 
important  details  like  brand,  condit 
dimensions  and  shipping  information. 

Mark  Kvamme,  a  principal  of  Seqi 
Capital,  is  one  of  WebSwap's  high-pi 
ered  venture  capital  backers.  He  adi 
to  having  bought  goods  on  WebSv 
but  does  he  barter?  "I  haven't  swap 
anything  on  the  site,"  says  Kvamme 
don't  want  to  sit  around  and  pack 
stupid  thing."  Neither,  it  turns  outj 
most  people. 
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Dangerous  Chatter 

Like  any  crowded  area,  those  stock  message 
boards  are  full  of  pickpockets.  Here  are  some  ways 

to  avoid  them.  I  by  daniel  fisher 


THEY  MIGHT  NOT  ADMIT  IT,  BUT  MORE  THAN  A  FEW 
professional  investors  and  big  company  executives  reg- 
ularly surf  the  stock  message  boards.  Why,  you  may 
ask?  Why  wade  through  all  that  garbage?  It  is  a  way  of  eaves- 
dropping on  what  ordinary  people  are  saying  about  their 
companies.  For  high  executives,  often  sheltered  from  un- 
pleasantness by  solicitous  subordinates,  this  can  be  a  useful 
dash  of  reality. 

But  for  investors  all  this  chatter  poses  dangers.  On  May 
18,  2000,  a  12:09  a.m.  posting  on  Yahoo's  board  for  Costco, 
by  "news  to  use"  warned,  "Terrible  news  for  shareholders. 
Get  out  before  the  collapse.. . ." 

Less  than  a  week  later  Costco  missed  earnings  estimates 
by  a  mere  penny  yet  its  stock  dropped  30%  in  a  day  to  $26. 
Investors  were  made  nervous,  in  part,  by  the  wild  rumors 
circulating  on  the  boards.  Once  the  market  digested  the 
true  impact  of  that  tiny  shortfall,  the  stock  recovered  some- 
what and  now  sells  for  around  $35.  A  few  day  traders  may 
have  profited  from  the  rumor — on  both  the  long  side  and 
the  short  side — but  any  investor  stupid  enough  to  have 


sold  in  the  panic  paid  a  heavy  p 
for  his  gullibility. 

At  least  there  was  some  sh 
of  reality  behind  what  happe 
to  Costco.  On  lesser-known  st 
boards,  there  are  often  more  si 
ter  schemes  afoot. 

Late  last  year,  for  exam 
somebody  got  interested  in  a 
lorn  little  stock  called  Autol 
Group,  an  Albuquerque,  N 
company  operating  in  Chapte 
bankruptcy,  that  was  perhaps  n 
famous  for  once  having  for 
House  Majority  Leader 
Coehlo  on  its  board. 

"Anything  up  with  AU'I 
posted  someone  named 
Diligence  on  Silicon  Investc 
popular  tech  stock  message  bo 
on  Nov.  10.  "Been  watching  f 
couple  days." 

Not  even  a  rumor,  just  men 
of  the  name.  A  few  weeks  li 
AUTL  shares  soared  from  4  cen 
34  cents  as  trading  volume  jurr 
to  1.9  million  shares  from 
1,500  a  couple  of  days  before, 
next  day,  they  were  back  at  a  ni« 
If  you  suspect  somebody  n 
a  nice  profit  selling  into  the  runup  you  are  certainly  ri 
Asked  about  the  action  that  followed  his  posting,  Due 
gence  replied  with  a  seeming  smirk.  "Don't  know  why, 
posted.  "Don't  care  now,  either.  If  ya  get  my  drift?" 

We  did.  So  did  a  few  others.  "Thanks  for  the  $1 
posted  somebody  else  named  Can  Do  Stocks  2. 

AUTL's  rise  and  fall  was  a  classic  "pump  'n'  dui 
scheme  perpetrated  on  stock  message  boards  practit 
every  day. 

What  those  reading  the  boards  didn't  know  was 
on  the  day  of  AUTL's  sudden  price  surge,  somebody 
out  a  barrage  of  e-mail  messages  to  thousands  of  inves 
known  as  an  "e-mail  blast,"  calculated  to  drive  up  the  j. 
of  the  stock. 

If  the  human  drama  of  all  this  fascinates  you,  go  al 
and  surf  away.  But  don't  get  taken.  Here  are  a  few  hin 
avoid  getting  sucked  into  a  message  board  scam: 

•  Learn  message  board  rules  at  the  each  site  and  f  amili; 

yourself  with  common  jargon  (see  glossary  p.  68). 


Why  wade  through  the  garbage?  It's  a  way  of  eavesdroppii 
on  what  ordinary  people  are  saying  about  your  company. 
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•  Avoid  o-t-c  bulletin  stocks  and  their  boards  altogether. 

Stock  manipulators  tend  to  prey  on  stocks  priced  below  $5 
per  share.  These  stocks  often  fall  below  regulatory  radar.  If 
an  e-mail  comes  in  about  a  low-priced  stock,  delete  it. 

•  Check  a  message  poster's  history.  On  Silicon  Investor, 

Raging  Bull,  Yahoo  and  Motley  Fool,  it's  easy  to  click  on  a 
name  and  get  a  person's  previous  posts,  as  well  as  rating 
scores  by  other  readers.  Raging  Bull  awards  four  dollar  signs 
to  posters  who  get  good  ratings  from  their  peers.  A  search 
for  Due  Diligence  on  Silicon  Investor  yielded  hundreds  of 
e-mail  postings,  most  involving  a  variety  of  questionable 
little  stocks. 

•  Check  the  membership  date.  Clicking  again  on  a  poster's 

background  page  may  reveal  that  she  registered  for  the  site 
that  day.  If  that's  the  case  and  she  already  has  tens  or  hun- 
dreds of  messages,  watch  out!  This  person  is  probably  a  vet- 
eran spammer. 

Beware:  Promoters  often 
hatch  a  plan  on  Silicon 
Investor  and  then  go  party 
on  Raging  Bull.  

•  Veteran  hypesters  often  assume  a  new  alias— all  it  takes 

to  post  on  most  boards  is  a  separate  e-mail  address.  If  you 
suspect  an  old  spammer  is  posting  under  a  new  alias,  search 
for  telltale  words  within  the  text  of  messages  and  look  for 
match-ups. 

•  Don't  fall  for  the  "newbie"  trick.  Many  of  the  people  who 

claim  to  be  newcomers  to  a  site  are  just  trying  to  drum  up 
interest  using  a  fresh  name.  Check  whether  they've  been  a 
newbie  on  other  sites. 

•  Look  for  phantom  dialogue.  Sometimes  two  posters 

exchanging  tips  on  a  stock  are  really  the  same  person,  scam- 
ming  the  gullible.  Use  the  message  search  function  to  see  if 
they've  been  talking  on  other  boards. 

•  Scan  multiple  boards.  One  message  board  veteran  says 

promoters  often  hatch  a  plan  on  Silicon  Investor  and  then 
"go  party  on  Raging  Bull,"  blitzing  the  more  popular  site 
with  messages  to  drive  up  the  price.  Sites  like  Company- 
Sleuth.com  and  Boardcentral.com  provide  links  and  alerts  to 
postings  on  various  boards. 

•  Better  yet,  visit  the  message  boards  for  entertainment  but 

don't  be  dumb  enough  to  take  the  postings  seriously.  F 


►  Chatspeak 

Internet  stock  message  boards  have  their  own  lingo  tl 
can  make  them  almost  unintelligible  to  the  uninitiatec 
Below,  a  glossary: 

Basher:  Anyone  with  the  audacity  to  suggest  that  an 
o-t-c  Bulletin  Board-listed  company  with  no  earnings,  no 
revenue  and  a  history  of  run-ins  with  regulators  is  a  bad 
investment.  Usually  presumed  to  be  in  the  employ  of  evil 
short-sellers  (see  below). 

DD:  Due  diligence,  a  reference  to  the  detailed,  almost  ritua 
istic  investigation  an  institutional  investor  is  legally  obliged 
perform  before  buying  a  stock.  On  chat  boards,  "dd"  is  used 
refer  ironically  to  a  press  release  or  unconfirmed  rumor,  as  i 
"Great  dd  on  that  perpetual-motion  machine." 

IMHO:  In  my  humble  opinion.  Disclaimer  following  a  com 
pletely  groundless  rumor. 

LOL:  Laugh  out  loud.  Customary  dismissal  of  "basher" 
comments  (above)  which  usually  turn  out  to  be  true. 

Long:  Investor  who  holds  a  stock,  or  wants  others  to  thinl 
he  does. 

Long  and  strong:  Investor  who  rode  a  stock  from  $5 
down  to  5  cents  and  feels  the  need  to  boast  about  his  abilil 
to  sustain  a  loss. 

Momo:  Upward  momentum,  the  hazardous  ascent  phase 
when  investors  make  large  paper  profits  before  the  price 
collapses. 

Newbie:  New  visitor  to  a  board.  Usually  a  wolf  clad  in 
sheepskin  and  trying  to  generate  interest  in  a  stock,  as  in 
"Hey,  I'm  a  newbie  to  this  board  and  this  stock  looks  really 
promising.  Anybody  got  any  dd?" 

Pump  'n'  dump:  A  scheme  in  which  insiders  pump  up  a 
stock  with  hype  (see  "momo"  above)  and  then  dump  their 
shares  on  unwitting  investors  (see  "long  and  strong"),  with 
predictable  results. 

ROFLMAO:  Rolling  on  the  floor  laughing  my  ass  off. 
Whatever  this  person  is  ridiculing,  you  can  probably  take  ta 
the  bank. 

Short:  Also  called  a  short-seller.  Often  dismissed  as  liars 
who  "short  and  distort"  or  are  "killing  the  dream,"  their  pres 
|  ence  is  often  a  warning  to  the  unwary  that  the  stock  involve 
is  a  "pump  'n'  dump"  (see  above). 

Short  squeeze:  The  triumph  of  the  longs,  in  which  shor 
sellers  are  forced  to  buy  stock  at  any  price  to  cover  their  pa 
sitions.  Occurs  less  often  in  fact  than  is  trumpeted  on  the 
message  boards. 

Spam:  Unmitigated  hype  distributed  across  multiple 
message  boards.  As  opposed  to  the  targeted  hype  posted  oi 
specific  stock  boards. 
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"SALESF0RCE.COM  HAD  US  UP  AND  RUNNING  WITH  AN 
ONLINE  SALES  FORCE  AUTOMATION  SOLUTION  IN  LESS 
THAN  TWO  WEEKS.  FOUR  OFFICES,  FROM  NEW  YORK 
TO  SAN  FRANCISCO,  ALL  SHARING  THE  SAME  CUSTOMER 
INFORMATION,  AND  WE  DID  IT  WITHOUT  SOFTWARE, 


HARDWARE,  OR  HIRING  ANYONE." 


Bill  Hambrecht 

Chairman  and  CEO,  WR  Hambrecht  +  Co 
Co-Founder,  Hambrecht  &  Quist 


salesfforce.com 

Point.  Click.  Close. 

To  see  how  we  can  do  the  same  for  you.  go  to  www.salesforce.com  or  call  1-800-NO  SOFTWARE, 
.lust  S50  per  user  per  month.  Sign  up  before  September  30.  2000.  and  the  first  five  users. are  free  for  six  months. 


.com.  All  rights  reserved. 


In  the  Internet  economy,  companies  like  ADP®  recognize  that  customer-centric  compa 
will  be  the  winners.  By  delivering  CoVia's  hosted  applications  and  branded,  interactive  woi 
places  with  existing  products  and  services,  they've  built  an  e-business  with  staying  pow 
Quickly  launch  your  own  e-business  to  retain  customers,  grow  market  share,  and  differenti 
yourself  from  the  noise. 


ADP's  Employer  Services  Division  wanted  to  deliver 
customized  and  personalized  portals,  streamlining  the 
payroll,  human  resources  and  benefits  administration 
services  for  their  450,000  clients.  To  achieve  their 
goal,  they  selected  OoVia's  Intranet  Included  product. 
Now  they  can  deliver  on  their  vision  to  reach  their 
clients  and  the  25  million  people  they  touch  on  payday. 


ss  brought  something  unique  to  his 

business  strategy:  25  million  people  and  CoVia.  ^^l/i 

learn  how  you  can  get  to  market  this  quarter,  w    I  %M 

t  www.covia.com/adp/  or  call  877.922.6844.  The  Internet  is  the  workplace. 


CoVia  Technologies,  Inc  All  rights  reserved.  All  names  and  trademarks  are  the  property  of  their  respectiv 
a  registered  trademark  of  ADP  of  North  America,  Inc 


Custom-Made  Mutual  Funds 

Are  you  fed  up  with  funds?  The  Web  offers  some  interesting,  if  gimmick) 

new  alternatives. 


Netfolio's 
James 
O'Shaughnessy 
halved  his  fees 
and  went 
dot-com. 


BY  JANET  NOVACK 

Raja  Nadimpalli,  a  47-year-old 
Chicago  internist  and  her  ra- 
diologist husband,  Rao,  re- 
cendy  took  $300,000  out  of  a 
group  of  Fidelity  funds,  Mag- 
ellan among  them. 

The  doctors  put  the  money  into  a 
service  they  found  on  the  Web:  My- 
MoneyPro.com.  Through  this  site  they 
distributed  the  $300,000  among  three 
professional  money  managers.  The  re- 
sulting portfolios  own  many  of  the 
same  stocks  held  by  the  Fidelity  funds 
and  offer  comparable  diversification. 
But  with  this  difference:  The  Nadim- 
pallis  own  the  stocks  direcdy  and  get  a 
degree  of  customization  and  a  sense  of 
control  not  available  to  mutual  fund 
owners. 

For  example,  the  manager  can  be 
instructed  not  to  sell  certain  stocks  if 


selling  them  would  create  too  great  a 
tax  liability.  Moreover,  unlike  holders  of 
conventional  mutual  funds,  the  Nadim- 
pallis  always  know  exactly  what  is  in 
their  account;  daily  e-mails  inform 
them  of  any  sales  or  purchases  and  they 
can  view  their  portfolio  online.  Mutual 
fund  holders  only  get  that  kind  of  in- 
formation once  every  three  months. 

Costs?  About  1.75%  of  assets,  not  a 
lot  more  than  the  1.57%  the  average 
managed  mutual  stock  fund  charges, 
according  to  Morningstar.  If  the 
Nadimpallis  had  invested  $300,000 
with  just  one  MyMoneyPro.com 
money  manager  instead  of  three,  their 
cost  would  be  less  than  1.4%. 

How  can  MyMoneyPro  offer  a 
semi-customized  service  for  about 
what  the  mutual  funds  charge  for  their 
one-size-fits-all  service?  Easy.  My- 
MoneyPro knows  the  dirty  little  secret 


of  the  mutual  fund  business:  It  cos 
fund  little  more  to  service  a  $1  m 
account  than  to  service  a  $10,00 
count.  But  while  the  small  account 
pay  $  1 50  a  year,  the  larger  account 
$15,000.  It's  a  kind  of  socialism  wh 
people  pay  according  to  their  mi 
MyMoneyPro  won't  take  accc 
under  $50,000.  By  siphoning  off 
accounts  and  using  the  Web, 
MoneyPro  can  offer  custon 
services  at  fund  prices. 

MyMoneyPro  is  just  one  of  r 
new  firms  taking  aim  at  the  mi 
funds.  "This  is  going  to  spell  the  dec 
the  conventional  mutual  fund,"  dec 
Jaime  Punishill,  an  analyst  for  Fori 
Research.  He  adds:  "Not  tomorrow 
this  is  where  it's  going.  The  mutual 
is  a  relic  that  hasn't  fundamer 
changed  in  nearly  70  years." 

That's  a  bold  prediction.  But  e^ 
mutual  funds  are  here  to  stay,  the 
increasingly  under  pressure  to 
down  their  fat  fees. 

PrivateAccounts.com,  Wrapl* 
ager.com  and  RunMoney.com  are 
using  the  Web  to  connect  investors 
individual  managers  who  charge 
than  the  traditional  money  man 
wrap  accounts  offered  by  brokers,  i 
for  the  brokers'  wrap  accounts  arc 
as  high  as  2.5%  of  assets.) 

Meanwhile,  other  sites,  sue! 
Personalfund.com,  FinPortfolio.« 
SmartLeaf.com,  Foliofn.com, 
Folio.com  and  UNX.com  are  gi 
investors  new  analytical  and  prac 
tools  to  create,  track  and  tax  ma 
their  own  diversified  portfolios. 

Example:  Say  you're  a  discip 
saver  who  has  always  invested  $5C 
$1,000  a  month  in  diversified  mii 
funds.  For  $295  a  year,  Foliofn 
spread  your  monthly  contribution 
three  "folios"  containing  up  tc 
stocks  each.  That's  less  than  you 
annually  to  keep  $25,000  in  a  tyj 
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W  Go  ahead,  give  me  your  worst. 
Back  pain.  Broken  bones.  Whatever 
injury  an  employee  suffers,  nothing 
will  stop  me  from  getting  them  back 
on  the  job  as  safely  and  quickly  as 
possible.  By  coordinating  the  doctors, 
employer  and  the  injured  worker,  I 
keep  the  recovery  process  moving. 
And  being  a  Registered  Nurse  with  28 
years  of  experience  helps  me  know 
just  what  an  injured  employee  needs, 
from  medical  care  to  rehabilitation. 
Because  when  it  comes  to  my  job, 
the  more  pain  I  can  deal  with,  the 
better  everyone  feels.  // 


Through  proven  recovery 
programs,  our  experienced  Nurse  Cose  Managers  helped  save 
customers  nearly  700,000  disability  days  last  year  alone. 


LIBERTY 
MUTUAL 


managed  no-load  fund.  You  can  create 
these  folios  from  scratch,  or  customize 
one  of  75  templates  on  the  site,  each 
designed  to  match  a  certain  style  or 
sector,  for  example,  large  cap,  aggres- 
sive growth,  biotechnology.  And  if 
one  of  the  stocks  tanks,  you  can  do  a 


always  said,  'You  don't  need  a  mutual 
fund.  You  can  create  your  own  diversi- 
fied portfolio.'  But  it  isn't  that  simple 
and  investors  in  the  real  world  didn't 
have  the  tools." 

Personalfund  founder  Stefan  Shar- 
kansky  contacted  Statman  after  reading 


Personalfund's  Stefan 
Sharkansky  was  tired  of 
chasing  hot  stocks. 


little  tax  swapping — sell  that  stock  for 
a  tax  loss  and  replace  it  with  an  equiv- 
alent one. 

Another  example:  You  work  for  a 
tech  company  like  Intel  and  are  loaded 
down  with  its  stock  and  options.  You 
want  to  hedge  against  the  possibility, 
however  remote,  of  Intel  going  bad.  You 
could  put  some  cash  in  the  Vanguard 
500.  But,  by  doing  so  you  would  end  up 
owning  a  lot  more  Intel. 

Or  you  could  go  to  Personalfund, 
plug  in  your  current  holdings  and  get 
back  a  list  of  investments  that  should — 
based  on  historical  patterns — balance 
out  your  portfolio  and  reduce  the  risk 
that  it  will  underperform  the  market. 
Personalfund  also  tracks  the  basis  of 
each  lot  of  stock  in  your  portfolio  and 
suggests  replacements  if  you  want  to 
sell  a  stock  to  book  a  tax  loss. 

Meir  Statman,  chairman  of  the  fi- 
nance department  at  Santa  Clara  Uni- 
versity, helped  develop  Personalfund. 
Back  in  1987  he  wrote  a  paper  showing 
that  investors  needed  30  or  40  stocks — 
not  the  long  touted  10 — to  get  the  ben- 
efits of  diversification.  Statman:  "People 


his  paper.  Sharkansky  had  sold  his 
Internet  software  company  in  1995  and 
signed  up  with  an  online  broker,  but 
wanted  to  be  more  diversified.  "I 
wanted  something  that  would  take  less 
time  and  be  more  prudent  than  just 
trying  to  pick  hot  stocks.  I 
wanted  a  product  that 
didn't  exist,"  says  Shar- 
kansky, now  37.  So  he  and 
Statman  created  one. 

Former  SEC  Commis- 
sioner Steven  Wallman  has 
created  another,  Foliofn. 
For  that  $295  a  year, 
Foliofn  offers  unlimited 
trades  of  individual  stocks, 
or  whole  folios,  during  two 
trading  windows  a  day. 

Foliofn's  model  port- 
folios, or  "templates"  are 
designed  much  like  index 
funds  — to  represent  statistically  a 
category  of  stocks,  not  to  identify  the 
winners. 

For  those  who  want  more,  there  is 
NetFolio,  brought  to  you  by  James 
O'Shaughnessy,  the  40-year-old  author 


Mutual 
funds  will 
face  more 
pressure  to 
scale  down 
their  fat 
 fees.  


of  What  Works  on  Wall  Street.  Thi 
vice  will  recommend  a  mix  of  sp 
portfolios  for  each  individual  invi 
based  on  answers  to  a  simple  oi 
questionnaire  and  market  patl 
O'Shaughnessy  has  identified.  Net 
charges  $200  a  year  for  this  advice 
for  unlimited  folio  purchases  and 
Individual  stock  buys  are  an  < 
$19.95  a  trade. 

O'Shaughnessy  is  convinced 
baby  boomers  crave  advice,  so 
also  launching  a  premium  service 
$1,000  a  year,  or  0.5%  of  as 
whichever  is  more,  customers  get 
sonal  hand-holding  (over  the  ph 
of  course).  Recently,  O'Shaughri 
converted  his  own  private  mc 
management  clients,  $500  millio 
assets,  to  his  NetFolio,  cutting  the 
fees  he  had  charged  them  in  half. 

"We're  witnessing  the  birth  of  a 
industry,  the  personal  fund  indu 
and  it's  going  to  be  a  monsi 
O'Shaughnessy  says.  He  plans 
wholesale  his  NetFolio  platforn 
other  money  managers,  who  we 
then  add  their  own  fees  to  NetFo 
$200  yearly  charge. 

One  advantage  mutual  funds 
hold  is  that  their  records  are  easily  c 
pared  using  such  dependable  servict 
Forbes  Mutual  Fund  Survey.  Compa 
money  managers  car 
difficult  since  they  oi 
use  different  standard 
reporting.  One  resou 
ManagerReview.c 
charges  $295  a  year  or 
a  month  for  access  tc 
database  of  private  ma 
managers. 

These  Net-based  all 
natives  to  funds  and  t 
kerage  wrap  accou 
may  sound  gimmicky, 
their  appeal  to  a  wj 
heeled  middle  marl 
makes  them  a  serin 
challenge  to  current  brokerage  a 
mutual  fund  fee  structures. 

Says  Foliofn's  Wallman, "We  do 
see  the  fund  industry  disappear! 
overnight,  but  we  do  see  it  being  fon 
to  change  by  our  innovations." 
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The  Butler  Did  It 

Forge!  40i(k:  s  and  stock  options. 
Some  companies  are  enhancing  their 
§   -      :ackages  by  giving  restless 
employees  their  lunch  hour  back. 

BY  LEA  GOLDMAN 

M«B«|g  HE  CAR  INSPECTION  SHOULD  HAVE  TAKEN 

jg|     an  hour,  and  Ellen  Rizika  was  already  run- 

H|     ning  late.  Two  years  ago  the  (hen  3 1  -year- 
old  was  a  fresh  hire  for  Boston-based 

9S     Mercer  Management  Consulting,  a  newly- 
wed  still  tan  from  a  recent  honeymoon  in  Ecuador. 
While  waiting  for  her  car,  Rizika  was  informed 
that  she  had  outstanding  parking  tickets 
that,  if  left  unresolved,  could  mean  a 
run-in  with  Beantown's  finest. 

"I  just  started  my  job,  and  life  was 
pretty  crazy,"  she  says.  "I  just  wasn't 
home  a  lot,  and  if  I  was,  this  would 
have  taken  hours  out  of  my  day." 

So  like  many  of  Mercer's  em- 
ployees, Rizika  enlisted  someone 
else  to  do  her  dirty  work — Circles, 
an  online  concierge  service  in  Boston 
that  performs  those  mundane  errands  that 
often  interrupt  the  workday,  like  picking  up 
dry  cleaning,  scheduling  the  repairman  or 
chasing  down  those  elusive  Celtics  tickets.  An 
e-mail  or  phone  call  summons  a  valet  imme- 
diately to  the  task.  For  Rizika,  that  meant 
someone  else  settling  the  parking  tickets 
(using  her  credit  card  number,  of  course). 

And  you  thought  stock  options  were  a 
plus.  Because  of  the  market  jitterbug,  options 
just  aren't  the  employment  clincher  they  once 
were.  Schlepper  benefits  are  the  latest  carrot 
waved  under  the  noses  of  harried  employees. 
Give  them  a  personal  assistant,  albeit  a  virtual 
one,  and  they'll  be  more  productive,  less  fraz- 
zled— and  less  inclined  to  leave.  Personnel-heavy 
companies  like  Arthur  Andersen,  Microsoft  and 
Ernst  &  Young  have  already  signed  on. 

"Employees  burn  out  constantly  and  leave 
their  companies  because  they  just  can't  keep  it 
all  together.  So  they  just  love  us,"  explains 
Katherine  Sherbrooke,  cofounder  of  Circles.  "We 
will  do  anything  on  their  to-do  list." 

Well,  just  about  anything.  They  can  arrange  a 
limousine  pickup  from  the  airport,  but  don't  ask 
them  to  retrieve  your  four-year-old  from  the 


baby-sitter's.  (Too  young  to  be  chauffeured  unattenc 
They'll  plan  your  boss's  going  away  party  or  wait  for  the  c 
guy.  Can't  get  reservations  for  your  big  client  dinner?  Ne 
watermelon  delivered  to  your  daughter's  soccer  game  at  1 
time?  Consider  it  done. 

The  concierge  business  is  a  natural  outgrowth  of  or 
local  delivery  services  like  Kozmo.com,  which  delivers 
detergent  but  won't  do  the  laundry.  Only  these  companie 
positioning  themselves  as  B2B  services  because  they  o 
market  themselves  to  human  resources  departments. 
Circles  is  just  one  of  a  dozen  or  so  entrants  into 
mostly  regionalized  market.  Concierge  Contact  of 
lando  and  Ft.  Lauderdale,  Fla.  can  organize  confere 
in  the  Magic  Kingdom,  while  Manhattan's  Errand 
gels  will  feed  the  high-maintenance  tropical  fis 
New  York's  business  class. 

Mylackey.com,  based  in  Seattle  and  Portland, 
vices  some  300  employees  from  Internet  startups 
Avenue  A  and  Loudeye  Technologies.  Or 
week,  a  Mylackey  masseuse  will  visit  Av( 
A's  offices  and  loosen  up  stiff-necked 
grammers.  Enrolled  employees  can  sci 
ule  haircuts  at  their  desks,  and,  for 
the  cost  of  a  latte,  a  lackey  will  pic 
a  coffee-stained  shirt  and,  shordy ; 
return  it  freshly  laundered. 

If  you  think  only  ti 
crunched  executives  ring  for 
butler,  think  again.  Mylackey 
garnered  a  following  among 
residents  who,  for  upwards  of  $25  a  chore 
requesting  garage  cleanups,  landscaping 
other  housework  the  kids  are  neglecting 
exasperated  couch  potato  recendy  summon 
lackey  via  the  Web  to  find  his  missing  ren 
control. 

Still,  employees  aren't  rushing  to  emb 
their  digital  personal  assistants.  Imagine  givi 
stranger  the  keys  to  your  house  and  car  or  as. 
them  to  settle  your  dispute  with  Visa.  Des 
overarching  efforts  by  online  concierges  to  C 
any  hesitations  among  users — they  pror 
lengthy  screening  processes  for  their  concie 
and  tout  partnerships  with  reputable  ser 
providers — this  is  still  business  based  on  an  ir 
leap  of  faith.  "It  didn't  take  off,"  recalls,  E 
Looney,  an  Arthur  Andersen  human  resources  n 
ager,  of  a  Circles  pilot  program  the  company  ra 
1998.  "We  thought  it's  because  it's  such  a  perst 
thing — having  people  in  your  house,  using  y 
credit  card  number,  having  your  car  keys.  It  took  1 
and  word  of  mouth  to  have  more  people  allow  so 
one  else  to  do  these  things  for  them." 

So  how  much  does  it  take  to  foot  the  bil 
these  wired  footmen?  Not  as  much  as  you'd  th 
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Walker.  We've  always  been  at  the  leading  edge  of 
business  technology.  Working  with  the  world's 
most  successful  enterprises.  Today,  our  new 
Deep  e-business  solutions™  are  taking  over  the 
online  arena.  After  all,  Walker  is  e-business  to 
the  core. 


e-business  is  our  turf. 
And  you're  on  it. 


For  over  25  years,  Walker  has  provided  powerful 
software  applications  to  the  world's  Global  2000 
enterprises.  Now  we've  staked  out  our  territory  in 
the  New  Economy  by  offering  Deep  e-business 
solutions  to  companies  of  all  sizes.  Solutions  so 
robust,  that  no  one  comes  close  to  handling  the 
volume  we  do.  Solutions  so  human,  that  your 
staff  and  business  partners  can  collaborate  freely 
and  effectively  anywhere,  anytime,  all  the  time. 
So  if  you're  intent  on  running  an  e-business, 
you're  on  our  turf. 

To  schedule  a  meeting  or  for  more  information, 
visit  www.walker.com  or  call  1-800-PICK-WALKER. 


©  2000  Walker  Interactive  Systems,  Inc.  Walker  and  design,  and  "Deep  e-business 
solutions"  are  trademarks  and/or  registered  trademarks  ot  Walker  Interactive  Systems, 
Inc.  All  other  brand  and  product  names  are  trademarks  of  their  respective  owners. 


)  W  A  L  K  R 

We  mean  e-business 


With  costs  as  much  as  $1  50  a  person,  per  year,  for  a  24-hour, 
seven-days-a-week,  full-range  service,  many  larger  compa- 
nies hardly  blink.  Cap  Gemini  Ernst  &  Young  shells  out 
about  $50  a  year  for  each  of  its  11,500  employees  to  access 
Circles — that's  $575,000  annually — the  cost  of  doing  busi- 
ness today,  says  the  company. 

And  the  rewards,  some  executives  believe,  can  be  sub- 
stantial. In  this  skin-Ught  job  market,  quality-of:life  benefits 
like  flexible  hours  and  virtual  valets  can  mean  the  difference 
between  keeping  and  losing  a  valued  employee.  Replacement 
cost  for  a  mid-level  executive?  Twenty  thousand  dollars,  ac- 
cording to  the  most  recent  survey  by  the  Financial  Execu- 
tives Institute,  which  factored  in  the  hidden  costs  of  hiring, 
training  and  work  interruptions. 

"This  is  a  nontraditional  way  of  recognizing  that  we  all 
have  lives  outside  of  work,"  says  Nowell  Rush,  chief  of 
human  resources  at  Ernst  &  Young,  who  himself  pops 
e-mails  to  Circles  for  birthday  gifts  and  the  like.  Still,  no  sta- 
tistics bolster  the  claim  that,  with  the  help  of  a  personal 
concierge,  employees  are  working  harder,  longer  and  are 
happier.  "It'd  be  impossible  to  keep  stats  on  that,  but  you 
have  to  believe  it  helps,"  Rush  says. 

A  variation  on  the  Web  valet  theme  is  called  employer- 
sponsored  value  plans  (ESVP).  Recognizing  that  workers  will 
always  surf  the  Web  on  the  job — especially  during  holiday 
seasons  and  for  travel  research — ESVPs  minimize  the  loss  of 


productivity  by  tailoring  a  company's  private  passw> 
protected  Web  site  to  the  specific  shopping  needs  of  its  \ 
force.  Through  the  site,  employees  get  special  corporate 
counts  on  everything  from  groceries  to  golf  clubs  to  m 
and  sporting  event  tickets.  Best  of  all,  the  firm  encout 
them  to  shop  there  on  company  time. 

"Last  Christmas  I  got  an  e-mail  from  an  employee  whc 
all  her  holiday  shopping  in  a  half  hour  on  her  company's  J 
says  Norman  Behar,  chief  executive  of  Employeesavings.ee 
Bellevue,  Wash-based  ESVP  provider.  "Now  consider  g 
out  and  doing  that  over  lunch,  fighting  traffic  at  the  mall 
coming  back  two  hours  later." 

To  keep  even  more  workers  out  of  traffic,  Employe« 
ings.com  rejiggered  the  intranets  of  Boeing,  Wells  Fargo 
Microsoft.  Retailers  like  Barnesandnoble.com  and  Toys 
Us  have  an  exclusive  platform  on  which  to  advertise, 
sites  often  include  a  classified  ad  section,  enabling  a  rek 
ing  employee,  say,  to  list  his  apartment  on  a  private,  c 
pany-specific  page.  And  management  can  pitch  services 
otherwise  might  slide  under  employee  radar — like  er 
gency  day  care  or  intramural  sports  teams.  The  goals? 
moting  corporate  culture  while  reducing  employee  st 
Best  of  all,  the  company  pays  nothing — Employeesavi 
com  makes  money  from  its  vendor  partners  and  s; 
transaction  fees.  Not  a  bad  way  to  keep  the  troops — anc 
generals — happy. 


Introducing  your  shortcut  to  the 


o  tne  ■ 

edge 


without  limits 


Today's  busy  Internet  means  overloaded  connections.  Congested  exchange  points. 
Lost  packets. ..unhappy  customers.  .^flHfe^. 

Now,  Focal  offers  a  way  to  bypass  all  that  and  move  right  to  the  edge  of  the  net 
Focal  Internet  exchange  ". 

Find  out  how  Focal  can  help  you  get  faster,  more  reliable  internet  services.  Skip  the  congestion 
and  get  right  to  the  edge  with  managed  Internet  access,  colocation  and  private  peering  solutions 
Focal  Internet  eXchanges".  Just  one  more  way  Focal  can  give  you  an  edge. 


:  i 


Focal  Communications  Corporation 
www.focal.com  Nasdaq:  FCOM 
877.98.F0GAL 


me  helpf uL  advice  when  shopping  around 
a  new  Local  phone  company. 

o  network 
o  thanks. 


Lots  of  communications  companies  are  nothing  more  than  middlemen.  Buying  and 
re-selling  capacity  on  someone  else's  old  copper  wire  network.  But  at  Teligent  we've 
built  our  own  high-performance  communications  networks.  High-quality  local  and  long 
distance.  Lightning-fast  Internet  access  and  data  transfer.  All  for  surprisingly  affordable 
prices.  Forget  about  all  those  other  companies  that  pretend  to  have  a  powerful 
network.  Go  with  someone  who  really  does.  For  more  information,  visit  us  at  teligent.com. 


©2000  Teligent.  Inc.  Teligent  and  The  Smart  Way  To  Communicate  are  exclusive  trademarks  of  Teligent/  Inc. 
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The  Smart  Way  To  Communicate: 


Tongue-Tied 

Web  translation  isn't  the  point-and- 
click  affair  if  s  cracked  up  to  be.  That  is, 
unless  you  want  to  crack  up  laughing. 


BY  SILVIA  SANSONI 

When  Allmusic.com  needed  a  fast,  cheap  way  of  trans- 
lating the  music  reviews  and  artist  bios  in  its  online 
entertainment  database,  it  installed  a  program  that 
instantly  translates  text  into  six  languages.  The  result:  "People 
laughed,"  says  All  Music  President  Vladimir  Bogdanov.  "The 
machine  translation  did  such  a  crude  job  and  put  words  in 
such  odd  places."  Bogdanov  is  now  talking  to  traditional 
translation  shops  like  Berlitz. 

According  to  research  firm  Computer  Economics,  57%  of 
Web  users  will  speak  a  language  other  than  English  by  2005. 
But  more  than  80%  of  Web  content  is  in  English.  Free  infor- 
mation exchange  and  global  e-commerce  on  the  World  Wide 
Web?  Not  yet. 

Sites  like  AltaVista,  Freetranslation  and  Go  Translator 
provide  free  electronic  translation  services  for  e-mail  mes- 
sages, text  documents  and  Web  pages  into  a  dozen  (mostly 
European)  languages.  The  software  behind  these  services 
spits  out  literal,  word-for-word  translations,  often  mangling 
grammar  and  meaning  along  the  way. 

A  translation  of  the  Pledge  of  Allegiance  into  Spanish  and 
then  back  into  English,  using  AltaVista's  Babelfish  translator, 
yielded  this  robotic  ranting:  "I  promise  loyalty  to  the  indica- 
tor of  the  United  States  of  America  and  to  the  Republic  for 
which  it  is  stopped  a  nation  under  the  indivisible  God  with 
freedom  and  justice  stops  everything."  Huh? 
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Translation's  toughest  obstacle  may  be  colloquiali 
Multicity.com  offers  chat  and  instant  messaging  in  Fre 
German,  Italian,  Portuguese  and  Spanish.  But  its  onsite 
terpreter"  gets  regularly  stumped  by  slang.  "How  ya  dc 
comesback  in  Spanish  as  "Como  el  doin  del  ya"  or  "Hov 
doing  of  you?"  Proper  grammar,  anathema  to  most  on 
chatters,  would  help. 

Online  translation  dictionaries  fare  better.  Allwords. 
translates  single  words  to  and  from  English,  Dutch,  Fre 
German,  Italian  and  Spanish.  You  can  even  get  the  proi 
ciation  by  clicking  an  audio  button.  But  don't  be  surpris 
you  type  in  the  French  word  for  bank  ("banque")  anc 
the  following  definition:  "a  refrigerated  store  where  sem 
kept  before  it  is  used  in  artificial  insemination." 

One  of  the  best  Web  dictionaries,  Babylon  (downl* 
able  at  www.babylon.com),  is  designed  for  people  who  s; 
English  as  a  second  language.  By  right-clicking  on  a  wo! 
window  pops  up  and  offers  a  definition  in  any  of  1 2  diffe 
languages,  including  Hebrew  and  Mandarin. 

Best  of  all,  Babylon  can  recognize  the  context  of  a  w 
If  you  click  on  the  word  "art"  in  "state  of  the  art,"  it  wi] 
spond  "up-to-date;  modern."  It  also  handles  acron] 
technical  terms  and  stock  symbols,  and  can  convert  n 
bers  (currencies,  measurements  and  the  like) — hand] 
online  shoppers.  The  catch:  For  now,  Babylon  only  trans 
English  text  into  other  languages,  not  the  other  way  rou 

And  then  there's  the  keyboard  problem.  Say  you  spt 
non-European  language  with  a  different  alphabet  or  sc 
It's  tough  to  chat  online  in  Hebrew  with  your  Tel  Aviv  p 

To  bypass  these  limitations,  WordWalla.com  reconfig 
your  keyboard  to  handle  50  different  languages,  inclui 
Armenian,  Icelandic  and  Hindi.  A  virtual  keyboard  pop 
on  your  screen  providing,  say,  Cyrillic  or  Arabic  charac 
You  can  click  on  virtual  keys  on  the  screen  or  type  words 
sentences  directly  on  your  keyboard. 

In  the  case  of  Mandarin — where  there  is  no  alphabet, 
different  characters  made  up  of  tiny  ligatures — you  carl 
your  English  keyboard  to  type  in  the  phonetic  equivalei 
the  word  you  are  looking  for.  Wordwalla  will  then  sugg 
menu  of  words  that  come  close  to  it,  much  like  a  spell  che< 

With  so  few  good  translation  programs,  are  non-Eng 
speaking  Web  surfers  left  out  at  sea?  Not  exactly.  Spa; 
speakers  can  search  English-language  sites  for  conten 
Latin  American  portals  like  Starmedia.com.  These  pro 
multilingual  search  engines,  powered  by  E-lingo,  that  t 
English  sites  for  content  and  translate  it  into  Spanish.  B 
translated  information,  but  better  than  none.  This  fall,  E-L 
will  launch  a  similar  service  for  Chinese  and  lapanese  use 

So  far  these  Web  translation  services  leave  a  lot  to  be 
sired.  Organizations  like  the  CIA  and  the  KGB  are  using  ai 
cial  intelligence  to  develop  sophisticated  translation  app 
tions  to  handle  sensitive  communications  requiring  a  I 
degree  of  linguistic  subtlety.  Eventually  technologies  sue 
these  will  become  commercially  available.  Until  then,  a  l(j 
the  Web  will  be,  quite  literally,  lost  in  the  translation. 
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i3  Mobile  can  help  you  develop  wireless  stategies  and  applications  that 
will  really  change  the  way  you  do  business.  On  any  wireless  device,  across 
all  platforms,  you  can  extend  brand  awareness,  solidify  your  customer 
relationships,  offer  enhanced  wireless  information  and  services,  connect 
your  employees  wherever  they  are  to  the  information  they  need  to  do 
a  better  job--and  much  more.  Find  out  what  your  business  can  do  with' 
i3  Mobile.  Call  1-877-560-3839  today,  or  visit  us  at  i3Mobilenow.com. 


Mobile 
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©2000,  i3  Mobile,  Inc.  All  Rights  Reserved. 
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Introducing  the  Aficio®  850  from  Ricoh.  The  affordable  85  ppm  print-on-demand 
alternative.  A  fully  networked  solution  with  a  super  high  speed  scanner.  Stores, 
retrieves  and  edits  electronic  and  hard  copy  documents.  Add  toner  and  paper  on 
the  fly.  7,550  sheets  online  from  6  sources.  Prints  onto  tabs,  cover  and  index  stocks. 

Connect  2  together  and  output  170  ppm.  Connect  up  to  12  850s   800  63  RICOH 

ii  •  j.  ,  ^™        T,,      | .  i .  ■      ,  .  .  ,  .,  ricoh-usa.com 

and  cluster  print  1,020  ppm.  It's  a  digital  world.  Come  and  get  it. 


©  2000  Ricoh  Corporation 


We're  in  your  comet. 

Image  Communication 


:®  OK  MARKS 


Surfing  With  CEOs  and  Other  Notables 


EDITED  BY  ERIKA  BROWN 

£farMe|toJComisarjevsky 

Chief  executive,  Burson-Marsteller 
www.hotjobs.com 
If  you  ever  wanted  proof  that 
employees  can  "vote  with  their  feet" 
^   take  a  look  here.  I  visit 
the  site  to  learn 

'     \'W:  'i 

opportunities  are 
winning  attention 
from  my  staff. 
www.ceogo.com 

Just  as  with  parenting, 
there  is  no  school  for  CEOs.  You  learn 
on  the  job.  This  site  offers  thorough 
background  and  research  on  CEO- 
related  issues  such  as  succession,  lead- 
ership and  the  best  places  to  be  a  CEO 
I  like  reading  what  other  CEOs  say 
are  the  most  challenging  parts  of 
their  jobs. 

www.realage.com  / 

Find  your  "real  age,"  based  upon  H 
how  you  live,  eat,  exercise,  so  on.  M 
http://knowledge.wharton.upenn.edu 

The  folks  at  Wharton  offer  articles  on 
interesting  business  topics  like  venture 
capital  investing.  I  thoroughly  enjoy 
browsing  this  to  see  what's  hot,  and 
how  my  own  business  approaches  are 
holding  up. 
www.clubmom.com 

For  my  wife — the  mother  of  nine. 
ClubMom  recognizes  that  families 
come  in  many  shapes  and  sizes,  and 
has  created  a  community  for  moms 
everywhere. 


Pete  Sampras  

Tennis  professional 

www.discovery.com 

In  the  Fun  &  Games 
.  section,  you  can 
\  build  just  about 
anything  from  a 
roller  coaster  to  a 
dinosaur,  launch  a 


meteor  or  try  to  beat  Egyptian  King 
Ramses  in  a  game  of  strategy. 
www.espn.com 

Keeps  me  up-to-date  on  sports.  I  find 
out  what's  new  in  golf  and  basketball, 
plus  what  other  professional  athletes 
are  up  to. 
www.atptour.com 

I  enjoy  checking  out  how  other  tennis 
players  on  the  tour  are  playing.  The 
site  offers  great  stats  and  numbers.  I 
like  to  see  what  the  draws  are  for  each 
tournament. 


Nirav  Tolia  

Chief  executive,  Epinions 
www.dallasnews.com 

Kids  in  Texas  are  taught  to  love 
the  Cowboys  before 

they're  taught  to  love 
i  their  own  parents. 
Dallas  Morning  News 
Football  Report  is 
where  I  go  to  get  my 
Silver  and  Blue  fill. 
www.bartleby.com/l4l/index.html 
Proper  grammar  and  composition  is 
a  must!  I  was  given  Strunk  and 
White's  classic  reference  The  Ele- 
ments of  Style  long  ago  and  still 
consult  it  faithfully  and  frequently. 
www.marksfriggin.com 
I'm  a  huge  Howard  Stern  fan,  and 
this  is  a  great  fan  site. 
www.edge.org 

Whenever  I  want  to  be  dazzled  or 
inspired,  I  visit  Edge.org,  a  virtual 
community  of  some  of  the  most  in- 
telligent and  provocative  minds  in 
the  world.  Evolutionists  like  Richard 
Dawkins  and  Steven  Pinker,  com- 
puter gurus  like  Nathan  Myhrvold 
and  Marvin  Minsky,  venture  capitalist 
John  Doerr  and  futurist  Stewart 
Brand.  Features  such  as  "Is  science 
killing  the  soul?"  and  "What  kind  of 
thing  is  a  number?" 


www.yall.com 

You  can  take  the  man  out  of  Texas 
but  you  can't  take  Texas  out  of  the( 
man.  To  relive  the  glory  days  of  m 
youth,  I  head  on  yonder  to  Y'all.co 


Steve  Douty 


Chief  executive,  Octopus.com 
www.news.com 
Great  place  for  tech  news. 
www.robotwisdom.com 

Amazing  collection  of  articles  fron 
all  around  the  Web. 
www.girlson.com 
No,  it's  not  what  you  think.  This  sj 
gives  witty,  often  hilarious  reviews 
popular  movies  (also  TV,  books  arj 
music).  It's  usually  dead-on. 
www.zip2.com 

Yellow  pages,  maps  and  directions 
www.schoolpop.com 

When  I  buy  something  on  the  Wei 
first  go  to  School  Pop  so  that  my 
children's  school  gets  part  of  the 
proceeds. 

www.davenetics.com 

Dave's  got  a  knack  t 
clever  headlines 
and  great  news  an 
info. 

www.venturewire.co 

My  bible  when  it 
comes  to  keeping  trac 
who's  getting  funded,  personnel 
changes  and  M&A. 


Thor  Muller  

Cofounder,  Trapezo 
www.edge.org 

For  eavesdropping  on  the  chatter 
of  geniuses  at  work. 
www.ifilm.com 
www.atomfilms.com 

I  don't  have  time  for  going  to 
the  movies,  so  I  go  to  these 
sites  for  a  quick  fix. 
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Full  speed  ahead. 


t  valuable  resource  is  the  knowledge  in  people's  heads.  But  how  are 
suring  that  capacity?  When  it  comes  to  knowledge  workers, 
]l  heodcount  methods  don't  measure  up. 

I  can  help  you  assess  the  capability  of  your  key  knowledge  resources 
necedented  accuracy.  If  the  old  fulltime-equivalent  determinations 
ving  your  projects  off  course  and  behind  schedule,  you'll  be 
jrj  in  our  deliverables-based  capacity  planning  for  knowledge- 
i  organizations. 

oundation  of  our  breakthrough  Cash,  Capacity  and  Time™  decision 
echnology.  It's  enabling  some  of  the  world's  largest  companies  to 
jtraight  course  to  higher  performance  and  profits.  And  it  can  help  you 
|  "blue  sky"  visions  into  strategic  plans  you  can  implement  — 
|e  cost,  time  and  quality  targets  you've  established. 


Get  a  head  start  on  21s'  century  decision  making. 

Order  our  forward-looking  white  papers: 

Time  Is  Money...  Or  Is  It? 

Integrating  Cash,  Capacity  and  Time: 
The  2V  Century  Executive  Challenge 

QuestOne  Decision  Sciences  Corporation 

3400  Bath  Pike,  Suite  200,  Bethlehem,  PA  1801 7 
(800)  495-5506  EXT.  11  FAX  (610)  867-8240 
www.questone.com/forbes 

info@questone.com 


/r  QuestOne 

-A.    DECISION  SCIENCES 


Leading  the  Revolution  in 
Product  Lifecycle 
Management™ 


Jest^TMWeiiJJEXECyTiVE  BOOKMARKS 


www.productopia.ccm 

Helped  me  identify  the  perfect  digital 
camera  and  then  find  the  best  price. 
www.google.com 

The  best  tool  for  finding  compromis- 
ing Web  information  on  associates 
and  business  partners. 
While  I  was  on  the 

phone  with  a  VP 
]  we're  trying  to  re- 
/  cruit,  I  did  a  quick 
Google  search.  The 
first  link  led  to  a  quote 
from  him  on  a  windsurf- 
ing-enthusiast site.  It  gave  me  an  op- 
portunity to  subtly  pitch  the  walk- 
ing distance  from  our  office  to  the 
Bay — a  great  spot  for  wind  surfing. 


Linda  McCutcheon 


Chief  Executive,  KOZ.com 
www.poetry.com 

An  iamb  a  day  keeps  the  shrink  away. 
On  long  conference  calls  I  dazzle  in- 
vestors with  erudite  quotes  from  the 
International  Library 
of  Poetry. 
www.woolworks.org 
Online  knitting 
and  needlework 
community. 
Knitting  and  Web 
surfing  are  excellent  for 
helping  chill  out  on  long  conference 
calls  with  lawyers. 
www.rainbowkids.com 
A  site  about  multiracial  and 
international  adoption  [McCutcheon 
has  adopted  children  from  different 
backgrounds] . 
www.fuckedcompany.com 
The  dot-com  deadpool.  First  you're 
incredulous  that  someone  funded 
some  of  these  companies.  You  can 
compete  with  other  members  about 
who  guessed  which  companies  would 
fail  first.  It's  such  a  symbol  of  our  age 
in  a  perverse  way,  but  I  can't  get 
enough. 

www.lowcarbourfitters.com 

This  site  keeps  me  from  having 
Haagen-Dazs  for  dinner.  All 
healthy-food  stuff. 


Baer  Tierkel 


Senior  vice  president,  PeopleSoft 

www.ceoexpress.com 

A  great  portal  for  business  leaders. 

www.salon.com/mwt 

Mothers  Who  Think  is  focused  on 
moms  who  want  to  stay  plugged  in 
to  the  world.  I  talk  to  my  wife  about 
issues  I  read  about  here,  such  as  the 
Taliban  and  its  impact  on  mothers 
who  work. 
www.humor.com 

Big  joke  database.  I  go  there  to  get  a 
joke  each  day.  It  helps  to 
open  up  a  new  meet- 
ing with  a  joke. 
www.moviecritic.com 
I  geek  out  on  tech  in 
general  but  this  is  a 
new  one.  It  uses  tech- 
nology to  put  together 
algorithms  that  predict  what  movies 
you'll  like  and  dislike  based  on  a 
number  of  movies  you've  seen. 
www.webpagesthatsuck.com 
It's  an  Internet  guy  named  Vincent 
Flanders  and  his  views  of  the  usabil- 
ity of  Web  sites.  It  really  shows  how 
important  it  is  to  design  applications 
that  are  easy  to  use. 
www.redsox.com 

I'm  a  long-tortured  Boston  Red  Sox 
fan.  I  still  have  season  tickets  in  Fen- 
way Park,  though  I  live  in  California. 
Sometimes  I  can  see  my  friends 
sitting  in  my  seats  on  the  Web  cam 
here. 


Bill  R.  Bales 


Cofounder,  Apple  Soup 
www.on24.com 

\  Original  content  and 
interviews  with 
CEOs  from  all 
industries.  There  are 
lots  of  video  and 
audio  clips.  I  use  it  for 
investment  ideas,  as  well  as 
to  keep  up-to-date  on  my 
competition. 
www.slashdot.org 

High-tech  scoops  from  all  over  the 
world.  This  is  a  place  I  go  to  read 


what  the  techies  are  all  talking  aboi 
http://thomas.loc.gov 

Where  to  go  for  information  aboul 
current  legislation.  I  was  shocked  t 
see  what  Congress  is  trying  to  slip 
the  public  as  far  as  personal  privac 


Joe  Kraus  

Co-founder,  Excite 
www.venturewire.com 

Best  e-mail  newsletter  for  keeping 
with  the  private  financings  going  c 
in  Silicon  Valley.  Gives  you  a  sense 
the  companies  that  are  getting  fun 
and  making  things  happen. 
www.sciencedaily.com 
I'm  a  geek  at  heart.  This  site  has  th 
latest  in  genetics,  space,  physics,  cht 
istry.  Gets  me  frothy  about  the  futx 
http://download.cnet.cor 
Great  for  watching 
trends  on  what 
people  are  dowr 
loading  and  who 
software  they  are 
using. 
www.webshots.com 
Allows  me  to  personalize  my  PC 
desktop  with  different  photograp 
Usually  I  pick  something  in  their 
collection,  but  occasionally  I  add 
own  photos. 


Richard  Vague 


Chairman  and  CEO,  Juniper 
Financial  (Web  bank  startup), 
ex-chairman  and  CEO  for  First  US 
www.classical.net 

Introduces  you  to  tl 
classical  music  of 
20th  century,  19 
to  the  present.  \ 
can't  buy  CDs,  b 
you  can  find  link 
where  you  can 
purchase  them. 
www.allmusic.com 
Terrific  categorization.  Lets  you 
search  jazz  by  decade:  '20s,  '30s,  '4 
and  the  '70s.  You  can  learn  about 
major  albums,  read  essays  and 
discover  key  artists. 
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DON'T  CHANCE  IT!  KEEP  YOUR  EMAIL  PRIVATE  WITH  ZSXMA1L,  THE  BEST  ENCRYPTED  MESSAGING 
SYSTEM  IN  THE  WORLD.  SEND  UNLIMITED,  DIGITALLY  SIGNED  DOCUMENTS  FOR  JUST  $1  A  MONTH. 
DOWNLOAD  IT  TODAY  AND  SEND  SECURE  MESSAGES  TO  ANYONE  FROM  YOUR  CURRENT  EMAIL  ADDRESS. 

zixmail 

www.zixmail.com 
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Jammin 

You  don't  have  to  steal  from  record  companies  to 
enjoy  music  in  MPS  format.  Here  are  some 
stylish  portable  devices  that  will  make  your 
Discman  seem  like  a  Victrola. 

BY  ADIT  NATHAN 

Napster  may  be  dying,  but  the  digitized  MP3  format  in  use  by  its 
music-swapping  members  is  alive  and  well.  MP3  stands  for  Mpeg 
audio  layer  3  and  is  essentially  a  compressed  digital  form  of  music 
that,  unlike  the  audio  cassette  tape,  suffers  no  noticeable  reduction 
in  quality  during  recordings.  Using  the  MP3  format  and  free  soft- 
ware downloadable  from  sites  like  Musicmatch.com,  it's  easy  to  store, 
record  and  play  music  on  your  computer  or  transfer  the  files  to  a 
portable  MP3  player.  The  sound  quality  is  indistinguishable  from 
compact  discs,  and  the  gadgets  are  often  no  bigger  than  a 
deck  of  cards. 

There  is  nothing  illegal  about  converting  your  entire 
compact  disc  collection  to  MP3  format  and  then  lis- 
tening to  your  favorite  tunes,  in  any  order,  on  a 
portable  MP3  player.  No  more  lugging  around  a 
briefcase  full  of  CDs  or  worrying  that  you'll  damage 
discs  in  the  car.  The  players  are  also  great  for  jog- 
gers because  they  have  no  moving  parts  that  can 
cause  the  music  to  skip  during  a  workout. 

Besf  of  The  Web  tested  a  dozen  of  the  latest 
portable  MP3  players,  selling  from  around  $170 
to  $700.  Most  of  the  gear  we  tested  came  with 
64MB  of  so-called  "flash"  memory,  which  is  good 
for  about  an  hour's  worth  of  listening— roughly 
20  pop  songs.  After  that  you  must  erase  the  mem- 
ory and  download  new  MP3  formatted  songs  from 
your  PC.  Additional  memory  is  still  expensive.  A 
32MB  flash  memory  card  sells  for  around  $100. 

MP3  players  are  more  expensive  than  portable  CD 
players  and  they  are  best  suited  for  computer  savvy  peo 
pie.  Creating  MP3  files  and  transferring  them  between  your 
computer  and  player  is  a  lot  more  involved  than  popping  a  CD 
into  your  Discman.  Rest  assured  though,  new  easier-to-use 
versions  are  on  the  way. 


Creative  Labs:  Nomad  l| 


www.nomadworld.com 
Cost:  $330 

This  is  the  best  player  on  the  mark 
right  now.  Sleek  and  light,  it  fits  in 
your  shirt  pocket.  While  it's  a  little 
more  costly  than  most  other  playe 
the  Nomad  II  comes  with  64MB  of 
card  memory  and  full-sized  head- 
phones instead  of  the  usual  earbuc 
The  music  is  as  crisp  as  any  CD,  an 
this  player  is  easy  to  use.  Its  display 
includes  picture  icons,  an  FM  tune 
with  30  preset  stations  and  a  wired 
remote  control.  There  are  up  to  fo 
hours  of  voice  recording,  if  no  me! 
ory  is  used  for  music.  The  remote 
clips  onto  your  shirt,  allowing  you 
control  the  music  without  having 
take  the  player  out  of  your  pocket, 
The  FM  tuner,  while  a  nice  extra, 
could  benefit  from  an  antenna  for 
better  reception.  Unfortunately,  til 
device  is  not  yet  Mac  compatible. 
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:  Bio  600 


r  n. riohome.com 
It:  $170 

bias  been  making  MP3  players 
le  1998.  Its  latest  Rio  offers  an 
> client  backlit  blue  display  loaded 


information — from  the 
)unt  of  battery  life  to  the  speed 
hich  you  uploaded  the  audio 
The  player  has  a  sporty, 
nded  design  and  special 
>uds  designed  to  fit  snugly 
ind  each  ear.  This  is  the  best 
er  for  Mac  owners.  We  had  no 
ible  downloading  and 
laging  MP3s  on  it.  However, 
n  we  tried  to  use  it  with 
idows,  we  ran  into  problems.  If 
downloaded  while  other 
grams  were  running,  the  songs 
ped.  We  could  also  hear 
I  kling  and  popping,  making  the 
|  lie  almost  unbearable.  The 
;est  problem  with  the  Rio  600  is 
it  comes  with  only  32MB  of 
ory,  good  for  about  ten  songs 
time.  However,  S3  promises 
the  memory  "backpack," 
;h  slides  onto  the  back  of  the 
er  like  a  battery  on  a  cell  phone 
be  upgradable.  When  it 
oduces  a  $10  500MB  memory 
cpack  by  early  next  year,  you 
|t't  have  to  buy  a  new  player, 
switch  the  new  backpack  for 
old  one. 


Sensory  Science: 
Rave  MP2300 


www.ravemp.com 
Cost:  $300 

If  you  don't  care  about  the  looks  or 
heft  of  your  MP3  player,  the  Rave,  at 
7  ounces,  may  be  a  good  choice. 
The  display  is  brighter  than  the 
Nomad  II's,  but  we  found  that  the 
sound — even  at  its  highest  level — 
was  barely  audible  on  a  busy 
Manhattan  street.  Unlike  other  MP3 
players,  the  Rave  uses  Iomega's 
new  Clik  disks,  which  store  up  to 
40MB  of  music  on  a  disk  that  costs 
a  mere  $10.  Unfortunately,  Clik 
disks  rotate  as  they  transmit  data 
to  the  player.  Moving  parts  could 
mean  problems  for  joggers. 


I2Go:  eGo 

www.i2go.com 
Cost:  $299 

The  translucent  blue  eGo  is  de- 
signed to  be  plugged  into  your 
car's  tape  deck.  The  better  your 
auto  stereo  system,  the  better  it 
will  sound.  The  display  appears  as 
one  line  on  a  red  screen  that  is  au- 
tomatically backlit  in  the  dark  and 
brightens  in  direct  sunlight.  It  comes 
with  a  64MB  memory  card  and  will 
even  read  your  e-mails  and  convert 
them  into  MP3  files  so  you  can  listen 
to  them  while  you  are  driving.  This 


feature  has  possibilities,  but  convert- 
ing is  complicated,  and  the  playback 
comes  in  an  annoying  robotic  voice. 
Stay  tuned,  I2Go  will  soon  introduce 
a  player  the  size  of  a  business  card 
that  lets  you  download  music 
wirelessly. 


Samsung:  YEPP 


www.samsungyepp.com 
Cost:  $250 

Simple  and  elegant  in  a  silver  ciga- 
rette-pack-size design.  Doubles  as  a 
kind  of  quasi-planner:  This  player 
can  store  hundreds  of  phone  con- 
tacts, uploaded  from  your  PC,  and  can 
record  up  to  two  hours  of  voice  notes 
and  save  them  to  your  computer.  But 
there  are  some  problems.  The  LCD 
display  is  not  backlit  so  you  can't  read 
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it  in  the  dark,  and  the  display  can't 
seem  to  keep  up  as  you  scan  tracks. 
Also,  no  USB  connection  yet,  so  up- 
loads are  slow.  The  YEPP  (which 
stands  for  young,  energetic,  personal 
and  passionate)  has  an  equalizer  with 
normal,  rock  and  jazz  settings,  but  the 
"3-D  stereo"  setting  actually  made  the 
sound  flat.  The  company  is  working 
on  a  new  "photo"  YEPP  that  will  allow 
you  to  download  and  view  pictures. 


Sony:  Network  Walkman  

www.sei.sony.com 
Cost:  $330 

If  you  are  a  style-conscious 
jogger,  the  Sony  Network 
Walkman  will  turn  a  few  heads. 
The  sleek  silver  player  is  styled  like 
a  cigarette  lighter. 
It  has  a  bright  backlit  display,  and 
the  music  has  a  wonderfully 
full  sound.  The  problem  is  there  is 


no  way  to  expand  its  64MB  of 
memory.  Sony  has  developed 
"memory  sticks"  to  expand 
memory  on  its  digital  audio 
players,  but  you  can't  use  them  on 
this  gadget.  Another  potential 
problem  is  Sony's  insistence  on 
using  its  proprietary  ATRAC3 
format,  which  is  incompatible 
with  MP3's.  Haven't  they  learned 
anything  from  Betamax? 


Remote  Solutions: 
Jukebox  

www.pjbox.com 
Cost:  $695 

Among  MP3  players,  this  one  feels 
like  a  Sherman  tank  but  works  like 
a  supercomputer.  We  tested  a  4.86 
gigabyte  hard  drive,  but  the 
Personal  Jukebox  can  now  hold  6 
gigabytes  of  music.  It's  larger  than  a 


PalmPilot  and  weighs  10  ounces, 
more  than  any  other  MP3  player. 
However,  it  is  a  snap  to  use,  and  the 
sound  quality  is  excellent.  The  best 
feature  is  its  massive  memory — 
enough  to  upload  half  of  the  172 
CDs  that  comprise  the  new 
complete  recordings  of  Bach. 


II n itec h:  The  Rome  

www.mplove.com 
Cost:  $250 

The  Rome  wins  for  innovative  de- 
sign: The  player  is  the  shape  of  a 
standard  cassette  tape.  Simply  up- 
load your  songs  and  pop  it  into 
your  car's  tape  deck.  Looks  great, 
but  when  we  tried  our  player  in  a 
car  stereo,  the  music  sounded  muf- 
fled and  we  couldn't  increase  the 
volume  to  a  comfortable  level.  The 
Rome  comes  with  only  32MB  of 
memory  and  has  no  expansion  slots. 
Also,  there  is  no  display,  only  a 


blinking  light  that  tells  you  if  the 
machine  is  playing  or  has  pausec 


Casio:  MP3  Watch 
www.casio.com 
Cost:  $250 

Dick  Tracy  fans  will  enjoy  Cask 
MP3  Watch.  As  watches  go,  this  > 
will  never  be  mistaken  for  a 
Tag  Heuer.  It's  three  inches  wid» 
and  half  an  inch  thick  with  a  ve 
strap.  However,  you  do  get  an  W 
player  with  32MB  of  memory  ar 
USB  connection.  We  thought  th 
earphone  connection  from  the 
wrist  was  awkward — especially 
for  joggers  who  move  their  arn 
when  they  run.  Pressing  the 
minuscule  control  buttons 
was  a  pain  and  the  software 
was  clunky. 
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dja.com  Completes  » 


Mapping  of  the  Human 
Chopping  Genome 


Find  Out  lilho  Has  It  in  Stock 

Buy  It  Online  for  the  Lowest  Price 

Find  the  Product  That's  Right   for  You 

Buyer's  Guides 

Compare  Similar  Products 

Opinions  From  the  Man  on  the  Street 

Opinions  From  Experts 


Jeslo/TtoLWeb  ^ 

►test:  Buy  Original  Artwork  at  Auctioneer  lcollector.com 


METHODOLOGY: 

After  clicking  around  [collector's  bland  site, 
we  drilled  down  through  a  lot  of  images  to  a 
1976  print  by  20th-century  American  artist 
Robert  Rauschenberg  titled  "Deposit"  (pic- 
tured right).  We  checked  that  the  price  was 
reasonable  by  consulting  an  online  auction 
price  guide  and  a  retail  gallery  that  also  had 
a  copy  of  the  same  print.  Satisfied,  we  waited 
until  the  last  five  minutes  of  the  auction  to 
place  a  bid  $250  over  the  low  end  of  the  es- 
timated value.  Three  hours  later,  we  received 
e-mail  notification  from  both  the  seller  and 
the  site  that  our  bid  had  been  accepted. 
EXPERIENCES: 
Pros: 

•  Before  making  our  selection  at  Icollector,  we  were  able  to 
scan  images  of  works — including  two  Rauschenbergs — by 
more  than  100  20th-century  artists. 

•All  our  questions  about  the  work  were  quickly  answered  via 
e-mail:  exact  condition,  whether  it  was  signed,  the  name  of  the 
master  printer  and  the  portfolio  to  which  the  print  belonged. 

•  Price.  Since  this  particular  auction  had  no  other  bidders,  we 
bought  the  print  for  $1,500,  $1,000  less  than  a  framed  ver- 
sion of  the  print — the  only  other  one  we  found  for  sale. 

•A  certificate  of  authenticity  and  a  money-back  guarantee 


allayed  our  fears  about  fraud  and  not  li 
the  work  when  we  actually  saw  it. 

•  No  fees  to  Icollector.  Payment  and  ship 
are  arranged  directly  with  the  seller. 
Cons: 

•  When  we  compared  our  print  with 
other  at  a  competing  site,  the  colors  of  t 
identical  images  looked  vastly  different, 
had  rich,  saturated  greens  that  in  the  o 
looked  almost  gray.  Was  either  accurate- 

•  Icollector,  a  London  company,  runs  its  i 
tions  on  Pacific  standard  time.  The  site's 
nuscule  notice  of  this  caused  us  to  bid  t 
hours  earlier  than  intended.  If  the  auc 

had  been  competitive,  it  might  have  cost  us  the  work. 
•You  can't  view  the  work  in  person  before  buying  unless 
live  near  the  seller. 
RECOMMENDATION: 

Most  serious  collecting  of  fine  art  still  occurs  offline, 
searching  fine  art  online  is  a  breeze  (see  our  review 
forbesbest.com).  If  you're  lucky,  you  can  find  bargains  at 
like  Icollector  because  they  aren't  well  trafficked. 

However,  buyer  beware:  Online  photos  aren't  alvi 
good  representations  of  the  real  thing.  That  piece  you  fe| 
love  with  online  may  turn  out  to  be  an  eyesore  in  your  li 
room.  — Lois  Rand 


►  TEST: 


How  the  Travel  Sites  Stack  Up 


Are  the  days  of  travel  agents  numbered?  Not  just  yet.  Check- 
ing fares  online  can  be  a  frustrating,  time-consuming  ordeal. 
But  for  the  flexible  traveler,  the  effort  can  be  worth  it.  For  busi- 
ness trips  where  convenience  is  king,  MSN's  Expedia  topped 
our  list:  It  offered  low  prices  reasonable  departure  times  and 
has  a  flexible  search  function,  which  will  find  flights  compati- 


ble with  airlines  where  you  gain  frequent  flyer  points.  For 
weekend  getaway,  American  Express  and  Travelocity  tied 
first  place  because  they  had  relatively  low  fares  and  the  shoi 
travel  times.  Note  that  we  excluded  Priceline.com,  wH 
allows  you  to  bid  for  low  fares,  but  is  far  more  restrictive  ii 
choices.  -Adit  Nathan 


Last-Minute  Business  Travel: 
New  York  to  Chicago1 

Weekend  Getaway: 
Dallas  to  LA.2 

Comments 

American  Express 

http://travel.americanexpress.com 

Fare:  $1,166;  Airline:  American/United; 
Stops:  1;  Time:  4  hours 

Fare:  $319;  Airline:  United; 
Stops:  Direct;  Time:  3  hours 

Easily  navigated  and  decent  prices. 

BizTravel 

www.biztravel.com 

Fare:  $1,198;  Airline:  United; 
Stops:  Direct;  Time:  2.5  hours 

Fare:  $280;  Airline:  America  West; 
Stops:  1;  Time:  5  hours 

Best  route,  but  you  pay  for  it.  Offers 
stopovers  on  pleasure  trips  for  better  prio 

LowestFare 

www.lowestfare.com 

Fare:  $843;  Airline:  America  West; 
Stops:  1;  Time:  5  hours 

Fare:  $270,  America  West; 
Stops:  l;Time:  5  hours 

Great  bargains,  but  inconvenient  red-eye 
flight  times  and  connections. 

MSN  Exped'u 
www.expedia.com 

*  Fare:  $685;  Airline:  Northwest  Airlines; 
Stops:  l;Time:  4  hours 

Fare:  $280;  Airline:  America  West; 
Stops:  1;  Time:  5  hours 

Expedia  came  through  with  low  prices  and 
major  airlines. 

lTravel 

www.onetravel.com 

Fare:  $1,203;  Airline:  US  Airways; 
Stops:  1;  Time:  3  hours/3.5  hours 

Fare:  $274;  Airline:  America  West; 
Stops:  Direct;  Time:  3  hours 

If  you're  flexible,  you'll  get  a  good  deal. 
Search  engine  can  be  slow. 

Travelocity 

www.travelocity.com 

Fare:  $975;  Airline:  American; 

Stops:  1  (return);  Time  2.5  hours/4.5  hours 

Fare:  $319;  Airline:  American; 
Stops:  Direct;  Time:  3  hours 

Not  a  bad  site,  but  the  prices  won't  wow  y 

'Last-Minute  Business  Travel:  Roundtrip,  Wednesday  morning  to  Friday  morning  from  New  York's  LaGuardia  to  Chicago's  O'Hare, 

less  than  one  week  in  advance.  ITravel  offered  us  a  fare  of  $219  if  we  flew  into  Midway 

•Weekend  Getaway:  Roundtrip,  Friday  to  Monday  from  Dallas-Fort  Worth  to  LAX.  over  one  month  in  advance. 
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Computers  that 

understand 
your  business? 

Are  these 
people  crazy? 


We  don't  think  so.  effectiveness  that  would  have  been  thought  impossible 

They  are  all  highly  successful  organizations.  And  they  until  very  recently, 

lidn't  get  to  be  that  way  by  trusting  their  fortunes  to  fanciful  Based  on  sophisticated  applications  of  probability  theory, 

deas.  Another  thing  they  have  in  common  is  that  they  all  use  Autonomy  software  is  bringing  huge  competitive  advantages 

Autonomy  software.  to  all  the  organizations  listed  above. 

Which  means  their  computers  now  do  a  great  deal  more  And  their  number  is  increasing  everyday, 

han  collect,  collate  and  store  data.  There  are  in  fact  very  few  businesses  that  couldn't 

They  have  software  that  reads,  understands  and  makes  reap  similar  benefits  by  installing  Autonomy  products, 

ense  of  the  rapidly  increasing  amount  of  information  that  And  frankly  they'd  be  crazy  not  to. 

essential  to  their  continuing  success.  For  more  information  on  how  Autonomy  products 

Or,  to  put  it  another  way,  their  computers  can  now  assess  can  improve  your  business  performance  call  us  toll  free 

he  value  and  significance  of  information.  So  that  it  is  at  l-877-MYAUTONOMY  or  visit  our 

>rioritized,  distributed  and  acted  upon  with  a  speed  and  ^®        #  websiteatwww.autonomy.com. 


Autonomy 


Besto/ ."The  Web  JW  'L  t  J3  

►TEST:  Adopt  a  Homeless  Dog  at  Petfinder.com 


METHODOLOGY: 

After  registering  for  free  we  went  directly  to  the  easy-to-use 
Quick  Pet  Search  feature.  We  filled  in  our  zip  code,  desired 
animal  (dog),  breed  (terrier),  age  (adult),  size  (medium)  and 
gender  (any),  search  range  (regional)  and  then  hit  Search. 
More  than  100  pooches,  complete  with  pictures  and  descrip- 
tions, were  returned  in  seconds.  We  clicked  on  a  listing  for  a 
scruffy  mixed- breed  terrier  named  Bailey,  saw  her  picture, 
then  e-mailed  questions  directly  to  the  shelter  representative. 
EXPERIENCES: 
Pros: 

•  Petfinder's  database  lists  thousands  of  dogs  and  cats  living 
in  shelters  or  with  temporary  caretakers.  Our  search  returned 
104  matches  within  a  120-mile  radius  of  our  home.  Pictures 
and  descriptions  saved  us  telephone  and  driving  time  and 
helped  narrow  our  search.  Our  prospective  canine  was  being 
kept  in  a  rural  "foster  home"  50  miles  away. 

•  Once  we  selected  an  animal,  getting  information  was  easy. 
Communicating  via  e-mail  directly  with  the  caretaker,  it  took 
less  than  a  day  to  have  all  our  questions  fully  answered.  (No, 
she  didn't  chew  the  furniture  or  have  problems  with  kids.) 

•  Most  shelters  require  that  you  fill  out  an  extensive  ques- 
tionnaire. Doing  this  online  was  faster  and  much  less  stress- 
ful than  in  the  waiting  room  of  a  noisy,  noxious  shelter. 


•  The  adoption  process  was  to- 
tally smooth:  We  visited  Bailey 
in  her  foster  home  and,  on  de- 
ciding to  take  her,  received  a 
leash,  some  dog  treats  and  her 
health  documents. 

•A  chance  to  give  an  unwanted  pet  a  loving  home 
Cons: 

•  Keep  your  pedigree  expectations  low.  Specifying  "ter 
on  the  site  brought  up  dozens  of  abandoned  pit  bulls.  II 
rule  out  pit  bulls,  the  choices  drop  by  almost  half, 
worse,  a  few  click-throughs  to  photos  revealed  woul 
terriers  that  looked  more  like  Pun  Tin  Tin. 

•  Profiles  can  gloss  over  or  omit  an  animal's  bad  habits, 
ley's  caretaker  failed  to  mention  problems:  urinating  e 
time  we  leave  the  house  and  occasional  obsessive  floor-lie! 
Also,  Bailey  had  a  fear  of  strange  men  and  occasionally  nip 

•  Bailey  was  vaccinated  but  not  yet  spayed.  She  was  in 
the  day  we  brought  her  home. 
RECOMMENDATIONS: 
If  you're  looking  for  a  purebred  dog  or  cat,  petfinder.ee 
not  for  you.  But  if  you  want  to  rescue  an  abandoned  rr 
breed,  and  don't  want  to  spend  hours  calling  classified  a< 
driving  to  shelters,  this  is  a  great  choice.  — Missy  Sulliva 


►TEST:  Build  Your  Own  Site  at  Homestead.com 


METHODOLOGY: 

We  registered  for  free  in  less  than  two  minutes  and  in  under 
a  half  hour,  built  a  barebones  Web  site — a  page  with  a  name 
and  some  basic  features.  Rather  than  use  one  of  the  site's 
templates,  we  chose  to  create  our  page  from  scratch,  using 
the  site's  modest  but  diverse  array  of  colors,  fonts  and  styles. 
After  creating  the  basic  page,  we  decided  to  get  more  ambi- 
tious, learning  how  to  add  pre-programmed  elements  like  a 
running  ticker  of  our  stock  portfolio,  a  guestbook  and 
personalized  photos. 
EXPERIENCES: 
Pros: 

•  Once  you  get  going  it's  fun.  You  will  be  lured  into  refining 
your  crude  beginner's  page  and  can  easily  lose  an  hour  or 
two  playing  Web  designer. 

•  It's  truly  simple.  No  programming  knowledge  required; 
you  don't  even  have  to  know  what  HTML  is. 

•  You  get  16  megabytes  of  free  space  on  its  server,  and  other 
than  a  few  tiny  links  at  the  bottom  of  your  page,  you're  not 
forced  to  run  annoying  banner  ads. 

•  Customizable  elements.  You  can  easily  add  dozens  of 
features:  an  "Ask  Jeeves"  search  button,  product  shopping 
cart,  favorite  links  area,  weather  and  tickers. 

•  Upload   photos   thanks   to   an   arrangement  with 


Shutterfly.com.  Friends  or 
family  members  can  easily  view 
or  order  prints. 

•  For  budding  Web  entre- 
preneurs, there  are  affiliate 
partnerships  with  sites  like  Barnesandnoble.com,  Etoys 
Proflowers.com.  You  can  earn  3-5%  of  any  purchase  o 
nating  from  your  site.  Homestead  collects  the  commiss 
and  sends  out  a  monthly  check. 

•  It's  totally  free. 
Cons: 

•  You're   stuck  with   a  Web   address   that  ends 
homestead.com,  although  it's  possible  to  use  your 
domain. 

•  The  more  ambitious  you  become,  the  more  limiting  He 
stead's  design  features  seem.  Its  templates  are  stiff  and  a 
teurish  compared  to  what  savvy  Web  users  are  accustome 

•  Doesn't  work  as  well  with  AOL  as  with  Netscape  or 
plorer.  And  if  you  don't  have  broadband,  loading  and  sa 
can  be  slow. 
RECOMMENDATIONS: 
Great  place  for  a  starter  home  in  cyberspace.  However,  if 
want  a  serious  site  for  content  or  commerce,  either  learn 
or  hire  professionals.  — Robert  Goff 
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E  ARE  NOW  FULLY  STOCKED 
WITH  STOCKS. 


At  Morningstar.com,  we  have  stocks  covered.  up  and  coming,  and  our  exclusive  stock-grading 
That's  because  our  stock  analysts  go  further       system  that  gives  you  our  unbiased  take  on 


than  a  simple  report  on  what's 
happening  in  the  market.  We 
dissect  the  day's  stories  and 
uncover  new  insights.  We  help 
investors  get  a  deeper  understanding 
of  the  stock  market  each  and 
every  day.  Because  we  always  tell 
it  like  it  is  -  with  Quicktake® 
Reports  on  over  7,500  stocks,  an 
IPO  center  to  keep  track  of  what's 


AH  the  tools 

you  need  for  finding,  evoluoting,  ond 

picking  stocks 


Stock  Grades 

Stock  Selector 


~N  Quicktoke  Reports 
Strategies  &  Ideas 


{ 


We  have  stock  tours  starting 
right  now  from  our  homepage. 


} 


over  4,000  companies.  Hungry  for 
more?  Our  premium  service 
gives  you  in-depth  analysis 
on  the  stocks  that  move  the 
markets.  And  best  of  all,  since 
Morningstar.com  doesn't  sell 
stocks,  we'll  never  spin  our  coverage 
to  put  you  in  a  buying  mood. 
So  before  you  invest,  investigate. 
At  Morningstar.com. 


AOL  Keyword:  Morninqstar 


•com 


m 

■A 


Disintermediating 
Dot-Coms 


People  will  be  using  the  Internet  more,  but  spending  less  time  on  the  Wi 

gerous  fiddling  with  knobs  and  but-     center  in  near  real  time.  Operation 
nmgok! )  MOTOR  RECENTLY  AN-     tons  looking  for  an  appropriate  traffic 
nounced  that  all  vehicles  pro-     and  weather  report.  No  more  fussing 
nHH  duced  after  2004  will  have     with  cassette  players.  At  your  corn- 
built-in     Internet    access,     mand,  an  electronic  agent  will  scurry 
Within  20  minutes  of  that  an-     across  the  Internet  to  find  and  deliver 


by  Stephen  Auditore 

[ORD  MOTOR  RECENTLY  AN- 
nounced  that  all  vehicles  pro- 
duced after  2004  will  have 
built-in  Internet  access. 
Within  20  minutes  of  that  an- 
nouncement, the  National  Highway 
Traffic  Safety  Administration  de- 
nounced the  move.  Horrors.  What 
would  happen  as  drivers  took  their 
eyes  off  the  road  to  stare  at  a  screen? 
Imagine  all  those  little  Ford  Escorts 
crushed  by  Ford  Expeditions  whose 
drivers  were  too  busy  with  e-mail  to 
watch  the  road. 

Relax,  Luddites.  This  reaction 
is  typical  of  the  way  change 
frightens  people.  There  was 
a  time  when  some  folks 
claimed  the  newfangled 
motor  car  was  dangerous 
because  it  frightened 
horses. 

The  Luddites  can 
unbend — the  wire- 
less, car-accessed  Inter 
net  will  be  a  different 
animal  than  the  desk- 
accessed  Internet.  It  will  ac- 
tually make  Escorts  less  likely 
to  be  mangled  by  Expeditions. 

Imagine  a  marriage  of 
Ford's  Internet-enabled  vehicles  with 
Napster  or  Audible.com.  Extremely 
personalized  entertainment  and  infor- 
mation could  then  be  delivered  to  dri- 
vers. But  no  eyes  need  wander  from  the 
road  because  the  drivers  will  use  voice 
commands.  Instead  of  settling  for  gen- 
eralized "Traffic  and  weather  together 
on  the  8s,"  as  some  radio  stations  now 
offer,  drivers  will  use  voice  commands 
to  order  traffic  and  weather  informa- 
tion for  particular  roads.  No  more  dan- 


what  you  want. 

Internet  access  could  make  driving 
safer  in  many  ways.  Without  you  even 
asking  it  to,  your  vehicle  could  send 
performance  and  functional  informa- 
tion back  to  the  factory  or  a  service 


formation  could  then  be  sent  bac 
the  car,  adjusting  performance  |- 
meters:  air  intake,  tire  pressure, 
pension,  etc.  Wouldn't  this  make 
ving  safer? 

Suppose,  upon  examination 
factory's  monitoring  system  concl 
a  problem  is  imminent.  A  message 
be  sent  to  the  driver  vectoring  her 
repair  center,  while  concurren 
message  is  sent  to  the  repair  ce 


The  wireless  Internet  will  make 
Escorts  less  likely  to  be  mangled  b\ 
 Expeditions.  
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ere's  What  People  Are  Saying 


Supplier  ^ants  oif  to  a  smooth^!  » 


0 


Upper 


echelons  of  Tier  One 


a 


T^p.redibly  strong 


1 


Access  to  every  vehicle  manufacturer 


Sweater  global  reach 


About  The  New  Arvin  Meritor. 


Since  we  launched  our  new  company 
just  a  few  weeks  ago,  customers, 
analysts  and  the  press  have  described 
our  venture  in  glowing  terms. 

To  which  we  add:  As  a  $7.5-bi  I  lion 
global  automotive  supplier,  we're  poised 
for  explosive  growth  with  an  expanded 


product  base  that  now  includes  complete 
systems  and  modules  for  commercial 
and  light  vehicles,  individual  components, 
plus  aftermarket  parts. 

We  promise  increased  global  expansion, 
new  technologies,  greater  customer  focus. 
And,  to  live  up  to  the  words  of  praise. 


ArvinMeritor 


arvinmeritor.com 
:  ARM 


alerting  it  to  the  car's  arrival.  If  need 
be,  a  repair  truck  could  be  dispatched. 

Cars  aside,  I  am  talking  here  about 
a  near-tectonic  shift  in  the  relationship 
between  people  and  the  Internet. 
Change  is  coming  faster  and  faster  and 
I  suspect  that  within  a  few  years,  the 
current  system  of  clicks  and  hits  will 
fade  into  relative  insignificance. 

Take  my  example  of  the  monitor- 
ing system  in  car  engines.  This  involves 
processes  talking  to  processes.  Until 


eyeballs  and  with  hits  and  clicks  and 
portals  has  obscured  the  Internet's 
seminal  role  as  a  fundamental  and 
ubiquitous  communications  infra- 
structure that  lets  systems,  processes 
and  humans  interact. 

In  this  role,  the  Internet  becomes 
the  mechanism  to  facilitate  intelligent 
agents  that  act  on  behalf  of  humans  to 
locate  information,  goods  and  services 
and  even  to  negotiate  terms  and  con- 
ditions of  a  sale.  You  will  simply  tell  the 


When  you  are  close  to  the  last  drop  of 
milk  in  the  carton,  your  refrigerator 

 will  notify  Wehvan.  


something  goes  wrong,  no  human 
attention  is  required.  We  are  already 
there  in  a  good  deal  of  business-to- 
business  connectivity.  When  a  Wal- 
Mart  store's  computer  reorders  purple 
sweaters  from  a  knitting  factory's 
computers,  little  human  interaction  is 
required. 

In  short,  the  current  obsession  with 


agent  what  you  require,  and  it  will  then 
find  it  for  you.  You  won't  have  to  spend 
a  lot  of  time  at  the  task. 

When  you  are  close  to  the  last  drop 
of  milk  in  the  carton,  your  refrigerator 
will  notify  Webvan,  or  whoever,  to  add 
a  couple  of  cartons  of  2%  milk  to  your 
next  order.  The  Internet  will  thus  do  a 
lot  of  life's  petty  chores  for  us. 


As  humans  we  have  a  set  of  iri 
untary  muscle  activities:  breath 
heart  activity,  etc.  The  Internet  wi 
like  that.  Ultimately,  we  will  see 
emergence  of  a  whole  category  o 
voluntary  and  implicit  computing 
tivities  enabled  by  the  Internet. 

As  the  role  of  the  human  beir 
Internet  computing  shifts  from  si 
to  creator  of  agents  to  do  the  sut 
for  us,  we  can  envision  a  Wet 
Internet  in  which  clicks  and  hits-b 
strategies  and  business  mo 
crumble.  We  will  spend  less,  not  n 
time  surfing.  Bye-bye  dot-coms 
portals. 

Witness  the  recent  legal  actior 
Ebay  to  shut  down  an  automated  a 
that  scoured  all  Internet-based 
tions.  Ebay  was  right  to  be  alarr 
The  agent  doesn't  care  which 
contains  the  desired  artifact.  Thus 
bidder  herself  never  visits  Ebay  anc 
site  is  then  deprived  of  the  traffic 
all  the  benefits  the  traffic  brings.  Tl 
the  Webless  Internet.  Ebay,  q 
naturally,  hates  it.  So  do  the  o 
dot-coms. 

On  the  Webless  Internet,  key  t 
nologies  and  investments  will 
longer  be  aimed  at  creating  clever 
sites  to  attract  eyeballs.  Instead,  iw 
ment  will  be  aimed  at  facilitating 
creation  of  more  intelligent  ager 
emphasize  the  word  "intellige 
These  agents  are  going  to  be  so  sop 
ticated  that  they  can,  by  engagin 
deep  historical  data  mining,  pi 
much  decide  on  their  own  whe 
take  action. 

We  will  no  doubt  see  agents  ere 
for  a  specific  purpose.  Once  their 
is  done,  they  expire.  For  exampl 
part  of  an  Internet  purchase  tran 
tion,  a  shipment-tracking  agent  c« 
.be  spawned  automatically.  It  wc 
track  the  fulfillment,  and  once 
order  is  received,  notify  the  user, 
quietly  die. 

So,  the  car  safety  folks  can  r 
about  what  lies  ahead.  The  dot-< 
world  can't. 

Stephen  Auditore  is  chief  executive 
Illinois-based  Knowledgeport  Alliar 
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royalty-free.  When  you  join  the 
macraw  Design  Center,  you  close  the  gap  between  broadband  technology  research  and 
;  next  generation  of  products.  You'll  also  find  big  brains  for  hire,  with  eight  Yamacraw 
versities  producing  a  surging  broadband  work  force  of  technology  design  professionals, 
find  out  more,  contact  Yamacraw  at  www.yamacraw.org  or  (404)  894-1400 


Tv 

yamacraw 

futureforward 


CHOOSING  A  FIRM  TO  HOST 
YOUR  WEB  SITE  IS  LIKE  CHOOSING 
A  TEAMMATE  FOR  BASKETBALL. 


PICK  THE  DOMINANT  FORCE.  DIG  EX. 


WWW.DIBEX.CaM/FRBS      1  -  BBS  -  DIGEXD1 


You're  in  the  e-game  to  win.  Go  with  the  managed  hosting  powerhouse  the  whole  industry  looks  up  t 
Back  your  e-Business  with  unparalleled  technical  expertise.  Grow  with  supremely  scalable  solution 
your  site's  security  and, reliability.  Give  your  e-Business  one  massive  edge:  industry-leading  performanc 


•usiness  depends  on  the  'Net,  depend  on  managed  Web  and  application  hosting  from  Digex.  The  on 
?ou  want  on  your  tea*n  if  you're  playing  to  win. 


Jlesio/  The  1 


ER  OF  YOUR  DOMAIN 


Stop,  Thief! 


Cramming  for  Credit 

Cramming  used  to  be  something  you  did 
the  night  before  a  big  test.  Today,  the  word  has 
taken  on  a  more  sinister  meaning. 

Simply  put,  cramming  is  the  illegal  practice  of 
stealing  credit  card  numbers  and  then  billing  those 
accounts  for  services  not  rendered.  It  has  become 
an  active  game  on  the  Internet.  Online  crammers 
will  also  duplicate  charges  of  legitimate  purchases 
or  renew  billing  for  services  or  subscriptions  a 
customer  has  canceled. 

And  even  if  you  never  shop  on- 
line, you  may  be  vulnerable.  There 
are  tools  available  on  the  Web  that 
generate  credit  card 
numbers — numbers 
that  might  happen 
to    match  yours. 
One  site,  run  by  the 
so-called  Bulgarian 
Password  Mafia, 
makes  available,  to  all 
who  take  the  time  to 

fill  out  a  survey,  downloadable  links  to  credit  card- 
generating  applications. 

Right  now,  there's  no  way  to  avoid  getting 
crammed.  But  there  are  things  you  can  do  so  that  you 
don't  pay  a  financial  price  for  someone  else's  duplic- 
ity. One  of  the  most  important  things  is  the  sim- 
ple process  of  checking  your  credit  card  state- 
ments every  month.  Too  often,  people  charge 
lots  of  little  purchases  that  add  up  to  a  long, 
detailed  bill.  Most  people  aren't  likely  to  notice 
an  errant  $25  charge  on  their  bills,  but  if  left 
unchecked,  these  charges  can  add  up  to  big  money  by  the 
end  of  the  year. 

Once  you  find  a  charge,  your  recourse  may  depend  on 
your  credit  card's  fraud  policy.  You  may  have  to  deal  directly 
with  the  vendor  in  question  since  most  credit  card  compa- 
nies won't  step  in  for  consumers  anymore.  However,  if  you 
have  been  legitimately  crammed  you'll  probably  be  able  to 
get  any  fraudulent  charges  removed  from  your  bill.  — Karen 
J.  Bannan 


u 


Covering  Your  Tracks 

Anonymous  surfing  tools  are  catching  on  like  wildfire  as 
the  amount  of  personal  data  accumulating  on  the 
Web  increases  almost  daily.  The  tools,  including 
Enonymous  Advisor  (wAvw.enonymous.com),  Anonymizer 


(www.anonymizer.com), 
ID  Zap  (www.idzap.com) 
you  hide  your  identity  or  i 
ate  a  dummy  account  to  jj 
tect  your  personal  infon 
tion.  While  it  may  se 
paranoid  to  worry  ab 
someone  getting  their  ha 
on  your  intangible  inforr 
tion,  analysts  say  the  threat  is  i 
For  years,  credit  card  compar 
supermarkets,  movie  rental  outlets 
even  higher  education  institutions  have 
lected  information  about  the  public's  sh 
ping  and  spending  habits  to  sell  to  advei 
ers.  Today,  online  advertising  companies 
24/7  Media,  DoubleClick  and  RealMedis 
well  as  individual  sites,  do  the  same  thinj 
the  Web.  Only  it's  easier  and  cheaper- 
daily  considering  the  advances  being  m 
in  the  field  of  data  mining.  Cookies,  which  cr 
a  digital  record  of  your  visit  on  a  company's  \ 
server,  are  just  the  tip  of  the  iceberg.  A  new  piec 
software  from  Amazon.com  called  ZBubbles  res 
in  your  browser  and  tracks  not  only  > 
^  visits  to  a  single  site  but  the  com 
tions  you  make  to  other  sites. 
Our  advice:  Be  selective  in 
ing  out  personal  information  to  o 
sites.  Set  up  a  junk  e-mail  account  at  on 
the  free  sites  like  Hotmail  or  Yahoo  and  use 
when  registering  at  sites.  The  same  goes  for  pos 
messages  on  newsgroups,  entering  a  contest  or  par 
pating  in  an  online  chat.  These  random  acts  are  harmles 
themselves,  but  in  an  aggregate  form,  can  do  consider 
damage,  according  to  Lance  Cottrell,  the  president 
founder  of  Anonymizer.com,  a  San  Diego,  Calif.-based  ] 
site  that  allows  surfers  to  mask  their  identity. 

"Your  prospective  employers  can  search  for  your  n 
and  see  if  you've  been  posting  to  a  substance  abuse  bo 
or  your  insurance  company  might  raise  your  rates  after 
ing  that  you  frequent  skydiving  chats,"  says  Cottrell.  — K 

Private  Eyes 

The  innocuous-looking  Web  site  that  you  visit  every  mi 
ing  could  be  hiding  a  secret.  Its  owners  may  be  selling  \ 
demographic  information  to  outside  companies  wit! 
your  permission. 

You  can  check  to  see  if  your  data  is  up  for  grabs  by  r 
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2000  FedEx.  See  FedEx  Service  Guide  for  terms  of  carriage. 


SHPPMG 


FedEx  offers  the  broadest  range  of 

shipping  solutions.  Overnighting  a  box  to  Biloxi?  Use 

FedEx  Express.  Sending  a  tube  to  Tuba  City?  Try  FedEx  Ground. 
A  package  to  Pakistan?  FedEx  Express  International.  A  pallet  to 
Palo  Alto?  FedEx  Express  Domestic  Freight.  How  about  two  tons 
of  tuna  to  Taiwan?  FedEx  International  Freight  can  handle  it. 
With  real-time  tracking,  delivery  confirmation  and  a 
money-back  guarantee.  Need  more  information?  Visit 
fedex.com  or  call  1-800-Go-FedEx.  Be  absolutely  sure.® 


,t.,Th-w-l.  MASTER  OFVnUB  DOMAIN 


"Your  prospective  employers  can  search  for  your  name  and 
see  if  you've  been  posting  to  a  substance  abuse  board." 


ing  the  privacy  policy  posted  on  sites  you're  visiting.  It's 
usually  written  in  the  tiniest  text  on  the  page.  The  World 
Wide  Web  Consortium  (W3C),  an  industry  standards  or- 
ganization, has  developed  a  new  standard  that  will  give  Web 
surfers  access  to  a  site's  privacy  policy  automatically. 

The  technology,  called  the  Platform  for  Privacy  Prefer- 
ences Project,  or  P3P,  will  be  included  in  your  browser  and 
work  in  conjunction  with  any  Web  sites  that  support  the 
specification.  Here's  how  it  will  work:  Before  you  start  to 
browse,  you'll  set  parameters  and  preferences  related  to  pri- 
vacy. Then,  as  you  surf  the  Web,  your  browser  will  find  the 
P3P  data  on  a  company's  site  and  display  it,  cutting  out  the 
legal  mumbo  jumbo,  says  Lorrie  Cranor,  a  P3P  Specifica- 
tions team  member  and  a  researcher  with  AT&T  Labs.  This 
lets  you  make  an  informed  decision  about  whether  or  not 
you  want  to  patronize  a  specific  site,  she  says. 

"Your  browser  will  alert  you  if  there's  anything  about  a 
site's  privacy  policy  that  doesn't  match  your  preferences,"  she 
says.  "In  some  cases,  you  won't  even  have  to  enter  the  site." 

Look  for  the  technology  in  the  next  version  of  Microsoft's 
Internet  Explorer,  version  6.0,  due  out  some  time  next  year. 
In  the  meantime,  you  can  download  a  browser  plug-in  that 
does  the  same  thing  at  Youpowered.com.  — K.J.B. 

Free  Headaches 

Hotmail  users  have  been  plagued  by  hacker  attacks,  routine 
maintenance  foul-ups  and  leaking  e-mail  addresses.  Some 
users  lost  access  to  their  e-mail  accounts,  while  others 
logged  on  to  find  old  messages  and  address-book  entries 
completely  deleted.  Although  Microsoft,  the  service's  par- 
ent company,  moved  swiftly  to  fix  the  problems  whenever 
an  issue  came  up,  the  damage  was  already  done.  Hotmail 
and  other  free  e-mail  services  may  be  in  for  more 
problems. 

Andrew  Chen,  a  policy  analyst  at  the  Electronic  Privacy 
Information  Center,  a  public  interest  research  group  in 
Washington,  says  these  service  interruptions  may  become 
more  commonplace  since  free  e-mail  accounts  may  not  be  as 
safe  as  those  provided  by  an  ISP  (Internet  Sevice  Provider). 
Free  e-mail  providers  are  enticing  hacker  targets  because  of 
the  amount  of  data  that  resides  on  the  sites.  While  dial-up 
and  broadband  ISPs  off-load  messages  and  preferences  to  e- 
mail  programs  like  Eudora  Mail  and  Outlook,  free  e-mail 
services  like  Yahoo  Mail  and  Hotmail  store  passwords,  mes- 
sages and  preferences  in  a  central  database.  There  is  a  thrill 
among  hackers  in  targeting  these  services  because  when  they 
break  in,  they  hit  the  mother  lode  of  private  data. 

While  there's  little  you  can  do  to  avoid  free  e-mail 
problems,  there  are  a  few  things  that  can  limit  your  risk. 
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Changing  your  password  religiously  is  one  of  them.  WT 
you  don't  have  to  do  it  every  day,  you  should  shoot  few 
change  every  month  or  two.  When  choosing  passwor 
avoid  hacker-friendly  variations  on  your  name  or  birtha* 
Your  social  security  number  or  checking  account  num| 
should  be  off-limits,  too. 

Once  you  read  messages,  copy  and  paste  the  text  intl 
Word  file  that  resides  on  your  PC  and  delete  messages  fr< 
the  server.  This  will  limit  the  amount  of  data  that  intrud 
can  see.  Finally,  reserve  personal  or  sensitive  messages  foj 
mail  services  that  are  more  secure.  After  all,  the  rest  off 
Web  shouldn't  hear  about  your  latest  personal  problem.  II 
less  you  want  them  to.  — K.J.B. 

Your  John  Hancock  in  Cyberspace 

Signature  technology  has  not  changed  one  iota  in  the  l,j 
or  so  years  since  subscriptos  were  first  used  to  authentic 
documents  under  Roman  Emperor  Valentinian  III.  T 
will  all  change  this  October  when  the  Electronic  Signati 
Act  becomes  law. 

The  law,  which  has  been  hotly  debated  for  years, 
allow  consumers  to  close  mortgages,  buy  cars  and  sign 
surance  policies  online  by  simply  accessing  their  electrc 
signatures,  stored  in  a  small  piece  of  software  on  their  cc 
puters.  The  law  is  expected  to  open  a  floodgate  of  billion 
dollars  worth  of  big-ticket  e-commerce. 

But  all  the  new  law  does  is  legalize  digital  signatures 
far  there  is  no  technological  standard  for  digital  signati 
even  though  companies  such  as  RSA  Security,  Entrust  Te 
nologies,  VeriSign  and  Baltimore  Technologies  are  put: 
millions  of  dollars  of  research  into  technology  that  ma 
may  not  be  interoperable. 

"There  is  a  ton  of  technology  behind  it,"  says  Fred  F 
a  partner  at  PricewaterhouseCoopers.  "But  there  are  rr 
unanswered  questions  such  as  how  it  will  be  managed,  1 
the  'keys'  will  be  generated,  where  you  will  be  able  tc 
one.  The  technology  issues  pop  up  one  right  after  the  otl 

One  such  question  is  what  kind  of  verification  pro 
will  be  required.  Will  there  be  digital  notaries? 

The  possibility  of  digital  signature  theft  is  also  a  cone 
If  a  hacker  is  able  to  decode  the  encryption  algorithrr 
manipulate  a  route  server  he  would  have  access  to  thous; 
of  signatures  at  once. 

David  Butler  of  Consumers  Union  is  holding  off  be 
endorsing  this  new  leap  in  digital  technology.  "The  or 
industry  will  have  to  come  up  with  a  system  of  obtai 
and  protecting  digital  signatures  and  convince  consul 
that  they  are  safe  and  secure,"  Butler  says.  "If  not,  it  is 
likely  consumers  will  use  them."  — Michael  Katz 
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INVESTING  wwm\ 

The  average  price  per  megabyte  of  disk  drive  storage  has 
fallen  from  811.54  in  1988  to  ahnut  twn  rents  last  vear  Thank 


The  average  price  per  megabyte  of  disk  drive  storage  has 
fallen  from  $11.54  in  1988  to  about  two  cents  last  year.  Thank 
goodness.  Because,  in  our  opinion,  most  of  what's  being 
published  on  the  Web  is  a  waste  of  storage  space.  To  help 
keep  your  memory  from  getting  clogged,  Best 
of  The  Web  editors  have  sorted  through 
thousands  of  Web  pages  to  come  up 
with  our  fall  list  of  the  top  300  sites. 
t  In  the  following  pages  we  tackle  45 
jl  different  categories,  ranging  from 
venture  investing  and  corporate 
training  to  jewelry  and  alternative 
medicine.  How  did  we  choose  our 
picks?  With  five  key  criteria:  content, 
design,  navigation,  speed  and  customization. 
To  further  enhance  your  surfing,  FORBES  is  pleased  to 
help  inaugurate  the  new  :Cue:C.A.T.  optical  scanning  tech- 
nology. FORBES  readers  with  Windows  PCs  can  use  the  new 
scanners  for  even  faster  access  to  our  best  sites.  (If  you 
don't  yet  have  a  scanner,  find  out  where  to  get  one  at 
www.getyourcat.com.)  No  more  typing  in  cumbersome 
Web  addresses— just  launch  the  software  provided  and 
move  the  C.A.T.'s  red  beam  back  and  forth  across  the  bar 
code  (for  scanning  details,  see  p.  7).  A  successful  swipe 
will  connect  you  right  to  the  site. 

At  the  front  of  each  section  of  our  directory,  you'll  find  a 
title  page  and  a  bar  code  that  will  connect  you  to  link  pages 
for  the  sites  reviewed.  These  cues  also  appear  on  the 
handy  tear-out  poster  of  the  Best  of  The  Web  lineup 
(p.  107).  If  you  want  to  connect  directly  to  one  of  our 
Forbes  Favorite  sites,  scan  the  code  underneath  the  review. 

As  always,  you  can  find  many  more  reviews  at 
Forbesbest.com,  where  there  are  more  than  110  different 
categories  and  2,200  sites  rated,  each  with  links.You  may 
not  agree  with  all  of  our  picks.  Tell  us  about  it  by  going  to 
Forbesbest.com/ratings  and  voicing  your  opinion. 


PERSONAL  FINANCE 
&  CAREERS 


COLLECTING  g 


LUXE  SHOPPING 


THE  GOOD  LIFE 


EDUCATION 


LOOK  IT  UP 


►Think  we've  missed  a  Web  site?  First  check  Forbesbest.com.  If  you  don't  find  it,  send  your  submissions  to  editors@forbesbest.com. 
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Behind  every  successful  visionary 
is  a  team  with  20/20  vision. 

How  do  you  identify  the  most  promising  technologies,  communicate  them  to  investors  and 
sustain  market  interest  throughout  the  business  life  cycle?  We've  been  helping  clients  do  just 
that  since  before  the  advent  of  "high  tech."  Among  our  tools:  award-winning  research, 
unparalleled  financing  acumen  and  unequaled  depth  of  experience.  At  Goldman  Sachs,  clients 
gain  access  to  a  network  of  financial  and  intellectual  resources  that  consistently  deliver 
results.  So  put  Goldman  Sachs  on  your  team.  And  let  the  world  see  you  in  a  new  light. 


■oldman 
»aclis 


►Investin 


or  investors,  the 
libundant 
Resources  and 
Unfettered  access 
|f  the  Internet  can 
|e  either  liberating 
|r  perplexing.  Our 
mix  of  top  sites 

ange  from  those 
Catering  to  novice 
mvestors  to  sites 
l  or  budding 
denture 

apitalists. 


1/8 


Nw 
Nov 
Novt 
Occi 
OhEc 
OhEo 
OhEd 
OmgH 
OmgH 
Owenll! 
OxyCT  f 
PECO  p 
PECO  pi 
PECO  pf, 
PLC  pfM 
PLC  pfT 
PP&L  pfC 
PP&L  pfD 
PaPL  pfB 
PSCO  pfC 
PSEG  pfT  1 
PSO  Cap  pf  i 
PWG  C  pf  2 
PW6C  pfB  2. 
Pad  pfT  1.1 
PacTpfU  2.1 
'eCap  pf  ? 
eCap  pfB 
'  rkw  pf 
PartRe  ' 
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Investing 


Financial  Portals 

The  theory  sounds  great.  Find  one  single  "financial  portal"  that  offers 

you  everything  you  need  to  manage  your  money— your  home  page  and  a 
launching  point  for  the  Web.  There  should  be  unbiased  investment  advice, 
real-time  summaries  of  your  stock  portfolio,  your  checking  account 
balance,  even  your  credit  card  balance  and  phone  bill.  And,  of  course, 
lots  of  links  to  other  sources  of  online  finance  information.  The  problem 
is,  if  you  really  want  the  best  the  Web  has  to  offer,  no  single  portal  will  do. 
Some,  like  newcomer  Yodlee,  offer  a  few  top-of-the-line  features,  allowing 
you  to  import  your  accounts  from  virtually  anywhere  on  the  Web  into  one 
interface.  Yodlee's  problem  is  that  it  lacks  other  features  you  need  from 
a  well-rounded  portal,  including  fresh  editorial  content  and  paths  to  other 
finance  sites.  In  choosing  a  portal,  be  wary  of  the  editorial  integrity  of  its 
advice.  Many  make  money  from  funneling  users  to  financial  institutions. 
So  don't  assume  that  a  portal,  even  one  with  the  trappings  of  editorial 
independence,  is  necessarily  pointing  you  in  the  direction  of  the  best 
bargain.  —Scott  Woolley 


MSN  MoneyCentral  Investor 

http://moneycentral.msn.com 

Why  would  the  world's  biggest  software  company  want  to 
get  into  the  business  of  running  a  financial  site?  Because 
the  same  software  programmers  who  wrote  the  graphing 
features  in  Microsoft  Excel  realized  that  so-called  portals 
would  develop  more  naturally  around  people's  stock 
portfolios  than  around  mere  search 
engines.  Those  same  programmers  have 
created  a  site  that  combines  extensive 
news  and  content  with  gee-whiz  graphs  of 
stock  prices  and  other  data.  (Some  of 
these  features  will  be  lost  on  Macintosh 
users  and  those  whose  browsers  don't 
support  Microsoft's  Active-X  technology.) 
Beyond  neat  technology,  the  site  has 
expanded  to  include  every  finance  topic 
you  can  think  of — from  what  to  do  if  your  car  is  totaled 
to  writing  a  will — plus  tools  like  online  bill  paying  and 
presentment.  Stock  investors  will  love  the  Research 
Wizard,  and  Investor  Education  is  first  class.  The  site  also 
features  a  number  of  SuperModels  for  stock  investing. 
Visit  to  find  out  why  Redwood  Growth's  six  picks  have 
trounced  Flare-Out  Growth's  five. 
►  Best:  If  you  have  more  than  one  online  broker,  you  can 
aggregate  your  trading  accounts  into  MoneyCentral's  handy 
portfolio  application. 

►Worst:  The  line  between  editorial  content  and  sponsored  links 
is  blurry.  Some  of  the  financial  advice  is  painfully  simplistic. 


f        Click  Here  for  a  Tm 
FREE  Online  Quote  fc| 


CEO  Express 

www.ceoexpress.com 

An  amazingly  deep  collection  of  hj 
for  everything  from  business  new: 
and  research  to  the  marine  weathe 
forecasts  from  the  National  Data 
Buoy  Center.  Each  category — fron 
daily  news  to  office  tools — is  fully 
customizable,  giving  you  the  abilit 
banish  links  you  deem  unimportai 
CEO  Express  offers  free  e-mail  and 
allows  you  to  track  a  stock  portfoli 
Comprehensive  search  function  a. 
results  from  all  of  the  major  engin 
or  from  just  the  ones  you  choose. 
►Best:  For  wireless  users,  WiredCEO  is 
special  collection  of  links  and  resourci 
designed  for  your  Palm  or  cell. 
►Worst:  Great  links,  but  without  cus 
tomization,  navigation  is  tedious. 

Excite 

www.excite.com 

Thanks  to  its  partnership  with 
Quicken,  Excite's  status  as  a  financ 
portal  rivals  Yahoo's.  Its  new 
MyFinances  interface  improves  the 
MyExcite  portal  because  it  allows  3 
to  focus  more  on  important  finan 
matters  without  all  of  the  fluffy  ex 
from  Excite's  lifestyle  features.  Usi 
your  own  highly  customizable  hor 
page,  you  can  pay  bills,  check  credi 
card  and  bank  accounts  and  track 
your  stocks.  This  interface  will 


automatically  bring  up  news  on 
stocks  in  your  portfolio  and  chart 
their  daily  trading.  Users  of 
ExciteAtHome's  cable  modem  servjj 
can  enhance  their  home  pages  witljj 
video  clips  from  Bloomberg. 
►Best  Wireless  access  plus  Excite  Assifj 
tant,  a  browserless  online  organizer. 
►Worst:  Can't  banish  some  Excite  conte 
from  your  MyExcite  home  page. 
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<^>  Kinetics  Mutual  Funds,  Inc. 


^ £>  The  Internet  Fund 

the  next..* 

generation 


of  the  internet 


1 


all  Morningstar  Rating  uveidu  nbH-dujubieu 
ormance.  Fund  was  rated  among  3,642  domestic 
funds  for  the  period  ended  6.30 


Ranked  by  Upper  of  all 
equity  mutual  funds* 

for  the  3-year  period  ended 
6.30.00  out  of  4,856  universe 
of  all  equity  mutual  funds. 


100%  no  load 


On  eSource 


888.386.3999     www.kineticsfunds.com     ticker  symbol  WWWFX 


FROM  SCHWAB 


1-800-5-NO-LOAD 


he  Fund  invests  a  a  single  industry,  its  shares  do  not  represent  a  complete  investment  program.  Internet  stocks  are  subject  to  a  rate  of  change  in  technology,  obsolescence  and  competition  which  is  generally  higher 
of  other  industries,  and  have  experienced  extreme  price  and  volume  fluctuations  As  a  non-diversified  and  single  industry  fund,  the  value  of  its  shares  may  fluctuate  more  than  shares  invested  in  a  broader  range  of 
and  companies. 

I  nformation,  including  fees  and  expenses,  call  for  a  prospectus.  Read  it  carefully  before  investing.  Distributor  TO.  Richardson  Securities,  Inc.  is  not  an  affiliate  of  Kinetics  Mutual  Funds,  Inc. 

tar  proprietary  ratings  reflect  histoncal  risk  adjusted  performance  as  of  6/30/00  These  ratings  may  change  monthly  and  are  calculated  from  the  Fund's  3-year  average  annual  returns  in  excess  of  90  day  Treasury  bill  returns 
ipriate  adjustments  and  a  risk  factor  that  reflects  fund  performance  below  90  day  Treasury  bill  returns.  The  Fund  received  5  stars  for  the  3-year  period  The  top  10%  of  funds  in  a  broad  asset  class  receive  5  stars.  The  Fund 
!  exclusively  against  domestic  equity  funds. 

8-year  penod  ended  6/30/00  out  of  4,856  universe  of  all  equity  mutual  funds  ranked  by  Upper,  Inc.  The  Fund  was  ranked  #4,733  out  of  7,460  universe  of  all  equity  mutual  funds  for  the  1-year  penod  ended  I 
tare  based  on  total  return  with  capital  gains  and  dividends  reinvested. 

L:hwab  &  Co..  Inc.,  member  SIPC/NYSE,  provide  recordkeeping  and  shareholder  services  for  shares  purchased  through  its  Mutual  Fund  OneSource*  service  (0500-6767) 
!  Kinetics  Mutual  Funds.  Inc. 


investing  I  FINANCIAL  PORTALS 


Investorama 

www.investorama.com 

Ex-broker  Doug  Gerlach's  uber  link 
site,  Investorama,  is  worth  a 
bookmark.  It  has  links  to  more  than 
14,000  other  financial  sites  organized 
by  guides  focusing  on  things  like  real 
estate  and  retirement.  Members  of  the 
site  take  center  stage  with  photos  and 
homey  profiles.  In  the  Funds  section, 
Doreen  from  San  Francisco  reports 
how  she  overcame  her  fear  of  stocks 
and  now  hopes  to  accumulate  $2 
million  with  index  funds.  There  is  also 


mm 


All  llllFt1"*"  '  *" 
I*n»0-W»i  p«  M      Minn  i 


an  instant  messaging  service  and  a 
great  stock  powersearch  function  that 
provides  more  than  100  links  for 
each  ticker. 

►  Best  Stock  PowerSearch. 

►Worst:  Editorial  quality  varies  widely. 

Silicon  Investor 

www.siliconinvestor.com 

Stock  chat  usually  falls  into  two 
categories:  inane  or  hype.  On  Silicon 
Investor  you  get  both,  but  it  is  a  must 
bookmark  for  technology  investors. 
Its  high-tech  message  boards  are 
among  the  most  heavily  trafficked  on 
the  Web.  Besides  chat,  you  can  track  a 
portfolio  and  get  access  to  research. 
There  is  a  calendar  that  posts  when 
the  lock-up  dates  expire  on  stocks. 
►Best:  Its  tech  boards.  There  are  nuggets 
amid  the  noise. 

►Worst:  Finding  those  nuggets. 

SmartMoney 

www.smartmoney.com 

SmartMoney  is  one  of  the  most 
creative  financial  sites  on  the  Web — 
full  of  vivid,  interactive  graphics  and 
clever  tools.  It  is  best  suited  to  those 
with  broadband.  Its  famous  Map  of 
the  Market  (a  heat  map  that  gives  a 


color-coded  live  snapshot  of  the  stock 
market's  hottest  sectors  and 
companies)  can  now  be  customized  to 
your  portfolio.  There  is  a  living  yield 
curve  going  back  100  years,  and  a 
snazzy  pie  graph  expense  ratio  tool 
that  shows  you  the  effect  of  the  fees 
on  your  retirement  nest  egg. 
There's  also  plenty  of  the 
standard  news,  market  data 
and  investor  ed  here. 
►Best:  Its  interactive  tools. 
►Worst:  So  ...  slow  ...  to  ...  load. 


Wall  Street  City 

www.walistreetcity.com 

Now  mostly  a  free  site,  Wall  Street 
City  offers  advanced  market  analytics 
and  screening  tools  designed  for  the 
serious  investor.  You  can  launch  a 
separate  Java  ticker  window  and  the 
ProSearch  screening  tool,  now 
available  for  $9.95  a  month,  still 
impresses.  Company  snapshots  offer 
tons  of  data:  charts,  technicals,  news 
and  info  on  the  last  ten  trades.  The 
screen  view  is  fully  customizable.  The 
site  lets  you  take  successful  strategies 
from  the  past  and  apply  them  to 
current  stocks  with  a  few  clicks.  For 
$49.95  a  month  you  can  get  all  this 
info  in  real  time.  Live  Webcasts  allow 
you  to  listen  to  company 
presentations  and  analysis.  There's 
plenty  of  international  info,  and  U.S. 
company  reports  contain  a  useful 
decipher  feature  that  gives  you  quick 
explanations  of  mathematical 
predictions. 

►Best  More  than  35  back-tested  screens, 
from  High  Insider  Buying  to  Weak  Stocks 
Recovering,  make  finding  stocks  a  snap. 


►Worst:  Despite  a  redesign,  the  small  typi 
here  still  makes  your  eyes  water. 

Yahoo  Finance 

http://quote.yahoo.com 

Yahoo,  formerly  our  top  pick  in  this 
category,  has  lost  its  crown  to  MSN 
MoneyCentral.  One  reason: 

WEB  TIP        Yahoo  touts  its  ability  to 
Broadband  users         ,.    ,  .  c 

should  check  out       dlsPlaY  account  informatic 
www.on24.com  for  clips  of   from  four  brokers.  But 
CEO  interviews,  discussions  competitors  like  MSN  and 
and  market  updates.  It  s  r 

reviewed  at  Yodlee  let  you  display 

Forbesbest.com.      account  information  from 
hundreds  of  other  institutions 
Yahoo  is  still  a  great  portal  with  loac 
of  financial  content,  from  news  to  bi 
paying,  a  great  detachable  portfolio 
applet  and  a  highly  customizable 
interface.  Especially  good  on  lifestyl 
content. 

►Best  Yahoo  Finance  has  more  than  20 
foreign  country  interfaces,  from  Brazil 
to  Taiwan. 

►Worst  Click  beyond  your  home  page  an 
the  site's  design  deteriorates  fast. 


Forbes 


I 


www.forbes.com 

Click  (or  swipe)  here  to  get  the  latest 
business  news,  do  research,  check  the 
message  boards  and  get  information 
on  IPOs.  You'll  also  find  FORBES  famous 
lists,  like  the  Forbes  400  and  our 
Celebrity  100. 


Yodlee 

www.yodlee.com 

It's  easy  to  waste  hours  every  week 
tracking  your  finances  online.  Amoi 
the  most  time-consuming  parts: 
jumping  between  sites — visiting 
E-Trade  to  check  on  your  stocks,  Vii 
to  see  your  available  credit,  Citibanl 
to  find  out  your  checking  account 
balance.  Cheer  up.  There  is  a  new  ty 
of  financial  portal  emerging,  of  wh: 
Yodlee  is  tops,  that  will  collect  all  yc 
online  financial  data  from  various 
sources  and  display  it  in  one  place. 
Every  time  you  log  on  to  Yodlee  its 
computers  visit  your  other  financi; 
Web  sites,  collecting  data  from  you 
checking  account  balance,  your 
outstanding  credit  balance  and  eve 
your  frequent-flier  mileage.  It 
combines  all  the  data  into  a  handy 
Financial  Snapshot  which  lets  you 
track  your  finances  at  a  glance. 
►  Best:  A  huge  time-saver. 
►Worst:  Entrusting  all  your  financial 
account  passwords  to  a  Web  site 
named  Yodlee. 
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\buwant 
a  VMebsite? 

We  got  Wfebsites. 


The  #1  experts  in 
Windows"  2000 
and  UNIX  hosting 


Everyday  more  companies  around  the  world  trust  their 
Websites  to  Interland.  Interland  is  a  true  Web  solutions  provider  offering 
everything  from  site  design  and  hosting  to  secure  e-commerce  solutions 
and  advanced  application  services.  With  your 
first  call,  you'll  see  the  Interland  difference 
when  you  are  assigned  your  own  Personal 
Account  Manager  who  will  help  you  decide 
on  the  solution  that's  right  for  your  business. 
PC  Magazine  and  Windows  NT  magazine 
rated  Interland  #1.  Call  today  and  find  out  why. 

Hosting  solutions  include: 


starting  at 

95 


$io 


@  1 50MB  of  Website  storage 

10  GB  Transfer 
@  Unlimited  e-mail  accounts  for  your  Website  (POP3,  SMTP, 

aliases,  autcresponders,  and  forwarding) 
@  30-day  unconditional  money-back  guarantee* 
@  Toll-free  24/7  technical  support 
@  Browser-based  control  of  your  Website  and  e-mail 
@  Browser-based  statistics  and  reporting  tool 


@  Windows®  NT  and  UNIX  Web  servers 

@  Database  support  for  MS  Access, 

MS  SQL  6.5/7.0,  mSQL,  FoxPro,  and  more 

@  Active  Server  Pages,  PHP,  Cold  Fusion?  Microsoft®  FrontPage" 
Microsoft'8  Office  2000,  Microsoft®  Commerce  Server, 
SSL  Security,  PGP  encryption,  CGI-bin,  and  more 

@  Dedicated  Web  server  solutions  available 

@  Aggressive  Reseller  Program 


Best  support  and  pricing  in  the  industry. 


choice  redhat 

December  1,1988  CERTIFIED 


Microsoft  r  "| 


interland 

We  make  the  Web  work  for  your 
Call  Today  800.303.2628  www.interland.com  •  404.586.9999  •  sales@interland.com 


©2000  Interland,  Inc.  All  Rights  Reserved 


For  Web  Solutions-lnterland.com 


"Excludes  set-up  fee. 


Investing 


Brokers 


There  are  more  than  150  online  brokers.  Does  it  matter  which  one 

you  choose?  If  you're  a  heavy  trader,  you  might  prefer  one  with  the 
cheapest  commissions.  But  since  all  charge  fairly  low  rates,  a  more  typical 
customer  would  be  well  advised  to  use  sites  that  offer  the  best  research, 
the  most  useful  interfaces  and  the  fewest  service  interruptions.  Since 
just  about  any  site  is  subject  to  such  breakdowns,  we  recommend  that 
active  investors  maintain  at  least  two  online  accounts.  Five  of  our  ten 
best  brokers  operate  both  on  the  Net  and  offline,  with  branch  networks 
in  case  you  need  to  stop  in. 

Firms  like  Merrill  Lynch  and  Morgan  Stanley  Dean  Witter  offer  their 
proprietary  research  and  IPO  access  to  online  clients.  To  compete,  Fidelity 
offers  research  from  Lehman  Brothers;  Schwab,  from  CS  First  Boston  and 
Hambrecht  &  Quist. 

If  you  are  reluctant  to  give  up  your  full-service  broker  but  want  the 
convenience  and  economy  of  online  trading,  consider  the  new  crop  of 
asset-based  plans  that  let  you  trade  and  monitor  your  accounts  online, 
while  still  keeping  them  under  the  care  of  a  living,  breathing  rep. 
(See  p.  122.)  — Stephane  Fitch 


Fidelity.com 

www.powerstreet.com 

For  the  second  time  in  a  row,  Fidelity's  Powerstreet 
wins  our  top  honors.  This  smartly  designed  site  is 
easy  to  navigate  and  packed  with  valuable  tools,  with 
surprisingly  easy  access  to  your  fund  and  401  (k) 
accounts.  You  get  research  from  Lehman  Brothers, 
including  video  clips  for  those  with  broadband.  You 
can  trade  wirelessly  via  your 
pager  or  Palm  VII.  Pay  bills 
online  and  choose  among  4,200 
funds,  including  1,100 
commission-free.  A  screening 
tool  helps  you  identify  stocks  by 
looking  for,  say,  big-cap  stocks 
with  high-dividend  yields. 
Customers  with  36  trades  a  year 
or  $100,000  in  assets  pay  a 
money-saving  $14.95  a  trade. 
Trade  as  few  as  three  times  a 
month  and  you  can  upgrade  to  the  nonbrowser- 
based  software  of  Powerstreet  Pro,  with  Level  II 
quotes  and  other  special  features. 
►  Best:  Customizable  weekend  interface  for  recap  of  mar- 
kets and  financial  news,  including  information  on  stocks 
you  are  tracking. 

►Worst:  Little  to  complain  about  here,  except  for  a 
byzantine  commission  schedule. 


BuyandHoid.com 

www.buyandhold.com 

Useful  for  novices  and  those  who 
want  to  put  their  stock  investing  on 
autopilot.  Its  E-Z  Vest  service  will  1 
you  program  it  to  add,  say,  $100  of 

(8>  BUVANDHOLDjCOM" 


shares  to  your  account  every  montl 
Cost:  $2.99  per  transaction  but  trac 
(market  orders  only)  take  place  onl 
twice  a  day,  in  the  morning  and 
afternoon.  Especially  useful  for 
stocks  like  Cisco  that  don't  have  DF 
programs.  BuyandHold  is  packed 
with  useful  tools  and  advice  for 
novices. 

►Best:  Investment  clubs  will  soon  get  to 
trade  at  even  cheaper  rates. 
►Worst:  Advice  is  dumbed-down. 

Charles  Schwab 

www.schwab.com 

At  $30  per  trade  commission  rate, 
Schwab  is  at  the  high  end  so  far  as 
commissions  go,  but  it  offers  a  lot  £ 
the  money.  There  is  not  much  you 
can't  get  here,  from  real-time  quote 
to  options,  foreign  stocks,  Visa  card 


Charles  Schwab 

Welcome  to  the  world 

of  smarter  investors 

(J)  L  

-  Get  started  with  Schwab:  Find  out  wha'  we  offer 

-  $At£^3Jtfl_MtQJla,  *at's  fight  loi  you 

ff*.  Owt| 

Experience  the  advantages  or  investing  at  Schwab 
and  get  3  free  Equity  Report  Cards  mat  • 

LeaiTI.Seconwasmrterrrveslorwth     Research.  Geltre  w*a  - 

\  Ptan.Lelu5r»»?wu*»«i                     Trad*  Gel  tpeott  prang  vw 

|  BMMPbaai              ;  |<>  ■    *erw»tlor  active  toden. 

doc*  nuclei  wth  1  ■  . 

«  Djia  10*104 

*  NUGAO     J  Kll 

•  Sac  wo  mi. 

life  insurance,  bill  paying  and  First 
Boston  research.  Lots  of  good 
information  is  free  to  customers, 
everything  from  Learn  the  Basics 
tutorials  to  articles  like  "Trading 
versus  Gambling — a  look  at  the 
odds."  The  Portfolio  Checkup  tool 
helps  you  rebalance  your  portfolio. 
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What  would  you  do  with  your 
financial  freedom? 


Your  investment  goals  can  be  pursued  with  the  help  of  a  long-term  disciplined  Federated  investment  program. 
However,  no  investment  program  or  strategy'  can  guarantee  your  investment  success.  Ask  your  financial  intermediary 
about  the  strong  performance  history  of  these  Federated  growth  funds. 


* 

(as  of  6/30/00) 

1-Year  Total  Return 

3- Year  Average 
Annual  Total  Return 

Life  of  Fund  Average 
Annual  Total  Return 

Federated  Aggressive 
Growth  Fund 

59.890/0 

37.28°° 

33.51 0/ot 

Federated  Communications 
Technology  Fund 

68.760/0 

(9  months)* 

N/A 

70.360/0+r 

Since  inception  '1 1  /25/96,  "9/21  /99   'Returns  of  less  than  one  year  are  cumulative. 
Past  performance  is  no  guarantee  of  future  results.  Returns  were  achieved  in  market  conditions  highly  favorable  to  stocks 

in  these  sectors  generally,  and  due  to  market  volatility,  current  performance  may  be  less  than  the  figures  shown. 
Pursuing  these  levels  of  return  or  concentrating  on  a  single  market  sector  involves  accepting  greater  risk  of  volatility  of  return. 

Federated 

World-Class  Investment  Manager 

® 

www.federatedinvestors.com  (800)  341-7400 


it  our  Web  site,  contact  your  financial  intermediary,  or  cali  for  more  complete  information,  including  prospectuses  which  detail  fees  and  expenses  that  apply  to  a 
htinued  investment  in  the  fund.  Investors  should  read  the  prospectuses  carefully  before  investing.  Investment  return  and  principal  value  will  fluctuate  so  that  an 

estor's  shares,  when  redeemed,  may  be  worth  more  or  less  than  their  original  cost.  Performance  is  quoted  for  Class  A  shares  and  includes  the  maximum 
.i%  sales  charge.  Other  classes  of  shares  are  available  whose  performance  will  vary  due  to  different  charges  and 
|  senses.  The  more  aggressive  equity  fund  may  be  more  volatile  than  average.  Specific  industry  funds  may  have  • 
i  her  risk  than  diversified  funds.  Technology  sector  funds  may  be  subject  to  specific  risks  like  obsolescence.  In  the  « 
ijence  of  temoorary  expense  waivers,  total  returns  would  have  been  lower.  Federated  Securities  Corp.,  Distributor. 


Investing 


Accounts  over  $25,000  get  in  on 
some  IPOs,  and  priority  routing  on 
phone  calls  is  available  for  those  with 
more  than  $10,000.  Schwab  will  find 
you  an  adviser  if  your  account 
exceeds  $100,000. 

If  you  want  to  play  day  trader, 
Schwab  offers  special  Velocity  non- 
browser- based  software.  Schwab  has 
366  offices  and  teams  of  telephone  reps 
to  answer  your  calls. 
►Best:  Free  tutorials  on  things  like  how  to 
pick  a  mutual  fund  or  read  a  balance  sheet. 
►Worst:  Wireless  trading  only  available  for 
those  with  more  than  $50,000.  Also,  tired 
site  design. 

Datek  Online 

www.datek.com 

Datek  Online  is  all  about  execution. 
Its  systems  and  trading  interface  are 
superior  to  those  of  most  e-brokers. 
If  a  Datek  market  order  isn't 
executed  within  60  seconds,  it's  free. 
Central  to  this  is  its  link  to  its 
affiliate,  Island  ECN — a 
computerized  limit-order  book  that 


Streaming 


Yoarto-Date:  S 1  144.68743 
in  Ontar  Rem  flaymann  Rebated 
to  Dale*  Online  Cvtconicn 

Money  Magazine.  F  orbes,  tnd 
TheStreet  com  n»»k  o»u*  Onima 

Among  top  Onttn*  Srotw  • 


matches  buy  and  sell  orders.  But  you 
don't  have  to  be  a  day  trader  to 
appreciate  $9.99  trades,  fast 
executions,  streaming  real-time 
quotes  and  the  ability  to  trade  using 
decimals.  Customers  get  rebates  on 
any  order  flow  payments  Datek 
receives. 

►  Best:  Your  portfolio  holdings  and  buying 

power  are  updated  in  real  time  as  you 

trade  from  8  a.m.  to  8  p.m. 

►Worst:  If  you  want  perks,  handholding 

or  things  like  options  or  research,  go 

elsewhere. 

DLJdirect 

www.dljdircct.com 

There  is  no  minimum  for  opening  an 


►Scratching  the  E-trading  Itch 

If  you're  ready  to  start  trading  online,  but  not  ready  to  ditch  your  broker,  you're 
alone:  Only  45%  of  investors  trade  without  the  assistance  of  a  professional.  A  gr 
ing  number  of  brokerages  let  you  have  it  both  ways.  They're  offering  hybrid  p 
that  allow  you  to  make  "virtually  unlimited"  trades— no  daytrading,  please— ei 
online  or  with  a  traditional  broker's  assistance.  You  pay  a  flat  fee,  usually  base, 
a  percent  of  assets;  the  fees  are  generally  negotiable  based  on  the  size  of  \ 
account.  The  plans  also  include  goodies  like  cash  management  accounts 
"sweep"  uninvested  dollars  into  money  market  funds,  online  access  to  research 
online  bill  paying.  (JP  Morgan  offers  customers  a  computerized  asset  manage 
lieu  of  a  flesh-and-blood  adviser,  but  provides  access  to  24-hour  assistance.) 

Daniel  Burke  of  Gomez  Advisors  says  an  increase  in  hybrid  programs  will  a 
the  high-end  brokerages  to  differentiate  themselves  from  discounters.  The  accoi 
appeal  to  those  who  only  want  to  dabble  in  e-trading:  Most  investors  who  use 
plans  never  trade  with  their  mice:  U.S.  Bancorp  Piper  Jaffray  says  only  25%  of  c 
tomers  in  its  Premiere  Account  plan  make  online  trades.  —Peter  Kafka 


Minimum 

Maximum 

Price 

Minimi 

Company 

fee 

fee  (%  assets] 

per  trade 

asset 

JP  Morgan  /Morgan  (Mine 

$2,500 

flat  fee 

First24  free,  then  $30  each 

$10,001 

Merrill  Lynch  /Unlimited  Advantage 

1,500 

1% 

Free 

None 

Morgan  Stanley  Dean  Witter  /Choice 

1,000 

2.25 

Free 

50,000 

Paine  Webber  /InsightOne 

1,500 

1.5 

Free 

100,001 

Prudential  /Advisor 

750 

1.5 

$24.95 

50,000 

Salomon  Smith  Barney  /AssetOne 

750 

1.5 

Free 

50,000 

U.S.  Bancorp  Piper  Jaffray  /Premiere 

1,500 

2 

Free 

None 

account  at  DLJdirect  and  trades  start 
at  $20.  The  real  goodies,  however,  go 
to  its  premium  clients.  Those  with 
more  than  $100,000  get  IPOs,  private 
equity  deals,  DLJ  research,  cash 
management  accounts  and  wireless 
trading.  If  you  have  more  than  $1 
million,  you  get  your  own  adviser. 
The  free  stuff  includes  news  and 
market  data  and  a  stock  screener 
which  screens  9,000  stocks  for  a  half- 
dozen  different  variables  including 
growth  and  dividend.  You  also  get 
check  writing  and  a  MasterCard.  The 


,f  08/08/2000  16  «5ET 
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Quick  Alerts  monitor  can  be  set  tc 
track  events  affecting  stocks  in  yoi 
portfolio. 
►  Best:  A  real-time  portfolio  evaluation 
tool  that  lets  you  analyze  your  securitie 
and  gains  and  losses,  both  unrealized 
and  realized. 

►Worst:  No  access  to  DLJ  research 
unless  you  have  a  $100,000  account. 

E-Trade 

www.etrade.com 

Like  Schwab,  E-Trade  caters  to  all 
sorts,  but  its  target  is  a  younger, 
wired  crowd.  Besides  $14.95  trade: 
you  get  plenty  of  news,  research, 
online  banking,  mortgages,  bill 
paying,  funds,  wireless  trading  anc 
its  own  message  boards.  E-Trade 
doesn't  have  any  big-name  equity 
research  to  attract  investors.  It  doe 
have  a  clean  and  intuitive  design  tl 
fosters  community  among  its 
customers.  E-Trade  does  offer  som| 
IPO  access;  priority  allocation  goesi 
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DOLL 

PEOPLE 

Cisco  Systems 


cmg 


LYCC  7S 


Novell 


la 


COMPCIWARE 


Adobe 

SB 

j)UALCOAAM 

RUM 

p  RuiAmSal 

JDS  Uniphase 

!  (il 

PLIED  MATliR! 

ALS 

^network  ' 

WORLDCOM 


ALL  THOSE 
NASDAQ  STOCKS 

YOU  WISH 
YOU'D  BOUGHT 

ALL  IN  ONE 
SECURITY 


Now... a  single  security  designed  to  track  the  collective 
performance  of  all  companies  of  the  Nasdaq- 100  Index? 
It  works  like  an  index  fund,  but  trades  like  a  stock. 
You  can  buy  and  sell  it  anytime. ..use  limit  orders, 
stop-limit  orders,  short  it,  even  margin  it.  Traded  on 
The  American  Stock  Exchange.  Call  your  broker... for  a 
new  kind  of  investment. 

Nasdaq-100 

Index  Tracking  Stock 

...symbol:  QQQ 


Ftellabs 

ciNiAs 

amazon.cqm 

3Com 

Level  (3) 


STAPLES 


<bmcsoftware 

1*1 

Medlmmune,  Inc. 

genz/me 

general 


Apple 

BED  BATH& 

BEYOND 

NASDAQ 

Stock  Market  For  The  Digital  World 


ww.  nasdaq-100.com 

11  your  Broker  for  more  information,  including  potential  risks,  and  a  prospectus  (read  it  carefully  before  you  invest). 

.ile  there  is  no  assurance  that  the  performance  of  the  Nasdaq-100  Index"  can  be  fully  matched,  Nasdaq-100  Shares""  is  designed  to  provide  investment  results  that  generally  correspond 
he  performance  of  the  Nasdaq-100  Index.  The  sponsor  of  the  Nasdaq-100  Trust,"'''  a  unit  investment  trust,  is  Nasdaq  Investment  Product  Services,  Inc.,  a  wholly  owned  subsidiary  of  The 
idaq  Stock  Market,  Inc.  ("Nasdaq,"  and  collectively  with  its  affiliates  except  Nasdaq  Investment  Product  Services,  Inc.,  are  the  "Corporations.")  ALPS  Mutual  Funds  Services,  Inc.  a 
stered  broker-dealer,  is  distributor  for  the  Trust.  Investment  returns  and  principal  value  will  fluctuate  so  that  an  investor's  shares,  when  redeemed  or  sold,  may  be  worth  more  or  less  than 
original  cost.  "Nasdaq"  and  related  marks  are  trademarks  or  service  marks  of  Nasdaq  and  have  been  licensed  for  use  for  certain  purposes  by  Nasdaq  Investment  Product  Services,  Inc.  The 
idaq-100  Index  is  composed  and  calculated  by  Nasdaq  without  regard  to  Nasdaq-100  Shares?"  The  Corporations  make  no  warranty,  express  or  implied,  and  bear  no  liability  with  respect 
Nasdaq-100  Shares.  The  Corporations  make  no  warranty,  express  or  implied,  and  bear  no  liability  with  respect  to  the  Nasdaq-100  Index,  its  use,  or  any  data  included  therein. 
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Power  E-Trade  Platinum  customers 
(75-plus  trades  per  quarter). 
>  Best:  E-Trade's  new  banking  service  and 
free  bill  paying. 

►Worst:  Clearstation.com,  its  great 
education-oriented  stockpicking 
community  sub,  hasn't  been  integrated 
into  E-Trade's  offering. 

Merrill  Lynch  Direct 

www.mldirect.ml.com 

If  you  want  access  to  hundreds  of 
analysts  and  can  live  with  $29.95 
trades,  Merrill  Lynch  offers  one  of 
the  best  designed  e-brokerage  sites  in 
the  business.  The  site  offers  news, 
video  clips  from  the  company's 
Global  Investor  Network  and  plenty 
of  tools  and  tutorials.  Of  course 
Merrill  would  like  to  grow  with  you. 
Bigger  accounts  can  upgrade  to 
full  service  or  Merrill's 
Unlimited  Advantage  setup 
which  charges  a  fee  of  1% 
of  your  assets  for  the  right 
to  a  broker  and  online 
trading  (see  box  p.  122). 
►Best:  Extensive  account  activity 
and  management  tools  with  lots  of 
screens  and  filters,  all  downloadable 
into  Quicken. 

►Worst:  No  discount  commissions  for 
active  traders.  And  no  corporate  bonds  or 
options  online. 

Morgan  Stanley  Dean  Witter 

www.msdw.com 

Morgan  Stanley  Dean  Witter  lets 
customers  access  accounts  online, 
wirelessly,  by  telephone  and  through 
one  of  their  hundreds  of  branch 
offices.  The  site  is  well-designed  and 
there  is  ampL  research,  including 
analyst  Webcasts  and  planning  tools. 


The  asset  allocation  tool  will  graph 
your  holdings  by  industry.  A  link  to 
Markethistory.com  provides 
insightful  ideas,  and  the  Fundfinder 
screen  will  locate  in  seconds  top 
performing  no-loads  like  PBHG  New 
Opportunities.  Accounts  over 
$100,000,  get  access  to  the  firm's 
IPOs  and  other  perks. 
►Best:  If  you  subscribe  to  the  "Dogs  of  the 
Dow"  theory  of  investing,  you  can  buy 

warn 


WEB  TIP 

Want  a  behind-the- 
scenes  glimpse  of  the 
action  in  o-t-c  stocks? 
Go  to  lsland.com  for  a 
real-time  viewer  of  the 
ECN's  limit  order 
book. 


MSDW's  Blue  Chip  Basket  of  ten 
high-yielding  Dow  stocks  for  $49.95. 
►Worst:  Discover  clients  used  to  pay 
$14.95  per  trade,  now  everyone  pays  the 
standard  MSDW  $29.95  rate. 

National  Discount  Brokers 

www.ndb.com 

At  NDB  you  get  most  of  the 
perks    that  better-known 
firms  offer,  for  half  the 
commission  price.  Active 
traders  pay  only  one  com- 
mission per  day  for  as  many 
trades  as  they  want  on  the 
same  side  of  a  single  stock. 
The  site  is  easy  to  navigate,  with 
research,  a  great  stock  screening  tool 
and  live  market  commentary  from 
Briefing.com.  There's  round-the- 
clock  customer  service  on  the  phone 


or  Web  via  Ianswer,  which  lets  you 
chat  real-time  with  customer  servi 
Deutsche  Bank  recently  invested  ir 
NDB,  so  the  site's  well-heeled 
customers  get  in  on  some  of 
Deutsche's  IPOs.  For  traders,  a 
StockPulse  tool  depicts  any  stock's 
activity  in  a  forward-scrolling  grap 
complete  with  beeps  and  ticker-taj. 
sounds. 

►  Best:  NDB  University  for  sound 
personal  finance  education  on  issues 
ranging  from  the  effects  of  rising  rates 
bonds  to  issues  of  family  law. 
►Worst:  Home  page  is  in  need  of 
redesign. 

TD  Waterhouse 

www.tdwaterhouse.com 

Waterhouse  is  a  nice  alternative  to 
higher-priced  e-brokers  like  MSDVv 
Online.  For  $12  a  trade,  you  get 
plenty  of  the  standard  online 
investing  tools  plus  the  comfort  of 
knowing  there's  a  network  of  170 
local  branch  offices.  In  terms  of 
research,  Waterhouse  offers  report 
from  Standard  &  Poor's,  earnings 
surprises  from  First  Call,  tax  guide 
and  options  strategies.  You  can  get 
stuff  snail- mailed  to  you  for  free, 
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which  is  nice  if  you  still  like  to  rea< 
your  investment  material  on  the 
couch.  Waterhouse  recently  added 
IPO  Center,  which  gets  its  clients  ii 
on  offerings  from  newly  minted 
Internet  IPO  firm  Epoch  Capital 
Partners. 

►  Best:  Wireless  trading  for  Web-readv 
cellular  telephones. 
►Worst:  No  access  to  the  musings  of 
heavy-hitting  Wall  Street  analysts. 
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web  hosting  the  intel  way 


the  web  has  no  off  switch,  so  your  e-business  can't  ever  afford  to  be 
down,  not  even  for  a  split  second,  that's  the  incredibly  exacting  standard  by 
which  intel'  online  services  measures  success,  we  design  our  services  and 
build  our  facilities  even  better  than  they  have  to  be.  first  we  install  a  complex 
set  of  system  backups,  and  then  we  back  up  our  backups,  if  the  right 
tools  don't  already  exist,  we  invent  them,  even  while  you  sleep,  intel  online 
services  keeps  an  unblinking  eye  on  your  e-business,  because  in  the  surge 
economy,  there  is  no  closing  time,  to  take  the  first  step,  visit  us  online  or  call 
1-877-320-2662.  (web  hosting  for  the  surge  economy  -»  intelonlineservices.com/in~fo) 


Investing 

!  Wai 


Street  Research 


Even  if  you  don't 1  ;uy  their  Buy  ratings,  Wall  Street  analysts'  opinions 

do  movs  stock  prices.  Luckily,  their  research  is  now  easily  accessible  on 
the  Web.  Aggregators  like  Multex  save  you  time  because  you  no  longer 
have  to  visit  the  site  of  each  brokerage  house  to  find  the  reports.  Punch 
in  a  ticker  and  up  they  come.  Other  aggregators  will  let  you  listen  to  audio 
clips  of  analyst  meetings  and  conference  calls.  Many  of  the  reports  from 
the  big-name  brokers,  like  Morgan  Stanley,  cost  extra  to  download. 
However,  free  stuff— of  varying  quality— is  available  from  smaller 
boutiques.  You'll  also  find  financial  news,  charts,  e-mail  alerts  and  stock 
screeners.  Those  wanting  to  do  their  own  research  should  consult  our 
Research  Tools  section  online  at  Forbesbest.com.  —Brett  Nelson 


-vest  r. 


IP  Mo  qan 

1  Stephens  1 

Multex  Investor 

www.muitexinvestor.com 

A  Forbes  Favorite  three  issues  running,  Multex  is 
C   tops  for  finding  brokerage  research  online — and 
it's  getting  even  better.  Registration  is  free  but  the 
research,  aside  from  consensus  estimates  and 
breezy  company  snapshots,  isn't.  Embargoed 
reports  issued  by  more  than  500  firms,  from  Mer- 
rill Lynch  to  Renaissance 
Capital,  cost  anywhere 
from  $4  to  $150  each. 
(Don't  like  the  report? 
A  help  desk  will  refund 
your  money  )  Search  the 
site  by  company,  industry 
research  provider  or 
specific  analyst.  At  Analyst 
Corner,  analysts  field 
ij  questions  and  send  free 
reports.  Recent  improve- 
ments include:  41  new  research  providers,  quicker 
access  to  new  reports,  free  international  commen- 
tary (courtesy  of  Warburg  Pincus)  and  a  new 
portfolio  function.  Even  sends  an  e-mail  alert 
when  your  favorite  analyst  issues  a  report  on  a 
company  in  your  portfolio. 
►  Best:  The  month-long  free  trials.  Merrill  Lynch, 
Salomon  Smith  Barney  and  JP  Morgan  offer  them. 
►Worst:  Tedious  registrations  for  each  broker  you  want 
reports  from. 


BestCalls.com 

www.bestcalls.com 

Listen  in  via  phone  or  Webcast  tc 
Cisco's  John  Chambers  explain  h 
he  intends  to  become  a  leader  in 
optical  routers.  (You'll  have  to 
download  a  Real  Player  at 
www.real.com.)  This  is  a  useful- 
free — site  for  the  at-home  analys 
Aggregates  live  broadcasts  and 


recordings  of  quarterly  earnings 
announcements,  shareholder 
meetings  and  management  interv 
for  nearly  2,600  companies.  Tract 
upcoming  calls  from  companies  i 
easy-to-create  portfolio.  Doesn't  j 
the  broadcasting  itself,  so  users  ar 
sent  to  a  different  site  to  hear  a 
specific  call. 

►Best:  Sends  an  e-mail  when  a  comp; 
in  your  portfolio  has  an  upcoming  call 
►  Worst:  Prerecorded  phone-in  confer 
calls  are  only  archived  for  a  few  days. 

BulldogResearch.com 

www.bulldogresearch.com 

Bulldog  tells  you  who's  hot  and 
who's  not  among  the  more  than 
3,000  analysts  whose  stock-pickii 
prowess  it  tracks.  A  few  clicks  wil 
you,  for  example,  that  when  it  coi 
to  Disney's  earnings,  ABN  Amro's 
David  Londoner  has  been  the  mc 
accurate  over  the  past  two  years. 
Bulldog  lets  you  search  by  the  nai 
of  the  research  firm,  company  or 
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Do  you  really  know  what  goes  on  in  the  minds  of 
your  e-customers?  What  they  might  be  thinking 
about  buying?  Or  not  buying?  And  why?  That's 
where  you  need  e-Intelligence  from  SAS.  With 
e-Intelligence,  you  can  quickly  integrate  bricks- 
and-mortar  data  with  clicks-and-mortar  data.  To 
reveal  insights  that  can  help  you  optimize  online 
merchandising,  recognize  cross-selling  opportuni- 
ties, build  greater  customer  loyalty,  and  establish 
more  profitable  relationships  with  your  very  best 
e-customers.  To  learn  more  about  e-Intelligence 
from  SAS,  and  what  it  can  do  for  your  business, 
phone  1-800-727-0025  or  stop  by  www.sas.com. 


The  Power  to  Know,. 


:  omer  SAS  Institute  Inc  product  or  service  names  are  registered  trademarks,  or  trademarks  of  SAS  Institute 
JSA  and  other  countries.  $  indicates  USA  registration.  ©  2000  SAS  Institute  Inc.  35607US.0600 


investing  I  WALL  STREET' RESEARCH 


industry  sector.  Besides  the  analyst 
info,  you  can  get  news  on  earnings 
revisions  and  the  site's  weekly 
newsletter,  The  Watchdog. 
►Best:  Industry  Return  Charts,  in  the 
lower  right  corner  of  the  home  page, 
show  which  analysts  are  getting  the 
best  returns  on  their  one-year  Buy 
recommendations. 

►Worst:  You  can't  buy  or  even  find  spe- 
cific research  reports  here.  And  some 
important  analysts  are  missing. 

S&P  Personal  Wealth 

www.personalwealth.com 

First  step,  check  out  the  site  map  for 
an  index  of  the  site's  myriad  services. 
Access  to  premium  content — like 
S&P's  signature  report  on  some  4,600 
stocks,  a  mutual-fund  screener  and 
preliminary  reviews  of  upcoming 
IPOs — costs  $9.95  a  month  ($100  per 
year).  It's  worth  it  though,  because 
S&P's  reports  are  rich  in  detail  and 
accuracy.  Basic  news  and 
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commentary,  like  the  Monday 
Morning  Conference  Call  where 
analysts  talk  about  the  upcoming 
week  in  the  markets,  is  free. 
►Best:  Navigation.  This  site  is  clean  and 
intuitive.  Click  on  important  terms  for  pop- 
up definitions. 

►Worst:  Some  of  its  premium  services, 
such  as  the  stock  and  mutual  fund 
screeners,  are  free  at  other  sites. 

Thomson  Investors  Network 

www.thomsoninvest.net 

The  ultimate  one-stop  shop  for  stock 
information  and  a  fair  amount  of 
sell-side  research.  Users  can  access 
reports  on  more  than  18,000 
companies  from  200  contributors,  95 
of  whom  are  brokerages  exclusive  to 
Thomson.  Prices  range  from  $5  for 


reports  from  no-name  services  to 
$720  for  a  1 16-page  report  on  the 
semiconductor  capital  equipment 
sector  by  SG  Cowen  Securities.  That's 
pricey,  but  free  services  abound. 
Queue  up  a  company's  institutional 
holdings,  insider  trading,  SEC  filings, 
analyst  recommendations,  and 
earnings  estimates  and  revisions. 
►Best:  The  Full  Report  offers  perhaps  the 
best  single  snapshot  of  company  vitals  on 
the  Web. 

►Worst:  Pricey  premium  research  and 
lengthy  embargo  periods  (up  to  30  days). 


Wall  Street  Research  Net 

www.wsrn.com 

Big  brokerages  don't  peddle  research 
here,  but  WSRN  sells  its  own  useful 
company  and  industry  profiles. 
Example:  A  report  containing 


Forbes 


www.forbes.com 

Researching  a  stock?  Punch  in  t 
ticker  at  Forbes.com  for  market  da 
SEC  filings  and  insider  trading  repor 
You'll  also  find  online  versions 
FORBES  columnists  like  Ken  Fisher. 


WEB  TIP 

ten  years  worth  of  annual         Looking  for  sites 

financial  data  on  Compaq, 
including  key  profitability 
and  operating  ratios,  goes 
for  $45.  Pay  for  a  yearly 
subscription  or  one  report  at  a 
time.  (All  reports  download  in  pre- 
formatted  Excel  spreadsheets.)  The 
site  also  offers  access  to  a 
hodgepodge  of  free  financial 
information  including  earnings 
estimates,  broker  recommendations 
and  basic  company  vitals — all  linked 
by  company  name  or  ticker  symbol. 
Click  Industry  Flipbook  to  browse  a 
file  of  one-year  stock-price  graphs 
for  an  entire  industry. 
►Best:  Clear  menus  and  logical  links  make 
it  easy  to  amass  a  ton  of  company-specific 
information. 

►Worst:  Some  research  reports  are 
stale:  That  Compaq  report  is  dated 
Dec.  31, 1999. 


Yardeni  packs  a  lot  more  attitude 
his  reports  than  most  economists. 
His  March  study,  Living  La  Vida 
Loca,  for  example,  came  down  ha 
on  Greenspan's  inflation  fears. 
Yardeni's  Stock  Market  valuation 
lets  you  plug  in  assumptions  aboi 
earnings  growth  and  treasury  b< 
yields  to  discern  if  the  S&P 
is  overvalued.  Not  all 
that  give  you  the  tools   commentary  (which  cor 
in  eight  languages)  is 


to  research  your  own 
stocks?  lOk-Wizard  and 

others  are  reviewed  at   current  or  free.  Some  is 
Forbesbest.com.     available  only  to  clients. 

►Best:  Lots  of  historical  data 
and  analysis. 

►Worst:  Limited  company-specific 
research. 


Yardeni.com 

www.yardeni.com 

If  you  want  big-picture  perspective 
on  markets  and  the  economy,  check 
out  Deutsche  Bank  Securities 
Economist  Dr.  Edward  Yardeni's  site 
for  everything  from  historical 
interest-rate  data  to  trends  in 
consumer  spending  and  real  estate. 


Zacks 

www.zacks.com 

Zacks  has  been  collecting  researc 
and  publishing  quarterly  consens 
figures  for  more  than  20  years. 
Through  its  Brokerage  Research 
Engine,  users  can  download  repo 
from  more  than  90  brokerages 
covering  8,000  companies.  Fees  r; 
from  $10  to  $150  per  report, 
depending  on  its  length.  Free 
abstracts  contain  earnings  revisio 
and  recommendations.  Latest  nen 
glossary  of  terms,  easy-to-use 
portfolio  and  screening  function; 
also  gratis. 

►  Best:  Easily  tailored  pages  and  adva 
screens.  We  used  the  screen  for  big-c 
value  stocks  and  got  British  Americar 
Tobacco,  which  has  three  analysts 
covering  it  and  an  estimated  P/E  of  7. 
►Worst:  Dense  site  is  daunting  to  nav 
gate.  Be  prepared  to  use  the  help  mer 
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I  Take 


me 


to  the  network 
where  Speed  meets 

Performance. 


Thingelstad  -  Chief  Technology  Officer,  MarketWatch.com 

provides  us  with  expert  solutions  to  meet  our  data,  web  hosting, 
rt  and  voice  needs  -  all  from  one  company.  We  no  longer  have  to 
lultiple  vendors  to  get  our  services  to  customers." 


Bypass  all  the  Net  congestion.  CBS  MarketWatch.com,  ranked 

the  #  I  online  financial  news  provider  by  Media  Metrix  *  saw  its  bandwidth  consumption 
increasing  by  one  percent  per  day.  They  needed  a  single  provider  offering  faster,  larger  and 
more  reliable  IP,  data  and  web  hosting  capabilities  with  the  highest  level  of  security  for  users. 
AT&T  Data  &  IP  Services  provided  a  solution  of  high-speed  Internet  connectivity, 
dedicated  server  hosting,  ATM  and  private-line  frame  relay  services  CBS 
MarketWatch.com  now  delivers  nearly  ten  million  pages  of  financial  data  and  news  each  day 
to  approximately  a  half  million  people  around  the  world.  If  your  company  needs  speed  and 
performance  without  the  Net  congestion,  let  AT&T  take  you  there  -  now. 


AT&T 


Data  &  IP  Services  I  I  800ATT-3I99  I  www.att.com/business  services 


v  Source  Media  Metrix.  May  2000 


■  Investing 


Selection 


Nearly  every  adult  American  owns  a  mutual  fund  through  their 

employer  or  in  their  private  portfolio.  Time  was  people  put  money  in  funds 
and  then  forgot  about  them.  Today,  the  stock  market  has  become  a  national 
lottery,  with  mutual  funds  just  another  kind  of  ticket.  If  you  want  to  play  the 
lottery  via  funds,  the  Web  is  your  playground.  No  longer  are  you  dependent 
on  a  sales  person  to  help  you  pick  funds:  Everything  you  need  to  be  your 
own  handicapper  is  online.  The  Net  has  even  democratized  mutual  fund 
investing  to  the  point  where  investors  can  now  create  their  own  pseudo- 
funds,  minus  expense  ratios  (see  story  p.  72).  For  conservative,  long-range- 
minded  investors  we  suggest  a  less  speculative  approach:  Figure  out  your 
risk  tolerance  and  investment  goals,  then  consult  Forbes  Annual  Mutual 
Fund  Survey  available  at  Forbes.com.  —Rob  Wherry 


IMORNINGSTAR=£2m 


YOUR  FIRST  SECOND  O 


What  is  in  your  Fund? 


Morningstar.com 

www.morningstar.com 

On  this  site  you  can  search  thousands  of  funds  by 
sector,  from  foreign  funds  to  small  caps,  or  you 
can  do  an  advanced  search  to  identify  funds 
based  on  management  tenure,  expense  ratio, 
year-to-date  return  or  net  assets.  We  searched  for 
funds  with  an  expense  ratio  less  than  $1,  a  $500 
minimum  investment  and  at  least  an  average 

industry  return; 
Morningstar  gave 
us  Pax  World 
Balanced  Fund  and 
36  others.  A 
premium  service 
costing  $9.95  per 
month  allows  you 
to  get  advanced 
screening  capabil- 
ities that  will  scan 
your  portfolio 
based  on  criteria 
like  asset  allocation, 
world  region,  stock  sector  or  fees  and  expenses. 
►  Best:  Advanced  search  feature  with  19  variables.  Edu- 
cational info  for  every  level  investor. 
►Worst:  Grade  inflation:  In  Morningstar's  star  system, 
nearly  every  fund  is  a  winner. 


Findafund 

www.findafund.com 

This  site  has  improved  immensely 
since  the  last  time  we  looked  at  it. 
useful  comparison  tool  allows  you 
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compare  funds  by  the  stocks  they 
own.  This  is  helpful  in  constructin 
truly  diversified  portfolio.  Besides 
these  useful  tools,  the  site  also  has 
basics,  like  helpful  articles  on 
picking  advisers  and  a  glossary  of 
some  fund  terms  that  you  may  no1 
familiar  with. 
►Best:  Glossary  has  good  explanations 
complicated  terms  like  Blue  Sky  Laws, 
which  are  state  laws  governing  the  reg 
tion  and  distribution  of  fund  shares. 
►Worst:  Site  looks  like  it  was  designed 
a  slovenly  12-year-old. 

FundAlarm 

www.fundalarm.com 

Created  by  Roy  Weitz,  a  CPA  from 
Orange  County,  Calif.  He  gives 
investors  a  reliable  method  of 
figuring  out  when  to  sell  a  mutual 
fund.  The  site  design  is  no  frills  bu 
the  information  is  solid.  Weitz's 
methodology  looks  at  how  funds 
perform  against  benchmarks,  like 
Vanguard's  S&P  500.  For  example,  i 
you  own  the  AARP  Balanced  Stock 
and  Bond  Fund  or  Aetna  Crossroa 
Fund,  Weitz  wants  you  to  know  yo 
have  a  three  alarmer — his  term  foi 
real  dog.  Another  important  servio 
alerts  fundholders  when  a  manage 
leaves.  Consult  the  message  board: 
for  lively  if  not  particularly  useful 
chatter  on  funds  and  groups  like 
Vanguard. 

►Best:  Weitz  isn't  at  all  pompous.  Whe 
else  can  your  fund  be  rated  by  Mr.  Spo 
or  Mr.  Slug? 
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With  PeopleSoft  Professional  Services  Automation,  matching  the  right  people  to  the  right 
projects  is  just  a  start.  From  recruitment,  to  contracts,  right  through  to  client  billing,  PeopleSoft's 
solution  allows  you  to  manage  every  aspect  of  your  business  and  maximize  your  people's  time  —  not 
to  mention  your  profitability.  And,  because  PeopleSoft's  new  generation  of  e-business  applications 
are  the  only  ones  built  to  run  purely  on  the  internet,  you  can  do  all  of  this  on  your  web  browser. 
That's  why,  with  over  150  professional  services  customers  to  date,  we're  one  of  the  most  trusted 
names  when  it  comes  to  projects,  profits,  and  of  course,  people. 


CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


People  power  the  internet: 


www.peoplesoft.com/psa  1.888.773.8277 


Investing  I  FUND  SELECTION 


►Worst:  Weitz  has  added  a  little  color  but 
the  design  and  navigation  are  still  lacking. 

Mutual  Fund  Investor's  Center 
www.mfca.com 

We  knocked  Mfea.com  last  spring  for 
having  buggy  calculators.  That 
problem  has  been  taken  care  of — 
although  entering  data  is  still  tedious. 
It  took  us  several  minutes  and  more 
than  ten  steps — from  initial 
investment  and  return  rate  to  stock 
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conversion  time  periods — to  find  out 
how  much  a  hypothetical  fund 
would  cost  us.  We  liked  the 
retirement  center,  which  gave  us 
educational  info  on  topics  like  which 
IRA  to  choose,  tax-deferred  growth 
and  links  to  top  companies.  Users 
can  search  12,000  funds  by  lowest 
cost,  for  example,  which  pointed  us 
towards  Fidelity  OTC  or  USAA 
Growth  &  Tax. 
►Best:  Good  launching  place  for 
beginning  investors. 
►Worst:  Buggy  keyword  search  feature. 
Typing  in  "Fidelity"  yielded  more  than 
2,000  hits,  but  zero  matches  turned  up 
for  "T.  Rowe  Price." 

Personal  Fund 

www.personalfund.com 

Users  come  to  this  site  for  one 
reason:  its  neat  fund  cost  and 
comparison  calculator.  It  helps  you 
judge  whether  your  fund  investments 
should  be  replaced  by  others  that  it 
suggests.  For  example,  we  crunched 
the  numbers  on  the  Neuberger  and 
Herman  Guardian  Fund,  in  which  we 
had  $10,000  invested.  Over  20  years, 
assuming  an  11%  return  and  35% 
tax  rate,  we  found  out  the  fund 


would  cost  us  $788.  The  calculator 
then  showed  us  four  funds  including 
Vanguard  TM  Cap  Appreciation, 
which  would  have  trounced  our  fund 
and  cost  only  $47  over  the  same 
period.  It  then  told  us  that  if  we 
switched  it  would  take  about 
a  year  to  break  even,  net  of 
taxes,  assuming  Vanguard's 
fund  continues  to 
outperform  Guardian.  The 
site  also  has  turnover  data, 
management  tenure  and  pretax 
returns. 

►Best:  One  of  the  only  sites  that  lets 
users  test-drive  funds.  If  you  think  you 
may  have  a  lemon,  check  it  out  here. 
►Worst:  One-trick  site.  Results  are  only 
as  good  as  your  assumptions. 

Quicken 

www.quicken.com 

Quicken  lives  up  to  its  name  when  it 
comes  to  fund  selection.  Users  can 


The  first  screen  that  came  up  offe 

us  a  chart  depicting  the  growth  o 

$10,000  over  various  periods.  A  c 

let  us  see  its  top  ten  holdings  or  a 

colorful  representation  of  its  asse 

industry  sector.  There  is  als< 

web  tip        cost-of-ownership  calcul 
One  of  the  most  ■  , 

comprehensive  fund     and  lots  more  stats>  mo 
offerings  is  available  only  from  Morningstar. 
to  AOL  subscribers.  Log  in  ^Best.  portfoNo  statjstjcs 
and  you'll  find  research, 
screening  tools  and     Price  t0  cash  flow  are  defir 
lively  forums.      and  explained. 

►Worst:  Confusing  redundancy  c 

tabs  between  main  fund  screen  and  j 

|  menu.  Click  on  Holdings  and  you  get 

ferent  screen  from  Fund  Holdings. 
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SmartMoney.com 

www.smartmoney.com 

A  great  site  for  novice  fund  inves 
Two  initial  pull-down  menus  on 
welcome  screen  allow  users  to  pi 
the  best  and  worst  funds  by  year 
year  performance  or  by  category 
emerging  markets  or  health  and 
biotech.  Advanced  searches  allo\ 
users  to  search  by  performance, 
volatility  and  expenses.  There  is 
a  fee-analyzer  section  on  the  site 
explains  how  expense  ratios  can 
you.  Lipper  data  allows  you  to  s« 
6,000  plus  funds. 


choose  among  20  different  search 
criteria  with  fast,  easy  steps  and  the 
info  is  in  easily  digestible  interfaces. 
Pull-down  menus  and  one-click 
transitions  make  analysis  easy.  For 
example,  we  wanted  information  on 
the  T.  Rowe  Price  Balanced  Fund. 


Forbes 


www.forbes.com/funds 

Visit  our  Fund  Center  for 
searchable  ratings  and  information 
on  1,800  funds.  You'll  also  find  our 
Best  Buys  in  18  categories  based 
on  returns,  risk  and  costs. 


►Best:  The  Fund  Builder  tool  has  a 
Java-powered  graph  that  shows  yoi 
changes  in  historical  returns  and 
volatility,  as  you  alter  your  allocatio 
from  things  like  high-yield  funds  to 
or  global  funds.  A  great  tool  for 
401  (k)  investors. 

►Worst:  Various  technical  difficultie 
Sometimes  it  didn't  recognize 
common  tickers.  Other  times  it  shui 
our  browser. 
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Fidelity  e401k 

THE    FIRST   COMPLETE   40  1  (k)   PLAN  ONLINE 


Easy  to  access, 
easy  to  use 


Now  from  the  retirement  leader1 

comes  the  first  complete  401(k)  delivered  with  the 
ease  and  efficiency  you  can  appreciate  —  online. 
You'll  find  it's  low  cost  and  easy  to  use.  Everything 
you  need  to  set  up  and  manage  your  plan  is  at 
your  fingertips  Investment  options.  Employee 
services.  Recordkeeping.  Compliance  support. 
Your  plan  can  be  established  in  minutes.  Log  on  to 
the  first  complete  online  401(k)  plan.  It's  the  latest  innovation  from  Fidelity.  And  it's 
exactly  what  you  would  expect  from  the  retirement  leader. 


Low  cost 


Comprehensive 
benefits 


Online 


1 


f  i  d  e  I  i  t  y  e  4  O  1  k  .  c  o  m 


TO  SET  UP  YOUR  401(k)  PLAN  OR  FOR  MORE  INFORMATION, 

LOG  ON  TODAY. 


Fidelity  § 

WE  HELP  YOU  INVEST  RESPONSIBLY* 


3ased  on  3/31/00  assets  in  IRAs  and  employer-sponsored  retirement  plans  for  which  Fidelity  provides  trustee  or  custodial  services, 
idelity  Investments  Institutional  Services  Company,  Inc.,  82  Devonshire  Street,  Boston,  MA  02109 


99494 


2001  SATURN  L3.00 
PERFORMANCE  SEDAN 

182-horsepower,  3.0-liter  V-6 
Four-speed  automatic 
Leather  Appointments 
Six-way  power  driver's  seat- 
Power  windows,  locks  and 
heated  exterior  mirrors 

AM/FM/CD/Cassette  with 
amplifier,  sub-woofer 
and  premium  speakers 

Power  sunroof 

Remote  keyless  entry 

Air  conditioning  with 
passenger-cabin  filter 

Cruise  control 

Four-wheel  disc  brakes 

Anti-lock  brakes  with 
Traction  Control 

Alloy  wheels 

Rear  spoiler 

Sport-tuned  suspension 

Dent^resistant  polymer 
doors  and  fenders 

M.S.R.P,  $23,115 


Investing 


Investing  For  Kids 

Kids  are  born  with  holes  in  their  pockets.  Many  of  today's  mtv- 

DVD-AOL  kids  can  scarcely  save  for  a  new  bike  let  alone  for  college.  The 
Web  may  be  the  best  way  to  start  imprinting  financial  smarts  on  your 
youngster.  We've  done  our  best  to  pick  sites  that  promote  long-term 
investing  and  have  filtered  out  those  that  gather  personal  information  or 
are  trying  to  hawk  services  or  products.  —Deborah  Orr 


Salomon  Smith  Barney 
Young  Investors  Network 

http://smithbarney.com/yin 

This  site  got  top  scores  from  our  12-year-old 
tester.  It  presents  the  basics  of  savings  and 
investing  in  an  uncluttered  and  clever  format, 
complete  with  a  running  dialogue  between  Mr. 
Stock  and  Mr.  Bond.  Sample  equity  portfolios 
give  access  to  firm  research  on  kid- 
friendly  companies  such  as 
McDonald's.  There  are  also  contests. 
In  the  spring  each  student  in  one 
class  at  New  Jersey's  Wall  High 
School  won  a  share  of  Citigroup  after 
their  portfolio,  holding  stocks  like 
CompUSA  and  Tommy  Hilfiger,  beat 
out  93  other  contestants  with  a  5.57% 
three-month  return.  For  parents 
there  are  resources  like  a  smart 
college-cost  calculator. 
►  Best:  No  ads  and  doesn't  ask  kids  to  divulge  any 
personal  information  or  family  finances. 
►Worst:  Lots  of  error  messages  when  looking  up  stock 
symbols. 


Earning  Money 
The  Reward!  ol  Emplovmsnt 


Building  Your 


FleetKids 

www.fleetkids.com 

Think  of  this  one  as  Economics  101 
for  the  video  arcade.  Fleet  Bank 
offers  this  colorful  flash-animated 
site,  but  once  the  kids  log  on,  the 
bank  kind  of  disappears.  Buy  Lo  and 


Sell  Hi  is  a  humorous  make-believe 
stock  simulation.  Front-yard  fortune 
offers  entrepreneurial  advice  to  the 
very  young,  complete  with  real-life 
stories  from  peers.  Most  simulations 
are  stripped  of  tedious  details  like 
brokers'  commissions  and  capital 
gains  taxes,  and  some  of  the  games 
link  to  Headbone.com,  another  site 
for  kids. 

►Best:  No  heavy-handed  selling.  Fleet 
bankers  keep  a  low  profile. 
►Worst:  Technical  problems,  and  unless 
you  have  high-speed  access,  you  may  be 
frustrated  by  this  site. 


Kids  Can  Save 

http://kidscansave.gc.ca 

The  Toogs  take  young  users  throus 
a  fanciful  adventure  in  Snossle.  TH 
mission:  Save  as  much  Yenom  as 


£AN  SAVE 


-w.-w.  \*«»i-v  p.* 


possible  and  become  the  Grand 
Toogy.  Compounding,  the  Rule  of 
and  other  basic  savings  facts  are 
passed  along  in  a  painless,  interact 
format.  This  is  for  younger  kids,  b 
requires  reading  skills.  Available  jij 
French.  There  is  an  essay  contest 
with  prizes  open  to  Canadian 
citizens. 

►Best:  The  animation.  It's  rich  and  invit 
►Worst:  Moving  directly  to  topics  is  dil 
cult;  you  must  go  through  each  game 
step-by-step. 

The  MainXchange 

www.mainxchange.com 

Its  stock  market  game  lets  teens  tes 
their  market  savvy  without  actuall; 
putting  any  money  at  risk.  More  tf 
that,  the  site  as  a  whole  simulates  t 
online  trading  experience,  rather  tl 
filtering  and  explaining  informatic 
as  do  some  of  the  sites  for  younger 
kids.  Orders  are  filled  during  tradi: 
hours  and  must  be  placed  as  mark 
or  limit.  Commission  is  charged  fc 
trading,  but  information  is  free.  Tl 
is  a  lively  (and  polite)  forum  for 
young  investors  to  cheer  their  win: 
commiserate  over  losses  and — jusl 
like  the  real  thing — try  to  convina 
their  peers  to  follow  them  into  ceT 
stocks.  Participants  can  earn  "xstai 
which  can  be  used  to  bid  on  prizes 
that  range  from  CDs  to  gift 
certificates. 

►Best:  As  close  as  you  can  get  to  the 
market  without  putting  up  any  money. 
►Worst:  Nosy  log-in  questions  and 
banner  ads. 


S  gn  cp    winners     pruea      High  scores  ActWriyeook 
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And  we  can  help  you 
get  your  hands  on  it. 
Quickly.  With  our  global 
understanding  of  the 
new  economy,  we've 
developed  a  proprietary 
process  that  helps  you 
accelerate  the  increase  of 
value.  Our  fresh  financial 

perspective  on  your 
business  gives  you  the 
ability  to  make  bold 
decisions  more  confidently 
than  ever  before. 
Look  closely. 

To  learn  how  we  can 
help  you  accelerate  value, 

call  1-800-265-9109 
or  visit  ey.com/valuenow. 


s!l  Ernst  &  Young 

From  thought  to  finish  m 

Ernst  &  Young  hp 


INVEST  IN  THE  FUTURE: 

MEDIA  AND  TELECOMMUNICATIONS 


How  $10,000  Invested  10/13/93 
Would  Have  Grown 


T.  Rowe  Price  Media  & 
Telecommunications  Fund 

(PRMTX)  invests  in  innovative 
domestic  and  foreign  companies  4C 
poised  to  benefit  from  technology 
trends  that  will  shape  communica-  " 
tions,  commerce,  and  entertainment 
for  years  to  come.  As  the  chart 
shows,  the  fund  has  rewarded  ,, 
investors  well  over  time.  Despite 
this  outstanding  record,  investors 

should  note  that  the  fund's  short-term  performance  is  highly  unusual 
and  cannot  be  sustained.  Past  performance  is  no  guarantee  of  future 
results.  No  sales  charges. 


IUI  MMI  M  Ml 


Call  24  hours  for  your 
free  investment  kit 
including  a  prospectus 

800-401-4568 

www.  troweprice.  com 


Invest  With  Confidence 

TRoweRice 


49.16%,  32.19%.  iind  26.01%  are  the  hind's  average  annual  total  returns  for  the  1-year,  5-year,  and  since-inception 
(10/13/93)  periods  ended  6/30/00,  respectively.  Figures  include  changes  in  principal  value,  reinvested  dividends,  and 
capital  gain  distributions.  Investment  return  and  principal  value  will  vary,  and  shares  may  be  worth  more  or  less  at 
redemption  than  at  original  purchase.  Formerly  the  closed-end  New  Age  Media  Fund.  It  converted  to  open-end  status  on 
July  28,  1997,  and  operates  under  a  different  expense  structure.  For  more  information,  including  fees  and  expenses,  read 
the  prospectus  carefully  before  investing.  T.  Rowe  Price  Investment  Services,  Inc.,  Distributor.  MTP055373 


WHICH  IS  FASTER, 
YOUR  ASAP  OR 
YOUR  COMPETITION'S? 

As   a   fractional  owner  of  a   Learjet®  or 
Challenger®  business  jet,  modern  CEOs  are  able 
to  respond  with  speed  and  spontaneity  due 
to  less  congested  airfields  and  personalized 
scheduling  built  around  their  specific  business 
needs.  We  offer  the  most  complete  range  of 
latest  technology  aircraft  available  today.  So 
while  there  may  be  other  options  to  Flexjet, 
there  can  only  be  one  choice.  Flexjet.  For  more 
information  on  the  many  affordable  benefits  of 
fractional  ownership  and  our  unprecedented 
level  of  personal  service  and  attention  to  detail, 
call  1-800-FLEXJET. 


www,  flexjet.  com 


FLEXJET 

we  build  the  aircraft 


■'  | 


BOMBARDIER 

AEROSPACE 


Investing  For  Kids 
ThinkQuest 

www.thinkquest.org 

ThinkQuest  is  a  collection  of  Web 
sites  created  by  primary  and 
secondary  students  from  around  t 
world  (with  a  little  help  from  pare 
and  teachers).  You  can  start  at  the 
home  page  and  explore,  or  go 
directly  to  the  stock-picking  game 
(http://library.thinkquest.org/309' 
which  is  free.  Kids  can  read  advice 
their  peers  on  why  to  invest  and  h 
(According  to  one,  "You  have  an 
advantage  over  your  harried  parer 
more  time  to  do  your  homework 
before  you  buy  and  more  time  to 
watch  your  investment  grow.")  Fo 
the  serious  young  investor,  the  sitt 
offers  sound  advice  on  things  like 
advantages  of  buying  equity  direc 
from  a  listed  company,  avoiding  a 
broker  altogether.  The  site  has  goc 
links,  with  kids'  reviews  of  them. 

►  Best:  Straightforward  educational 
content  without  bells  and  whistles. 
►Worst:  Navigation  may  be  difficult  foi 
preteens. 

The  Young  Investor 

www.younginvestor.com 

This  site  was  designed  for  investoi 
in  Stein  Roe's  mutual  fund  for 
children,  but  there  is  plenty  here  f 
any  young  investor:  lots  of  peer 
comments  on  working  up  the 
willpower  to  save,  making  extra 
money  and  the  risks  of  playing  tb 
stock  market.  It's  worth  a  trip  to  t 
site  just  to  read  some  of  the  kids' 
stories,  including  one  about  a  you 
lady  who  has  made  an  eight-year 
career  of  selling  recycled  golf  balls 
An  online  library  answers  questio 
like  "How  do  I  analyze  an  annual 
.report?"  The  games  are  okay,  full  • 
historical  trivia  (Did  you  know  th 
John  D.  Rockefeller  liked  to  eat 
graham  crackers?),  but  carry  too 
many  references  to  the  sponsors. 

►  Best:  Kids'  stories  from  a  particularly 
intelligent  and  ambitious  group  of  youi 
entrepreneurs  and  investors. 
►Worst:  Aside  from  e-mail,  not  much 
chance  for  interaction. 


Ifs  not  another  Internet  job  board  It's  not  to/it's  now. 
Ifs  the  future.  Advanced  automated  applicant  screening 
technology  that  identifies  The  Right  Candidates  Right 
Away™  With  a  featureset  unmatched  by  anything  else 
you've  heard  about.  Not  just  different,  but  better. 
Irs  called  Top  Rank.™  Available  exclusively  from 
InterviewNow.com,  it  comes  with  a 

featureset  that  fully  ^^^E^ 
automates  the  tedious,  time- 
consuming,  repetitive  tasks  of 
recruiting  the  old  way  It  not  only 
pre-interviews  and  screens 
candidates,  it  also  ranks  them, 
automatically  gathers  references 
and  schedules  face-to-face  interviews 
It  even  notifies  the  people  who  don't 
meet  the  criteria  you're  looking  for. 
Now  you  can  spend  more  time  interviewing  the  real 
candidates-and  less  time  trying  to  find  them. 

It  all  adds  up  to  a  complete  hiring  solution  that's 
faster,  more  effective  and  far  less  expensive  per  hire. 

Log  on,  and  let  the  people  from  InterviewNow.com™ 
show  you  the  real  future  of  Internet  Recruiting. 


Take  A  Look  Into  The 


Internet 


„  Future- 
Recruiting. 


lnterv#ewnow.conr 

The  Right  Candidates 
Right  Away™ 


www.inlerviewnow.tom    1-888-989-INOW  lnfo@inlerviewnow.com 


Investing 


International 
Investing 

The  Web  has  made  the  world  a  lot  smaller.  The  complications  of 

time  zones,  currency  conversions  and  receipt  of  dividend  payments  are 
manageable  using  online  calculators  and  Java  applications.  The  best 
place  to  start  is  at  general  portals  devoted  to  foreign  markets,  like  our 
favorite  Woridylnvestor  or  a  news  site  like  FT.com.  However,  the  beauty 
of  the  Web  is  its  ability  to  drill  down  to  information  on  specific  niches. 
Interested  in  oil  drilling  in  Nigeria?  Nigeriaoilgas.com  offers  a  company 
directory  as  well  as  a  subscription  to  a  monthly  magazine  on  the  subject. 
Keep  in  mind  that,  despite  the  ease  of  surfing  world  markets,  investing  in 
them  is  not  quite  as  easy  as  opening  an  account  on  E-Trade.  Some  sites, 
like  lntltrader.com,  are  trying  to  duplicate  the  E-Trade  model  for  overseas 
investing,  but  the  easiest  and  simplest  way  to  invest  in  foreign  markets  is 
still  through  the  old-fashioned  mutual  funds  and  closed-ends  that  will  do 
the  job  for  you.  —Alexandra  Kirkman 


Worldlylnvestor.com 

www.worldlyinvestor.com 

Most  comprehensive  global  investing  portal  on  the 
Internet.  Daily  articles  on  topics  ranging  from 
Middle  Eastern  markets  and  Russian  oil  funds  to  the 
consolidation  of  the  German  cable  industry.  Mutual 
fund  section  is  first  rate;  funds  can  be  sorted  by  a 

number  of  criteria,  including 
region,  performance,  type 
(equity/bond,  growth)  as  well 
as  into  categories  as  specific 
as  top  offshore  healthcare/ 
biotech  funds  (Clariden- 
Biotech  Equity  Fund  which 
returned  150%  in  the  past  12 
months,  for  example). 
Visitors  can  create  and  track 
their  own  portfolios  and 
screen  ADRs  by  country, 
sector  and  performance.  You 
can  punch  up  market 
snapshots  on  specific  stocks 
as  well  as  global  indexes.  Sign 
up  for  2 1  free  e-letters  on  topics  ranging  from  Asia 
Stocks  to  Emerging  Markets. 
►Best:  One-stop  global  investor  information  site. 
►Worst:  Response  times  can  be  slow. 
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Europe  Online 

www.europeonline.com 

By  simply  clicking  on  the  business 
at  the  top  of  the  home  page  you  ca 
access  business  news  from  Germar 
to  Malta.  The  links  are  top-notch; 
click  on  Germany  and  you  get  the 
Deutsche  Borse  site  and  German 
business  paper,  Handelsblatt.  Ther 
are  also  company  links  to  euro  blu 
chips  like  Nokia.  Well-organized  ai 
snazzily  designed,  it's  a  must-see 
portal  for  those  who  invest  in  Eur 
►Best:  Click  on  a  button  striped  like  a 
British  flag  to  read  all  content  in  Englisl 
►Worst:  Occasional  glitches  like  Intern, 
tional  categorized  as  a  European  count 

Europeanlnvestor.com 

www.europeaninvestor.com 

This  well-organized  site  offers  pier 
of  news  and  information  on  Eurot 
markets,  as  well  as  links  to  Europe 
main  stock  exchanges,  real-time 
quotes  and  market  indexes.  Other 
handy  features  include  currency 
exchanges  (updated  hourly),  as  we 
a  useful  euro  calculator.  Links  to 
sources  outside  of  Europe  like  the 
Bermuda  stock  exchange. 
►Best  A  multicurrency  portfolio  tracke 
►Worst:  Short  on  fund  information. 

FT.com 

www.ft.com 

In  our  view,  far  and  away  the  best 
source  for  global  business  news  or 
Web.  With  three  online  editions  (I 
U.K.  and  Global),  you  can  search  f 
news  by  industry  or  region,  as  wel 
get  company  information  like 
consensus  analyst  estimates  and 
company  financials.  There's  even  ; 
free  annual  report  service.  You  car 
create  portfolios  (both  in  U.S.  and 
foreign-listed  stocks),  and  there's 
interactive  charting  service  where 
can  instantly  chart  the  performan 
stocks  against  indexes  like  the  S&P 
and  the  FTSE  100. 
►Best  Complete  coverage  of  the  worlc 
from  Australia  to  Zimbabwe. 
►Worst  Some  of  the  company  informa 
is  outdated. 
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T    R    A    N    S    A    M    E    R    I    C  A 


P    R    E    M    I    E  R 


Funds 


We  know  how  stars  are  made.  J 


Premier  Small  Company  Fund 


Premier  Aggressive  Growth  Fund 


Rating  for  3  years  ending  6/30/00  among  3,642 
Domestic  Equity  Funds.* 


It  starts  with  performance. 


How  high  is  high  enough?  How  do  we  measure  our  success? 
Strictly  in  terms  of  performance.  You  see,  excellent  performance  is  our 
guide.  Our  passion.  Our  goal.  For  us  there  is  no  greater  measure  of  a 
fund  or  of  ourselves.  Past  performance  does  not  guarantee  future  results. 

Call  1-800-892-7587,  ext.  1319,  or  visit  www.transamericafunds.com 

to  find  out  more. 

The  Premier  Funds  from  Transamerica  Investment  Management,  LLC. 
The  difference  is  performance.  Invest  in  it. 


P  remier  Fund  l-Year 

Small  Company  72.11% 
Aggressive  Growth  38.30% 


3-Year      Since  Inception  2 

67.51%  67.51% 
53.81%  53.81% 


Average  annual  total  returns  as  of  6/30/00.  Inception  for  the  Small  Company  Fund  and  the 
Aggressive  Growth  Fund  is  6/30/97.  Past  performance  does  not  guarantee  future  results.  Investment 
returns  and  principal  value  vary,  and  you  may  have  a  gain  or  loss  when  you  sell  your  shares.  For  more 
complete  information,  including  risks  and  expenses,  call  for  a  prospectus.  Read  the  prospectus  care- 
fully before  investing.  Transamerica  Securities  Sales  Corporation,  Distributor. 

*Morningstar  proprietary  ratings  reflect  historical  risk-adjusted  performance  and  are  subject  to  change 
teach  month.  5  stars  is  the  highest  rating  representing  the  top  10%  of  funds  in  its  broad  asset  class,  4 
[stars  is  the  next  highest  rating  representing  the  top  22.5%  of  funds  in  its  broad  asset  class,  3  stars  in 
[the  next  highest  rating  representing  the  next  35%  of  funds  in  its  broad  asset  class.  Mornmgstar  rat- 
ings are  calculated  from  a  fund's  3-year  average  annual  returns  in  excess  of  90-day  T-bill  returns  with 
|  appropriate  fee  adjustments,  and  a  risk  factor  that  reflects  performance  below  90-day  T-bill  returns. 
|  These  are  3-year  ratings  as  of  6/30/00  among  3,642  domestic  equity  funds. 


Transamerica 
premier  funds 


investing  I  INTERNATIONAL  INVESTING 


Nikkei  Net  tor-  live 

www.nni.nikkct  jo  .ly 

From  leading  Japanese  business 
newspaper  Nihon  Keizai  Shimbun. 
Great  for  lip-to-date  stuff  on  Japan 
and  Asia.  News  headlines  sorted  by 
category,  such  as  Automotive, 
Economy  &  Politics  and  Earnings. 
There's  a  terrific  link  to  Asian 
Technology  News,  and  stock  quotes 
and  corporate  profiles  for  all  the 
companies  listed  on  the  Tokyo  Stock 
Exchange,  plus  proprietary  rankings 
on  the  best  analysts  in  Japan  by 
industry.  The  My  Nikkei  section 
allows  users  to  create  and  track  three 
separate  portfolios  of  TSE-listed 
stocks  (20  stocks  max),  as  well  as 
create  custom  folders  to  track  stories 
on  specific  companies  and  industries. 
All  these  features  will  run  you  6,000 
yen  (about  $55)  for  a  six-month 
subscription;  one-month  free  trial 
available. 

►  Best:  My  Nikkei's  customizability. 
►Worst:  This  site  should  beef  up  its  Asian 
coverage  outside  Japan. 

Patagon.com 

www.patagon.com 

This  Latin  American  financial  portal 
recently  expanded  into  the  U.S. 
market  with  the  purchase  of  discount 
broker  KeyTrade  Online.  Although  the 
U.S.  site  (Patagon.com)  is  now  more 
focused  on  U.S.  markets  than  on  Latin 
America,  there  are  still  plenty  of 
reasons  to  visit.  You  can  click  through 


Patagon  University 


►Foreign  Traders 


to  sub  sites  for  Chile,  Brazil, 
Venezuela,  Mexico,  Spain  and 
Argentina.  Columnists  provide  Latin 
market  commentary  and  analysis. 
►Best:  Patagon  University,  where  you  will 


Most  U.S.  online  brokerages  claim  they  will  "do  their  best  to  accommodate"  your 
chase  orders  for  foreign  shares,  but  the  best  is  often  none  too  good.  Most  of  the 
it  will  require  at  least  one  phone  call  to  your  broker  and  there  will  be  extra  fees  ass 
ated  with  currency  fluctuations,  different  tax  rules,  settlement  and  custody. 

A  few  sites  try  to  deliver  seamless  online  trading  in  foreign  shares.  Intltrader 
lets  you  trade  any  of  8,000  foreign-listed  stocks  for  a  one-time  fee  of  $29.99  a  tr 
Globeshare.com  is  better  designed  than  Intltrader,  but  its  commission  schedule  is  c 
plicated,  with  different  charges  for  each  of  25  countries.  Say  you  want  to  buy  sh 
directly  in  France's  Carrefour:  It  will  cost  you  $25  plus  40  basis  points  in  commissi 
a  local  Pershing  fee  of  $60  and  an  annual  custodial  fee  of  5  basis  points. 

Buying  and  selling  American  Depositary  Receipts  (ADRs)  of  foreign  compa 
listed  in  the  U.S.  is  easier.  Most  big  online  brokers  don't  charge  extra  for  th 
Citibank's  Depositary  Receipt  services  just  entered  into  a  direct  ADR  investing 
with  Buyandhold.com.  But  if  you  don't  want  to  be  limited  to  ADRs,  use  full-ser 
brokerages  like  Morgan  Stanley  Dean  Witter,  Merrill  Lynch  or  JP  Morgan.  They  will 
you  in  touch  with  a  broker  in  the  country  where  the  stock  trades.  The  guidance  yoi 
may  be  well  worth  the  extra  commission.  —Alexandra  Kirkman 


learn  things  like  how  to  decipher  interna 
tional  accounting  rules. 
►Worst  Too  much  generic  content.  The 
site  should  stick  to  its  Latin  specialty. 


UK-iNvest 

www.ukinvest.com 

Lots  of  free  stock  tips  and 
investing  recommendations 
geared  toward  European 
markets  on  this  business  arm 
of  leading  British  Internet  service 
provider,  Freeserve. 
Recommendations  from  witty 
columns  like  Around  the  Tipsters  are 
neatly  rounded  up  weekly  in  the  What 
Analysts  Say  section.  For  example, 
pig-breeding  stock  company  PIC 
International  is  a  buy.  Other  columns 
like  M&A  Tuesday  and  Small  Cap 
Thursday  round  out  the  mix.  You  can 
track  your  own  portfolio  in  several 
currencies  and  get  real-time  quotes. 
►Best:  Entertaining  and  informative. 
►Worst:  Americans  should  bear  in  mind: 
Personal  finance  is  targeted  at  Brits. 

Wright  Investors'  Service 

www.wisi.com 

One  of  the  most  comprehensive 
global  company  information  sites 
we've  found.  The  site  provides  you 
with  detailed  data  (going  back  ten 


years)  on  18,000  companies  aroun 
the  world,  including  company  pro! 
and  competitor  analysis.  There  are 
numerous  ways  to  search,  plus  a 
handy  currency  converter.  In 

WEB  tip       Investment  Commentary 
Set  up  a  personal  .  •  .  ji 

world  clock  at  sectlon'  sorted  b^  countr 

www.timeanddate.com  to  you  get  up-to-date  synoj 

know  the  exact  time  in  16  Qf  t^e  current  investmen 
different  global  markets 

at  once  environment  in  each 

country,  including  changes 
interest  rates  and  tax  structure 
recent  elections. 
►Best  A  giant  database  of  global 
companies  that's  easily  searchable. 
►Worst:  Wright  Quality  Rating  stock- 
ranking  system  is  almost  impossible  to 
decipher.  Outdated  information  (such  a; 
long-gone  CEOs  still  listed)  made  us  do 
a  double-take. 


www.forbes.com 

Besides  overseas  coverage  fn 
Forbes  Global,  you'll  find  l( 
online  version  of  our  Offshore  Fui 
Survey,  including  profiles  of  fui 
companies  and  the  250  best  fund 
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'  group  of  scientists  and  engineers  are  predicting  the  future  of  air  traffic. 
Using  advanced  visualization  technology  available  only  from  Silicon  Graphics, 


At  the  NASA  Ames  Research  Center  in  Mountain  View,  California,  a  small 


NASA  FutureFlight  Central  gathers  satellite  imagery,  digital  photographs,  and  architectural 
data  to  perform  real-time  air  traffic  simulations  anywhere  in  the  world  at  any  point  in  time. 
With  this  new  facility,  airport  planners  discover  ways  to  manage  flight  traffic  more  efficiently, 
thereby  reducing  the  risk  of  accidents  and  delays.  The  high-performance  solution  that 
powers  NASA  FutureFlight  Central  is  one  of  many  ways  SGI  gives  its  customers  the  power 
to  see  the  challenges  they  face.  And  stay  ahead  of  the  competition.  To  learn  more  about 
our  solutions,  orfor  information  on  our  services,  consulting,  and  support,  visit  our  Web  site. 

www.sgi.com/ahead 


One  step 


sgi 


2000  Silicon  Graphics,  Inc  All  rights  reserved  Silicon  Graphics  is  a  registered  trademark,  and  SGI.  the  SGI  logo,  and  One  step  ahead  are  trademarks,  ol  Silicon  Graphics.  Inc. 


Investing 


Venture  Investing 

Ordinary  investors  are  miffed  that  big  institutions  and  high  rollers  get 

first  crack  at  hot  private  deals.  They  want  to  play,  too.  A  number  of  online 
firms  now  promise  a  seat  at  the  table  for  anyone  with  Web  access 
and  modest  affluence.  If  you've  got  a  household  net  worth  of  $1  million  and 
can  invest  at  least  $25,000,  the  sites  will  let  you  download  business 
plans,  examine  financials,  view  video  interviews  and  even  approach 
entrepreneurs  directly.  Unfortunately,  all  these  sites  are  unproven. 
They  have  no  real  track  record.  Nor  do  they  level  the  playing  field  as 
much  as  they  claim  to.  Garage.com  and  Yazam  select  investors  based  on 
the  experience  and  contacts  they  can  contribute,  as  well  as  by  their  ability 
to  cough  up  the  hefty  minimums.  —Adam  Leitzes  and  Joshua  Solan 


Off  Road  Capital 

www.offroadcapital.com 

Most  "venture  matchmakers"  are  strictly  for  the  big- 
money  crowd,  but  OffRoad's  bidding  process  will  let 
you  in  with  a  mere  $25,000  to  invest  and  a  net  worth 
of  $1  million.  But  what  we  really  like  about  OffRoad 
is  that  it  offers  you  the  ability  to  perform  all  sorts  of 
due  diligence  before  plopping 
down  your  money.  Assuming 
that  a  company  passes 
OffRoad's  screening  process 
and  makes  it  to  the  site, 
investors  will  have  the 
opportunity  to  review 
company  materials,  question 
executives  and  view  a  live 
"road  show"  broadcast  from 
OffRoad's  San  Francisco 
office. 

►Best:  Investor-to-investor  communication  is 
encouraged  and  facilitated. 

►Worst:  No  track  record.  OffRoad's  been  in  operation  less 


garagef?tcom" 


for  OffRoad's  private 
securities  marketplace  -  and  invest  in 
companies  while  they're  still  private 


HljUiii'iM  &3B 

Learn  more  about  OffRoad  services  to 
Individual  Investors  |»  institutions-  » 
Financial  Advisors  «-      Companies  > 


the  News 


Charles  Schw  ab 


OffRoad Capitol  Ma]ifle\d  Fund 
Teoms  With 


JOMPASS 


Apply  for  OffRoad  today 

'  OealDiakeery 

torivrntflmvstlaq 


than  a  year. 


Garage.com 

www.garage.com 

Brainchild  of  Apple  evangelist  and 
former  FORBES  columnist,  Guy 
Kawasaki,  this  site  has  attracted  more 
than  2,000  investors  since  it  was 
formed  in  October  1997.  Entrepre- 
neurs toss  in  50-plus  business  plans 
per  day.  From  the  beginning  of  1999 
through  Mar.  31,  2000,  Garage.com 


has  helped  51  companies  raise  $135 
million.  They  range  from  wireless 
content  enablers,  like  InfoMove,  to 
sites  like  InfoRocket.com,  which  is 
setting  up  an  exchange  where  people 
bid  to  answer  one  another's  questions. 
►  Best:  Casts  a  wide  net  for  prospects, 
with  six  offices  from  Silicon  Valley  to 
Herzelia,  Israel. 

►Worst:  Favors  people  with  more  than 


[welcome  to  Garage.com 

Q   About  Us 


f  »can  up  t-tkvtupt 


PUBLICS 


money  to  contribute:  Already  has  a  stai 
studded  roster  of  investors— folks  like 
Michael  Dell  and  Compaq's  Ben  Rosen. 
Don't  be  surprised  if  Garage.com  turns 
its  nose  at  your  $1  million  net  worth. 

University  Angels.com 

www.universityangels.com 

Focuses  on  campus  startups.  (Yaho 
Akamai,  Dell  and  Microsoft  were 
once  such.)  Its  aim  is  to  develop 
Web-based  networks  of  angels  (ea; 
stage  investors)  for  top  academic 
institutions  around  the  world.  Cuj 
rently  there  are  75  sister  sites  unde 
the  University  Angels  umbrella, 
including  sites  for  Harvard,  Whari 
Stanford  and  schools  in  six  foreigr 
countries.  Typical  deals  range  fror 
$500,000  to  $3  million  and  includ 


onim  IS  HV*  KtM  LOS  veins 


AwqH.  ,  L  FMI.  ;  lot.  B^rt ,  0^O»q 


Welcome  to  UnlversityAngels  c 


five  to  ten  angels  with  a  $50,000 
minimum  investment. 
►Best:  University  Angels  makes  invest 
education  a  top  priority.  An  August 
relaunch  of  the  firm's  Web  site  include 
impressive  multimedia  features  for  dui 
diligence  purposes. 
►Worst:  Site  had  completed  only  three  d 
as  of  July  and  lists  only  90  others.  Will  i 
produce  another  Yahoo?  Too  soon  to  tel 

Vcapital.com 

www.vcapitai.com 

This  site  caters  to  archangels — 
investors  willing  to  put  $200,000 
more  into  a  startup.  Initially  forn 
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nvas  a  task  noteworthy  for  overcoming 
jnountable  obstacles  thereby  providing 
ricity  to  a  region  that  desperately 
id  a  reliable  source  of  power. 
1250-mile  transmission  line  was 
tucted,  stretching  from  Aguaytia,  in 
Mitral  jungle  region  of  Peru,  across  the 
Is,  to  the  coast  north  of  Lima. 
Utook  14  months,  $281  million  and 
hspiration,  ingenuity  and  dogged 
na  of  hundreds 

I  we  can  conquer^J^  the  Peruvian 
ape,  it  stands  to  gjj  reason  we  can  help 
your  p  -  hen?  at  home 


•*  Aguaytia 


40  leet  in     J\  Temperature     £r*  Wind"  Gusts  up 

is         \f  m  mn     1   to  85mpti 


fffffffffffffffflffftffffl 

ce:  1.400  men.  divided 


eel  end      Mules:  They  went  where     Tugs  &  Barges:  loaded 
ived  olong    there  were  no  roods  Arross    with  turbines  ond  generators, 
ews.         the  Andes  they  hoveled  up  the  Amazon 


We're  one  of  the  largest  national  and 
global  resource  and  delivery  companies 

HOW  conquering 

the  Andes 

illuminated 
the  jungles  of  Peril 

in  the  world  with  the  wherewithal  to  plan, 
execute  and  manage  an  entire  operation. 

We  modernize  Egypt's  Aswan  High 
Dam,  operate  power  plants  in  Spain, 


.  2000.  All  rights  reserved. 


investing  I  VENTURE  INVESTING 

►Startup  Stocks 


Venture  investing  is  3  costly  endeavor.  If  you  are  not  quite  up  to  "angel"  status,  consider 
the  following  stocks  of  companies  that  invest  in  startups. 

Market 

Company                            Symbol    cap  ($  mil)  .  Holdings 

Acacia  Reuarch 

ACRI 

$350 

Combimatrix,  Soundbreak.com 

ilmpai-fmbriciin  Israel  Corp. 

AMPL 

275 

BreezeCOM,  Nogatech,  BridgeWave 

Capita!  Swthwesi  Corp. 

cswc 

220 

Ichoose,  STARTech,  CDC  Technologies 

CMGI 

CMGI 

1,105 

NaviSite,  Engage,  least,  AltaVista 

Divide  ;.i..:r  Ventures 

DVIN 

900 

CapacityWeb.com,  0ilSpot.com 

Frontline  Capital  Group 

FLCG 

560 

OnSite  Access,  DigitalWork.com 

H&Q  Life  Sciences 

HQL 

225 

Sepracor,  Cytyc,  LJL 

H&Q  Healthcare 

HQH 

320 

Biosystems 

Harris  &  Harris  Group 

HHGP 

55 

Essential.com,  Genomica,  Experion 

Igate  Capital 

IGTE 

400 

E-Services 

Internet  Capital  Group 

ICGE 

8,200 

VerticalNet,  iSKY,  Ecolony 

lnternet.com 

INTM 

545 

Validea.com,  0ffices2share.com 

McVC 

MVC 

270 

Pagoo,  Eyak,  Auction  Watch 

MRV  Communications 

MRVC 

4,170 

Zuma  Networks,  Zaffire 

PTEK  Holdings 

PTEK 

170 

ClickandMove.com,  VerticalOne 

Rare  Medium  Group 

RRRR 

550 

Nextjet,  SpeakOut.com,  ShareMax.com 

Safeguard  Scientifics 

SFE 

2,360 

AgWeb.com,  Atlas  Commerce 

THCG 

THCG 

50 

Passport  New  Media,  SoftWatch,  TestU 

as  a  network  to  aid  professional 
venture  capitalists,  Vcapital.com 
currently  boasts  360  investor 
members  like  GE  Capital  Merchant 
Banking.  In  the  past  eight  months, 
65  deals  have  been  completed  via  the 
Vcapital.com  network,  including 
EriiiancialJobs.com,  an  on  and  off 
line  recruiting  firm  for  financial 
professionals,  and  Spyonit,  a 
developer  of  synchronization  and 
tracking  tools  for  Internet  content.  A 
relaunch  in  October  will  beef  up 
entrepreneurial  resources,  effectively 
turning  theVcapital.com  into  a 
virtual  incubator. 
►  Best:  If  you  can't  come  up  with 
$200,000,  you  can  pitch  in  with  others  to 
make  up  the  required  amount. 


►Worst:  Angels  play  second  fiddle  to 
professional  venture  firms. 

VentureHighway.com 

www.vcnturehighway.com 

This  site  is  backed  by  a  small  Long 
Island  stock  brokerage  firm,  Kirlin 
Securities,  which  recently  sold  a 
15.8%  interest  to  Jono  Steinberg's 
Individual  Investor  Group  in 
exchange  for  free  advertising.  It 
boasts  a  searchable  VentureFinder 
database  with  more  than  100 
business  listings  and  live  online  cus- 
tomer service.  Recent  deals  include 
B2B  vertical  wine  and  liquor  market- 
place Bevtrade.com.  Ultimately,  the 
site  seeks  to  generate  underwriting 
business  and  fees  for  Kirlin,  a  firm 


wiornnoitf  mi  fUMtinmi. 


Community,  Con 


Glottal  access  to  deal  now. 


ENTHEPRCNfUKS 


whose  reputation  is  a  far  cry  fro 
Goldman  Sachs'. 

►  Best:  A  newly  launched  site  (coming  ii 
September)  gives  VentureHighway  a  mi 
more  professional  look. 

►Worst:  Skimpy  track  record  and 
irrelevant  investing  themes.  A  Women's 
Desk  gives  special  attention  to  compan 
started  by  women. 

WR  Hambrecht  &  Co. 

www.wrhambrecht.com 

Rather  than  acting  as  a  matchmake 
this  full-service  brokerage  takes  lar 
stakes  in  ventures  and  sells  some  o 
the  equity  to  clients.  About  30  corri 
panies  have  been  syndicated  in  thi 
manner  since  the  feature  was 
launched  last  September.  The  aver 
investment  has  been  around  $15,01 
In  the  event  of  an  oversubscribed 
offering,  WR  Hambrecht  uses  critei 
like  trading  volume  and  assets  und| 
management  to  determine  who  ge 
piece  of  the  equity. 

►  Best:  Hambrecht's  experience  in 
underwriting.  Recent  deals  include 
Mobshop,  Salesforce.com,  Guru.com, 
BrightLink,  VA  Linux  and  LuxN. 
►Worst:  Investor  interaction  with 
companies  is  limited  to  investment  men 
and  other  published  resources. 

Yazam 

www.yazam.com 

NYC-based  Yazam  (Hebrew  for  ent: 
preneur)  has  40%  of  its  investmen 
in  Israeli  companies — often  a  sour 
of  entrepreneurial  and  technical  ta 
ent.  Yazam  acts  as  the  lead  investor 
its  deals  and  screens  its  angels  care 
fully,  preferring  investments  from 
strategic  investors  who  can 
contribute  more  than  cash.  The  fir 
has  invested  in  only  22  companies 
of  July,  including  Onna.com,  an 
online  support  network  for  Japane 
women.  Angels  typically  contribute 
15%  to  20%  of  the  capital  and  Yazs 
is  already  backed  by  more  than  $7? 
million  in  funding. 

►  Best:  Puts  its  own  money  into  deals. 
►Worst:  Favors  Web  executives  as 
investors  in  its  deals. 


148     I-  O  R  fi  E  S  ■  Best  of  The  Web  •  September  11, 2000 


1 


Nobody  joins 


Companies  continue 
to  wait  and  see 
if  others  join. 


e-business,  starts  with  insight:  business  insight  yand 
technology  insight.  IBM  Global  Services  has  the  people 
who  can  leverage  both.  Visit  ibm.com/services/us5  or 
call  1  800  IBM  7777,  ask  for  services,  and  find  out  what 
we've  learned  from  over  20,000  e-business  engagements. 


Companies  decide  to 
wait  and  see  if 
others  join. 


business  consulting 


■ 


Investing 


Op1 


Options  trading  is  not  for  the  faint  of  heart,  but  Web  resources  can 

give  you  the  confidence  to  play  the  game.  Log  on  for  easily  programmed 
Black-Scholes  option-pricing  calculators,  as  well  as  quotes,  charts  and 
plenty  of  investor  education.  As  in  other  Web  investment  niches, 
scammers  and  promoters  abound.  Many  promising-looking  options  sites 
are  in  fact  nothing  more  than  shills.  Before  signing  up  for  an  options 
strategy  service,  we  recommend  using  the  free  trial  periods  typically 
offered.  —John  H.  Christy 


SchaeffersResearch.com 

www.schaeffersresearch.com 

Among  option  investors,  Ohio's  Bernie  Schaeffer, 
author  of  The  Option  Advisor  letter,  is  a  celebrity. 
His  site  doesn't  let  fans  down  either.  The  green  tabs 
at  the  top  of  the  home  page  guide  you  to  well- 
organized  tools,  data  and  strategic  commentary. 
Punch  in  a  symbol  to  get  comprehensive  options 
quotes  or  narrow  your  search  to  either 
puts,  calls  or  both  while  limiting  your 
search  to  a  specific  strike  price.There  is 
also  a  Black-Scholes  pricing  calculator 
and  an  extensive  glossary.  Of  course,  all 
this  comes  with  a  heavy  dose  of 
hucksterism.  Besides  TV  appearances  and 
books,  there  is  Schaeffer's  Daily 
Sentiment  for  $9.95  a  month.  Go  for  the  free 
one-week  trial  first. 

►  Best:  Educational  features  like  Schaeffer's 
Expectational  Analysis  method,  which  melds  technical 
and  fundamental  analysis  with  sentiment  measures. 

►  Worst:  The  incessant  Schaeffer  selling. 


I  rr^^inm  1  Online  Resources  fof  Slock  and  OfXiom  Trutk 


Chicago  Board  Options 
Exchange 

www.cboe.com 

More  than  half  of  all  options  trade 
on  the  Chicago  Board  Options 
Exchange  (CBOE),  so  it's  a  logical 
place  to  begin.  There  is  an  extensive 
education  section  that  covers  all  the 
basics  as  well  as  advanced  strategies. 
While  the  site  doesn't  offer  specific 
trading  ideas,  the  strategy  pieces 
illustrate  a  new  technique  each 
week.  Number  crunchers  will  love 
this  site.  The  interactive  Options 
Toolbox  simulation  software  can 
be  downloaded,  plus  there  is 
free  volatility  data  on  individual 


options  contracts. 

►Best:  Comprehensive  educational  section. 
►Worst:  Lousy  design.  Dead  links  plus 
mind-numbing  text  files. 

Optionetics 

www.optionetics.com 

Come  here  for  trading  ideas.  Original 
stories  cover  everything  from  specific 
companies  in  the  news  to  broader 
commentary  and  advice  on  becoming 
a  sector  expert.  The  site's  data  analysis 
includes  nine  canned  screens  that 
rank  the  most  active  options 
contracts  by  volume,  volatility,  open 
interest  and  other  measures.  There's  a 
useful  feature  on  how  to  choose  an 


options  broker.  Unfortunately  it 
doesn't  name  any  names. 
►Best:  Options  Analysis  Quick  Searche 
allow  you  to  test  how  strategies  would 
have  fared  under  certain  stock  moves. 
►Worst:  No  customized  screening  of  th 
price  and  volume  data. 

Optionlnvestor 

www.optioninvestor.com 

Feels  a  bit  like  TheStreet.com,  onl> 
focused  on  options  trading.  Storie) 
feature  specific  ideas  and  use  colon 
charts  to  illustrate  trading  patterns 
Content  is  organized  into  columns 
such  as  Options  101  and  OEX  Skyh 
Additional  trading  ideas  are  arranj 
by  strategy  type:  puts,  calls,  naked 
puts,  split  plays,  sector  ideas  and 
more.  There  is  also  a  link  to  after 
hours  option  quotes  from  Dreyfus 
►  Best:  Extensive  commentary  and  trad 
ideas  for  serious  options  traders. 
►Worst:  $39.95  per  month-so  go  for  1 
two-week  free  trial  first. 


Optionlnvestorcom 


OptionSites.com 

www.optionsites.com 

This  is  the  only  Web  site  we  found 
that  attempts  to  rate  options  brokel 
it  provides  detailed  descriptions  o£| 
commission  schedules,  account 
minimums,  contact  information,  el 
Unfortunately  there  are  only  three 
such  companies  reviewed,  the 
favorite  being  Dreyfus.  The  site  alsil 
reviews  and  rates  quote  providers, 
and  you  can  also  download  PDF  fill 
of  option  expiration  date  calendar:! 
for  2000  and  2001.  One  must-read 
the  site's  Buyer  Beware.  This  outlirl 
five  very  good  reasons  to  be  skeptiil 
of  option  touts,  letters  and  softwar| 
►  Best:  Refreshing  doses  of  skepticism. 
►Worst:  The  site  allows  you  to  submit 
comments  on  options  brokers  but  doesij 
let  you  see  what  others  have  said. 
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S  ne  thing  to  list  thousands  of  machine  tools  on  the  web.  It's  another  thing  to  sell  them  all.  But  that's  exactly  what 
jens  at  DoveBid's  webcast  auctions.  When  it  comes  to  selling,  DoveBid  has  the  kind  of  experience  that  can't  be 
I  it:  63  years'  worth,  to  be  exact.  In  that  time,  we've  sold  over  $1  billion  worth  of  B2B  assets.  And  now,  thanks 
Ir  live  webcasting,  there's  no  limit  to  how  many  buyers  we  can  reach,  whether  they're  around  the  block  or  around 
i  'orld.  To  see  for  yourself,  just  log  on  to  our  next  webcast  auction.  You  won't  just  be  impressed.  You'll  be  sold. 


DOVEBID 


TM 


Business  Auctions  Worldwide 


dovebid.com 


d.com,  and  the  DoveBid  logo  are  trademarks  of  DoveBid,  Inc.  California  Bond  Number  57BSBAI7624 


■  

INTRODUCING  FOLIO  INVESTING 

* f. M<:h'  1'';'.       ■     ;  ; 

STEVE  WALLMAN 
Founder  &  CEO,  FOLIOfn 


"We've  combined  the  instant  diversification  and  ease  of  investing  that  come  with 

mutual  funds  along  with  the  benefits  of  owning  individual  stocks. 


POINT.  CLICK  •  BACK  IN  THE  20TH  CENTURA 

THAT'S  HOW  PEOPLE  BOUGHT  A  STOCK. 

TODAY,  IT'S  HOW 

YOU  BUY  A 
WHOLE  PORTFOLIO 


Until  now,  online  investing  meant  picking  stocks  one  at  a  time  and  trying  to  guess  the  next  big  winner.  But  toda 
there's  a  better  way.  Online,  in  one  simple  transaction,  you  can  buy  a  whole  portfolio  of  stocks  and  stop  worryin) 
about  whether  you've  picked  the  "right"  stock. 

Introducing  FOLIO  investing31"  from  FOLIOfn.  With  FOLIO  investing,  you  can  invest  in  a  whole  sector  or  inde 
You  can  buy  conservatively,  or  aggressively.  You  can  even  purchase  a  list  of  stocks  from  articles  in  this  magazine, 

Interested  in  biotech  but  unsure  which  stocks  to  pick?  Just  buy  our  Biotech  FOLIO.  Buy  it  "as  is"  or  change  it  arj 
way  you  want.  Add  stocks  you  like.  Drop  the  ones  you  don't.  That's  how  it  works  with  our  scores  of  ReadyTo-Go  FOLIO 

FOLIO  investing  is  as  simple  as  buying  a  mutual  fund.  But  with  no  minimum 
investment.  No  asset  based  fees.  And  since  you  own  the  stocks, 
you  controi  your  taxes. 

And,  you  can  still  build  a  FOLIO  or  invest  and  trade  the  old 
fashioned  way  -  one  stock  at  a  time. 

All  for  a  revolutionary  flat  fee  -  $29.95  per  month  with  no 
commissions  -  that  can  save  you  bundles  versus  a  mutual  fund 
or  an  online  broker.* 

FOLIO  investing.  Like  nothing  you've  ever  seen  before. 
Welcome  to  the  21st  century. 


TEST  DRIVE  FOLIO 
WING  FREE  FOR  30  DAYS. 


Log  on  to  www.foliofn.com  and  create  a 
portfolio  of  stocks  that  you  can  invest 
in  without  real  money  and  without 
obligation.  Or  start  investing  with  real 
money  today  and  get  your  first  month 
free.  Either  way,  please  give  us  a  try. 


FOLIO/?/ 


Mext  U 


What's  N 


*With  FOLIO/a  you  can  create  three  FOLIOs  of  up  to  50  stocks  each  for  a  flat  fee  which  includes  unlimited  trading  in  our  twice  daily  windov 
FOLIO  investing,  like  all  investing,  involves  risk  including  potentially  the  loss  of  principal.  Sector  investments  may  be  higher  risk  than  other  investmen 
Mutual  funds  are  managed  by  paid  fund  managers  and  regulated  by  the  SEC.  ©2000  FOLIOfri  Investments,  Inc.  Member  NASD,  SIPC.  All  rights  reserve 


www.foliofn.com 


Personal  Finance 

 Sl  Career 


is  the  demands  of 
/ork  and  home 
fiount,  most  of  us 
ind  ourselves 
neglecting  important 
ersonal  matters. 
Ise  these  sites  to 
ave  time  by  putting 
ioutine  tasks,  from 
rganizing  messages 
o  paying  debts, 
:n  autopilot. 
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by  E-mail 


If  you  think  online  bill  paying  is  a  godsend,  check  the  sites  below.  By  linking 
directly  to  your  checking  account  or  credit  card,  these  services  let  users 
send  funds  via  e-mail  without  compromising  security  or  privacy.  No  need  for 
a  money  order  to  buy  that  vintage  guitar  on  Ebay.  Just  type  in  an  e-mail 
address  and  your  credit  card  number.  Suddenly,  you're  a  Visa  merchant. 
The  only  requirement  is  that  both  parties  in  the  transaction  be  members  of 
the  site.  No  wonder  PayPal  has  already  signed  up  2.7  million  members, 
many  from  Ebay.  Viral  marketing  at  work.  —Adam  Leitzes  and  Joshua  Solan 


PayPal 

www. x. com 

This  site  has  been  an  innovator  in  the  newly 
emerging  e-mail  payment  business.  Its  more 
than  2.7  million  account  holders  can  now  send 
funds  via  e-mail  or  by  using  a  mobile  phone; 
Web  site  owners  and  individuals  can  accept 

credit  card  payments  easier  than 
ever  before  (transaction  fees  are 
only  1.9%,  and  the  funds  can  be 
swept  daily  into  a  bank  account). 
PayPal  is  used  by  more  auction- 
holders  than  Ebay's  own  Billpoint. 

►  Best:  Accounts  are  insured  by  Travel- 
ers Property  Casualty  up  to  $100,000 
against  fraudulent  transactions. 

►  Worst:  PayPal's  registration  process 
is  painful:  Verification  of  your  bank 

account  requires  that  you  access  your  bank  statement 
and  determine  the  amount  of  two  small  "dummy" 
deposits  made  by  PayPal. 


Send  and  request  money 

online  for  FREE! 


ml 


Ecount 

www.ecount.com 

Ecount  offers  basic  person-to-person 
payment  services  with  a  few 
noteworthy  twists.  Once  funds  are 
added  to  an  Ecount  account  via  a 
credit  or  debit  card,  members  can  use 
their  funds  to  shop  at  any  online 
store  that  accepts  MasterCard.  Just 
enter  an  Ecount  account  number 
instead  of  a  MasterCard  number — a 
convenient  way  to  avoid  sending  your 
credit  card  number  across  the 
Internet.  Ecount  allows  users  to  send 
as  little  as  $1,  though  you'll  have  to 
accumulate  $5  in  your  account  before 
you  can  withdraw  any  funds.  An 


initial  $500  spending/receiving  limit 
is  automatically  upped  to  $1,000  per 
day  once  your  billing  address  is 
verified  via  postal  mail. 
►Best:  Members  can  have  money  sent  to 
up  to  five  e-mail  addresses,  a  feature  par- 
ticularly useful  for  online  auction  sellers. 
►Worst:  Only  credit  and  debit  cards  can 
be  used  to  add  funds— no  checks  allowed. 

Gmoney.com 

www.gmoney.com 

This  site  offers  a  smart  variation  on 
the  e-mail  payment  concept.  It  helps 
individuals  manage  shared  resources 
and  group  finances.  Splitting  the  bills 
on  a  vacation  condo  ski  rental? 


EASY!  SS3 

ITS 


-  7T77 


CMjmrouN  own  woup 

■  pi*  iiiMi  it*"}  gMotitf  • 


Gmoney  allows  users  to  set  up 
payment  groups  by  entering  the 
e-mail  addresses  of  invited  memb 
Each  group  has  its  own  Web  page 
where  you  can  initiate  transactor 
and  track  the  flow  of  payments 
between  members.  Gmoney  allow 
users  to  set  up  detailed  payback 
schemes  depending  on  how  the 
money  needs  to  be  split. 
►Best:  Quick  Entry  settings  allow  for  r 
payment  of  common  transactions,  incl 
ing  groceries,  loans  and  rent  payment 
►Worst:  Technical  glitches. 

MoneyZap 

www.moneyzap.com 

Western  Union  has  been  wiring 
money  for  decades.  Now  it  is  getti 
into  the  e-mail  payment  business. 
The  Western  Union  MoneyZap 
service  is  simple  to  use.  Rather  th. 
maintaining  an  account  with  cast; 
reserves  at  MoneyZap,  the  site  is 
geared  to  the  occasional  user  who 
wants  to  make  a  direct  e-mail 
payment.  Recipients  are  required 
have  a  checking  account,  since 
MoneyZap  only  offers  direct  depc 
►Best:  Easy  sign  up  and  navigation. 
►Worst:  MoneyZap  is  currently  free,  b 
soon  it  will  charge  fees. 

PayMe.com 

www.payme.com 

PayMe.com  has  truly  made  sendii 
.  money  "as  easy  as  sending  e-mail 
The  entire  site  is  consumer-orienl 
with  no  confusing  business  or 
merchant-account  options,  and  si 
up  takes  minutes.  PayMe.com  wa: 
acquired  in  April  2000  by  online  1 
payer  PayMyBills.com. 

►  Best:  Payment  Center  keeps  a  list  of 
complete  and  pending  transactions. 

►  Worst:  No  fraud  insurance. 
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ow  to  make  intelligent,  safe  and  cost-conscious  decisions 
very  time  you  buy  insurance.  At  Quotesmith.com  you  get 
istant  quotes  from  over  300  companies  -  and  the  freedom 
I  buy  from  the  company  of  your  choice.  It's  fast  and  easy. 


tant 

•  Insurance 

Res 

Id  you  save  20%  or 
2  on  car  insurance? 
re  made  it  quick 
easy  to  get  instant 
:  nsurance  quotes 
i  leading  insurers, 
i  one  place. 

tesmith.com  is  an  ideal  car  insurance 
arce  for  drivers  of  every  age. 
•uotesmith.com,  we've  even  made  it 
ible  for  you  to  point,  click  and  buy  online! 


War  with  families:  10,  20  and  30  year 
\\life  insurance  can  give  peace  of  mind. 

I  tant  Term  Life 
Lira  nee  Quotes 

II  a  rate  guarantee  and  go!  In  seconds, 
(Id  view  policies,  coverages, 

I  pendent  ratings,  underwriting 
ketones  and  premiums  -  all 
:  eniently  sorted  by  lowest  cost. 


All  in  one  place:  instant 
quotes  from  leading 
companies  make  it  easy 
to  comparison  shop. 


"We  found  the  best  deals 
yuotesmith  " 
Money  Magazine 


SmartMoney  Interactive 

thett  site  for  online 
durance  quotes,'*"* 

Sma™P»eyOnline 

much  easier  *  y 
brents  Magazine 

" '  ■''he  largest  number 

°'  insurers...  " 
Jane  Bryant  Quinn 


g»""th.cow  Onlino, 


\companies^hV;Sa7"Ce 

»     ••   Fa,,  a  "d  now 

•••     '  ACCU,a,e  Prlra(e 


smith.com  makes  it  easy  to  compare 
I  plans,  features  and  prices. 


»tel  Pokey  cocaoes  J"""95'  e«"™ne 
guidelines,  buy  Horn  The  I  "nd°™ntmg 

•90093.  Some  ml  '  *OA,3858.  UT 
S500  9"a,an,ee?s  ?"b  ec,^rrses  ""'^ 


tant  Medical 
i  jrance  Quotes 

l|  is  the  quickest  way  possible  to  find 

|,jh  insurance  coverage  for  yourself,  your  family  or  your  small  business. 
I  instant  quotes,  scan  the  marketplace  in  seconds.  You'll  find  standard  plans,  PPOs,  HMOs, 
I  :  term  plans,  dental  plans  and  Medicare  supplement  plans  all  in  one  place  at  Quotesmith.com. 
Ilcipation  by  leading  companies  eliminates  the  hassle  of  buying  medical  insurance. 

vww.quotesmith.com  :CkN 
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l-Link 


Why,  you  may  wonder,  would  you  ever  need  a  universal  inbox?  Isn't 

just  an  e-mail  inbox  good  enough?  Perhaps  not  if  you  are  swamped  with 
messages:  voice  mails  at  work  and  at  home,  faxes  and  e-mails  sent  to 
multiple  accounts.  Keeping  up-to-date  with  all  your  incoming  messages 
can  be  a  huge  headache. 

Universal  inboxes  lighten  the  burden  by  allowing  you  to  access  all  your 
messages  in  one  place  by  phone  or  over  the  Web.  Voice  mails  arrive  as 
audio  files  which  you  can  then  listen  to.  E-mails  can  sometimes  be  read 
to  you  over  the  phone  by  a  virtual  assistant.  Before  choosing  a  provider, 
bear  in  mind  that  the  sites  here  are  merely  vehicles  for  explaining— and 
sometimes  demonstrating— product  features.  Once  you  sign  up  for  an 
account,  you'll  be  directed  to  your  inbox.  —Graham  Button 


Webley 

www.webley.com 

If  you  need  an  inbox  with  lots  of  features,  it 
doesn't  get  much  better  than  Webley.  Using  one 
phone  number  you  can  receive  calls,  faxes  and 
voice  mail.  Webley  offers  many  of  the  usual  perks, 
like  call-forwarding,  access  to  an  address  book, 
conference  calling  and  e-mail  by  phone.  There's 
even  a  virtual  attendant  that  operates  through 

voice  recognition. 
Webley's  most 
popular  package 
costs  $15  per  month, 
then  there  are 
additional  usage  fees: 
6  cents  per  minute 
for  inbound  calls 
and  5  cents  per 
minute  for  outbound 
long  distance  calls. 
►  Best:  Impressive  flexibility  and  functionality  at  a 
reasonable  price. 

►Worst:  Personal  phone  numbers  available 
only  in  Chicago. 


I-Link 

www.i-link.net 

I-Link  operates  a  private  Internet  tele- 
phony network  and  sets  you  up  with 
an  inbox  and  a  phone  number  to 
manage  your  messages.  The  service 
provides  the  things  you  expect,  like 
call-forwarding,  call  screening  and  no- 


tification of  inbox  messages.  You  can 
transfer  a  call  from  your  cell  phone  to 
your  office  or  home  phone.  The  call- 
waiting  service  has  a  nifty  "whisper" 
feature  that  lets  you  hear  a  brief 
recording  of  the  caller's  voice  before 
you  answer — allowing  you  to  interrupt 
the  call  you're  on  or  send  the  incoming 


call  directly  to  voice  mail.  I-L 
charges  a  $9.95  setup  fee.  The  mon 
subscription  fee  is  also  $9.95.  Ph 
usage  minutes,  which  cost  4.9  a 
apiece,  are  sold  in  monthly  "bundle 
►Best:  Sophisticated  call-managemenl 
features. 

►Worst:  Service  can't  read  e-mails  to 

Linx 

www.linxcom.com 

Through  Linx's  Web  interface  yo 
can  listen  to  voice  messages,  plac 
calls,  view  and  print  faxes  and 
forward  voice  and  fax  messages  z 
e-mail  attachments.  Linx  also  let 
you  have  calls  forwarded  to  othe 
numbers  and  gives  you  the  optio 
once  a  caller  has  been  announce" 
to  transfer  the  call  to  another 
number  or  send  the  caller  to  voi< 
mail.  One  big  drawback  to  this 
service  is  that  conference  calls  cz 
be  initiated  over  the  Web.  Linx 
charges  a  $24.95  setup  fee.  Its 
standard  package  runs  $29.95  pe 
month  and  includes  200  phone 
usage  minutes  for  domestic  calli 
Additional  minutes  are  8  cents  e 
►Best:  Well-designed  Web  interface. 
►Worst:  Does  not  integrate  with  existi 
e-mail  accounts. 

Message  ASAP 

www.messageasap.com 

Don't  want  to  spend  money  to 
manage  your  messages? 
MessageASAP's  service  is  free,  but 
doesn't  cut  corners.  It  gives  you  n 
of  the  services  you  would  have  to 
for  elsewhere.  For  instance,  you  a 
access  messages  by  e-mail,  over  th 
Web  or  by  using  your  phone.  You 
send  and  receive  faxes  using  your 


0 
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We  were  thinking, 
"Nontraditional  com| 
require  nontraditior 
financial  solutions.' 


BlackRock 


>rs 


PNC 

Mortgage 


PNC 
Bank 


PNC 

Real  Estate 
Finance 


PNC 

Business 
Credit 


PFPC 


Venture 
Bank 
@PNC 


trength  of  PNC  is  the  strength  of  a  leader  who  can  provide 
le,  customized  financing.  In  the  case  of  iGATE  Capital,  a  global 
ig  company  specializing  in  e-services,  we  provided  a  hybrid 
)ased  on  cash  flow  and  potential  equity  value.  For  your  one- 
olution,  call  us  at  1-888-PNC-7030,  or  visit  www.pnc.com. 


©PMC 


The  Thinking  Behind  The  Money 


©2000  The  PNC  Financial  Services  Group,  Inc. 
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computer  and  the  service  will  even 
notify  you  when  messages  come  in.  If 
you  choose,  it  can  send  your  messages 
to  pagers  and  other  wireless  devices.  A 
nice  feature:  Address  books  from 
popular  applications  such  as  Eudora 
Pro  and  Outlook  can  be  imported 
into  MessageASAP.  Another  nice 
feature  is  that  you  can  listen  to  e-mail 
over  the  phone. 


OfhlrDomam  - . 

MessageASAP 

p.— rheum/ltd         *-??iv  ~^~~^3 
Messaging  Solution'. 

nal>»4  Topics 

COOl  NffW  StUlTl  Or«..M*E 

line.  Orchestrate's  premium  offer  costs 
$19.95  a  month  (if  you  opt  for  both 
local  and  toll-free  numbers)  plus  a 
$4.95  setup  fee.  There  are  also  phone 
usage  fees  which  includes  things  like 
call-screening,  getting  Web  content  by 
phone  and  recording  voice  replies  to 
e-mail  messages. 
►  Best:  This  inbox  is  like  a  portal 
►Worst:  Doesn't  support 
customized  fax  cover  pages. 


►  Best:  You  can  use  your  existing  e-mail 
address  and  phone/fax  numbers. 
►Worst:  No  call-forwarding  or 
call-screening  features. 

Orchestrate 

www.orchestrate.com 

If  you  want  the  sort  of  portal  features 
that  Yahoo  offers  plus  an  inbox  all 
wrapped  up  in  one,  consider 
Orchestrate.  You  can  customize  the 
service,  then  access  it  over  the  Web  to 
manage  your  messages,  glance  at  your 
address  book,  check  on  an  appoint- 


ment in  your  calendar,  look  up  recent 
stock  quotes  and  get  other  informa- 
tion. When  you  sign  up  for  the 
service,  you  receive  an  e-mail  address 
plus  an  800  number,  a  local  phone 
number  or  both.  The  service  comes 
with  a  filtering  function  that  allows 
you  to  specify  rules  for  receiving 
messages  and  notifications,  which  can 
be  sent  to  a  pager  or  Web-enabled  cell 
phone.  Internet  call-waiting  saves  the 
expense  of  having  a  second  phone 


TelePost 

www.telepost.net 

With  TelePost,  messages  can  be 
sent  to  your  existing  e-mail  account 
or  the  system  can  pull  e-mail  from 
existing  accounts  into  your  TelePost 
inbox.  You  can  import  data  from  pop- 
ular information  management  tools 
into  a  contact  manager.  You  can  access 
the  system  by  phone  to  listen  to  mes- 
sages and  e-mail  or  route  faxes.  Pre- 
mium add-ons  let  you  make  confer- 
ence calls  or  conduct  PowerPoint 
presentations,  and  distribute 
documents.  Pricing  starts  at  $14.95 
per  month  plus  phone  usage  fees. 
There  is  also  a  $10  charge  to  activate 
an  account. 

►Best:  Synchronizing  the  Web  with  voices 

over  the  telephone  makes  virtual 

meetings  cost-effective. 

►Worst:  Can't  screen  incoming  calls. 

No  message  notification  or 

call-forwarding. 

ThinkLink 

www.thinklink.com 

ThinkLink  combines  free  messaging 
with  low-cost  calling  via  the 
company's  private  Internet  telephony 
network.  You  receive  an  e-mail  address 
plus  your  own  personal  local  and  toll- 
free  numbers,  and  can  access  voice 


mail  and  e-mail  over  the  phone  or 

the  Web.  E-mail  can  also  be  read  oi 

the  phone  and  forwarded  to  any  fa 

machine.  Voice  messages  can  be 

forwarded  as  e-mail  attachments.  A 

the  click  of  the  mouse,  you  can  ope 

up  the  audio  file  and  listen  to  the 

message.  While  local  calls  are 

WEB  TIP  free,  long  distance  calls  run 
You  can  find  superior     cents       minute.  Incomi 

faxing  services  at  r 
www.messageclick.com    calls  to  your  800  number 
which  is  reviewed  at      w[\\  cost  you  i  q  cents  pei 

minute;  outbound  long- 
distance calls  are  15  cents 
per  minute. 
►Best:  You  pay  only  for  phone  usage. 
►Worst:  No  conference  calling. 


Forbes.com. 


Ureach.com 

www.ureach.com 

Ureach  provides  a  variety  of  inbox 
call  management  services,  includin 
whisper  call  waiting,  where  you  fin 
out  who  the  caller  is  before  you  dec 
if  you  want  to  pass  him  on  to  voice 


"Reach 


mail.  You  can  also  get  messages  on 
your  pager  or  even  an  ICQ  instant 
messaging  address.  A  unique  featur 
of  this  service  is  that  it  lets  you  creai 
a  shared  "room"  with  a  calendar, 
address  book,  bookmark 
folder  and  document  archive — all  c 
which  can  be  accessed  online  by 
friends,  family  and  colleagues.  An 
incentive  to  try  out  this  service  is  tr 
if  you  use  less  than  30  minutes  of 
phone  time  per  month,  it  costs 
nothing  to  use  Ureach.  Additional 
minutes  cost  8  cents  to  10  cents 
each,  depending  on  the  amount 
purchased. 

►  Best:  Shared  room  feature. 
►Worst:  No  local  personal  numbers. 
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MB 


f 

will 

be  next? 


iome  companies  are  really  on  the  ball. 


4f 


Some  of  the  world's  most  forward-thinking  companies  have  transformed  their  Web  sites  into  live  meeting 
03      rooms.  They  have  discovered  the  speed,  reliability  and  scalability  of  the  WebEx  Interactive  Network.  Their 


Web  sites  now  hum  with  people  conducting  business  right  in  their  browsers,  without  any  hardware  or  software 
changes.  Now  you  can  give  presentations.  Share  software  and  desktops.  Tour  the  Web.  Voice  and  video  conference, 
in  real-time.  All  on  the  Web.  Talk  about  ROI.  Isn't  it  time  your  company  got  on  the  ball?  Visit  webex.com  or  call  1-877-50-WebEx 


see  how  great  minds  meet  online. 

ireat  minds  meet  online  at  webex.com 


webex 


and  the  WebEx  logo  are  trademarks  of  WebEx  Communications,  Inc.  ©2000  WebEx  Communications,  Inc.  All  rights 
ed.  All  other  names  and  logos  are  registered  trademarks  of  their  respective  owners. 
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You  are  bored  or  dissatisfied  in  your  job.  Maybe  you'd  rather  be 

helping  to  save  the  world.  Maybe  you're  in  what  you  regard  as  a  dead-end 
job  but  have  read  about  all  the  new  wealth  being  created  and  would  like  a 
piece  of  it.  How  do  you  break  away  from  what  you  know  and  start  over?  The 
Web  makes  the  task  easier,  with  many  sites  that  help  you  get  up  to  speed 
on  occupations  other  than  your  own— everything  from  Web  design  to 
insurance,  aptitude  tests,  career  counseling  and  even  support  groups.  A  few 
clicks  can  hook  you  up  with  people  in  different  fields— the  best  way  to  learn 
about  a  career.  Some  sites  have  communities  for  swapping  ideas  and 
strategies  with  other  career  switchers.  With  some  luck,  pretty  soon  getting 
up  for  work  in  the  morning  might  not  be  so  bad  after  all.  —Shawn  Morris 


Inside  Insight  on  Jobs  and  Careers 
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WefFeet.com 

www.wetfeet.com 

Finally,  a  place  where  you  can  share  your  career- 
changing  woes  and  frustrations  while  picking  up 
useful  information.  Founded  in  1994,  WetFeet 
offers  48  different  chat  rooms.  Here,  a  former 
policeman  tries  to  figure  out  how  to  become  a 
techie,  while  high-salaried  professionals  search  for 
ways  to  flee  their  blissfully  secure  jobs.  There's 

also  info  on  things  like  how 
CPAs  can  break  into  the 
dot-com  world,  and  how  an 
investment  banker  can 
apply  her  skills  to  a 
different  career.  Curious 
about  switching  to 
journalism?  WetFeet's 
salary  wizard  may  change 
your  mind.  It  reports  that 
the  median  base  for  New 
York  City  editors  is 
$55,513.  There  is  advice  on  how  to  land  the  right 
interviews,  get  an  offer  and  negotiate 
compensation.  Founded  by  two  Stanford 
M.B.A.s,  WetFeet  is  easy  to  use  and  offers  a  wealth 
of  information. 

►Best:  Variety  of  career-changing  info. 
►Worst:  No  jobs  database. 


About.com 

http://votech.about.com 

Features  the  ongoing  real-life  sag 
Bob,  a  fifty-something  executive  1 
was  recently  downsized;  Liz,  a  sta 
home  mom  now  returning  to  the 
work  force;  and  Ally,  a  laid-off  dc 
commer  who  seeks  a  more  durab 
job.  Besides  the  drama,  there  is 
advice,  links  and  articles  on  thing 
like  turning  your  hobby  into  a  cai 
►  Best:  Links  to  sites  like  University  o 
Missouri's  Career  Center. 
►Worst:  Some  sections  lead  to  reduni 
information. 

CareerLeader 

www.careerdiscovery.com 

Developed  by  two  professors  from 
vard  Business  School,  CareerLeade 
online  tools  are  currently  used  by 
panies  as  well  as  by  business  schoo 


The  program  consists  of  three  tests 
which  measure  your  life  interests,  y 
work/reward  values  and  business  st 
It  then  takes  your  answers  into  accc 
and  recommends  specific  career  pa 
But  these  services  don't  come  free, 
online  career  self-assessment  tool  cc 
$95  (you  get  $20  off  if  you  are  an 
alumni  of  a  participating  school). 
►  Best:  Sophisticated  in-depth  testing. 
►Worst:  The  fees. 

Cooljobs.com 

www.cooljobs.com 

■  If  you're  an  advertising  exec  on 
Madison  Avenue  but  have  secretly 
always  wanted  to  train  lions,  this  s 
will  tell  you  where  to  go  (to  Shogu 
Exotica  Cata,  a  sanctuary  in  Ft. 
Lauderdale,  Fla.).  Cooljobs.com  li: 
some  of  the  most  far-flung  jobs  yo 
could  imagine.  The  listings  even  c« 
with  duties  carefully  defined.  Whq 
knows-your  next  job  may  require 
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net.5 

The  Little 

vTpystore 


Multipurpose 
mainframe. 
Compatible 
with 

DOS,  MAC,  IBM. 

Requires 

1  /2-hour  lunch. 


Kelly  Information  Technology  Resources™  specializes  in  placing 
IT  professionals.  Whether  you  have  short-term  or  permanent 
staffing  needs,  Kellf  will  meet  them  quickly  and  efficiently. 
For  information,  call  l-888-GO-KELLY,  or  visit  www.kellylT.com 


Kelly  Temporary 
Services" 


Kelly  Engineering 
Resources'" 


Kelly  Merchandising 
Resources'" 


Kelly  Law  Registry " 


^  Kelly  IT  Resources  ' 


Kelly  Scientific 
Resources8 


Kelly  Staff  Leasing/ 


Kelly  Assisted 
Living® 


KELLY 

SERVICES 


©  2000  Kelly  Sen/ices,  Inc.  All  rights  reserved 
An  equal  opportunity  employer. 


Look  what  we  do  now.1 
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to  hug  and  kiss  lions  on  a  daily  ba 
►  Best:  Obscure  and  fantasy  job  postin 
►Worst:  Not  much  guidance  on  changi 
careers,  just  job  listings. 

Monster.com 

www.monster.com 

Monster.com's  section  on  career 
changing  delivers  42  articles  offeri 
quizzes  that  help  you  figure  out  if 
need  to  change  your  career  or  just 
your  job.  There  are  articles  that  wA 
about  potential  pitfalls  and  strategl 
The  message  boards  are  lively, 
including  a  career  doctor  who  willl 
answer  your  questions.  After  you\| 
decided  what  areas  interest  you,  p<| 
your  resume  or  look  for  a  job  in  tfl 
largest  jobs  database  on  the  Web. 
►Best:  The  articles  and  breadth  of  listij 
►Worst  Information  overload  sometime| 
makes  this  site  a  chore  to  navigate. 

Vault.com 

www.vault.com 

You  currently  hate  your  job  becauj 
the  pay  is  low  and  the  politics  are 


V  ULTc 


high.  But  before  you  make  the  leaj 
a  different  career,  go  to  Vault.com. 
Here  you  can  get  a  glimpse  into  w 
it's  really  like  to  be  a  New  Econorr 
executive  at  Ivillage,  or  get  the  sco< 
on  General  Electric's  leadership 
programs.  At  this  site,  people  who 
work  for  different  companies 
anonymously  post  what's  really 
happening  on  the  inside.  Besides  t 
.  scoops,  this  site  offers  lots  of 
information  on  a  number  of 
industries,  from  agriculture  to 
publishing.  There's  also  an  extensi 
job  board,  daily  news  by  industry, 
information  for  those  wanting  to  ; 
an  M.B.A.  and  a  number  of  extern 
well-written  articles,  as  well  as  lini 
►Best:  Insider  information. 
►Worst:  Sorting  the  boards  is  limited. 


We  don't  just  move  information. 

We  move  information  that  moves  the  world's  markets. 

Global  Crossing.  It's  what  happens  when  the  most  advanced  network  on  earth  meets 
the  world's  richest  content  to  take  your  business  anywhere  on  the  planet. 

•  A  fast,  secure,  seamless  global  network. 

•  A  full  range  of  IP  services  that  meld  network  and  applications  to  enable  an  array  of  rich  content. 

.  •  GlobalCenter's  unique  infrastructure,  applications  and  Web  hosting  for  complex  online  enterprises. 

Global  Crossing 

The  ability  to  reach  the  world. 
The  capacity  to  change  it." 

www.globalcrossing.com 

©2000  Global  Crossing  Ltd.  Global  Crossing  and  the  7  Cable  Design  are  trademarks  of  Global  Crossing  Holdings  Ltd. 
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Estate  Planning 

Estate  planning  is  the  castor  oil  of  personal  finance.  But  if  you  don't 

swallow  it,  the  fax  man  may  well  get  more  of  your  assets  than  your  heirs 
will.  At  some  point  you  will  probably  need  a  lawyer  or  an  accountant  but 
we  strongly  advise  that  you  learn  the  rudiments  of  the  game  before  you 
bring  in  a  professional.  The  Web  is  at  your  service.  Since  no  one  site  can 
do  it  all,  we  recommend  you  consult  several. 

With  Congress  seriously  considering  elimination  or  at  least  reduction 
of  the  confiscatory  death  tax,  it's  important  that  you  update  frequently  on 
estate  planning,  even  if  you  already  have  a  will. 

With  the  stock  market's  long  climb  and  real  estate  values  near  their 
peaks,  you  may  well  be  richer  than  you  think— or  at  least  you  will  be,  as 
you  approach  retirement  age.  Even  if  you  happen  to  dislike  your 
prospective  heirs,  don't  you  at  least  want  to  make  sure  that  what  you 
leave  behind  goes  to  a  good  charity?  —Elizabeth  MacDonald 


National  Network 

of  Estate  Planning  Attorneys 

www.netplanning.com 

Pitiful  site  design  but  solid  advice  and  hand- 
holding  on  many  complicated  issues  of  estate 
planning.  Click  on  personal  estate  planning  and 
get  information  on  a  slew  of  topics  as  well  as 
estate  planning  pitfalls,  such  as  how  property 

owned  jointly  can  pass  to 
unintended  heirs.  Site  is 
organized  by  topic,  with 
frequently  asked 
questions  in  each.  You 
can  get  attorney 
references  by  e-mail 
within  two  days. 
However,  there  is  no 
search  function  or 
glossary.  The  section  on 
Charitable  Remainder 
Trusts  doesn't  define 
the  term. 

s»Bes1:  Tips  on  avoiding  federal  estate  and  gift  taxes 
using  obscure  instruments  like  Grantor  Retained 
Annuity  Trusts. 

►  Worst:  Lacks  links,  tables,  calculators.  Gets  an  F  for 
design  and  innovation. 


National 
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American  Academy  of  Estate 
Planning  Attorneys 

www.estateplanforyou.com 

This  accessible,  easy-to-understani 
site  offers  ten  top  estate  planning 
techniques  with  a  handy  glossary  t 
demystifies  the  trade  jargon  in  eacj 
approach.  For 
instance,  it  tell.' 
viewers  that  re> 
cable  living  tru 
are  devices  use* 
to  avoid  probal 
and  provide  m 
agement  of  pre 
erty,  during  lift 


,  AMIiKK'AN 
ACADKM  V 


and  after  death.  It  also  explains,  in 
comprehensible  language,  that  an 
irrevocable  life  insurance  trust  is 
used  to  prevent  estate  taxes  on 
insurance  proceeds  at  the  death  of 
insured.  In  its  Estate  Planning 
Consumer  Poll,  the  site  also  invite 
visitors  to  sound-off  on  issues  like 
supporting  tougher  penalties  for 
fraudsters  who  sell  scam  trusts  to 
unsuspecting  consumers. 
►  Best:  Hot  links  to  find  estate 
planning  attorneys. 

►Worst:  Carpal  tunnel  central:  Takes  ti 
much  clicking  to  find  info.  Also,  Estate 
Planning  News  feature  is  temporarily 
unavailable. 

Deioitte  &  Touche  Online 

www.dtonline.com 

Big  Five  accountants  Deioitte  & 
Touche  present  a  well-organized 
estate  planning  roadmap  in  its  Yoi 
Estate  Plan  area.  Gives  a  readable 
glossary,  tips  on  how  to  let  survivi 
spouses  direct  assets  in  a  living  tri 
helpful  checklists  and  articles  sucr 
"Coping  with  death"  and  "How  tc 


PERSONAL  FINANCE 
ADVISOR 


Top  of  the  News 

?rciMT%r*?{«lJt_Wortt  tart  ill  jom  Me  out  vl 
pawing  voui  veatth  »  voui  beta'  Ow  nev  guide  PreservD 
Wealth  gives  an  mtroducnoii  s  0*  many  cob  wulabte 


TAX  NEWS  i  VIEWS 


JUU. 


GROWTH  COMPANY 

I  SERVICES 


T»i  Jp  _K'T>?y_   -Trhe-ttkng  E*prer»tiDO  Ri 

TreaS'irv  Report  Sav?  Dejpi*  cerate  diflirulues  inhere: 
deprecation  rules,  rvirhing  from  (he  current  jyswm  c 
deprecation  vooiJ  pose  'serious  prececal  problems  ■  ii 
and  da*d  esttmafcs  and  the  expense  of  mdextng  depreciano: 
inflation  the  Treasury  Department  concluded  in  a  report  t) " 
27. 

Tom  Eswe  Plan  Ac  eja*  plan  a  more  than  a  will  lr 
stratfjtej  ©  enact  yom  v 
passes  vrti  yourejta*  '■ 


updated  Esta«  Plena 


WcltQfqr  This  cntte  O  pewna]  ftnonce.  axes  and  b 
Financial  Counseling  ^peciaiire  «t  r>lctt»  *  Touche  u 
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uss  estate  planning  with  your 

I  -  .  » 

nts. 

;t:  Easy  to  cruise,  well  presented, 
rst:  Occasionally  simplistic,  no  links 
ler  sites. 

atePlanningLinks.com 

estateplanningiinks.com 

site  moves  nimbly  from  the 
)le  to  the  complicated.  It  is 
?ycombed  with  copious  links  to 
aisal  sites,  online  estate 
ming  calculators  and  wills  of  the 
iand  deceased,  like  Princess 
la  (she  left  £50,000  to  her 
for),  John  Kennedy  Jr.  (estimated 
['  million  in  assets  going  to  his 
r  Caroline's  kids)  and  Marilyn 
roe  (friends  and  family  were 
lients).  Tells  all  about  family 
ed  partnerships,  offshore  estate 
ning  and  an  alphabet  soup  of 
Is  including  CRUTS,  CRATS, 
fS,  NIMCRUTS  and  GB. 


HTlfTTirrfll 1 


EstatePlannlngLlnks.com 


f:  Links  for  finding  local  experts. 
!  st:  You'll  need  an  expert  to 
j  stand  some  of  the  links. 

NET 

ilifenet.com 

ji  on  estate  planning  to  get 
111  information  presented  in 
look  format.  Comes  with  an 
1?  tax  calculator.  Site  also 
S  ins  differences  between  various 
like  wills  with  contingent 
pour-over  wills  and  living 
t  shelter  trusts.  (Pour-over 
for  example,  pick  up  any  assets 
ransferred  to  a  living  trust 
ig  a  person's  lifetime  and 
r"  them  into  the  trust  upon 
i.  The  assets  will  generally 
bject  to  probate 
nistration,  though.) 


►  Best:  The  five  easy-to-understand  tips 
on  avoiding  probate  and  a  handy 
calculator  that  lets  you  estimate  your 
estate,  estate  tax  and  probate  costs. 
►Worst:  Not  easily  searchable. 

MSN  MoneyCentral 

http://moneycentral.msn.com 


Mai  hqiw    Hsnai    weaaoiMi    mms  t£2M  p*"""  * c""  «S558"5. 


msn 


Ml 


PLUS  FAfT  SHEETS  AND  TCXDLS 


MoneyCentral  Retirement  &  Wills 

1  RctBenicnt  ll>l|lll||H|MWI||    11 'WW—  |i 

'■><•'■-■  ■■■■■ 


A  good  place  to  start,  but  you  must 
dig  through  reams  of  other  financial 
content  to  get  to  the  planning 
nuggets.  On  MoneyCentral  you  can 
get  help  choosing  an  executor,  find 
out  why  you  need  a  will  and  what 
happens  if  both  you  and  your  spouse 
die.  Has  an  index  to  articles  and 
links  to  sites  where  you  can  ask 
experts  about  sticky  points,  like  how 
a  second  marriage  will  affect  your 
tax-deferred  annuity.  Also  serves  up 
links  to  sites  on  estate  taxes,  gifts  and 
life  insurance. 

►Best:  Gives  quick  references  to 
estate  taxes,  life  insurance  and  a 
step-by-step  guide  to  wills. 
►Worst:  Cluttered  design;  had 
to  hunt  to  find  estate  planning 
area. 


since  the  early  70s.  A  must-see  site  if 
you're  just  beginning  your  estate 
planning.  It's  orderly,  and  posts 
pithy  articles  in  the  Estate  Planning 
Tools  area  covering  the  basics,  from 
wills  to  elder  care  and  healthcare 
directives.  Site  also  sells  software  that 
lets  you  craft  your  own  legal 
documents. 

►Best:  Accuracy  of  its  content. 
►Worst:  Separated  into  categories, 
the  search  function  is  unnecessarily 
confusing. 

Layne  Rushforth's 
Estate  Planning  Pages 

www.rushforth.org/planning 

Written  in  a  folksy,  down-home 
manner,  Nevada  lawyer  Layne  T. 


WEB  TIP 

Couples  and  singles 
looking  for  sample 
estate  plans  should 

click  on 
www.castlelaw.com. 


Nolo.com 

www.nolo.com 

Berkeley-based  Nolo  Press  has  been 
publishing  easy-to-read,  self-help 
books  on  personal  finance  and  law 


inolo.( 


SEARCH  •  HE 


X 


Wills  &  Estate  Planning 

0 


Legal  Encyclopedia 


Rushforth  gives  good  tips  on  the 
best  way  to  protect  your  assets  for 
your  heirs  and  how  to  avoid  taxes. 
Rushforth  goes  beyond  just  giving 
standard  advice,  like  telling 
readers  that  they  can  give 
up  to  $10,000  annually  to 
heirs  without  reporting  a 
taxable  gift.  Instead  of 
cash,  Rushforth 
recommends  giving  away 
appreciating  property  like  stock. 
By  doing  so,  a  person  can  reduce  an 
estate  by  the  current  value  of  the 
asset  given,  as  well  as  by  the  value  of 
potential  appreciation  and  earnings. 
►  Best:  Download  handy  forms, 
checklists  and  questionnaires,  like  an 
estate  planning  questionnaire  that  covers 
basic  family  and  fiduciary  information 
typically  asked  in  an  initial  interview.  !t 
could  save  you  legal  fees. 
►Worst:  Some  of  the  forms  are  good  only 
in  Nevada,  like  the  site's  durable  power  of 
attorney  for  health  care  or  duties  of  an 
executor. 
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Life  Insurance 

Fewer  than  2%  of  a!!  policies  issued  in  the  U.S.  are  sold  via  the 

Web.  As  with  auto  insurance,  however,  buyers  are  increasingly  using  the 
Web  for  research;  ultimately  they  will  begin  to  get  coverage  the  same  way. 
Use  the  Web  to  educate  yourself,  not  only  about  insurance  products,  but 
about  rates  and  the  variables  that  affect  them.  If  you  decide  to  buy  a  policy, 
don't  be  fooled  into  believing  the  preliminary  quote  you  receive  is  what  you 
will  actually  pay.  Most  online  applications  aren't  thorough  enough  to  provide 
an  accurate  quote.  It's  likely  you'll  also  be  required  to  have  your  urine  and 
blood  tested  before  the  policy  is  accepted.  —Carrie  Coolidge 


QuickQuote 

www.quickquote.com 

QuickQuote  stands  apart  from  other  mundane 
insurance  sites  because  it  has  flashy,  moving 
graphics  and  a  streaming-audio  greeting.  Its  fast 
and  simple  application  process  offers  a  good 

selection  of  instant  quotes  from  better-rated 
carriers  such  as  CNA  Life  and  Transamerica 
Occidental.  Even  better,  QuickQuote  does  a 
side-by-side  comparison  of  the  insurers  and 
each  policy's  particular  features.  There's  a 
live  chat  room  for  customer  service  and  you 
don't  have  to  submit  any  personal 
information  until  you  decide  to  apply  for  a 
policy.  If  you  do  apply,  you  can  check  its 
status  online  and  even  request  a  text-only 
version  if  your  access  speed  is  limited.  Unlike 
some  sites,  QuickQuote  has  licensed  life 
insurance  agents  available  during  business  hours. 
►Best:  QuickQuote  takes  the  extra  steps  to  see  your 
application  through  the  entire  underwriting  process. 
►Worst:  Can't  save  preliminary  quotes  online,  but  that 
will  change  in  October. 


AccuQuote 

www.accuquote.com 

AccuQuote  represents  more  than  200 
different  term  life  carriers.  Fill  in  its 
online  application  and  receive  several 
preliminary  quotes  within  a  few 
seconds.  AccuQuote's  agents  are 
happy  to  explain  convertibility  (which 
enables  you  to  convert  the  policy  to  a 
permanent  one  when  it  expires)  and 
then  help  you  figure  out  if  you  should 
opt  for  it.  AccuQuote  is  helpful  even  if 
you  aren't  in  perfect  health:  Its  agents 
can  help  you  find  the  lowest  quote 


you  will  actually  qualify  for. 
►Best:  Tips  like  don't  drink  caffeine  for  24 
hours  prior  to  your  medical  exam. 
►Worst:  You  must  provide  personal  infor- 
mation to  get  a  quote. 

Ebix 

www.ebix.com 

Ebix  is  trying  to  be  all  things  to  all 
parties.  On  one  hand,  it  offers  quotes 
on  car,  home,  health  and  life  policies. 
On  the  other,  it  wants  to  be  a  B2B  site: 
Consumers,  agents  and  carriers 
interact  on  an  exchange,  posting 


potential  policies  for  bidding.  Yoi 
simply  enter  your  information,  w 
you  want  to  pay  and  agencies  and 
brokers  bid  to  underwrite  the  pol 
►Best:  Access  to  information.  The  late 
insurance  industry  news,  for  example 
runs  across  the  screen  like  a  ticker. 
►Worst:  Some  carriers  do  not  offer  re 
time  quotes. 

InsWeb 

www.insweb.com 

This  site  has  an  easy,  fast  applicati 
process.  Punch  in  your  data  and  y 
will  get  quotes  from  a  dozen  or  so 
different  insurance  companies. 
InsWeb  gives  you  plenty  of 
opportunity  to  save  your  applicati 
along  the  way  so  you  can  finish  it 
later.  After  choosing  a  quote,  prov 
personal  information,  like  your  Sc 
Security  number,  and  you  will  be 
contacted  by  a  salesperson  or  ager 
►Best:  Live  chat  with  service  reps. 
►Worst:  Referral  service  only.  Does  n 
sell  insurance. 

Quotesmith 

http://quotesmith.com 

This  plain  Jane  site  is  for  experiei 
shoppers  who  want  a  vast  numbe 
quotes  and  don't  need  the  help  o 
toys  like  calculators.  What  it  lack: 
there,  though,  it  makes  up  for  in 
depth,  representing  130  different 
term  life  insurers.  After  filling  ou 
short,  anonymous  application,  yc 
instantly  get  dozens  of  quotes.  Oi 
you  choose  a  quote  and  complete 
more  thorough  application,  you  < 
print  it  out  and  mail  it  in. 
►Best:  Numerous  quotes.  You  can  coi 
plete  the  necessary  applications  onlir 
►Worst:  No  consulting  services. 


Forbes 


www.forbes.com 

At  Forbes  Insurance  Center  you'll  fir 
access  to  term  life  insurance  covera 
auto  and  even  insurance  for  your  pe 
courtesy  of  Youdecide.com. 
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knowing  American  Express  can  help  you  control  your  e-purchasing. 

American  Express®  Corporate  Purchasing  Card:  a  secure  e-purchasing  tool  with  built-in  cost  controls, 
blish  spending  limits.  Designate  preferred  vendors.  Track  expenses  online  or  off.  Integrate  purchasing  data  with 
mmerce  software.  And  cut  process  costs  up  to  95%  along  the  way.  Call  i-8oo-AXP-uoo  or  visit  americanexpress.com. 


If 


0  American  Express. 


i  11 U  1  V  ESfH^ 


E  C  I  A  L     ADVERTISING  SECTION 


5t  three  years  ago  the  Internet  industry  barely  exis 
ire.  Today,  whether  in  Guangzhou,  Hong  Kong  or  Taipei, 
Iboards,  bus  shelters  and  even  the  hubcaps  of  taxis 
b  plastered  with  the  names  of  local  dot-com  companies. 


Analysts  believe  that  soon  an  indus- 
try shakeout  similar  to  the  one  in  the 
U.S.  could  occur  in  the  region.  The 
sheer  size  of  the  user  base,  coupled 
with  the  respective  booming  econo- 
mies and  rising  disposable  income, 
makes  its  remarkable  growth  curve 
difficult  to  ignore. 

With  over  half  of  the  world's  popu- 
lation and  40%  of  its  GDRthe  Asian 
market  is  incredibly  alluring.  Interna- 
tional Data  Corp.  (IDC)  estimates  that 


the  region's  e-commerce  market  will 
grow  from  $720  million  this  year  to 
$32  billion  by  2002.  IDC  forecasts 
that  there  will  be  more  than  33  million 
Internet  users  in  China  by  2004.  The 
Chinese  Internet  economy  is  expect- 
ed to  increase  at  a  compound  annual 
growth  rate  of  over  170%,  reaching 
$114  billion  in  2004. 

What  makes  this  region's  dot-coms 
particularly  attractive  is  that  many  have 
learned  from  the  mistakes  of  their  U.S. 


counterparts  and  are  conducting  ther 
selves  more  sensibly:  maintaining  lowi 
cash  burn  rates,  capping  staff  leve 
and  minimizing  spending  on  marketini 
Being  based  in  this  diverse  regie 
spares  many  companies  the  recrui 
ment  headaches  suffered  by  Silicc 
Valley  firms.  In  addition,  the  back-er 
infrastructure,  which  enables  sue 
tasks  as  online  payment  and  overnigl 
delivery,  is  improving  rapidly  here. 

Foreign  participation  in  Greate 
China's  Internet  revolution  is  growini 
and  dot-coms  are  rushing  to  list  on  me 
kets  ranging  from  Hong  Kong's  Growl 
Enterprise  Market  to  the  NASDAQ. 

Terrance  Zhang,  CIO  for  New  Yor 
based  Kamsky  Associates  Inc.  in  Beijin: 
notes  that  because  most  private  bus 
nesses  in  China  have  no  access  to  bar 
loans  or  angel  networks,  many  Chines 


hesses  in  China  have  no  access  to  bank 
oans  or  angel  networks,  many  Chinese 
i  nternet  firms  are  desperate  for  offshore 
/enture  capital  to  move  beyond  the  start- 
up phase.  Healthy  opportunities  for 
nvestment  or  partnership  deals  with  dot- 
;om  firms  abound  in  Hong  Kong  and 
jTaiwan  as  well.  Wherever  you  look  in  the 
•egion,  entrepreneurialism  dominates. 

Netease 

(•Content,  Community  and  E-Commerce 
jlVsk  local  Internet  users  in  Beijing  to 
iiame  their  favorite  local  portal,  and  you 
■re  sure  to  hear  NASDAQ-listed 
ivletease.com,  Inc.  (www.163.com),  a 
■ompany  that  attracts  most  of  its  traffic 
Irom  mainland  Chinese  Internet  users 
l/ith  more  than  24  million  page  views 
i  c>er  day.  Netease,  which  recorded  a  reg- 
stered  user  base  of  5.9  million  at  the 
j  ind  of  June,  is  known  for  pioneering  the 
country's  many  popular  online  services, 
?  ncludingthe  first  free  e-mail  service. 
,j  At  an  early  stage,  Netease  developed 
j,  )roprietary  Chinese-language  person- 
alization features  and  other  Internet 
ipplications.  Because  of  the  double- 
;  >yte  characters  used  in  the  Chinese 
anguage,  the  barrier  to  entry  is  rela- 
tively high  for  companies  wishing  to 
•ffer  Internet  technology  to  the  Chi- 
tese-speaking  market.  "As  the  number 
,  me  portal  in  China,  we  truly  focus  on 
:hina.  We  have  very  focused  local  con- 
,  ant,  the  largest  local  community  online 
md  many  other  popular  online  services 
,  developed  for  local  users,"  says  CFO 
iielen  He,  a  former  investment  banker 
it  Bear,  Stearns  &  Co. 
Netease,  which  was  started  by  Co- 
.  :T0  William  Ding  in  mid-1997  as  a 


software  development  company, 
boasts  a  strong  culture  of  innovation. 
For  instance,  the  company  scours 
highly  trafficked  content  from  its 
users'  personal  pages,  as  well  as 
community  forums,  and  repositions  it 
for  general  use.  "We  use  significant 
user-generated  content,  which  tends 
to  be  'stickier,'"  says  Ding. 

In  its  early  days,  Netease  developed 
such  popular  tools  as  search  engines, 


Web-based  e-mail,  electronic  greeting 
cards  and  newsletters.  More  recently, 
the  company  added  the  largest  auction 
aggregation  house  in  China. 

Early  on,  it  developed  a  reputation  as 
the  "Geocities  of  China."  At  the  end  of 
June  2000,  the  number  of  personal 
Web  pages  on  the  site  totaled  over 
465,000.  The  company  counts  approx- 
imately 1.5  million  active  community 
members  within  about  22,600  commu- 
nity forums,  where  registered  users 
share  opinions,  chat,  participate  in  sur- 
veys and  instant  message.  In  addition, 
it  broadcasts  15  content  channels  work- 
ing with  more  than  150  international 
and  domestic  Chinese-language  content 
providers,  ranging  from  news,  IT,  finance, 
sports,  entertainment,  career,  educa- 


tion, health  and  women's  issues. 
Netease  also  enjoys  the  distinction  of 
hosting  what  is  probably  the  largest  chat 
room  in  the  world:  Recently,  it  recorded 
45,000  simultaneous  users. 

The  company  is  busily  adapting  much 
of  its  content  for  use  by  the  latest 
mobile  phones,  primarily  WAP-  and 
GPRS-enabled  handsets.  Netease  is 
the  first  bookmark  on  the  browser  of 
Siemens  WAP  phones  in  China,  and 


Motorola  has  named  the  company  its 
first  official  WAP  partner  in  China. 
Netease  is  also  rolling  out  new  tech- 
nology to  support  the  booming  B2B 
and  B2C  Internet  sectors. 

The  financial  backers  of  Netease, 
including  Japan's  Softbank,  News 
Corp.  and  Goldman  Sachs,  attest  to 
the  sustainability  of  the  company's 
business  model.  The  company  has 
also  assembled  a  very  strong  man- 
agement team,  including  CEO  King 
Lai,  former  CEO  of  Saatchi  &  Saatchi, 
China,  and  COO  Susan  Chen,  a  former 
senior  executive  at  FarEasTone. 
Because  the  company  maintains  a 
low  cash  burn  rate,  shuns  excessive 
advertising  campaigns  and  keeps 
staff  levels  within  reasonable  limits, 


"CetraNet  offers  an  e-Marketplace 
platform  that  provides  a  variety 
of  online  trade  mechanisms 
to  facilitate  e-trading," 
says  Melody  Lin,  deputy  executive 
director  of  CetraNet  Center. 


It's  amazing  what' can  be  achieved  if  people  put  their  hearts  and  minds  togethei 
work  as  one.  Which  is  why  we  introduced  China  to  the  Internet.  Because  it's; 


tout  bringing  the  world  closer  to  China,  it's  about  bringing  jf>fn\  Zg)  NETEASE 
lion  people  closer  to  the  world.  POWER  TO  THE  PEOPLE 


WWW.163.COM 


He.  Recent  new  rounds  of  funding 
have  allowed  the  company  to  over- 
come bandwidth  constraints  and  add 
more  server  capacity.  The  future  cer- 
tainly looks  bright  for  Netease. 

iAsiaWorks 

Digital  Bridge  Between  Asia  and  the  U.S. 

With  feet  firmly  planted  on  both  sides 
of  the  Pacific,  iAsiaWorks  (www.iasia- 
works.com)  is  well-positioned  to  take 
advantage  of  the  Internet  revolution 
sweeping  the  Greater  China  region.  The 
company  delivers  co-location,  Web  host- 
ing and  other  e-commerce  and  profes- 
sional services  to  companies  targeting 
the  Asian  market  or  Asian  firms  target- 
ing the  U.S.  market.  By  maintaining  a 
presence  in  both  Asia-Pacific  and  Sili- 
con Valley,  it  can  keep  abreast  of  cut- 
ting-edge developments,  source  high- 
quality  talent  and  conduct  serious 
business  development. 

"We  want  to  be  a  one-stop  shop,  a 
true  single  source,"  says  JoAnn  Patrick- 


Ezzell,  chairman  and  CEO'  of  iAsia- 
Works. "We  offer  turnkey  solutions 
from  connectivity  to  Web  hosting." 

iAsiaWorks  excels  at  penetrating 
difficult-to-access  Asian  markets. 
Aside  from  its  best-of-breed  technology 
products,  the  company  offers  services 
ranging  from  translation  and  currency 
exchange  to  regulatory  consulting  and 
local  technical  support.  "We  offer  a 
holistic  approach,"  says  Patrick-Ezzell, 
"and  this  really  differentiates  us  from 
our  competitors." 

iAsiaWorks  was  formed  in  1997  as 
AUNET,  and  in  mid-1999,  the  company 
changed  its  focus  to  offer  Internet  ser- 
vices and  solutions,  primarily  in  Asia, 
but  also  in  North  America.  Through  an 
extensive  network  of  carrier-grade  data 
centers  across  Asia  and  Silicon  Valley, 
iAsiaWorks  serves  companies  on  both 
sides  of  the  Pacific.  "One  of  our 
biggest  challenges  is  just  keeping  up 
with  demand,"  says  Patrick-Ezzell. 

Since  joining  iAsiaWorks,  Patrick- 
Ezzell,  who  previously  served  as  CEO 
of  AT&T  Asia-Pacific,  has  raised  $100 
million  in  funding,  purchased  the 
Hong  Kong  Internet  operations  of  her 
former  employer  and  embarked  on  an 
aggressive  hiring  spree  and  expan- 
sion plan. 

iAsiaWorks'  top-notch  technical  staff 
is  divided  among  the  world  headquar- 
ters in  Silicon  Valley,  the  regional  head- 
quarters in  Hong  Kong,  key  operations 
in  Australia,  Taiwan  and  Korea,  and 
seven  other  Asia-Pacific  countries  to 
offer  local  customer  support  and  exper- 
tise in  the  respective  markets.  The  com- 
pany's diverse  customer  portfolio 
includes  more  than  3,000  companies, 


"We  want  to 
be  a  one-stop 
shop,  a  true 
single  source," 
says  JoAnn 
Patrick-Ezzell, 
chairman  and 
CEO  of 
iAsiaWorks. 


ranging  from  Hong  Kong-based  Outblaze 
and  the  Hong  Kong  Stock  Exchange  tc 
Microsoft  Corp.  in  Taiwan,  Skylove  (the 
largest  chat  service  in  Seoul),  Double 
Click,  Inc.,  Adero  and  Lycos  Asia. 

In  late  1999,  iAsiaWorks  securec 
$85  million  from  top-tier  Asiar 
and  U.S.  investors,  including  Morgar 
Stanley  Dean  Witter,  Pacific  Centur; 
Cyberworks,  Newbridge  Capital  Group 
Institutional  Venture  Partners  anc 
Bechtel  Enterprises. 

Looking  toward  the  future,  iAsia 
Works  plans  to  focus  on  high-growtri 
markets,  which  entails  securing 
further  strategic  alliances  and  acqui 
sitions,  broadening  its  geographic  fool 
print  and  constructing  next-generation 
large-scale  data  facilities. 

"iAsiaWorks  has  the  vision,  leadei 
ship,  global  technology  and  local  pres 
ence  to  deliver  a  real  competitivt 
edge  in  the  e-commerce  arena,"  say: 
Dan  Carroll,  managing  partner  of  New 
bridge  Asia.  Keith  Geeslin,  genera 


|  "We  offer 
top-of-the-line, 
streaming 
online 

audio/video 
local  content," 
says 

Edward  Wang, 
CEO  of  EMG. 
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Develop  an  intelligent  e-strategy 
our  world-class  network  of  d 

Our  in-country  experts  call  Asia  home,  so  we 
have  the  local  knowledge  you  need  to  support 1 
the  growth  of  your  e-business.  By  combining  this 
expertise  with  the  latest  technologies  from  our 
global  headquarters  in  Silicon  Valley,  we  bring 
you  the  best  onerstop  infrastructure  and  Internet 
solutions  available  in  the  Asia-Pacific  region. 

From  co-location  to  web  hosting  to  managed  and 
professional  services,  we  get  you  up  and  running 
quickly  and  easily,  throughout  our  unique 
footprint  of  data  center  facilities  in  Australia, 
China,  Hong  Kong,  India,  Japan,  Korea,  New 


and  pan-Asian  presence  through 
ata  center  professionals. 

Zealand,  the  Philippines,  Singapore,  Taiwan, 
Thailand  and  North  America. 

In  addition,  we'll  give  you  the  24x7  support, 
reliability  and  security  you  require  to  protect  your 
assets  and  ease  your  mind.  It's  our  karma. 

To  learn  more  about  iAsiaWorks,  please  visit  our 
website  or  e-mail  us  at:  safes@hk.iasiaworks.com 
(Asia),  or  sa.les@iasiaworks.com  (N.  America). 
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CETRA 

China  External  Trade 
Development  Council 

7Fl.,.CETRA Tower,  333  Keelung  Road,  Sec.l, 
Taipei  1 10,  Taiwan.  Republic  of  C 
Tel:886-2-2725-5200 
Fax:886-2-27576653  I  TV  u 
E-mail:  cetra@cetra.org>v 
http :  // www.cetra.org .  fw 


Asia.  Keith  Geeslin,  general  partner  of 
the  Sprout  Group,  shares  Carroll's 
enthusiasm:  "This  is  a  company  on  the 
move,  and  we're  delighted  to  back  it." 

ETWebs 
The  Leading  Chinese 
Broadband  Internet  Conglomerate 

With  his  Eastern  Multimedia  Group 
(EMG)  and  ETWebs  Inc.  (www.etwebs. 
com),  Edward  Wang,  an  ex-banker  cur- 
rently serving  as  CEO  of  EMG,  has  a 
finger  in  seemingly  every  pie:  fixed- 
line  telephone,  cable  TV,  direct  satel- 
lite TV,  broadband  highway  construction, 
newspaper  publishing,  Internet  and  TV 
content  development,  and  even  TV 
shopping  and  a  mail-order  warehouse. 
The  only  area  EMG  isn't  involved  in  is 
wireless  —  yet.  Wang  plans  to  bid  for 
a  third-generation  (3G)  license  that 


Today,  whether 
in  Guangzhou, 
Hong  Kong  or 
Taipei,  bill- 
boards, bus 
shelters  and 
even  the  hub- 
caps of  taxis 
are  plastered 
with  the  names 
of  local  dot-com 
companies. 


would  clear  the  way  for  a  push  int 
that  promising  sector. 

Taiwan-based  EMG  regards  itself  a 
operator  of  the  largest  broadban 
Internet  platform  in  Asia.  Through  it 
own  CATV  network,  it  offers  higl 
speed  broadband  Internet  access  tj 
3.6  million  households.  Wang  plans 
rollout  to  global  audiences,  eventu? 
ly  tapping  into  the  1.7  billion  Chinesi 
speaking  worldwide  market,  includin 
the  relatively  untapped  China  marke 

EMG's  vast  collection  of  businesse 
allows  for  unprecedented  synergy.  Fc 
example,  subscribers  to  its  broadban 
ETHome  service  can  access  video-o! 
demand  services  that  feature  populc 
cable  programs  produced  by  the  groui 
For  this  and  other  reasons,  foreig 
investors,  including  AIDEC  (the  direc 
investment  arm  of  the  Asian  Develo 
ment  Bank),  Capital  International,  Ci| 
corp  (Asia)  and  Dell  Computer  hav 
poured  significant  financing  into  EMG 

In  a  package  called  "4C"  (Conten 
Commerce,  Community  and  Commi 
nication),  general  content  on  th 
ETWebs  site  includes  news,  financ« 
entertainment,  video  and  audio  and 
commerce.  "We  offer  top-of-the-lin 
streaming  online  audio/video  loc; 
content.  My  job  is  to  leverage  EMG 
various  media  assets,  build  a  stror 
brand,  reach  economies  of  scale,  ge 
erate  a  B2B  business  model  art 
create  the  company's  value,"  say 
Wang,  who  in  recent  months  ha 
been  working  a  private  placemen 
through  its  financial  adviser,  Morga 
Stanley  Dean  Witter,  to  develop  strat' 
gic  partnerships  with  Internet  indu 
try  leaders  for  content  developmer 


ADVERTISE M 


"As  the  number  one  portal  in  China, 
we  truly  focus  on  China," 


nd  distribution,  as  well  as  other 
/pes  of  equity  partnerships. 


CETRA 

Linking  Taiwan  With  the  World 

he  Internet  has  become  a  crucial 
ade  tool  in  bustling  markets  like 
aiwan,  enabling  companies  to  keep 
ace  with  conditions  in  rapidly  chang- 
lg  foreign  markets.  As  the  biggest 
Dntent  provider  of  trade  information  in 
aiwan  and  an  organization  with  sub- 
tantial  expertise  in  trade  promotion, 
le  China  External  Trade  Development 
ouncil  (CETRA)  is  ideally  positioned 
)  operate  its  Web  site,  CetraNet 
vww.cetra.org.tw),  for  the  domestic 


( 


says  Netease's  CFO  Helen  He. 


and  foreign  business  communities. 

"CetraNet  offers  not  only  the  very 
latest  in  trade-related  information  and 
value-added  database  services,  but 
also  an  'e-Marketplace'  platform  that 
provides  a  variety  of  online  trade 
mechanisms  to  facilitate  e-trading," 
explains  Melody  Lin,  deputy  executive 
director  of  CetraNet  Center. 


CetraNet's  e-Marketplace  platform 
helps  international  businesses  link 
with  potential  partners,  buyers  or  sell- 
ers. Users  can  ease  into  the  market 
via  a  number  of  components,  includ- 
ing the  Virtual  Trade  Mart,  an  inquiry 
Service,  a  Biz  Exchange,  Online  Indus- 
try Showcases  and  Value-Added  Trade 
Databases.  ■ 


Webs  Inc. 

www.etwebs.com 

TWebs  is  a  leading  provider  of  broadband  Internet  access  services  over  the  cable  television  infrastructure  to  consumers  and  businesses  in  Taiwan,  with  access  to  one  of  Taiwan's 
networks.  Currently,  the  broadband  Internet  services  of  ETWebs  are  marketed  under  the  ETHome,  the  ETOttice  and  the  ETCommumty  brandnames  which  embrace 
ar  types  of  Internet  services:  (1)  Internet  access  services  through  our  cable-based  broadband  network,  (2)  content  services  and  community  tools  through  our  Web  destinations, 
imerce  services,   and   (4)    online  advertising  services.  Address:    5F.   No.    53,   Hua  i   Ning  St.   Taipei,   Taiwan.  R.O.C.   Tel:  886-2-2361-4567 
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WHY  A  BARTENDER  IN  SOHO  f 

SHOULD  BE  CONCERNED  WITH  THE  POTATO pARVE 

IN  POLAND.  There  is  only  one  luxury  potato  vodka  in  the  world:  Chopin  Vodka.  Made  fronrjthe  Stobrawa  pi 
it  has  a  round,  full  character  with  a  smooth,  clean  finish.  It  is  crafted  acwijfding  to  a  500-year-old  traditionfnd  distilled  four 
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most  everyone 
Heels  something, 
this  section  we 
spire  you  with 
orld-class  art 
useum  collections 
id  steer  you  to  the 
ist  sites  for 
matching  your  o 
squisitive  itch— 
liether  it's  a  Renoir 
tawing  or  a 
!  itage  Rolex. 
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Art  Museums 

Ever  been  stuck  three  deep  in  a  gallery,  feet  aching,  straining  to  get 

a  good  look  at  van  Gogh's  famously  tortured  brushstrokes?  Or  found  that 
museum  in  Prague  closed  the  one  day  you're  there?  Online  museums 
offer  the  next  best  thing.  To  be  sure,  there's  no  substitute  for  experiencing 
art  firsthand.  But  these  virtual  treasure  houses  foster  private  viewings  of 
far-flung  masterpieces  and  virtual  tours  of  blockbuster  exhibitions,  often 
wrapped  in  a  host  of  educational  enhancements. 

In  one  evening  you  can  view  ancient  Chinese  calligraphy  at  the  Tokyo 
National  Museum  (www.tnm.go.jp),  Botticelli's  "The  Birth  of  Venus"  at 
Florence's  Uffizi  Gallery  (www.uffizi.firenze.it)  and  totem  poles  at  the 
Museum  of  Anthropology  in  Vancouver  (www.moa.ubc.ca).  A  good  place 
to  start  your  museum  tours  is  www.artmuseumnetwork.com,  which 
features  links  to  hundreds  of  major  (and  not  so  major)  museums  in  North 
America  and  Europe.  So  many  treasures,  so  little  time.  —Missy  Sullivan 


The  National  Gallery  of  Art,  Washington 

www.nga.gov 

A  smart,  satisfying  site  that  lets  you  plan  a  visit  or 
take  online  tours  of  the  permanent  collection,  recent 
exhibitions  or  even  specific  artworks.  The  NGA's 
tours  are  among  the  best  online:  simple, 
straightforward  text,  crisp  images  that  can  be 
enlarged  or  viewed  in  gorgeous  detail  and  clicks  for 
related  works  and  reading.  We 
visited  the  13th-  and  14th- 
century  Italian  paintings  and 
the  Impressionist  galleries, 
both  jewels  of  the  collection. 
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National    Gallery  of  Art 


PLANNING   A  VISIT 
THE  COLLECTION 
EXHIBITIONS 
ONLINE  TOURS 
EOUCATION 
PR06RAMS  A  EVENTS 
RESOURCES 
GALLERY  SHOP 


If  you're  planning  a  visit, 
check  out  the  wealth  of 
practical  information,  or 
order  one  of  the  inexpensive 
($2.50)  thematic  collection 
booklets  like  French  Paintings 
or  Family  Guide:  Portraits  & 
Personalities.  The  gallery  shop 
allows  you  to  do  a  reproduction  search,  so  you  can 
easily  order  a  print  or  poster  of  your  favorite  image, 
whether  it's  a  pensive  Vermeer  lady  or  one  of 
Gauguin's  Tahitian  lovelies. 

►  Best:  Fascinating  in-depth  tours  of  specific  works  like 
John  Singleton  Copley's  dramatic  history  painting  "Watson 
and  the  Shark"  or  Johannes  Vermeer's  "Woman  Holding  a 
Balance."  Don't  miss  them. 

►Worst:  The  virtual  exhibition  tours  are  slow  to  load  and 
may  require  special  downloads. 


The  Art  Institute  of  Chicago 

www.artic.edu 

A  healthy  sampling  of  the  Art 
Institute's  renowned  encyclopedi 
collections,  enhanced  with  gewga 
Browse  through  highlights  in  eac 
the  12  collecting  areas,  ranging  fr 
Textiles  to  Asian  Art  to  Modern  a 
Contemporary  Art.  Or  "stroll"  th 
galleries  in  Quicktime,  stopping  t 
zoom  and  click  on  a  work.  Along 
way  you'll  encounter  some  icons 
art  history:  Grant  Wood's  grim- 
faced  farm  couple  in  "American 
Gothic,"  Georges  Seurat's  dapple 
"A  Sunday  on  La  Grande  Jatte"  a 
Edward  Hopper's  stark  diner  scei 
"Nighthawks."  Many  of  the  work 
are  accompanied  by  interactive 
games,  from  assembling  virtual 
puzzle  pieces  of  a  painting  to 
identifying  "what's  wrong  with 
this  picture." 

►Best:  The  engaging  ancient  Egyptiar 
exhibition,  Pharaohs  of  the  Sun. 
►Worst:  Beyond  the  Egyptian  show,  tl 
exhibition  clicks  are  uninspired. 

The  J.  Paul  Getty  Museum 

www.getty.edu/museum 

An  elegant  site  generously  loade^ 
with  images  and  helpful  text.  Bu 
when  we  visited,  navigating  the 
collection — particularly  strong  i 
old  masters  and  photography- 


a  glitch-fest.  Choose  artists,  sub 
or  works  of  art  (by  medium),  th 
follow  the  choices.  But  clicking 
gelatin  silver  prints,  for  example 
the  Photography  area,  repeatedl 
bounced  us  to  the  Architecture 
►  Best:  Don't  know  what  a  scagliola  a 
is?  Highlighted  terms  are  linked  to  pc 
definitions. 

►Worst:  Technical  glitches. 
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A  leading  Java-based  personalization  and  e-commerce  platform. 


K    .  We  have  the 

kRTNERSHIPS 

^~^A^network  of  more  than  iso^of^the  world's  best  technology  and  solution  partners. 

~/\^><Q  We  have  the 

Businesses 

^ver^gp  worldwide  customers  including  Benetton,  BlueLight.com,  Eastman  Kodak,  and  J.Crew. 


We  have  the  best 

ATFORM 


\  \  \ 


Do  you? 


^-Ruslmesjjjsj^  about  building  a  Web  site;  it's  about  running  your  business.  ATG  understands  that.  For  more 
than- five  years,  we've  provided  a  software  and  application  platform  that  helps  businesses  build  and 
"manage  online  relationships  with  customers,  suppliers,  and  partners.  Our  solution,  ATG  Dynamo' 
-offers  everything  from  multilingual  and  wirelesS-Web  support  to  a  scalable  platform  that  grows  with 
your  business.  Introduce  your  e-business  team  to  our  platform  by  visiting  us  online  at  www.atg.com/platform 

&  2000  ATG  the  Techmark.  the  ATG  logo,  and  Dynamo  are  all  registered  trademarks  of  Art  Technology  Group,  frit.  All  other  trademarks  are  the  properly  of  tlietf  respective  holders.  NAiDAQ  AR1 
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Collecting  I  AUT  MUSEUMS 
The  Louvre 

www.touvre.fr 

If  the  madding  crowds— and  velvet 
ropes — in  fror,;.  of  the  "Mona  Lisa" 
prevented  you  from  taking  a  good, 
close  look  Last  time  you  were  at  the 
Louvre,  consider  pulling 
Leonardo's  masterpiece  up 
on  the  Web  and  enlarging 
her  image  to  full-screen 
size.  While  you're  at  it, 
check  out  other  works  from 
16th-century  Italy,  or  read 
about  the  painting's  enduring 
mystery  in  the  Louvre's  online 
magazine.  The  site  offers  a  generous 
selection  of  images  from  the 
museum's  incomparable  collection. 
It's  rich  in  old  masters,  but  if  it's 
Impressionism  you're  looking  for,  be 
warned:  Those  works  were  given  to 
the  Musee  d'Orsay.  Accompanying 
text  is  straightforward,  but  suffers 
from  that  stiff,  "translated"  feel.  A 
virtual  tour  lets  you  spin  through 
galleries,  around  the  pyramid  and 


facade,  and  into  underground 
archeological  areas — not  that 
satisfying.  The  extensive  gift  shop 
sells  in  multiple  currencies  and  allows 
you  to  zoom  in  on  product  details. 
Our  favorite:  the  velvet  choker  worn 
by  Manet's  "Olympia"  ($33). 


WEB  TIP 

For  unique  products    ►Best:  lmaSes  can  be  blown  UP 
and  a  chance  to        twice,  to  near  full-screen  size, 
support  the  arts,  visit     ^Worst:  Minimal  information 
www.museumshop.com. 

The  site  is  reviewed  at    on  sPecial  exhibitions. 
Forbesbest.com 

The  Metropolitan 
Museum  of  Art 

www.metmuseum.org 

A  handsome  site  that  will  keep  you 
clicking  for  hours.  The  big  draw  here: 
more  than  3,500  images  from  21 
collecting  departments,  including 
Arms  &  Armor,  Medieval  and  the 
Costume  Institute.  View  collection 
highlights,  enlarge  and  zoom  in  on 
details  like  the  pudgy  fingers  in  an 
aristocratic  portrait  or  the  exquisitely 
carved  leg  of  an  18th-century 
harpsichord.  Searching  (by  artist, 


period,  culture  or  subject)  is  hit  a 
miss:  A  search  for  the  French 
sculptor  Auguste  Rodin  yielded  o 
one  minor  work  (the  Met  has  muj 
better),  while  a  search  for  horses 
brought  up  15,  ranging  from  an 
ancient  Egyptian  sculpture  to  a 
Degas  racehorse  painting.  Specia 
exhibitions  are  well-represented  j 
both  text  and  images;  you  can  eve| 
request  an  e-mail  notification  of 
upcoming  exhibitions. 
►  Best:  My  Met  gallery:  Create  a  portfc 
of  artworks  that  you  can  bookmark 
►Worst:  Needs  better  educational  cor 
The  jumbled  Explore  &  Learn  area  see 
cobbled  together  from  leftover  bits  of 
special  exhibition  interpretation. 

San  Francisco  Museum  of 
Modern  Art 

www.sfmoma.org 

Many  museums  that  offer 
contemporary  art  feel  the  need  to 
show  their  cutting-edge  status  wil 
an  edgy  Web  site  that  often  turns 


II 


■e  anything  but  user- friendly.  Not 
lere.  Zippy  design  makes  this  site 
r  and  fun.  Our  biggest  complaint 
lat  only  a  fraction  of  the 
seum's  collection  of  modern  art  is 
lable  online.  Special  exhibition 
ts  are  among  the  most  elegant  of 
museum:  Current  offerings 
ude  a  Rene  Magritte  retrospective 
a  survey  of  athletic  shoe  design. 
1st:  The  adventurous  E-space,  which 
vcases  digital  art  projects. 
I irst:  Why  so  little  of  the  permanent 
jsction? 

ithsonian  American  Art 
seum 

v.americanart.si.edu 

;t  museum  sites  are  a  little  on  the 
jlgy  side.  Not  this  one,  which  feels 
a  party  at  every  click.  You  can  tap 
one  of  16  online  exhibitions, 
nng  from  Posters  American  Style 
le  White  House  Collection  of 
erican  Crafts.  Particularly  rich: 
os,  an  online  photography  center 


with  more  than  400  photos 
accompanied  by  audio  commentary. 
Treasures  to  Go  serves  up  eight 
thematic  shows  from  the  collection. 
The  Education  click  offers  a  wealth  of 
interactive  choices.  There's  Ask  Joan 


of  Art,  where  you  can  post  questions 
about  American  art.  Or  Kids' 
Corner,  an  art  experience  led  by  a 
skateboarding  giraffe.  Or  Del 
Corazon,  an  interactive  area  focused 
on  Latino  art. 

►  Best:  1001  Days  and  Nights  of  American 
Art:  a  colorful  online  calendar  playfully 
featuring  a  different  artwork  every  day. 


►Worst:  Searching  the  inventories:  com- 
plicated and  few  results  are  illustrated. 

The  State  Hermitage  Museum 

www.hermitagemuseum.org 

A  splendid  array  of  the  treasures 
housed  in  the  former  Winter  Palace 
of  the  czars  in  St.  Petersburg.  Chock- 
full  of  luscious  images,  easy-to-read 
text  and  high-tech  ambitions, 
especially  in  its  Digital  Collection 
area.  The  2,000-plus  images  range 
from  prehistoric  fertility  figures  to 
Chinese  archeological  wonders;  from 
captivating  Russian  icons  to  colorful 
20th-century  Wassily  Kandinsky 
abstractions.  Old  masters  abound,  as 
do  Imperial  treasures  like  Faberge 
delicacies.  Searching  the  Digital 
Collection  is  gummy,  with  pop-up 
indexes  and  result  pages  that  don't 
scroll  properly  unless  you  calibrate 
your  monitor  just  so. 
►Best:  Not  a  gift  shop  in  sight— refreshing. 
►Worst:  The  Digital  Collection  is  complex. 
The  zoom  feature  didn't  always  work. 


1.     Inherit    billions    of  dollars. 


2.  Become  the  world's  greatest 
detective,  escape  artist  and 
crime  fighter. 


3.     Get   this    button    in    your  car. 


(YOU     MAY     WANT     TO     START     WITH     NO.  3.) 
Numbers  1  and  2  may  take  some  work.  But  you  can  get  the  same  technology 
Batman  has  in  the  Batmobile.  Whenever  you  need  backup,  just  press  the  OnStar9 
button.  We'll  send  for  help  if  you're  in  trouble.  Unlock  your  doors  if  you  get 
locked  out.  Suggest  a  restaurant,  or  get  tickets  to  a  sold-out  event.  We  can't 

HELP  MUCH  WITH  THE  WHOLE  FAME  AND  FORTUNE  THING.  BUT  IF  YOU  WANT  OnSTAR 
IN  YOUR  NEXT  VEHICLE,  CALL  1 -888-ONSTAR-7  OR  VISIT  WWW.ONSTAR.COM. 


HOW  CAN  WE  HELP  YOU ? 


Fine  Art 

Yes,  now  you  cars  really  buy  a  Picasso  online  with  confidence  if 

you  shop  the  right  sites  and  ask  the  right  questions.  Over  the  past  year 
some  of  the  art  world's  most  reputable  dealers  and  auction  houses  have 
gone  digital.  Of  course,  we  don't  recommend  you  drop  a  half  million  or  so 
bucks  without  doing  some  offline  due  diligence.  Smart  investors  aren't 
likely  to  throw  that  Picasso  into  the  shopping  cart  without  a  few  phone 
calls.  Most  online  sales  close  the  old-fashioned  way:  with  education, 
hand-holding  and,  yes,  haggling.  Research  the  artist,  consult  price  guides 
and  check  the  site's  return  policy  as  well  as  its  reputation.  Fine  art  is 
hardly  suitable  for  impulse  shopping.  You  never  know— that  Picasso  may 
look  lousy  over  the  couch.  —Missy  Sullivan 


Circline 

www.circline.com 

Blue  chip  all  the  way — but  expect  to  pay  sky-high 
prices.  Inventory  is  heavy  in  old  masters  and  other 
pricey  works,  like  an  early  Maurice  de  Vlaminck  canvas 
($3.5  million).  The  quality's  high  in  most  media,  except 
photography.  Prints  include  works  by  Rembrandt, 
Pissarro  and  Warhol.  Don't  miss  the  Piranesi  prints  of 
monumental  Roman  columns  ($41,600)  or  the  lovely 
series  of  17th-century  German  botanicals  ($8,500  each). 

The  rich  sculpture  area  includes  a  marble 
Greco-Roman  torso  ($75,000)  and  an 
ancient  Egyptian  mummy  cover 
($1 10,000).  You  can  buy  online,  but  we 
don't  suggest  it.  Window-shop  online  but 
close  the  deal  at  least  with  some  phone 
calls.  Checks  or  wire  transfer  only;  no 
credit  cards. 
Best:  Big-name  artists. 

Worst:  Experts  identified  some  of  the  American 
paintings  here  as  priced  at  almost  double  their 
value.  Site's  Education  area  extremely  thin. 


Artnet.com 

www.artnet.com 

Known  for  its  auctions  of  brand- 
name  modern  and  contemporary  art, 
with  prices  between  four  and  six 
figures.  Recently  inaugurated  a  new 
retail  print  store.  An  agreement  with 
the  Grove  Dictionary  of  Art  provides 
more  than  16,000  artist  bios,  but 
entries  are  little  more  than  a  tease, 
followed  by  a  subscription  pitch. 
Artnet's  magazine  remains  the  Web's 


sawiest  source  of  art-world  news. 
Best:  The  Fine  Arts  Auction  Database:  an 
indispensable  art-price  research  tool. 
Worst:  Buyer's  premium  doubled  to  10%. 

Eyestorm 

www.eyestorm.com 

Hippest  art  shopping  on  the  Web. 
Admired  in  insider  circles  for  fairly 
priced  photography,  prints  and  new 
media  by  a  roster  of  the  art  world's 
young  turks,  like  Jeff  Koons  and 


Damien  Hirst.  Images  can  be  easily 
viewed  in  great-size  thumbnails  or 
full-screen  blowups.  Artist  bios  are 
rich  and  interesting.  And  the  site 
hosts  themed  debates  and  live  chati 
with  artists. 

Best:  Provocative  art  at  good  prices. 
Worst:  Edition  sizes  are  huge,  limiting 
work's  appreciation  potential. 

Guild.com 

www.guild.com 

Treasure  trove  of  new  talent.  Best 
known  for  its  handcrafted  artisan 
wares,  Guild.com  also  features 
painting,  sculpture,  photography  a 
prints.  Prices  range  from  $100  for  i 
digital  print  to  several  hundred 
thousand  dollars  for  a  large 
sculptural  work  evoking  an  ancien 
burial.  A  few  "names"  crop  up:  Do 
miss  the  William  Wegman  playingi 
card  prints  featuring  his  famous 
dogs. 

Best:  You  can  commission  artists  to  cret 
a  custom  masterpiece.  Also:  a  great 
search  feature. 

Worst:  Some  prices  for  lesser-known 
artists  seem  overblown. 

Onview.com 

www.onview.com 

Primarily  20th-century  art,  strong' 
in  photography  and  prints.  When 
visited,  highlights  included  a  large 
lusciously  patterned  Jennifer  Bartli 
pastel  for  $25,000  and  a  lively 
collection  of  vintage  celeb 
photographs.  Our  favorite:  a  youn 
Brando  with  bongos  ($1,000).  A  n 
Print  Room  beefs  up  blue-chip 
offerings.  Site  allows  you  to  haggle 
and  will  help  you  to  locate  desired 
works.  Rich  editorial  area  includes 
artist  profiles,  market  watch  and 
excellent  collecting  guides. 
Best:  The  Print  Room's  virtual  exhibitio 
impeccably  designed,  informative  and  1 
Worst:  Painting  selection  is  weak. 
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the  New  Rule 


f  Busi 


e  Write  Tr 

http://wh-execed.wharton.upenn.edu/2595.cfm 


11 


xecutive  Education  That  Works 


cision  Models  for  Management 

'ember  19-22,  2000 
w  29-june  i,  2001 

I  ta  Mining: 

i  reraging  Knowledge  for  Profitability 

jvember  26-29,  2000 
ember  16-19,  2001 

iommerce  Strategy 

ember  26-December  i,  2000 

I I  22-27,  2001 

lib  Metrics:  Making  the  Most  of 
i  ir  E-Commerce  Data 

1  ember  10-13,  2000 
II:  16-19,  2001 


For  more  courses  and  information, 
please  contact  a  course  consultant  at: 

215.898.1776  or  800.255.3932  ext.  2595  phone 
215.898.2064  fax  (attn.  2595) 
execed@wharton.upenn.edu  e-mail  (subject  2595) 
wh-execed.wharton.upenn.edu/2595.cfm  web 


Wharton 


Aresty  Institute  of 
Executive  Education 

The  Wharton  School 
University  of  Pennsylvania 


I  Collecting 


Timepieces 


eb 


If  you  have  a  passion  for  collecting  old  timepieces,  or  if  you're  just 

looking  for  a  fashion  statement,  there's  plenty  to  choose  from  on  the  Web. 
A  good  place  to  start  is  the  National  Association  of  Watch  and  Clock 
Collectors  site  (www.nawcc.org),  which  has  more  than  250  member  links. 

Most  sites  specialize  in  either  clocks,  wristwatches  or  pocket  watches. 
Our  favorite,  the  auction  site  Ebay,  has  a  huge  selection  in  all  three 
categories.  Some  dealers  shop  there  and  then  put  the  items  up  for  sale, 
at  a  markup,  on  their  sites.  But  expect  no  bargains  here:  Dealers  and 
savvy  collectors  watch  Ebay  and  quickly  bid  up  any  below-market  prices. 
And  be  careful  not  to  get  caught  up  in  the  excitement  of  bidding  and 
overpay  just  for  the  sake  of  winning. 

Dealers  love  the  Web.  It  broadens  their  potential  market  and  speeds 
their  turnover.  Many  dealers  who  used  to  set  up  shop  at  local  antique  malls 
or  mail  out  newsletter  catalogs  are  now  showcasing  their  inventory  on  the 
Web.  Even  some  of  the  leading  dealers  like  Derek  Roberts  of 
Qualityantiqueclocks.com  use  the  Web  for  marketing. 

One  caveat:  If  you  buy  from  a  store,  you  can  always  take  the  item  back 
if  you  aren't  satisfied.  That's  harder  to  do  on  the  Web.  Make  sure  you're 
comfortable  with  the  site's  return  policy  before  you  buy.  — Ashlea  Ebeling 


Ebay 

www.ebay.com 

This  site  has  14,000  items  in  the  timepiece  category. 
Though  much  of  it  is  junk — cheap  new  stuff  or 
garage  sale  relics  (a  Westclox  alarm  clock  with  loose 
parts  inside  and  no  crystal),  there  are  plenty  of 
treasures,  too.  In  Collectibles,  hone  in  on  character 
watches,  pocket  watches, 
wristwatches,  clocks  or  parts 
and  tools.  Then  search 
further:  in  Clocks,  for 
example,  you  can  choose 
Antiques  (a  three-weight 
Viennese  regulator  wall 
clock  sold  for  $1,625), 
Novelty  (a  round  Viagra  wall 
clock  starting  at  $8.49)  or 
Vintage  (a  1950s  blue-and- 
yellow  GE  kitchen  clock  sold 
for  $24.50).  You'll  get  more 
hand-holding  when  you  buy 
directly  from  an  established  dealer  but  you  won't 
get  the  same  variety  of  merchandise. 
►Best:  You  can  search  past  results  to  see  what  similar 
items  sold  for  recently. 


home  |  my  eBay  |  vite  map  |  sign  in 

■  Browse  (  Sell  ||  Services  |  Search  |(~Hetp  |  Community 


the  world's  onlin< 


what  are  you  locking  tor? 


Specialty  Sites 


Categories 


Local  Trading 


Browe  by  Themes 


J.f  v*ltT.  OcButontj 
Pbo-..  A  RLertruoiO 

Potttrr  ft  Clui 


2  pr.  I  H 
torn    Htsii  Haf  I'loah 
HvriyTiunc  Flsr 


Global  Sites 


ED 

Featured  Items 

Don't 

Miss... 

-_    -A<niOBt<-8ufl  LtuW  TrrfnU  Vilb 

►Worst:  Ebay  is  still  a  free-for-all,  so  buyer  beware. 

I 


Antiquorum  Online 

www.antiquorum.com 

If  you  can't  attend  Antiquorum's 
auctions  in  Geneva,  New  York  or 
Hong  Kong,  bid  at  home  in  real  tir 
Antiquorum  Auctioneers  have 


specialized  in  selling  watches  and 
clocks  for  20  years,  setting  many 
world  price  records.  The  top  item 
in  November's  100  Years 
of  Wristwatches  sale:  an  18kt  pink 
gold  Calatrava  made  in  1938  by  Pc 
Philippe,  with  a  high  estimate  of 
$600,000.  You  can  view  catalogs 
online  a  few  weeks  before  each  saL 
Catalogs  for  the  past  two  years, 
including  sales  results,  are  also 
available. 
►Best:  Detailed  explanation  of  auction 
process.  Item  descriptions  include  a  gr 
ing  system  for  case,  dial  and  movemen 
►Worst:  No  search  feature  within  the  s 

Ashford.com 

www.ashford.com 

For  new  watches:  nearly  100  brano 
and  more  than  4,000  watches.  No 
bargains,  but  you  can  save  35%  of 
retail — and  avoid  paying  local  sale 
tax.  If  you  want  to  splurge,  there' 
RGM  automatic  chronograph 
wristwatch  for  $26,000.  You  can  al 
find  commercial  travel  and  desk 
clocks,  like  Bulova's  miniature  bra 
piano-shaped  clock  for  $100.  The 
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my^Tcom 


© 


tinny,  but  a  partjal 
-business  solution  ten 
o  solve  only 
art  of  the  problem. 


With  so  many  options  to  make  your  business  an  e-business,  the  trick  is  separating  the  real 
solutions  from  the  incomplete.  To  that  end,  if  you're  not  looking  at  the  big  picture,  it's 
inevitable  that  what  you  choose  will  come  up  short.  With  mySAP.com™  you  can  count  on  getting 
a  fully  integrated,  comprehensive  e-business  solution,  from  B2B  procurement  and  supply 
chain  management  to  customer  relationship  management.  We've  helped  more  than  22,000 
businesses  in  21  industries  to  be  successful.  And  we  can  help  yours,  too,  no  matter  what  size 
your  company  is.  Want  to  know  more  about  how  our  seamless,  fully  integrated,  real-time 
solution  can  turn  your  business  into  an  e-business?  Visit  us  at  www.mvsap.com  and  you'll  see. 


can. 


3  AG.  SAP,  the  SAP  logo,  and  the  mySAP.com  logo  are  registered  trademarks  of  SAP  AG  in  Germany  and  several  other  countries. 


Collecting  |  TW£  *i 


representative  in  Michigan  in  case 
you  want  a  U.S.  contact. 
►  Best:  Buy  by  credit  card  online.  Six- 
month  guarantee  from  date  of  purchase. 
►Worst:  Only  three-day  return  policy.  No 
information  on  shipping  costs.  Can't 
search'  by  price. 


G1SBF.R1  A,  JOSEPH 

'     »m>.Jo>rp»  v>.lrti».roui 


vintage  watch  corner  recently 
featured  nearly  1  000  men's  and  59 
women's  watches,  most  priced 
between  $100  and  $500.  Bands  range 
from  lizard  grain  for  $10.50  to 
genuine  crocodile  for  $105. 
►  Best:  Complete  purchase  online.  Liberal 
60-day  return  policy  for  new  watches, 
30  days  for  vintage.  Customer  service 
24  hours  a  day. 

►Worst:  No  photo  available  for  many  items. 


Finer  Times.com 

www.finertimes.com 

Nearly  800  vintage  wristwatches 
listed  here — plus  a  smaller  inventory 
of  new  watches,  pocket  watches  and 
military  watches.  The  site  owners  Jonathan  Sneilenburg 

have  put  up  nearly  half  the  watches      Timepieces  and  Decorative 

themselves,  but  they're  adding  Objects 

affiliate  dealers,  34  so  far,  to  broaden  www.snellenburg.com 

their  offerings.  It's  easy  to  search  by  Jonathan  Sneilenburg,  who  exhibits 

maker  and/or  price  or  to  do  a  more  at  the  tony  New  York  Winter 

detailed  search  for  characteristics,  Antiques  Show  and  does  appraisals 

such  as  case  metal  type.  There's  a  on  PBS'  Antiques  Roadshow,  has  put 

handy  new  repair  center,  too.  together  this  site  for  serious  watch 

►Best:  The  What's  New  feature  makes  it  and  clock  collectors.  It  has  a  couple 

easy  to  check  out  new  merchandise.  And  of  dozen  beautiful  clocks  and  pocket 

each  item  has  a  direct  link  to  the  watches,  some  one-of-a-kind,  from 

merchant  for  product  queries.  the  17th  to  the  early  20th  centuries, 

►Worst:  Although  clocks  are  listed  in  and  a  fascinating  bookshop  that 

main  sales  categories,  only  one  clock  carries  old  auction  catalogs  and 

was  for  sale  when  we  checked  in,  historical  treatises.  A  19-inch- 

a  1940s  Tiffany  traveling  alarm        Sothebys. corn's      high  gilded  clock  adorned 

clock  for  $325.  Individual  Clocks  &  Watches      with  a  standing  figure  of 

histories  of  makers  still  in  the      category  offers  useful     George  Washington,  made 

collector's  guides  with  tips  .        .  . 
works.  on  wnat  tQ  |00k  for  and    in  Pans  in  1 8 1 0,  sells  for 

care  and  restoration     $85,000.  A  dashing  Patek 

information.       Philippe  silver  pocket  watch 

with  a  20-jewel  movement,  circa 

1917,  goes  for  $  1 2,000.  A  1 766 

treatise  on  the  physics  of  clocks  and 

watch  movements  with  exquisite 

engravings  costs  $4,500.  You  can't 

order  online,  but  then  again,  you'll 

probably  want  to  chat  with 

Sneilenburg  anyway. 

►  Best:  The  What's  New  section 

saves  time  on  return  visits.  Browse 

through  the  bookshop's 

book  summaries  to  learn  about 

the  luminaries  of  clockmaking  history. 

►Worst:  Can  go  as  long  as  two  months 

without  updating  merchandise  for  sale. 


Gisbert  A.  Joseph 

www.joseph-watches.com 

This  international  site  (you  can  click 
on  Japan  and  it  comes  up  in 
Japanese)  has  the  best  selection  of 
unused  older  wristwatches,  known  as 
New-Old-Stock  watches.  Our 
favorite:  a  stash  of  fun  spaceman 
watches  designed  by  Andre  Le 
Marquand  in  1972,  inspired  by 
astronauts'  helmets  at  the  time,  for 
$225  each.  Other  offerings  include 
dozens  of  Omegas  and  a  handful  of 
Porsche  Design  pieces  from  the 
1990s.  Gisbert  A.  Joseph,  the  dealer,  is 
based  in  Spain,  but  he  has  a 


Strickland  Vintage  Watches 

www.oldwristwatches.com 

A  mom-and-pop  operation.  It's  e 
to  browse  and  a  pleasure  to  look  £ 
because  the  watches  take  center  st 
Despite  the  name,  there  are  pocta 
watches  as  well.  Mostly  low-  and 
mid-range  stuff,  up  to  $1,000  wit 
old  American  names  like  Hamiltc 
Elgin  and  Waltham.  Comprehend 
search  criteria  saves  you  time  if  yc 
know  what  you're  looking  for,  lik 
only  mint  in-box  items.  Detailed 
descriptions,  including  condition 
(i.e.,  barely  visible  hairlines  on 
porcelain  dial).  Watch  bands  too. 
►  Best:  If  you  have  questions,  e-mail  p 
Bill  Strickland,  a  retired  banker  and  w; 
collector  who  views  watches  as  histor 
artifacts  and  likes  to  chat. 
►Worst:  Small  inventory  (63  men's,  fi\. 
ladies').  Order  by  e-mail,  but  must  pay 
snail-mail. 

Tourneau 

www.tourneau.com 

With  100  brands  and  8,000  styles 
new  wristwatches,  you  can  find 
almost  anything  you  want  here,  b 
expect  to  pay  full  retail.  There's  al 
section  called  Certified  Pre-Owne 
with  18  hand-picked  Vintage 
Collectibles.  A  1960s  Jules  Jergens 
self-winding  white  gold  watch  got 
for  $750  and  a  1950s  manual  rose 
gold  Patek  Philippe  Top  Hat  watc: 
for  $13,500.  You  can  get  a  break  o 
Modern  Classics,  lightly  used  secc 
hand  watches  still  in  production, 
pick:  a  two-tone  Cartier  Panthere 
from  the  1980s  for  $3,950,  versus 
$5,500  for  the  identical  new  mode 
►Best:  You  can  submit  a  free  trade-in 
appraisal  form  via  e-mail. 
►Worst:  Full  retail  prices. 

m 
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xcuse  us  for  pointing, 

it  look  where  we're  taking 

e-business. 


think  of  UTC  as  just  an  aerospace  company, 
gain.  Because  we're  also  pioneering  many 
less  innovations. 

ir  partnership  with  FreeMarkets,  for  example 
ting  auctions  for  industrial  parts,  raw  materials 
nmodities,  UTC  has  saved  160  million  dollars 
160  million.  Going  once.  Going  twice.  Sold. 

er.com,  simply  input  your  room  dimensions  and 
icommend  the  perfect  air  conditioner  for  you 
online  and  we'll  ship  it  in  just  24  hours 
at's  cool. 

long  with  Next  Generation  Network,  has 
ced  elevators  equipped  with  Internet  screens, 
can  watch  the  stock  market  go  up  and  down 
do. 

ons  why  you  should  consider  UTC  a  leader  in  not 
rospace,  but  also  cyberspace. 


%  United 

Technologies, 

NEXT  THINGS  FIRST. 


www.utc.com  NYSE:utx 


CARRIER 


PRATT  8.  WHITNEY 


SIKORSKY 


HAMILTON  SUNDSTRAND 


INTERNATIONAL  FUEL  CELLS 


►Luxe 


Sure,  e-commerce 
has  some  kinks, 
put  it  also  offers 
amazing  choices. 
We  help  you  find 
the  best  sites  to 
design  your  dream 
house— or  your 
engagement  ring; 
find  a  bargain  on  a 
new  laptop  or 
splurge  on  a 
designer  bikini. 
And,  hey,  that  BMW 
sedan  is  only  a  few 
clicks  away. 


c 
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I  Luxe  Shopping 

New  Homes 

If  you're  yearning  to  build  a  dream  house,  the  Web  can  be  helpful  in 

finding  a  reputable  architect  and  builder.  For  those  in  a  hurry,  several  sites 
offer  blueprints  for  sale  with  the  caveat  that  you  consult  with  an  architect 
on  local  building  codes  and  other  practical  details.  Alas,  those  seeking 
daring,  less-is-more  contemporary  dwellings  are  out  of  luck:  The  vast 
majority  of  home-planning  sites  offer  the  reassuring  traditional  look  of 
farmhouses,  bungalows  and  cottages  from  centuries  past.  Need  help 
selecting  an  architect?  Go  to  the  American  Institute  of  Architects'  site 
(www.aiaonline.com)  which  offers  interview  tips,  working  guidelines  and 
contact  information  for  its  accredited  members.  —Deborah  K.  Dietsch 


Life  Dream  House 

www.lifemag.com/life/dreamhouse 

Since  1994  Life  magazine  has  annually 
commissioned  a  top-flight  American  architectural 
firm  to  design  an  affordable  dream  house.  Stars  like 
Michael  Graves,  Robert  A.M.  Stern  and  Hugh 
Jacobson  have  risen  to  the  challenge  with 
sophisticated  takes  on  traditional  styles.  Bask  in  all 
the  glorious  details  with  plans, 
drawings,  photos,  movies, 
articles  and  bios.  Some  of  the 
designs,  such  as  the  1999  house 
by  a  Minneapolis  firm,  are 
offered  in  both  economical  and 
more  elaborate  versions.  One  set 
of  basic  plans  for  one  house 
costs  $534,  and  you  have  to 
order  by  phone.  The  site 
estimates  the  construction  costs 
of  each  house  for  different  parts 
of  the  country  and  offers  tips  for  hiring  a  local 
architect  and  builder. 

►  Best:  Star-quality  design  at  an  affordable  price. 
►Worst:  Limited  to  six  designs,  plus  no  feedback  from 
people  who  have  actually  built  from  them. 


BIS  Dream  House 

Designed  by  America's  greatest  architects 

THE  1999  LIFE 
I!  DREAM  HOUSE 

MArlAO"  A  PARTNERS 


Ikiwh  Novell 
Jacob: 

John  Rat 

faliesin  Archil 

1996. 

Michael  ( Iraves 


Dennis  Wedlick 
obettA.M  5 


Stern 


Classic  Colonial  Homes 

www.classiccolonialhomes.com 

Dignified  designs  in  early  American 
architectural  styles.  No  plans  on  the 
site,  just  exterior  drawings  and 
photos,  including  close-up  shots  of 
built  homes.  For  $15,  a  set  of  10 
"study"  plans  can  help  you  make  your 
final  choice,  whether  it's  a  Classic 
Cape  or  a  more  elaborate  Springfield 


Gambrel.  Full  plans  cost  from  $675. 
►Best:  Tradition  with  all  the  trimmings. 
►Worst:  Requires  spending  money  just  to 
understand  the  designs. 

HotneStyles.com 

www.homestyles.com 

The  Home  Depot  of  plan  sites, 
specializing  in  suburban-style  fare. 
Search  by  size,  number  of  bedrooms 


HOMESTYLE5.com 


and  baths,  and  generic  styles  such  as 
Colonial,  French  and  Country.  View 
plans,  front  and  rear  views,  crude  3- 
models  and  color  renderings.  Then 
search  for  a  contractor  or  architect. 
►Best:  Thousands  of  plans. 
►Worst:  Uninspired  designs. 

New  Urbanist  Homes 

www.newurbanist.com 

Plans  for  Victorians,  bungalows, 
cottages  and  farmhouses.  A  book  ol 
48  plans  in  one  style:  $20.  Includes 
bookstore  and  amusing  features  sue 
as  the  "top  ten  uses  for  fake  shutters) 
►Best:  Thoughtful  designs  for  tradition- 
minded  homeowners. 
►Worst:  Plans  don't  include  constructioi 
documents. 

Simple  Farmhouse 

http://simplefarmhouse.com 

A  dozen  designs  inspired  by 
indigenous  American  architecture, 
including  tidewater  plantations, 
Greek  Revival  farmhouses  and 
Creole  cottages.  Charming  elevatioi 
and  hand-drawn  plans.  A  portfolio 
the  illustrations  costs  $20;  a  study  s) 
of  elevations  and  plans  runs  $125. 
Blueprints  also  available. 
►Best:  Country  mini-manor  designs  froir 
an  experienced  architect. 
►Worst:  Can't  be  ordered  online. 


Simple  Farmhouse 

bom  Architect  Russell  Vetsacl 


Imagine  a  Vintage  Country  House  that's  Ready  to  Bui 
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Welcome  to  the  new  economy.  And  welcome  to  the  new  Fannie  Mae.  We're  using  the 
power  of  the  Internet  to  quickly  become  one  of  the  world's  largest  e-businesses. 
With  the  click  of  a  mouse,  we  can  span  continents  and  leap  oceans  to  find 
low-cost  mortgage  funds. 


Of  course,  we're  old  hands  at  searching  the  international  capital  markets 
for  the  lowest-cost  financing  for  American  home  buyers.  During  the 
1990s,  we  raised  over  $145  billion  from  international  investors.  And 
moving  these  processes  to  the  Internet  will  continue  to  help  us  ensure 
affordable  mortgage  funds  for  American  families. 

In  fact,  last  year  alone,  we  issued  $48  billion  of  debt  securities  through  our 
Web  site.  Which  explains  why  we're  among  the  world's  largest  e-businesses. 
Fanniemae.com.  It's  how  we  do  business.  Period. 


JS\  FannieMae 

www.fanniemae.com 


You  may  think  it  takes  a  bloodhound  to 

track  down  global  SOlirceS  of  low-cost  funds 
But  it's  amazing  what  you  can  do  with  a  mouse. 


Mobile  solutions  that  make  more  of  life. 

Time  is  the  most  precious  thing  of  all.  And  the  power  to 

manage  time  the  way  you  want— to  balance  the  demands 

of  your  life  and  your  career— is  the  power  of  freedom. 

Toshiba  understands,  and  responds  with  a  range  of 

mobile  solutions  that  let  you  take  care  of  business  wherever 

you  want,  whenever  you  want.  It's  exactly  what  our 

ultraportable  computers  are  designed  to  do. 

Light  and  compact,  yet  with  the  same  power  as  our 

desktop  models,  Toshiba  portables  allow  you  to  move  freely 

and  conduct  business  on  your  terms. 

To  literally  remove  the  bounds  of  space  and  time. 

It's  freedom.  And  it's  just  part  of  what  we  do  at  Toshiba 

to  help  you  make  more  of  life. 


Demand  More 


In  Touch  with  Tomorrow 


TOSHIBA 


For  more  information,  visit  www.csd.toshiba.com 


Luxe  Shopping 


The  Internet  has  not  eliminated  dealers— yet.  Sites  like 

Autobytel.com  and  MSN  CarPoint  still  bounce  you  back  to  your  local 
dealership  for  quotes.  Major  manufacturers  like  GM,  Ford  and  BMW  do  the 
same.  Good  deals  can  be  found  via  direct,  online  buying,  offered  by 
players  like  CarsDirect.com  and  newcomer  Greenlight.com  (see  table). 
It's  easy  to  configure  the  car  of  your  choice,  you  won't  have  to  hear,  "let 
me  go  talk  to  my  manager,"  and  you'll  see  real  quotes  right  away.  If 
you  like  the  price,  press  the  Buy  button.  If  you  still  want  to  haggle,  just 
take  the  quote  into  your  local  dealership  and  press  the  salesman  for  a 
better  deal.  The  greatest  growth  in  the  online  auto  arena  is  in  used-car 
sales.  New  players  like  CarDay  and  lmotors.com  add  value  to  "pre-owned 
vehicles"  with  reconditioning  and  warranties.  However,  common  sense 
still  applies:  Never  buy  a  used  car  without  both  a  test-drive  and  a 
mechanic's  inspection.  —Ben  Berentson 


Greenlight.com 

www.greenlight.com 

This  car-buying  site  has  a  no-frills  approach,  but  its 
prices  are  outstanding.  We  found  that  two  of  our 
three  cars  came  in  about  $500  cheaper  than  our 
former  favorite,  CarsDirect.com.  Backed  in  part  by 
Amazon.com  (which  will  soon  launch  a  cobranded 
version  on  its  site),  this  new  player  lets  you  choose 

your  make  and 
model,  pick  a  color 
scheme  and  options. 
Then,  up  pops  a  full 
quote — including 
taxes  and  fees — 
without  having  to 
put  money  down.  No 
haggling,  either. 
Prices  are  frozen  for 
seven  days  after  you  make  a  $200  deposit  and  you 
can  arrange  for  pick-up  or  delivery  from  the  nearest 
Greenlight-affrliated  dealer.  The  site  posts  road-test 
reviews  from  NewCarRoadTest.com  and  lets  you 
compare  models  side-by-side  in  your  virtual 
showroom.  It  also  offers  finance  and  trade-in 
information,  with  links  to  Kelley's  Blue  Book. 
Greenlight  is  expanding  quickly,  but  has  not  yet 
made  it  to  major  states  like  Texas  and  Ohio. 
►  Best  Greenlight  will  set  up  a  road  test  at  one  of  its  dealers. 
►Worst:  Pictures  are  too  small  and  not  all  options  appear 
on  the  site. 


Autobytel.com 

www.autobytel.com 

Autobytel.com  operates  mostly 
through  an  affiliated  dealer  netwoi 
Pre-owned  vehicles  can  be  purcha: 
from  classified  ads  posted  on  the  s 
or  through  auctions.  New  car 
shoppers  should  also  check 
Autobytel's  Virtual  Lot.  The  dealer 


fSl=~ 


we  spoke  to  scored  points  for  rapi» 
response,  but  one  refused  to  quote 
price  over  the  phone  and  was 
generally  pushy  and  unhelpful. 

Useful  features:  360-degree  vie1 
of  vehicle  interiors  and  MyGarage 
which  helps  you  track  maintenanc 
and  repair  history. 
►Best:  New  car  safety  section  which 
includes  government  crash-test  and  in 
ratings,  insurance  premium  ratings  anc 
recall  information. 

►Worst:  When  configuring  your  car,  thi 
site  offers  numerous  irrelevant  "commi 
options."  Bench  seating  and  an  extend 
cab  for  a  BMW  sedan? 

CarDay 

www.carday.com 

This  used-car  auction  site  acts  i 
quality-control  middleman  for  « 
under  ten  years  old  with  fewer  t) 
100,000  miles.  Sellers  can  take  a  veh 
to  a  CarDay  certification  center,  wl 
it's  checked  over,  brought  up  to  s 
and  posted  on  the  Web  for  auction 
to  21  days.  The  listings  boast  numei 
high-resolution  photos  and  nice  ex 
like  exterior  damage  schematics  ar 
CarFax  lemon  check.  Sellers  pay  $ 
for  the  service  plus  20%  of  selling  p 
over  wholesale,  while  buyers  pay  $ 
and  get  a  CarDay  six-month,  60,i 
mile  warranty — double  what  rr 
competitors  offer. 
►Best  Via  e-mail  or  phone  you  can  qu 
the  mechanic  who  examined  the  car. 
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is  optional  but  a  300-horsepowerV-8  is  standard  in  the  world's  most  powerful  full-size  luxury  SUV.  There's  room  for  seven  in  three  rows  of  leather- 
seats.  And  up  to  8,900  pounds  towing  capacity.  Call  800-688-8898,  visit  www.lincolnvehicles.com  or  see  an  authorized  Lincoln  Navigator  dealer. 


§  Lincoln  Navigator.  American  Luxury. 


Luxe  Shopping 


►Worst:  Limited  to  ihi  Northeast  and 
volume  can  be  low:  When  we  visited  only 
three  Lexus  and  two  Audi  listings. 

CarsDirect.com 

www.carsdsieci.com 

Wonderfully  designed  and  easy  to 
use,  CarsDirect  does  exactly  what  it 
promises:  gets  you  a  car  over  the  Web 
without  having  to  go  through  a  dealer 
(except  for  pick-up  and  delivery). 
Selecting  options  is  a  snap,  as  is 
comparing  car  models  side  by  side. 
CarsDirect  provides  plenty  of  data 
on  each  car  and  nice  high  resolution 
photos,  but  has  skimpy  road  tests 
and  offers  no  safety  tests  or  ratings 
info.  You  can  only  purchase  from 
CarsDirect  in  29  states,  and  lease 
in  seven  more. 

►Best:  The  site  has  360-degree  exterior 
views  of  many  top  models,  and  you  can 
even  view  the  car  in  different  colors. 
►Worst:  A  $250  credit  card  deposit  is 
required  before  you  can  see  a  real  price 
with  the  fees  and  taxes  figured  in.  Prices 
are  only  valid  for  48  hours  after  you  save 
a  car  to  your  personalized  garage. 

DriveOff.com 

www.driveoff.com 

DriveOff  will  give  you  an  instant  quote 
on  a  new  car,  but  the  quote  you  get 
doesn't  include  sales  tax  or  any  local 
title  and  inspection  fees.  Nor 


►Online  Road  Test 


We  asked  some  of  the  top  car-buying  sites  to  price  three  well-equiped,  popi 
models:  a  sports  sedan,  a  sport  utility  vehicle  and  a  convertible.  With  the  excepl 
of  MSN  CarPoint  and  Autobytel,  which  rely  on  dealer  referrals,  all  of  the  base  pi 
quotes  were  instantly  available  on-screen. 


Site 

BMW  540iA 

Jeep  Grand  Cherokee 
Limited  4WD 

Jaguar  XK8 
Convertible 

Autobytel.com* 

$62,411 

n/a 

$76,921 

CarOrder.com 

63,462 

$37,291 

84,329 

CarsDirect.com 

62,743 

34,685 

76,101 

DriveOff.com 

63,047 

36,890 

76,329 

Greenlight.com 

61,985 

35,840 

75,632 

MSN  CarPoint* 

62,049 

34,744 

74,124 

•Dealer  telephones  with  quote.  In  some  cases,  like  with  MSN  CarPoint.  we  had  to  call  back 
Prices  includes  taxes  and  destination  charges.  Souice:  Company  Web  sites 

■  BiryR>wer 


GMBufaw 


major  auto  manufacturers'  sites. 

Offers  details  and  specs  on  all  GM 

models,  but  no  fancy  pictures. 

(You'll  have  to  click  over  to  the 

individual  brand  sites  for 

will  it  provide  you  with  the         web  tip         those.)  Build  your  dream 

actual  taxable  amount  so     Buying  a  car?  For  road     car,  view  the  MSRP  and 

r-        •         rp  and  comparison  tests,       ,  ,    ,  , 

you  can  figure  it  out.  To  see  head  to  roadandtrack.com  then  search  dealer 

anything  of  real  use,  you     and  caranddriver.com.     inventories  online.  Be  as 
have  to  pay  the  $250  de-     Both  are  reviewed  at     specific  as  you  want; 
posit.  Yet  the  site  is  nicely  de-      Forbesbest.com.      either  search  for  all 
signed  and  offers  an  excellent  Corvettes  in  your  area  or  just 

lease  research  center,  complete  with  a     green  coupes  with  the  Active 


lmotors.com 

www.imotors.com 

New-to-the-Web  Imotors  is  trying 
hard  to  offer  buyers  a  fresh  way  to 
a  used  cream  puff.  Here's  how  it 
works:  tell  Imotors  what  you  want* 
say,  a  1995  Porsche  911  Carrera  4 
decked  out  in  German  racing  silvei 
with  premium  wheels  and  a  CD  pla 
Select  your  payment  options,  plunl 


iMotors.com 


lease  vs.  buy  calculator  and  descrip- 
tions of  manufacturers'  leasing  plans. 
►  BEST:  Deal  Kits,  containing  the  neces- 
sary papers,  are  overnighted  to  you. 
►WORST:  Dubious  explanations  of  terms: 
the  $200  advertising  fee  is  "A  fee  charged 
by  the  manufacturer." 

GM  BuyPower 

www.gmbuypower.com 

The  most  powerful  of  all  of  the 


Handling  package.  If  the  vehicle  is  in 
stock,  you  can  see  a  complete  report, 
schedule  a  test-drive  or  ask  the 
dealer  to  hold  it.  If  not,  you  can  have 
the  dealer's  BuyPower  rep  order  it 
from  the  factory. 

►Best:  Loan  and  lease  calculators  help 
you  estimate  how  much  car  you  can  afford 
and  what  your  payments  will  be. 
►Worst:  Site  is  poorly  designed  and  some 
menus  and  buttons  don't  work  properly. 


A.Mn:l  lob  M  >VW  Cmufe 


down  your  $250  deposit  and  Imotc 
will  try  to  find  you  that  car  somepl 
in  the  U.S.  The  car  is  then  fully 
reconditioned  by  Imotors  and  read 
to  pick  up  within  a  few  weeks.  Prio 
are  competitive  relative  to  private 
listings.  Not  a  great  informational  j 
Go  elsewhere  to  browse. 
►Best:  Deposit  is  refundable  and  therei 
seven-day  return  policy. 
►Worst:  Three  month/3,000  mile 
warranty  is  stingy,  considering  the  olde 
cars  Imotors  sells  are  only  five  years  ol 
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call  a  company 


MP3  playback, 

i ail  and  TntfiPTifit. 


access  -  all  while  you're 
sitting  in  traffic? 


elphi  Automotive  Systems,  we're  busy 
storming  visionary  technology  into  real  products, 
ihi  has  already  received  over  $2.9  billion  in  orders 
:s  COmmuniport®  Mobile  Multi Media  Systems. 


>hi  is  pioneering  the  application  of  technologies 
3luetooth™  wireless  interface,  Wireless  Application 
dcoI  (WAP), . interactive  speech  technology  and  - 
llite  radio.  And  we're  working  with  Ericsson,  the 
stry  leader  in  wireless, communications  and 
ile  Internet,  to  connect  consumers  with  advanced 
munrcation,  information  and  entertainment  systems 


PM1 


Automotive  S 
Drivi  n  g.  To  m  o  rrow's  T"e  chnology 


ystem: 


can  enhance  the  time  spent  in  their  vehicles.  F 
Dse  into  the  future,  visit  www.delphiauto.co 


IP 
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Home  Furnishings 

Sure,  sbon?  ig  for  a  couch  in  your  pajamas  sounds  good,  but  how  do 

you  know  what  it  feels  like  to  sit  in  the  thing?  No  surprise  that  online 
furniture  sites  have  been  beset  by  more  than  their  share  of  returns  and 
complaints.  The  virtual  megastore  Furniture.com,  for  one,  has  a  return 
rate  of  10%,  double  the  industry  average.  Maybe  that's  why,  according  to 
Furniture  Today  magazine,  Web  furniture  sales  don't  even  approach  1%  of 
all  furniture  sales. 

One  site,  Homeportfolio.com,  takes  a  different  approach,  offering  a 
place  to  research  and  browse,  but  not  to  buy.  Once  you  find  something  you 
like,  it  directs  you  to  the  nearest  retailer. 

Furniture  e-commerce  sites  hope  bells  and  whistles  will  help  boost 
sales;  by  the  end  of  the  year,  several  sites  promise  to  let  you  scan  a  photo 
of  your  room  and  then  drag  furnishings  in  to  see  how  they  look.  As  yet, 
however,  there  is  no  virtual  tool  for  simulating  the  experience  of  actually 
sitting  in  that  chair  or  couch.  — JM  Stifle 


Pottery  Barn 

www.potterybarn.com 

The  new  virtual  arm  of  the  ubiquitous  bricks-and- 
catalog  home  furnishings  outfit.  Take  a  tour  of  a 
Pottery  Barn  seasonal  home  or  shop  by  category 

for  every  room  in  the 
house.  Products  can 
be  enlarged  or 
viewed  in  a  typical 
room  context.  And 
while  you're  picking 
out  club  chairs  and 
dhurrie  rugs,  you  can 
pick  up  historical 
tidbits  (Mirrors  were 
originally  designed 
to  reflect  candlelight, 
not  your  face)  and 
how-tos  (Got  candle  wax  on  your  dinner  table? 
Freeze  it  off  with  ice  cubes  in  a  plastic  bag). 
Best:  Wide  selection,  gorgeous  views  and  fast  delivery- 
most  items  arrive  within  five  days  via  FedEx. 
Worst:  Product  care  and  installation  sections  thin. 


Circline 

www.circline.com 

Looking  for  a  $141,000  Regency 
Daybed  with  its  original  gilding? 
Then  visit  this  fine  antiques 
emporium,  featuring  inventory  frc 
the  world's  most  exclusive  antique 
dealers.  Browse  by  piece,  style, 
country  of  origin,  era  or  price  ranj 


II*m  Detail 
Ml  -__ 


Once  you've  settled  on  that  circa 
1790  George  III  secretaire  ($29,89: 
and  a  rare  library  ladder  from  the 
same  era  ($7,200),  create  a  portfol 
of  selections  with  your  personal 
notes.  If  you  don't  see  what  you 
want,  ask  them  to  search  for  you. 
Bypass  the  Learn  section's 
rudimentary  info  on  periods,  style 
and  cabinet  makers,  in  favor  of  the 
calendar  of  shows,  reviews  and 
informative  articles  from  the  Art 
Newspaper.  Best  help  of  all:  Ask  th 
Education  Staff.  We  received  a 
detailed  e-mail  response  to  our 
question  within  minutes. 
Best:  Authenticity  guaranteed.  Full  refu 
within  three  days  of  purchase. 
Worst:  Average  price  point:  $27,000. 
Participating  dealers  should  provide 
multiple  views  of  these  three-dimensioi 
goods,  many  of  which  have  finely  carve 
inlaid  details.  Ebay  sellers  do,  why  not  I 
elite  dealers? 

Design  Within  Reach 

www.dwr.com 

A  clean,  spare  site  dedicated  to  cla: 
20th-century  furniture.  You  can 
acquire  affordable  repros  designee 
such  modern  masters  as  Charles 
Rennie  Mackintosh,  Marcel  Breue 
Charles  and  Ray  Eames  or  Florenc 
Knoll.  Or  bring  home  ultrahip 
contemporary  pieces  like  Philippe 
Starck's  whimsical  and  sexy  Dr.  N< 
chair.  Mix  and  match  a  Mies  van  c 
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Sarah's  Insurance  Agent 


Sarah  loves  saving  time  and  money. 
Oddly  enough,  so  does  her  insurance  agent. 


)nline  auto  insurance  in  minutes.  No  agent  required. 

Juote  it.  Buy  it.  Print  it.  Esurance  puts  you  in  control  of  the  entire 
uto  insurance  process,  so  you  save  rime  and  money  You'll  find 
tie  exact  coverage  you  need,  get  a  great  price,  even  print  your  own 
iroof  of  insurance  card.  Visit  esurance.com  or  call  800-926-6012. 


Luxe  Shopping 


URNISHINGS 


I  i  amo  io  Design  Within  Reach 


III 

Rohe  Pavilion  Chair  with  a  Noguchi 
Biomorphic  Coffee  Table.  Or  create  a 
room  around  such  George  Nelson 
1950s  classics  such  as  the 
Marshmallow  Sofa,  Ball  Clock  and 
Saucer  Hanging  Lamp.  You  can  view 
pieces  in  a  location,  up  close  and 
read  detailed  designer  bios.  Shipping 
runs  10%— 15%  of  price. 
Best:  Search  by  multiple  criteria:  category, 
designer  and  price  range.  In-stock  items 
can  be  shipped  immediately. 
Worst:  Minimalist  product  descriptions. 

Eziba.com 

www.eziba.com 

Armchair  shoppers  can  look  like 
globetrotting  connoisseurs  after 
they've  shopped  this  worldly  e-bazaar, 
where  low-tech  craftsmanship  meets 
high-tech  delivery.  No  cookie-cutter, 
staple-gunned  sofas  here.  Eziba  stocks 
handcrafted  furnishings  made  by 
artisans  for  the  home  and  garden — 
and  wraps  it  all  up  in  exotic 
travelogue  content  (think 
J.  Peterman).  Inventory  is 
strongest  in  tables,  chairs, 
rugs,  lighting  and  tabletop 
goods.  You  can  pick  up  a 
$55  Bronze  Garuda  Oil 
Lamp  (made  via  the  lost  wax 
method)  from  Thailand  or  an 
intricately  inlaid  mother-of-pearl 
chair  from  Kyrgyzstan  ($1,250). 
Auctions,  some  via  Amazon.com, 
allow  you  to  bargain  like  a  pro  for 
everything  from  a  Zulu  Beer  Basket  to 
a  Zapotec  Runner. 

Best:  Eziba  founders  have  pledged  part  of 
their  stock  to  create  a  foundation  to 
improve  living  conditions  in  the  artisans' 


communities.  Hope  they  make  good. 
Worst:  You  may  need  a  machete  to  hack 
your  way  through  the  travelogue  copy. 

Frontera.com 

www.frontera.com 

If  you're  looking  for  standard 
brands — from  Harden  Furniture  to 
Hatteras  Hammocks — you'll  find 
them  here.  That  is,  if  you  can  dig 
through  the  cluttered,  ad-ridden 
design.  Search  by  indoor,  outdoor, 
accessories,  brand  names  or  a  variety 
of  styles  from  Colonial  to  Rustic.  The 
ability  to  shop  by  room  and  style  can 
produce  some  interesting  results. 
Want  a  Shaker  Office?  No  problem. 
Just  put  the  Shaker-style  desk  with  a 
keyboard  drawer  in  your  shopping 


FRONT 

ftp? rsTr 

cart.  An  informative  e-newsletter 
keeps  you  apprised  of  upcoming 
auctions  and  sales. 
Best:  Large  roster  of  old,  reliable  brands. 
Worst:  Wading  through  the  clutter. 

FunctionalArts.com 

www.functionalarts.com 

There's  nothing  off-the-rack  about 

these  original  furniture  designs, 
lovingly  handcrafted  by  a 


WEB  TIP 

Still  in  the  dark?  Find 

a  huge  selection  of  lamps  roster  of  contemporary 

and  accessories  at  furniture  artisans.  The 
www.lightinguniverse.com,  ,     .  .  . 

reviewed  at  emphasis  is  on  wood, 

Forbesbest.com.       exquisitely  shaped,  molded 
and  finished.  You'll  find  classic 
lines  with  contemporary  twists 
and  plenty  of  style  fusion.  Like  the 
$500  Relative  End  Table,  made  of 
natural  and  painted  wood,  or  the 
$12,000  mahogany  and  ebony  dining 
table.  Some  items  can  be  custom 
ordered  and  artists'  bios  list  design 
influences,  background  and  awards. 
The  Reference  area  provides  useful 
guides  to  furniture  terms,  finishes 


and  wood  types  from  ash  to  walnut 
Best:  Your  purchase  helps  support  an 
artisan;  shipping  is  included  in  the  price. 
Worst:  Product  information  is  more  visua 
than  textual. 

GoodHome.com 

www.goodhome.com 

Roger  Horchow,  formerly  of  the 
Horchow  Collection  Catalog,  has 
turned  his  hand  to  the  Internet  wit 
this  easy-to-shop  site,  chock-full  ofi 
quality  mid-priced  furniture,  rugs, 
wall  coverings  and  accessories.  Chei 
out  45  room  views,  or  shop  by  rooi 
or  product  in  styles  like  Coastal, 
Rustic,  Classic,  Soho  or  English 
Country.  Look  for  bargains  at  The 
Outlet  where  many  items  are  half- 
price.  Custom  upholstery  is  availal 
on  certain  pieces;  choose  fabrics  b} 
price  range,  pattern  and  color,  then 
view  them  on-screen  on  your 
desired  couch,  chair  or  ottoman. 
Best:  By  far  the  most  detailed  product 
descriptions  seen  in  this  category. 
Worst:  The  Online  Decorating  Studio  om 
lets  you  view  "pre-coordinated"  selec- 
tions. And  scrolling  horizontally  through 
the  room  views  is  dizzying. 

Guild.com 

www.guild.com 

Offers  a  collection  of  original 
contemporary  art  including  a  choio 
selection  of  art  furniture  and  lightir 
Expect  well-crafted,  often  whimsica 
stuff  with  prices  from  a  few  hundre< 
dollars  to  more  than  $100,000. 
Typical:  loseph  Shuldiner's 
delightfully  delicate  birch-and-pape 
lamp  shaped  like  a  watchtower 
($1,500).  Or  Roger  Hauge's  rustic 
Adirondack-style  chair,  with  a  Shakt 
style  woven  seat  and  back,  echoing  t 
geometric  patterns  of  Scottish 
designer  Charles  Rennie  Mackintosl 
($1,000).  Each  selection  links  to  the 
artisan's  bio  and  pictures  of  his  or  h 
works.  You  can  also  have  items  mad 
to  order. 

Best:  It's  not  just  furniture.  It's  sculpture 
Worst  Descriptions  are  short.  Delivery 
time  long.  Shipping  and  handling  high. 
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"You're  right,  honey. 
You  should  go  play  poker  all  night  with  your  friends." 


A  raise  and  an  extra  week  of  vacation?  Okay,  if  you  insist." 


"Why,  as  a  matter  of  fact, 
>ox  seats  available  for  tonight's  playoff  game." 


"Sure,  dear,  here's  the  remote.  Put  on  whatever  you  want." 


Life's  a  lot  easier  when  the  answer  is  yes. 


says  "Yes"  to  more  shipping  needs  than  anyone  because 
'e  the  widest  portfolio  of  services  in  the  industry. 
Express""- expedited,  time-definite  air  and  ground  service 
100%  Satisfaction  Guarantee. 

e  Delivery"1-  guaranteed  service  with  24/7  constant  monitoring 
oactive  notification. 

ird  Ground  -the  fastest,  most  reliable  ground  service  with 

iirect  points  than  any  other  carrier. 

f -fully  integrated  international  air,  ocean  and  land  solutions. 


Add  our  world-class  customer  service  centers  and  state-of-the-art 
web  site  featuring  My  Yellow  -  with  rating  and  tracking  services 
that  keep  you  in  the  loop  every  second  of  the  way.  So,  no  matter 
where,  when  or  how  you  need  something  shipped,  you  know 
what  our  answer  will  be. 


1-800-610-6500  www.yeilowfreight.com 


YESWECAIfl 


fficia!  Transportation  Supplier  to  the  U.S.  Swim  Team 
1 2C00  Yellow  Freight  System,  Inc.  All  Rights  Reserved. 


Luxe  Shopping 


Jl  e 


If  buying  diamonds  on  the  Web  sounds  dicey,  think  again.  Online 

jewelers  have  taken  your  worst  fears  into  account.  The  best  sites  offer 
detailed  photos,  plenty  of  educational  content  and  airtight  return  policies. 
Some  sites,  like  Miadora  and  Mondera,  even  offer  live  online  chats  with 
experts.  Prices  are  comparable  to  what  you'd  find  in  real-world 
establishments,  unless  you're  going  the  Ebay  route;  even  then,  dealers  are 
frequently  in  the  game,  bidding  up  low  prices.  You  just  have  less  recourse 
if  those  diamond  earrings  turn  out  to  be  cubic  zirconia.  — Samantha  Lee 


Blue  Nile 

www.bluenile.com 

Quality  jewelry  in  classic  styles,  with  special 
emphasis  on  engagement  rings.  Shop  by  product, 
occasion  or  material.  The  site  is  reassuringly  heavy 
on  education:  Learn  the  four  Cs  of  diamonds 
(color,  carat,  clarity,  cut);  what  gives  sapphires  their 
violet-blue  hue  (trace 
minerals);  and  the  difference 
between  Akoya  and  South  Sea 
pearls  (creamy  versus  silvery 
overtones).  Purchase  loose 
diamonds  or  fine  jewelry,  or  get 
gift  recommendations.  The 
Essential  Jewelry  Every  Woman 
Needs  page  lists  both  a 
diamond  tennis  bracelet  and  a 
cultured  pearl  necklace.  No 
bargains  here:  Prices  start  at 
$90  for  a  pair  of  pearl  earrings 
and  go  into  the  high  thousands 
for  loose  stones. 
►  Best:  Build  Your  Own  Ring  feature.  Choose  the  size, 
shape,  clarity  and  color  of  your  stone,  and  the  design  and 
metal  of  your  setting. 

►Worst:  No  recommendations  on  what  women  should 
purchase  for  men. 


blue  ni 
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Adornis.com 

www.adornis.eom 

Strong  in  fine  and  estate  jewelry,  but 
especially  in  designer-ware.  The 
higher  priced  Designers  Collection, 
more  classically  styled,  features  a 
roster  of  24  well-known  designers; 
the  Soho-inspired  Fragments 
Collection  is  more  trend-  and 
fashion-oriented.  Customers  can 


browse  by  category,  collection, 
designer  or  material.  The  Adornis 
Encyclopedia  offers  the  A-Zs  of 
jewelry  terminology  along  with 
fascinating  articles  like  "Jewelry  and 
royalty."  (British  Crown  Jewels  and 
King  Tut's  treasures,  anyone?)  Prices 
range  from  $40  for  a  pair  of  18kt 
hoop  earrings  to  a  $2 1 ,000  estate 
piece. 


adornis.com 

rjkam  C«ko. 

Rkadv  to  Wear 


1 


■ 
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►Best:  Multiple  close-up  views  of  each 
piece  of  jewelry. 
►Worst:  Gift  Suggestions  section  not  sp 
cific  enough. 

Antique  and  Estate  Jewelry 

www.antiqueandestate.com 

A  great  place  to  find  one-of-a-kir 
vintage  pieces  in  excellent 
condition.  From  cameo  brooches 


m 
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platinum  engagement  rings  to  Ai 
Deco  watches,  each  piece  feels  like 
has  its  own  story  to  tell.  Sharp 
pictures  show  off  each  piece's 
intricacies  and  detail.  Prices  start 
around  $400  and  go  up  to  $9,000 
a  diamond  ring. 
►Best:  Update  page  flags  newest  stocH 
►Worst:  Smallish  selection  leaves  you 
wanting  more. 

Denmans.com 

www.denmans.com 

The  only  Web  site  of  the  bunch  tl 
doesn't  have  its  own  inventory. 
Location  and  good  supply 
agreements  (it's  situated  in  the  h 
of  the  Los  Angeles  jewelry  distric 
mean  quick  access  to  more  than 
5,000  jewelry  manufacturers — ar 
lower  price  points  for  you.  Can't 
afford  a  $1,800  Cartier  tank  ring 


202     FORBES"  Best  of  The  Web  ■  September  11, 2000 


WHEN  YOUR  e-buiinedd  RELIES  ON 
SOMETHING  AS  PRECARIOUS  AS  TECHNOLOGY, 
CONTROL     MAY     BE     YOUR     MOST    VALUABLE  ASSET. 


All  that  technology  has  done,  it  can  undo  in  an  instant.  Which  is  why  nearly  all  the  Fortune  500® 
rely  on  us  to  survive-and  thrive-in  today's  ever-changing,  unpredictable  environment. 

We  are  BMC  Software.  The  world's  leading  provider  of  e-business  systems  management  solutions. 
Software  that  keeps  your  business-critical  applications  up  and  running  around  the  clock.  We  offer  the 
fastest  implementation  of  the  most  comprehensive  e-business  management  systems.  And  our  exclusive 
OnSite™  program  is  your  seal  of  assurance  that  your  e-business  will  be  online,  all  the  time. 

For  more  information,  visit  us  at  www.bmc.com.  We'll  be  there. 
We're  always  there. 


<bmc 


Assuring  Business  Availability  " 


•1C  Software  is  an  Equal  Opportunity  Employer.  BMC  Software,  BMC  Software  OnSite,  the  BMC  Software  logos,  and  all  other 
4C  Software  product  or  service  names  are  registeted  trademarks  or  trademarks  of  BMC  Software,  Inc.  All  other  trademarks  or 
istered  trademarks  belong  to  theit  tespective  companies.  ©2000  BMC  Software,  Inc.  All  rights  reserved. 
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I  shipping 


The  Luxury  for  Less  page  has  a 
good-looking  knockoff  among  its 
affordable  replicas.  Choose  from  a 
large  selection  of  loose  diamonds, 
bridal  sets  and  estate  jewelry.  The 
men's  sections  have  a  smart  array  of 
rings,  bracelets,  chains,  cuff  links 
and  accessories. 

►Best:  A  neat  slide-rule  feature  in  the 
diamond  section  will  tell  you  what  gems 
are  available  based  on  price. 
►Worst:  Thin  item  descriptions. 


the  fine  from  the  faux  is  still  a 
challenge  for  the  untrained. 
►  Best:  Careful  searching  will  lead  to 
some  great  buys  way  below  retail. 
►Worst:  Posted  photos  aren't  always 
accurate.  And  there  are  no  guarantees. 

Miadora 

www.miadora.com 

Quality  abounds,  from  classic 
diamond  stud  earrings  and  charm 
bracelets  to  the  trendy  Designer 
Collection,  with  its  gold  lariats  and 
poetry-inscribed  rings.  Vintage 
watches,  estate  jewelry  and  a  strong 
diamond  database  (where  you  can 


Monderd  n. 


Ebay.com 

www.ebay.com 

From  tanzanite  to  Edwardian 
brooches  to  an  abundance  of  loose 
gems,  this  auction  free-for-all  has  just 
about  anything  you  may  be 
looking  for.  A  recent  visit 
brought  up  an 
overwhelming  120,000- 
plus  jewelry  items,  but 
sorting  and  searching  are 
a  breeze.  Selection  and 
price  vary  wildly:  from  a 
penny  for  a  pair  of  blue  glass 
earrings  to  $15,000  for  a  1.6  carat 
diamond  ring.  Pictures,  descriptions 
and  seller  profiles  help  with 
purchasing,  but  trying  to  distinguish 


Looking  for  unique 
pieces,  like  a  sports  or 
pet-fhemed  item?  Go  to 
costumejewels.about.com 
and  click  on 
Unusual  Jewelry  for 
manufacturer 
links. 


SHI  ||  Service*!  Search  ||  Help  fcoi 
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select  and  "build"  your  own  ring) 
round  out  the  site.  Need  more  than 
one  piece?  Click  on  Companion 
Pieces  for  ideas  on  other 
web  TIP         jewels  that  will  go  with 

your  purchase.  Or  search 
the  generous  Suggestions 
area.  And  if  that  doesn't 
work,  a  real-time  live 
chat  with  a  Miadora 
representative  should  do 
the  trick. 
►  Best:  The  excellent,  detailed  search 
function. 

►Worst:  No  multiple  views. 


Mondera 

www.mondera.com 

Specializes  in  fine  jewelry,  loose 
gems  and  luxury  items.  Its  founders 
hail  from  Europe  and  the  global  feel 
is  reflected  in  the  selection — pearls 
from  Japan,  fine  gold  from  Venice, 
mesh  jewelry  from  Milan — and  the 
multiple-currency  price  listings.  An 
extensive  engagement/bridal  section 
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lets  brides-to-be  purchase 
something  old  (like  a  vintage 
diamond  tiara)  or  something  blu 
pair  of  sapphire  earrings).  Estate 
pieces  and  vintage  watches  are  al 
available. 

►  Best:  The  Learning  Center  is  chock- 
full  of  gem  education,  from  how  to  bu 
a  diamond  to  what  looks  good  with  a 
T  shirt. 

►Worst:  Some  site  content  (like  20  V 
to  Pop  the  Question)  borders 
on  corny. 

Tiffany  &  Co. 

www.tiffany.com 

We  recommend  the  Flash  versioi 
this  site  for  viewing — Tiffany 
elegance  never  looked  better.  In  t 
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shopping  mode  items  can  be  sor 
by  category  or  collection  (not  by 
price,  alas),  although  images  cou 
be  larger.  Online  shoppers  won't 
have  as  much  of  a  selection  as  thi 
Fifth  Avenue  crowd,  but  there  an 
plenty  of  Paloma  Picasso's  Love  ; 
Kisses  brooches,  signature  "X" 
earrings  and  Return  to  Tiffany 
necklaces  to  go  around.  A  clean, 
easily  navigable  site,  with  helpful 
jewelry-buying  tips. 
►Best:  The  cachet  and  its  equally  eleg 
Web  site  design. 
►Worst:  No  engagement  rings. 
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Our  solutions  can  help 
you  gain  and  serve 
online  customers  all 
over  the  world. 

Millions  of  online  customers 
still  haven't  heard  from  you. 
The  good  news  is,  the 
United  States  Postal  Service 
has  global  products  that  will 
help  you  reach  them  for  less. 
International  Surface  Air  Lift™ 
lets  you  send  direct  mail 
and  catalogs  to  e-customers 
worldwide-for  less  than 
regular  Airmail™  And  when  it 
— 7  comes  time  to  fulfill  the 
$    order,  we  offer  a  range  of 
— /  package  delivery  options 
such  as  Global  Package  Link, 
Express  Mail  International™ 
and  Air  Parcel  Post!"  We  really 
do  promise  you  the  world.  And 
/ery  competitive  prices.  For  a 
?  Global  Delivery  Solutions  Kit,™ 
call  1-800-THE-USPS,  ext.  GD2288. 


7  UNITED  STATES 
POSTAL  SERVICE <t 

www.usps.com 


Luxe  Shopping 


Fashion  is  exclusive,  elitist  and  glamorous.  Everything  the  Internet 

is  not.  It's  one  reason  why  designers  such  as  Ralph  Lauren,  Donna  Karan 
and  Giorgio  Armani  are  not  online  yet:  They're  afraid  the  Web's 
accessibility  may  cheapen  their  image.  Helmut  Lang  only  posts  still  images 
of  his  fashion  shows.  Hoping  to  awe  the  folks  with  a  Web  ambience  worthy 
of  a  fancy  shop,  Prada  is  negotiating  with  architect  Rem  Koolhaas  to 
develop  its  Web  site.  Fallen  Web  retailer  Boo.com  did  boast  fancy  virtual 
dressing  rooms  and  3-D  graphics  allowing  the  shopper  to  zoom  in  on 
different  angles.  But  at  a  time  when  few  people  had  broadband  this  didn't 
work  well  enough  to  persuade  customers  to  buy  a  $375  Pashmina  wrap 
online.  In  short,  the  Web  isn't  yet  a  great  place  to  shop  for  fashion.  You'll 
find  loads  of  designer  handbags  and  accessories,  but  apparel  is  scant 
and  inventory  limited.  —Carol  Moukheiber 


tEEM  Mi^rim  massm  Egana 

A  BOUTIQUE  jUST  FOR  HER. 


Neiman  Marcus 

www.neimanmarcus.com 

The  gold  standard  for  high-end  apparel  online.  Even 
though  the  collection  tilts  toward  a  handful  of 
brands,  such  as  St.  John,  DKNY  and  Democracy,  the 
mix  of  outfits  is  good.  Service  is  exceptional.  A 
"live"  customer-service  person  was  apologetic  when 

we  couldn't  find  a  skirt 
size.  A  friendly  online 
personal  shopper  was 
quick  to  the  rescue 
when  we  were  stumped 
over  what  kind  of 
evening  wrap  to  drape 
over  a  $160  Kay  Unger 
floral  bustier  top.  She 
e-mailed  us  digital 
pictures  of  two 
shawls — one  came  in 
black  silk,  the  other  in 
embroidered  sheer  black  organza.  Neiman  Marcus 
will  also  fill  you  in  on  the  trend  du  jour:  zebra  and 
python  prints. 

►  Best;  Easy  navigation  and  checkout. 
►Worst:  Glosses  over  item  descriptions. 


Brooks  Brothers 

www.brooksbrothers.com 

Brooks  Brothers  may  no  longer  ha 
the  cachet  it  once  had,  but  its  Web 
presence  is  first-rate.  It  offers  deta 
descriptions  of  items  and  will 
helpfully  try  to  pair  a  $248  black 
gabardine  jacket  with  two  differen 
white  shirts.  Monogrammed  shirt 
are  available  for  $10  extra,  but 
delivery  takes  longer  than  the 
standard  five  days.  Clearance  sales 


and  items  are  prominently  displa) 
and  easy  to  find. 

►Best:  Sorts  out  confusion  on  how  to 
dress  business  casual.  Tip:  "Look  in 
charge,  not  on  vacation." 
►Worst:  Staid  site  design. 

Ermenegildo  Zegna 

www.ezegna.com 

The  site  is  easy  on  the  eyes,  and  al 
makes  shopping  simple,  with  a  va 
but  limited  selection  of  shirts, 
knitwear,  ties  and  trousers.  Prepai 
for  some  sticker  shock:  A  handsoi 
reversible  leather  jacket  will  set  yc 
back  $2,250  (but,  hey,  Zegna  will 
it  free  of  charge).  The  site  also  ha 
more  casual,  less  costly  line,  Zegn 
Sport,  from  which  you  can  pick  u 
iridescent  navy  and  rust  ponchos 
for  $450. 


►Best:  Can  zoom  in  to  get  a  good  look 
fabric  swatches. 
►Worst:  You  won't  find  any  of  Zegna's 
nicely  tailored  suits. 
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FashionDig 

www.fashiondig.com 

The  FashionDig  mall  and  its  theme 
boutiques  offer  high-end  used — 
excuse  us,  vintage — clothing.  All  the 


looks  are  there:  the  classic,  the  hip 
and  the  over-the-top.  Theme  stores 
include  the  Victorian  Shoppe,  the 
Haberdashery  and  the  Milan 
Collection,  where  you  can  find  a 
1940s  Chanel  suit  for  $1,700.  A 
Givenchy  couture  dress  from  the 
1970s  goes  for  $1,050.  At  the  Mod 
Shop  the  inspiration  for  the  Souper 
Dress  comes  from  Pop  artist  Andy 
Warhol's  Campbell's  soup  can  design. 
►  Best:  Ask  Janet.  A  real  person  will  help 
you  find  that  Pucci  blouse. 
►Worst:  Must  fill  out  new  order  form  with 
every  item  purchased. 

IYou.com 

www.iyou.com 

Iyou  (as  in  It's  All  About  You)  is  an 
encyclopedia  of  designer  names.  More 
than  400 — and  at  discounts  up  to 
80%.  There's  hot  Italian  designer 
Alberta  Ferretti  and  classy  Yves  Saint- 
Laurent,  as  well  as  hip  Belgians  Dries 
Van  Noten  and  Ann  Demeulemeester. 


iyou.com 


THC  WOWrrS  RMST  IN  (X3Cf  i3t  t  AMNIONS  AND  MQK 


Beat  The  Heat 


"**}frA  Otno  Pjr&aet% 

cr  M  US  OrtVrj  Ow  CO 


Iyou  seems  to  have  more  in  stock  than 
rival  Web  discount  retailer  Bluefly,  but 
it's  still  spotty — as  you  would  expect 
from  a  clearance  shop.  There  were  28 
pieces  from  Miu  Miu,  but  one  lone 
dress  from  Prada.  Find  something  you 
like  and  you  can  haggle  online.  Return 


policies  are  liberal — customers  can  get 
their  money  back  for  up  to  30  days — 
and  the  site  is  nicely  designed  and  easy 
to  use. 

►  Best:  Can  automatically  e-mail  friends 
aboul  bargains. 

►Worst:  No  information  on  which  year's 
collection  you're  buying. 

Johnston  &  Murphy 

www.johnstonandmurphy.com 

No  nonsense  site  for  fine  men's 
footwear.  Shoes  are  conveniently 
classified  into  four  categories:  classic, 
contemporary,  casual  and  tailored 
casual.  Close-ups  reveal  rich  detail.  If 
you're  the  type  who  likes  to  take  apart 
a  car  engine,  you'll  delight  in  J&M's 
illustrated  shoe  deconstruction. 
There's  all  sorts  of  useful  advice  from 


Johnston  G-Muwiiy. 


"master  craftsmen."  One  tip:  "Always 
store  leather  shoes  with  moisture- 
absorbing  shoe  trees." 
►  Best:  Can  download  a 
length  and  arch  chart  for  foot 
measurement. 

►Worst:  The  apparel  section  is 
weak. 


pale-blue-and-white  shirt  by  m; 
women's  shirtmaker  Craig  Tayk 
goes  for  $295.  The  online 
"magazine"  posts  puff  pieces  on 
shopping  in  London's  Covent 
Garden  and  the  handbag  craze. 


'I'l 


Aug  13  -  Aug  10  2000 


( 


Shopping  the  World 

www.shoppingtheworld.com 

With  your  personal  shopper,  Liza, 
shop  by  clicking  on  buttons  labeled 
Rodeo  Drive,  Knightsbridge  or 
Soho.  Well,  it's  kind  of  like  shopping 
in  those  places.  Absent  from  the 
lineup  are  boutiques  like  Giorgio 
Armani.  In  fact,  most  of  the 
featured  designers  here  are 
unknown  (except  shoes  from 
Sigerson  Morrison),  but  the 
selection  is  attractive,  if  on  the 
expensive  side.  A  checkered 


►Best:  If  you  are  purchasing  a  British 
label,  such  as  Mulberry,  the  site  quot 
prices  in  pounds  and  dollars. 
►Worst:  Checkout  system  is  so  confi 
we  abandoned  our  purchase. 

Tomas  Maier 

www.tomasmaier.com 

Straight  from  France,  Tomas  Mai 

swimsuits  are  all  the  rage.  They'n 

sexy,  classy,  highly  publicized  and 

expensive,  ranging  from  $120  to 

The  site  is  sleek  and  easy  to  navig 

You'll  get  a  pretty  good  look  at  in 

of  the  swimwear,  front  and  back, 

as  the  signature  halter-top  bikini 

$220.  How  the  bikini  will  look  on 

is  a  different  matter.  We  wish  the 

could  offer  a  little  advice  on  wh 

.......  cuts  work  best  for  less-tha: 

WEB  TIP 

There's  a  danger      model-perfect  figures, 
with  buying  expensive    Women's  suits  come  in 
apparel  on  the  Web:      thr£e  sizes;  fi  g  and  1Q 
What  you  see  is  not  nec-  , 
essarily  what  you  get.    There  are  also  men  s  tn 
Monitors  often  dis-    ►Best:  Quick  delivery— shi| 
tort  colors.       from  the  u.S. 

►Worst:  Returns  must  be  made  wil 
three  days. 
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550  or  chevroiet.com/CS 
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Driver.  Fleet  Manager.  CFO. 
It  accommodates  all  of  them  comfortab) 

Why  can  businesspeople  feel  more  comfortable  choosing  Impala0  over  Taurus  SE? 
Impala  has  more  standard  horsepower  and  overall  room  than  Taurus.  Fleet  managers  like  that 
Impala  has  better  overall  fuel  economy?  And  for  CFOs,  Impala  has  a  higher  residual  value      ~   ~i  ■-'•'r— 
than  Taurus!  Put  Impala  on  your  selector  list.  You'll  see  that  you  actually  can  please  everybody.    WE'LL  BE  THERE 

'Basecj  on  ERA  estimated  MPG  of  Impala  3400  V6  engine,  20  city/32  highway  and  Ford  Taurus  3. 01  2V  V6  engine,  1 9  city/28  highway. 
tBased  on  Residual  Value  Lease  Guide  of  1 997-2000  models  from  January  through  March  2000.  ©2000  GM  Corp..  Buckle  up,  America)  * 
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Whether  you're  a  trend-following  foodie  or  a  grub-loving  chow 

hound,  the  menu  of  food-related  choices  on  the  Web  continues  to  expand. 
There  are  places  to  chat  with  fellow  connoisseurs  and  obsessives,  how- 
to  videos  to  watch  and  endless  selections  of  delicacies  to  browse  and 
buy.  The  food  world  is  becoming  increasingly  personality-driven,  as  seen 
by  the  profusion  of  celebrity  chefs  sauteing  portobellos  on  FoodTV  or 
hawking  their  latest  cookbook  creation  on  the  morning  talk  shows.  So 
why  not  food  critics?  New  York  Times  writer  and  cookbook  author  Molly 
O'Neill  has  recently  soft-launched  OneBigTable.com,  a  site  for  recipes, 
culinary  advice,  restaurant  reservations  and— coming  soon— food  poetry. 

Some  of  the  best  sites,  like  Tavolo.com,  offer  a  range  of  options- 
recipes,  glossaries,  chef  profiles  and  merchandise.  Others  focus  quite 
narrowly  on  one  specialty,  like  exotic  spices  (www.penzeys.com  ),  hard- 
to-find  flours  (www.kingarthurflour.com)  or  fine  chocolate  (www. 
chocolatepicure.com).  Dig  in.  —Anne  Glusker 


Tavolo 

www.tavolo.com 

A  veritable  feast.  On  the  buying  side,  there's  spe- 
cialty food,  from  caviar  to  cranberry  chutney;  gad- 
gets (knife  sharpeners,  pressure  cookers);  a  handy 
gift-buying  guide  (broken  down  by  price)  and  an 
impressive  cookbook  selection.  On  the  learning  side, 
there's  a  library  of  how-to  videos  to  watch,  a  helpful 
glossary  of  terms  and  recipes  galore — from  choco- 
late zucchini  bread  to  charcoal-grilled  poussin  with 
porcini  and  toasted  po- 
lenta. Recipes  are  search- 
able by  intended  course, 
key  ingredients,  cuisine, 
special  dietary  considera- 
tions or  even  by  cooking 
time.  Celebrity  chefs  con- 
tribute recipes  and  sage 
advice.  Le  Bernadin's  Eric 
Ripert  suggests  treating 
every  fish  "according  to  its 
personality."  (He  also 
likens  good  cooking  to  good  sex.)  Videos  are  often  a 
bit  simplistic  in  tone  but  still  useful,  especially  for 
novices. 

►  Best:  Illustrated  tips  and  techniques  provided  by  the 
Culinary  Institute  of  America.  Learn  everything  from 
poaching  fresh  fruit  to  trussing  poultry. 
►Worst:  Site  doesn't  tell  you  the  exact  date  a  perishable  will 

be  shipped. 


Epicurious 

www.epicurious.com 

A  glorious  site — one  of  the  few  whe: 
you  can  be  confident  that  the  1 1 ,00C 
(searchable)  recipes  have  actually  be 
tested,  and  tested  well.  That's  becaus 
two  premier  food  magazines,  Gourn 
and  Bon  Appetit,  are  at  its  core.  Now 
you  can  buy  the  ingredients  you're 
reading  about,  thanks  to  a  new  part- 
nership with  specialty  food  mecca 
Dean  &  DeLuca.  You  can  outfit  youi 
kitchen  here  as  well,  through  a  click 
Williams-Sonoma.  Lots  of  great  Wei 
only  stuff:  lively  forums  and  chats, 
farmers'  market  reports,  food  and 
wine  dictionaries,  a  vintage  cookbo* 
finder  and  guides  to  such  diverse  toi 
as  etiquette,  stemware  and  metric  cc 
versions. 

►  Best:  The  New  Batch  Dispatch:  a  wee 
e-mail  of  new  recipes. 
►Worst:  The  slide  shows:  They  don't  si 
you  how  to  do  anything,  and  the  qualit' 
the  images  doesn't  come  close  to  thos« 
found  in  Gourmet  and  Bon  Appetit. 

EthnicGrocer.com 

www.ethnicgrocer.com 

The  most  difficult  part  of  cooking 
cuisine  of  a  faraway  place  can  be  ge 
ting  your  hands  on  the  proper  ingr 
ents.  Enter  EthnicGrocer,  with  pro< 
ucts  from  15  countries,  from  Polan 
to  the  Philippines:  everything  from 
farro  to  fish  sauce  (just  don't  try 


Jft  EthnkGrocer.com 


searching  for  "nuoc  nam").  You  se 
by  product,  recipe  or  food  type,  lil* 
sweet  spreads  or  edible  wrappings. 
The  clean  layout  lures  you  in,  but  ( 
you  start  digging  deeper  into  the  s 
it  becomes  steadily  less  attractive. 
►  Best:  There's  a  good  chance  that  yoi 
find  not  only  the  obscure  item  you  we 
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Just  how  does  he  know  who's  been  naughty  or  nice? 


handles  billions  of  customers.  Yet  each  one  gets  individualized  attention, 
alized  marketing.  Personalized  service.  Personalized  transactions.  That's  the 
of  personalized  eBusiness. 

have  thousands,  perhaps  even  millions  of  important  business  relationships 
ice  you  can't  use  elves,  let  us  suggest  ePresence. 

esence  consultants  can  help  you  build  an  eBusiness  solution  that  gives  every  one 
customers,  business  partners,  suppliers  and  employees  a  totally  personalized 
nee.  Making  it  easier  for  them  to  do  business  with  you.  And  building  satisfaction 
alty  that'll  make  them  want  to  welcome  you  with  milk  and  cookies. 

us  show  you  how.  Go  to  www.epresence.com.  Or  call  1-800-222-6926. 


^presence" 

eBusiness.  We  make  it  personal." 


Luxe  Shopping  I  G 


looking  for  but  also  some  equally  exotic 
new  morsel,  like  char  sui  sauce  or  Botan 
rice  candy. 

►Worst:  A  lack  of  helpful  images.  Looking 
at  the  exteriots  of  Asian  noodle  packages 
is  no  substitute  for  seeing  the  noodles 
once  they're  prepared. 

FoodTV.com 

www.foodtv.com 

If  you're  a  fan  of  the  Food  Network, 
with  its  celebrity  chefs  and  frenetic 
feeling,  you'll  love  this  site.  As  you'd 
expect,  there  are  plenty  of  videoclips, 


so  you  can  watch— and  emulate — as 
the  pros  do  everything  from  shelling  a 
lobster  to  creating  flowers  out  of 
buttercream.  There  are  kitchenware, 
gadgets  and  tools  to  buy,  chats  to  par- 
ticipate in  and  contests  to  enter — not 
to  mention  a  good  cookbook  section 
and  a  selection  of  Dean  &  DeLuca 
foods  to  purchase.  The  database  of 
menus,  recipes  and  articles  covers  the 
world;  the  recipes  alone  number 
over  12,000. 

►  Best:  Unlike  most  cooking 
videos,  these  don't  assume 
you're  a  moron. 
►Worst:  There's  so  much  here, 
you  might  be  tempted  to  simply 
give  up  and  order  out. 


worth.  Through  its  partnership  with 
the  publication  Coffee  Review,  the  site 
offers  authoritative  critiques  and  rat- 
ings. Unlike  many  ratings  systems, 
which  offer  no  explanation  of  their 
methodology  and  thus  have  little 
credibility,  the  criteria  are  thoroughly 
explained. 

►  Best:  The  Coffee  Concierge,  which  helps 
you  fill  your  mug  with  the  brew  best- 
suited  to  your  taste  buds. 
►Worst:  The  Books  section.  Surely  there's 
more  to  caffeinated  literature  than  three 
titles  by  Coffee  Review's  Kenneth  Davids. 

lgourmet.com 

www.igourmet.com 

Although  the  emphasis  here  is  on 
cheese,  it's  obvious  that  the  site  is  in- 
tent on  becoming  the  Amazon.com  of 
the  food  world.  Clearly  marked  sec- 
tions indicate  the  ambitious  range  of 
foodstuffs  to  buy,  from  Sauces/Dress- 
ings to  From  the  Garden  and  From  the 
Sea.  But  for  now,  cheese  rules.  The  se- 
lections—ranging from  a  Romanian 
Buffalo  Milk  Feta  to  Costa  Rican 
Irazu — are  well-photographed  and  ac- 
companied by  recipes  and  serving  sug- 
gestions. There's  a  cheese  encyclopedia 
so  you  can  make  sense  of  it  all  and  a 
cheese-of-the-month  club  if  you  want 
to  keep  it  coming  (there  are  also  coffee 
and  tea  clubs). 

►Best:  The  clarity  and  simplicity  of 

WEB  T,p        this  site  make  it  a  joy  to  navigate. 
The  Searchable 
Online  Archive  of  Recipes  *Worst:  The  name  is  deceiving. 
(soar.berkeley.edu/recipes)  This  is  a  site  for  cheese  lovers. 


is  a  cook's  heaven: 
67,784  recipes 
indexed  every 
which  way. 


Beyond  that  the  content  is 
weak. 


GreatCoffee.com 

www.grcatcoffee.com 

A  caffeine  freak's  fever  dream.  It  offers 
home- roasting  equipment,  grinders, 
cups,  biscotti — and  lots  and  lots  of 
java.  Incredibly  well-organized,  it  lets 
you  browse  by  region,  roast,  blend  and 
many  other  categories.  There  are 
organics,  exotics,  decafs  and  green 
coffees.  And  best  of  all,  there's  free 
shipping  if  you  order  more  than  $40 


Indian  Harvest 

www.indianharvest.com 

Focused  on  rice,  grains,  beans  and 
legumes.  If  you're  in  search  of  hard- 
to-find  items  like  kamut  and  quinoa, 
black  barley  and  red  rice,  Israeli  cous- 
cous and  split  baby  garbanzo  beans, 
this  is  the  spot  for  you.  And  best  of 
all,  some  of  the  merchandise  actually 
gets  the  close-up  photographs  that 
stuff  like  this  cries  out  for  (so  you  can 
see  what  a  petite  crimson  lentil  actu- 
ally looks  like).  Some  other  merchan- 


dise is  on  offer  as  well— oils,  vineg 
chutneys,  wild  rice,  blueberry 
muffin  mix. 

►  Best:  A  grain  and  legume  lover's 
paradise.  The  heirloom  bean  section  al 
is  enough  to  make  you  want  to  start 
boiling  water. 
►Worst:  The  Tips  area  is  a  joke.  Why  is 
there  no  advice  on  how  to  soak  beans 
properly  and  how  to  keep  rice  from 
sticking  to  the  pot? 

Zingermans.com 

www.zingermans.com 

Zingerman's  deli,  based  in  the 
university  town  of  Ann  Arbor,  Mic 
has  long  done  a  brisk  mail-order  b 
ness  among  food  lovers  who  live  faj 
from  good  grub.  The  store's  site  is 
cheerful  and  functional,  with  the  s« 
of  cute  illustrations  and  intentional 
wacky  tone  you'd  expect  from  a 
college-town  institution.  Check  ou 


the  Zing  Club's  bread,  pastry  or  c|| 
($33  to  $175),  or  since  bread  is  a 
Zingerman's  specialty,  investigate  t 
selection  of  five  Jewish  rye  breads 
($5  each) — onion  rye,  sure,  but 
tsitsel  and  chernushka  were 
new  to  us. 

►  Best:  The  Special  Tease  section  offe 
overstocks  of  such  items  as  lavender 
honey  and  canned  Portuguese  tuna  bi 
at  reduced  prices. 
►Worst:  Dense  design.  Cutesy  icons  d( 
little  to  ease  the  eyestrain  from  all  the 
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business  in  the  Internet  Age  is  a  loving, 
urturing,  non-competitive  environment. 


Yeah,  right.  What  battlefield  are  you  on? 


Is  your  business  combat-ready  with 
eLearning  to  succeed  in  the  age  of  the  Internet? 


Let's  face  it,  business  is  a  battlefield. 
And  the  war  of  business  requires 
having  the  right  information  at  the 
right  time  to  stay  ahead  of  the 
competition  and  deliver  impact  to 
the  bottom-line.  Docent  Inc.'s 
Knowledge  Exchange  Platform  is  rapidly 
becoming  the  business-critical  application 
that  thrusts  companies  forward  through 
the   effective   application  of  knowledge. 


Over  100  companies  have  achieved 
their  business  goals  by  using 
Docent's  award-winning  applica- 
tions for  eLearning  to  launch  new 
products  quickly  and  efficiently, 
bring  new  sales  people  up  to  speed, 
and  increase  customer  satisfaction.  Choose  your 
business  arsenal  wisely  and  choose  Docent!  Call 
us  today  at  1-888-DOCENT5,  1-650-934-9500 
or  email  us  today  at  info(W  docent.com. 


i 


www.docent.com 


©  Copyright  2000  Docent,  Inc.  Ail  rights  reserved. 
Docent  and  the  Docent  logo  are  trademarks  of  Docent,  Inc. 
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Disney's  Toysmart.com  is  kaput.  Nickelodeon's  RedRocket.com  is  gone. 

The  online  toy  market  is  still  saturated,  and  there  probably  will  be  more 
casualties  after  this  year's  Christmas  shopping  season.  Last  year  sites  like 
Etoys  and  Toys  "R"  Us  were  plagued  by  bungled  orders  and  out-of-stock 
items.  The  sites  will  be  put  to  the  test  again  as  online  toy  shopping  is 
expected  to  grow  to  $500  million  this  year,  according  to  Jupiter 
Communications.  If  you  are  planning  to  buy  online,  don't  wait  until  late 
December  to  order.  Web  site  servers  can  get  just  as  crowded  as  shopping- 
mall  parking  lots.  —Adit  Nathan 


SmarterKids.com 

www.smarterkids.com 

Educational  toys  reign  at  this  content-rich  site.  Shop  by 
child's  age  (up  to  15),  favorite  character  (Elmo,  Arthur, 
Curious  George),  theme  (knights,  dinosaurs)  or  subject 
(math,  geography).  All  products  are  rated  and  reviewed 
by  site  staff  and  teachers.  The 
selection  of  items  for  middle 
schoolers  ranged  from  books  and 
word  games  to  electronic  handheld 
Yahtzee.  My  Kid's  Store  helps  you 
choose  toys  based  on  your  child's 
learning  style.  Not  sure  what  that  is? 
Take  the  survey.  (Does  she  do  mental 
math  with  ease?  Sing  or  hum  even 
when  there's  no  music?)  The  Grade 
Expectations  detail  what  is  generally 
taught  at  each  grade  level,  with 
product  links.  The  Family  Resource 
Center  has  activities,  advice  columns  and  news.  Special 
sections  offer  recommendations  for  gifted  and  special- 
needs  kids. 
►  Best:  My  Kid's  Store. 

►Worst:  No  matter  what  your  kid's  learning  style  is,  books  and 
software  turn  up  as  a  recommended  choice. 


m 


Best  Products 

for  Your  Child  using 
+Lnr«niart«  3«yvt«M  11  r»i  v*  « 


NEW 

5  H«0 

SUPPLIES 

SAVE  25% 
wti*nyoubuyor>(  W 
our  School  EumtWt 


AreYouGame.com 

www.areyougame.com 

Board  games,  brain  teasers  and 
puzzles  for  kids  of  all  ages.  Pick  up 
Lethal  Luau  for  your  next 
murder- mystery  dinner.  Or  listen  to 
the  kids  impersonate  Regis  with 
the  Millionaire  home  game. 
Be  sure  to  check  out  Employee 


Recommendations,  Steals  and  Deals 
and  Toughest  of  the  Tough. 
►Best:  Can't  find  that  1978  Hardy  Boys 
game?  Try  the  Game  Museum  Store. 
►Worst:  Demo  Arcade  is  thin. 

Etoys 

www.etoys.com 

Great  selection  and  product  detail, 


including  customer  reviews  and 
parental  warnings.  Gift  advice  slic 
and  diced  a  thousand  different  wa 
age,  award-winners,  bestsellers — > 
name  it.  Play@Etoys  lets  children 
online;  parents  can  log  on  and  get 
peek  at  what  Junior  likes  to  play. 
►  Best:  Attention  to  detail. 
►Worst:  Glowing  book  reviews  vary  in 
quality  and  lack  author  bios. 

KBkids.com 

www.kbkids.com 

Mainstream  toys  (think  X-Men  ai 
Pokemon)  at  low  prices.  Customs 
reviews  included.  Tina  the  Toy  M 
reviews  a  different  toy  each  mont 


How  tc  Order     Privacy  A  &*cunty    frtop  by  Age    Gift  Cei 


H»lp       Your  Account        Vl*w  C*rt  ' 
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Tina 

_fhe_Ioy.Mom_ 


rotf  (tthmortB.  rntKiil  '■trtttitt  «ti»ii  iji'r,  rlfi 


ess 


with  her  son,  John.  On  a  new  Sup 
Soaker:  "The  Monster  weighs  14 
pounds  when  it's  full  of  water — t 
heavy  for  small  children."  John:  1 
awesome  because  it  squirts  lots  o 
water  at  one  time." 

►  Best:  Tina  the  Toy  Mom. 
►Worst:  Otherwise  stale  editorial  con 

ZanyBrainy.com 

www.zanybrainy.com 

Emphasis  on  quality  books,  game 
and  learning  toys.  Browse  by 
category,  age,  brand  or  character. 
Features  a  team  of  KIDsultants  thj 
chooses  their  favorite  toys  for  all 
and  interests.  The  Try  Me  section 
demonstrates  how  specific  toys  w 

►  Best:  Tips  on  playing  with  your  kids. 
►Worst:  Can't  ask  KIDsultants  a  ques 


atfeHHraiinwrn- 


^School  "Zone 
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We  can  show  you  things  no  one  else  can. 

What  if  you  could  access  accurate  information  on  virtually  every  building  in  every  major  U.S.  market?  With  CoStar 
Group's  suite  of  Internet  products,  you  will.  In  fact,  you'll  find  hard-to-get  details  like  comparable  sales,  buildings  for 
sale,  income  and  expense  data,  cap  rates,  lease  expirations  and  loan  terms.  Plus  four  times  the  amount  of  for-lease 
space  offered  by  our  closest  competitor.  All  enhanced  by  photographs,  floorplans  and  aerials.  Our  research  team  drives 
2  million  miles  each  year  to  bring  you  this  information  -  conducting  on-site  building  inspections,  examining  over  60 
million  public  records,  and  regularly  interviewing  1  million  tenants,  owners  and  brokers.  With  our  resources  at  your 
command,  you'll  develop  a  thorough  understanding  of  the  marketplace.  You'll  identify  more  opportunities.  And  you'll 
win  more  business.  To  learn  more  about  CoStar  Property'"  CoStar  Tenant'",  CoStar  COMPS"  and  CoStar  Exchange", 
call  1-877-6COSTAR  or  visit  www.costargroup.com. 


CoStar 


group 


EVERY  BUILDING.  EVERY  DETAIL. 


1 


Luxe  Shopping 
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if  it  seems  like  that  cool  electronics  site  you  used  last  spring  has 

changed  its  name  for  the  third  time,  you're  not  crazy.  The  online  computer 
and  electronics  industry  is  deep  in  the  consolidation  process.  With  $3.2 
billion  in  revenues  last  year,  this  area  garnered  an  impressive  16%  of 
overall  Web  commerce,  a  number  that  could  reach  almost  35%  by  2004, 
according  to  Forrester  Research.  And  with  more  than  80  online 
participants,  competition  is  fierce.  All  that  competition  means  a  field  day 
for  buyers.  The  best  sites  offer,  or  link  to  free,  in-depth,  third-party 
research  as  well  as  design-your-own  stereo  or  computer  tools  and 
comparison-pricing  features.  Beware,  however,  many  of  the  "content" 
click-throughs  featured  on  these  gear  shopping  sites  actually  take  you  to 
sponsors  or  affiliates.  —Doug  Donovan 


CNET  Shopper 

www.shopper.com 

This  industry  giant  has  acquired  some  top  Web 
properties  over  the  last  year,  including  KillerApp 
tV,  and,  most  recently,  ZDNet.  The  result:  a  dizzying  site 
with  product  reviews  and  pricing  information  of 
unparalleled  breadth  and  depth.  Looking  for  a 
wireless  handheld?  A  flat-panel  monitor?  CNET  puts 
products  through  rigorous 
testing  and  the  Editors' 
Choice  section  reveals  top 
picks  in  each  category.  Once 
you  hone  in  on  a  model, 
you'll  find  a  full  listing  of 
features  and  accessories, 
along  with  extensive  reviews, 
a  performance  chart,  user 
comments  and  a  huge  price- 
comparison  grid. 
Want  to  cut  to  the  chase?  Go 

Wireless 

.„.._ ,  „_ ,  ....     tQ  tjie  qUjckje  cnet  review 

and  ratings.  Check  the  auction  area  for 
used-gear  bargains. 

►  Best:  Price  and  availability  info  updated  twice  daily. 
►Worst:  Navigation  can  be  treacherous.  If  you  click  first  on 
models  in  the  large  "premiere  sponsor"  box  in  a  product 
area,  you'll  get  bounced  to  an  affiliate  site  and  you'll 
miss  all  the  rich  CNET  content. 


CNET  Computers.com 


•A  CHieT  Buying  Buldm- 


800.com 

www.800.com 

The  second-most  visited  electronic 
site  on  the  Web,  with  a  large 
inventory  of  TVs,  audio  devices, 
cameras,  phones — but  no  compute 
Navigation  is  simple.  Once  you 
choose  a  product,  you  can  browse  i 
the  models,  or  choose  specific 
features  then  sort  by  brand  or  pria 
Once  you've  narrowed  down  your 


choices,  click  Compare  and  you'll  g 
a  side-by-side  chart  of  features,  pri 
and  specs.  Need  help  deciding?  Th| 
Expert  Help  click  offers  (sometime 
windy)  articles  on  important  prodl 
features.  Live  online  help  was  greal 
split  screen  allowed  us  to  shop  whi 
monitoring  the  area  for  a  response! 
which  came  in  about  three  minute 
►  Best:  The  help  center. 
►Worst:  Return  freight  charges  are  yoi 
if  you  send  a  product  back  within  the 
30-day  window  for  refunds. 


Buy.com 

www.buy.com 

Low  prices  and  an  easily  navigatec 
site.  Buy.com  sells  more  than  just 
electronics  and  it  has  sister  sites  fq 
the  U.K.,  Canada  and  Australia.  Nc 
place  for  research  but  deals  aboun 
We  bought  a  Kodak  DC280  digita 
camera  for  under  $450,  about  $50 
cheaper  than  many  other  big  onlii 
retailers.  The  camera  was  deliverei 
•  promptly — and  they  threw  in  a  fr 
case.  Coveting  Panasonic's  neat 
portable  DVD  player,  but  can't  bri 
yourself  to  pay  over  $1,000  for  it? 
up  a  wish  list  and  Buy.com  will 
e-mail  it  to  friends  and  relatives. 
►  Best:  Low  price  guarantee:  If  you  fin 
product  for  less  on  the  Internet  within 
hours  of  purchasing  it  at  Buy.com,  the 
will  refund  you  the  difference. 
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►Worst:  If  you're  looking  for  that 
eye-catching  new  Macintosh  G4  "cube," 
you're  out  of  luck.  Plenty  of  Mac  extras, 
but  no  computers. 

Get  Plugged 

www.g8tpSuggcd.com 

Smartly  organized  with  clicks  for 
Learn,  Buy  and  Build.  The  Learn 
Library  offers  extensively  detailed 
resources  on  a  wide  range  of  subjects 
ranging  from  the  three  primary 


NAKAMICHL 

GoundSpace 


PUTERS  &  ELECTRONICS 

An  AcerPower  8600-T800A  desktop's 
price  started  at  $2,405.  With  five  peo- 
ple buying,  the  price  came  down  to 
$2,050.  With  16  to  26  people,  it 
dropped  to  $1,949. 

►  Best:  A  glossary  helps  you  sort  out  the 
site's  unique  lingo,  like  Hot  Cycles  and 
Anti-Sweepstakes. 
►Worst:  Restricted  to  prede- 
fined bidding  levels.  If  you  think 
that  MobShop  digital  camera 
posted  at  $485  is  worth  $435, 
the  site  may  never  give  you  an 
opportunity  to  bid  that  low. 


 Wtjyl  >HRIPG£ 
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sound  formats  for  home  theater  to 
dealer  contacts  for  custom 
installations.  And  a  tech  glossary 
demystifies  terms  and  acronyms 
from  AC3  to  XLR.  Buyers  can  expect  a 
detailed  choice  of  offerings:  The  TV 
area  includes  options  for  Rear 
Projection,  Plasma  Display  and 
WebTV.  Look  for  the  occasional 
sweet  deal.  A  Philips  TiVo  that  retails 
for  $699  is  sold  here  for  $357. 
►  Best:  The  easy-to-use  "build  a  system" 
feature  lets  you  create  the  perfect  home 
theater  system.  Enter  your  specifications 
and  it  will  give  you  product  information 
and  prices  on  appropriate  equipment,  with 
a  suggested  room  layout. 
►Worst:  The  Idea  Gallery.  Put  speakers 
inside  of  furniture? 

MobShop 

www.mobshop.com 

Team  up  here  with  other  shoppers  for 
bulk  discounts.  The  more  people  who 
sign  on  to  purchase  a  particular  prod- 
uct within  a  specified  time  frame,  the 
lower  the  price  goes.  Can't  make  up 
your  mind  on  what  to  buy?  Use  Save  a 
Spot  to  reserve  your  order  in  the 
group  until  the  price  drops  to  the 
right  level.  The  Buyer  Flash  function 
sends  e-mails  to  alert  you  when  a  de- 
sired product  reaches  a  selected  price. 


WEB  TIP 

For  reviews  on  35 
other  online  gear 

sellers,  go  to 
Forbesbest.com. 


MSN  Eshop 

www.comparenet.com 

Excellent  comparison  shopping 
technology.  Choose  a  product 
category,  like  cordless  phones,  and  a 
long  list  of  different  models  emerges. 
Make  a  few  selections  and  then  hit 
"compare."  The  products  are  lined 
up  side  by  side,  offering  a  clear 
breakdown  of  price  and  features.  We 
compared  ten  compact  disc  changers 
for  cars,  including  the  Kenwood 
KDC-C515FM  and  the  JVC  CH-X350RF. 
Even  though  the  JVC  was  $10  more,  it 
had  a  wireless  remote  and  functions 
like  random  play  and  repeat  that 
Kenwood  doesn't  have.  Decision 
made. 

►  Best:  Every  product  category  is 
enhanced  with  clicks  like  auctions,  buying 
guides,  consumer  reviews  and  numerous 
search  breakdowns. 

►Worst:  Buying  can  be  confusing.  Instead 


hardware,  software  and  computer 
accessories.  For  electronics,  you're 
forwarded  to  Tweeter.com  (review^ 
at  www.forbesbest.com).  Outpost' 
computer  descriptions  are  long  an 
jargon-filled.  Inventory  lagged  in 
some  areas;  when  we  visited,  th< 
were  no  products  listed  unc 
motherboards  or  power 
supplies.  And  although 
Outpost  is  an  authorized 
Macintosh  reseller,  Mac 
selection  was  thin  relative 
to  other  categories.  The 
Memory  Outpost  features  a  handy 
configurator  tool  to  help  you  figur 
out  how  much  memory  you'll  neei 
for  your  different  devices. 
►  Best:  Covers  the  first  $100  of 
overnight  shipping  of  your  product  on 
Airborne  Express. 
►Worst:  Product  descriptions. 


COMPAQ 


of  merely  letting  us  buy  a  gadget  at  the 
advertised  price,  we  were  asked  to  bid  on 
it  using  an  affiliation  with  Mercata. 

Outpost.com 

www.outpost.com 

Over  170,000  products  including 


PriceScan 

www.pricescan.com 

A  no-frills  price-comparison  site. 
While  the  lowest  price  for  Palm  II 
in  a  recent  search  of  CNET  was  $U 
PriceScan  found  one  for  $139.  An 
we  discovered  a  $372  Celeron 
desktop  system  that  went  for  $49S 
CNET's  site.  Click  on  a  product  an) 
get  a  list  of  Web  vendors,  with  tab! 
choices  for  prices,  photos,  reviews 
and  price-trend  graphs.  User  revfi 
.  however,  are  not  as  helpful  as  thoi 
at  other  sites. 
►  Best:  Electronics  product  choices  ar 
the  most  extensive  we've  seen.  In 
addition  to  the  usual  CD  players  and 
cameras,  it  lists  categories  for  digital 
picture  frames,  electronic  books  and 
radar  detectors. 

►Worst:  Design  has  the  flair  of  a  textb, 
on  actuarial  science. 
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on1!  want  to 

try   back  later. 


demand  it.  And  they'll  leave  you  instantly  if  they  don't  get  it.  So  if  you're  finding  it 
.tomers'  increasing  demands,  talk  to  i'SKY. 

providing  outsourced  customer  care  for  the  world's  leading  brands,  i'SKY  knows 
customer  profitability.  Acting  expertly  on  your  behalf,  our  highly  trained  customer 
r  customers  via  e-mail,  text  chat,  voice  over  IP, 
lining  and  analysis  provide  the  insight  to  anticipate  m 
-  before  an  issue  ever  arises.  So  take  better  care     .  m  wSM  SKw' 
i.  Choose  /SKY.  r/lTl 

Real  customer  care  for  real  customers. 
Call  877-593-3695  today  or  visit  www.isky.com  for  a  live  demo. 


Luxe  Shopping 
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s  &  DVDs 


The  DVD  industry  can  thank  last  summer's  sci-fi  hit  The  Matrix  for 

its  recent  market  ascendancy.  The  blockbuster  film  was  released  for 
home  purchase  on  DVD  several  months  before  the  VHS  version;  so  in 
addition  10  becoming  the  first  million-plus-selling  disc,  it  jump-started 
sales  of  DVD  players.  The  movie  also  helped  set  the  standard  for  extras- 
like  interactive  games  and  behind-the-camera  interviews— that  add 
entertainment  value  to  the  new  discs.  VHS  tapes  still  have  the  market 
edge,  but  both  formats  now  share  coveted  "shelf"  space  on  the  Web. 
Movie  lovers  should  find  plenty  of  bargains  as  sites  constantly  try  to 
elbow  each  other  aside  with  sales,  prizes  and  trade-ins.  The  cost  of 
popular  movies  can  fluctuate  up  to  80%  depending  on  the  stock  and 
condition  of  the  film.  NetFlix  compares  DVD  prices  at  six  top  Web 
retailers;  you  can  also  use  a  shopping  bot  like  EvenBetter.com,  which 
will  cast  the  net  even  wider.  And  then,  of  course,  there's  the  growing 
online  market  in  used  discs.  Why  pay  retail?  —Kemp  Powers 


bigstar.com 
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Bigstar.com 

www.bigstar.com 

Clear  and  simple  to  use,  with  more  than  30 
categories  of  films  to  choose  from.  Search  by  genre, 
director,  star,  decade  of  release  and  rating.  Read 
detailed  movie  descriptions.  View  film  clips  or  stills. 

Click  on  Full  Credits 
for  a  listing  of  a  film's 
top  cast  and  crew 
members;  click  on  a 
name  and  you'll  link 
straight  to  a  bio  and 
other  film  projects. 
Other  extras:  top  ten 
lists,  film-world 
interviews,  deals  and 
sweepstakes.  We  spent 


an  enjoyable  time  in  the  area  called  Broadband 
Theater,  a  festival's  worth  of  streaming-video 
previews,  interviews,  cartoons  and  shorts.  Don't  miss 
the  parody  Looking  for  Mr.  Miyagi,  a  deconstruction 
of  The  Karate  Kid  that's  destined  to  be  a  classic  short. 
Foreign  and  indie  film  selection  is  particularly 
meaty — foreign  film  DVDs  especially.  After  you  watch 
previews,  buying  is  only  a  few  clicks  away. 
►  Best:  Broadband  Theater, 
►Worst:  Not  very  customizable. 


Amazon.com 

www.amazon.com 

Generally  well  priced  and  user- 
friendly,  complete  with  editorial 
consumer  reviews.  The  Awards  a 
Recommendations  click  lets  you 
search  Oscar,  Cannes  or  Sundanc 
winners — or  by  essentials  like 
director,  star  or  genre.  New  to  D\ 
The  site  offers  advice  on  building 
your  collection.  Kids  jammed  an 
action  figure  in  the  VCR?  Click  o> 
to  Amazon's  Electronics  page  to 
replace  it — or  research  DVD  play 
►  Best:  Links  to  the  Internet  Movie 
Database  (buried  at  the  bottom  of  ea 
movie  page):  unparalleled  movie  info 
and  trivia. 

►Worst:  Prices  not  always  the  best. 

Critics'  Choice  Video 

www.ccvideo.com 

Easy  to  navigate,  with  one  of  the 
most  extensive  film  selections 
around,  thanks  to  an  agreement 
several  studios  granting  exclusivi 


access  to  certain  movies. 
Distinguished  by  its  more  than 
categories,  ranging  from  British 
Cinema  to  Matinee  Westerns  to 
Silent  Films. 
►Best:  Budget  section  features  nunc 
of  under-$IO  videos  and  under-$l5  C 
►Worst:  Surprisingly  light  on  review: 
information. 

NetFlix 

www.netflix.com 

Buy  or  rent  DVDs.  For  $19.95  pe 
month,  members  can  rent  up  to 
DVDs,  with  no  due  dates.  Its  libr 
of  7,000-plus  DVDs  can  be  brow 
by  more  than  100  categories,  fro 
Time  Travel  to  Tearjerkers.  Buy 
can  link  to  one  of  six  Internet 
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How  do  you  make  loyalty  scale? 


PRIMUS 


th  eCRM  solutions  from  Primus. 


companies  talk  about  customer  relation- 
Tianagement  (eCRM)  as  the  process  of 
ing  value.  At  Primus,  we  believe  it's  about 
bincj  value  for  your  business  as  well 

s  why  we  created  a  unique,  value-driven 
on  to  the  eCRM  challenge.  First,  by  pro- 
g  customers  access  through  self-service 
[ssisted  channels.  Second,  by  helping  corn- 
Is  gain  knowledge  with  each  transaction — 
ey  can  continually  increase  the  speed  with 
p  customers  and  employees  get  the  infor- 
>n  they  need. 


Which  means  they  can  deliver  even  more 
value  the  next  time  a  customer  calls. 
Or  visits.  Or  e-mails.  Or  chats. 

And  that,  in  short,  is  how  you  make 
loyalty  scale. 

Find  out  how  Primus'  assisted  and  self-service 
solutions  for  eCRM  have  helped  companies  like 
3M,  GTE,  Motorola,  PSINet,  and  Ericsson  win 
in  the  Web-enabled  world 


Serve  Them  Right5 

1  888  323  7244 
www.primus.com 


www.primus.com  to  download  your  free  copy  of  "The  eCRM  Opportunity:  A  Primus  Vision  White  Paper." 

rimus  Knowledge  Solutions,  Inc.  All  rights  reserved  Primus  is  a  registered  trademark  and  Serve  Them  Right  is  a  service  mark  of  Primus  Knowledge  Solutions,  Inc. 
company  names  and  trademarks  are  the  properties  of  their  respective  owners. 


Evc^Noticc 
How  Good 
DlSigfn  Drives 
Ebrformance? 


□ame  Thing  i  n 
Tke  ^Ct>rkplace. 

Learn  Kow  by  conbacting  a  professional 
designer  through  ASID's  Worldwide 
Interior  Design  Referral  Service. 
AS  ID  workplace  designers  will  list  en 
to  your  needs,  understand  your 
strategic  goals,  and  design  a  space 
that  will  help  you  increase 
workplace  performance. 

Worldwide 
Interior  Design 
Referral  Service 


1 -800-6 10-ASID 


a  service 


of 


ASID 

American  Society 
of  Interior  Designers 


www.interiors.org' 
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retailers,  including  Amazon.com, 
Buy.com  and  Sam  Goody.com. 
NetFlix  compares  each  vendor's 
price,  shipping  charge  and  service 
ratings. 

►  Best:  NetFlix  asks  you  to  rate  films  every 
time  you  log  on  to  the  site  (a  one-to-five- 
star  system).  Over  time,  the  site  will 
gradually  customize  itself  to  your  tastes. 
►Worst:  DVDs  only. 

Reel.com 

www.reel.com 

Recent  rumors  of  Reel's  demise  were 
premature.  It  still  provides 
comprehensive  film  information  and 
extensive  editorial  suggestions,  but 
has  farmed  out  its  selling  to  Buy.com. 


DVDs  (and  music  CDs  and  games 
for  credit  toward  the  purchase  of 
new  ones.  Aside  from  being  hand 
for  dumping  clunkers,  Spun  boasi 
some  of  the  best  used  DVD  deals  fl 
the  Internet.  Don't  miss  the  site's 
bargain  bin. 

►  Best:  Just  punch  in  the  title  of  your 
unwanted  film,  and  the  Pawn  Shop 
quickly  offers  a  price  for  it. 
►Worst:  Considering  the  piles  of  old 
videos  most  people  have,  it's  a  shame 
can't  unload  the  tapes  here. 
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14  DOLLAR  TRADEHNS 


For  indie  fans,  there  are  extensive 

international  festival  roundups, 

with  plenty  of  fun  clips  and      ,„  Y[E^  T'P  u 
r       '  r  Want  to  know  what 

ear-to-the-ground  buzz. 
►Best:  The  Screening  Room, 
loaded  with  items  both  useful 
(word  of  mouth  on  upcoming 
films)  and  amusing  (Thugs  on 
Film,  a  cartoon  review  show  hosted 
by  two  English  hooligans). 
►Worst:  Can't  search  films  by  genre 


TLA  Video 

www.tlavideo.com 

Created  by  the  Philadelphia/New  \ 
City  chain  of  independent  vii 
stores,  TLA,  this  site  caters, 
independent  tastes  with  though 
film  suggestions.  Rich  editorial 
topics  like  actors-turned-direc 
and  the  latest  and  greatest  ft 
abroad.  Unfortunately,  it  is  confui 
to  navigate. 

►  Best:  Extensive  under-$IO 
listings. 

video  and  DVD  special  ►Worst:  Weak  search.  We 
editions  are  on  the  hori-   searched  for  movies  starri 

zon?  Browse  the  Coaxial  ,     ,  t  .  „ 

Cher,  and  only  one  out  of  a 

News  rumor  mill  at 

www.aint-it-cool-      dozen  were  relevant.  Resull 
news.com.        included  Alexander  Nevsky 
(1938)  and  dry  Lights  (1931). 


Spun.com 

www.spun.com 

Where  to  go  to  offload  that  DVD  of 
Highlander  2:  The  Quickening  you 
got  as  a  joke  gift  from  some  old  frat 
buddies.  Spun  lets  you  sell  your  used 


Around  the  world,  the  future  of  Visual 
technology "  looks  bright  with  ViewSonic 


Welcome  to  the  Visual  Revolution? 

We  have  entered  the  new  information 
economy.  Where  demand  for  niched 
content,  e-commerce,  business 
information  and  entertainment  will 
be  supplied  through  a  variety  of 
visual  and  communication  products 
and  services  from  ViewSonic. 

ViewSonic  is  leading  the  visual 
technology  revolution  with  OptiSync™ 
digital  displays  and  networked 
internet  appliances  designed  for  B2B 
and  B2C  commerce.  Look  for  our  lat- 
est display  technology  and  Internet 
appliances  designed  to  deliver  the 
ultimate  visual  communications 
experience  across  the  world  wide  web. 

ViewSonic,  the  #1  best  selling 
monitor  and  display  company  in  the 
USA*  is  working  hard  to  lead  the 
visual  technology  revolution  in  the 
information  economy.  Welcome  to 
the  Visual  Revolution." 

For  more  information  visit: 
www.ViewSonic.com 


The  Visual  Technology™  Company 


/viewSonicS 


(800)  888-8583  •  Specifications  subject  to  change  without  notice  •  Copyright©  2000,  ViewSonic  Corporation.  •  Corporate  names  and  trademarks  stated  herein  are  the  property  ol  their  respective  companies. 
•  'ViewSonic  ranks  as  United  States'  #1  best  selling  flat  panel  display  and  the  leading  non-captive  monitor  brand  by  Stanford  Resources,  Inc.  (Flat  Panel  Monitrak,  Q4  '99  and  Momtrak  04  99)  •  All  rights  reserved. 


►The  Good  Life 


he  best  things  in  life  may  be  free,  but  preparing  for  them  is  a  lot 
easier  if  you  can  afford  a  fast  connection  to  the  Web.  Whether 
ou're  planning  a  holiday  gala,  teaching  your  kids  the  proper 
latting  stance  or  finding  the  perfect  spa,  hit  the  Web  first. 
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I  The  Good  Life 


:  City  Guides 


Visiting  a  :  •  a ;>gs  city  brings  out  the  best  in  the  Internet.  Whether 

you  want  to  go  strictly  tourist  and  hit  all  the  postcard  sights,  or  ferret  out 
the  locals'  hangouts,  you  can  usually  find  everything  you  need  online. 
There  are  iwo  distinct  types  of  city  guide  sites  to  choose  from.  The  first  is 
a  collection  of  individual  city  guides,  like  CitySearch.com  or  DigitalCity.com, 
which  offer  a  standardized  menu  of  options  for  each  city.  Usually  these 
include  restaurant  reviews,  movie  listings  and  a  calendar  of  events  like 
concerts  and  public  festivals.  Frequently  you'll  find  links  for  buying  tickets, 
making  restaurant  reservations,  even  finding  jobs.  The  second  type  of  site, 
like  New  York  Today  and  SF  Gate,  focuses  on  a  single  metropolis.  Typically, 
it's  run  by  locals  and  offers  more  ear-to-the-ground  buzz,  like  a  guide  to 
local  dating  mores  or  which  neighborhoods  have  become  magnets  for 
artists.  Go  to  these  sites  to  get  a  feel  for  what  the  natives  know  and  not  just 
what  the  city's  tourist  authority  tells  you.  — Chana  Schoenberger 


CitySearch 

www.citysearch.com 

A  city  guide  megasite.  TicketmasterOnline- 
CitySearch  runs  a  slew  of  urban-focused  guides  for 
some  80  different  cities,  from  Sacramento  to  Sydney. 
In  addition  to  searchable  databases  of  restaurants, 
bars,  movies,  musical  events,  theater  and  other 
happenings,  the  site  offers  local  content  such  as 
advice  columns  and  FAQs  on  the  real  estate  market. 

And  CitySearch 


<*!>  citysearch.com  ■ 


o 

WYNDHAM 


Where  fo  90.  what  to  do.  how  to  get  things  done  in  your  city. 


find  a  job 
book  a  table 
eet  your  match 


scan  the*  stars 


reserve  a  icon 


buy  a  ticket 
b*d  on  a  boat 
catch  a  show 

explore  your  city 


f 


:  ....    :  3 


encompasses  a  family  of 
sites  that  lets  you  do 
everything  from  finding 
a  job  to  rinding  a 
sweetheart,  from  buying 
baseball  tickets  to 
bidding  on  a  sailboat. 
We  tested  the  Pittsburgh 
guide  and  were  taken 
with  the  clear  maps  and 
helpful  restaurant 
reviews,  which  steered  us  to  a  romantic  dinner  at 
The  Top  of  the  Triangle,  complete  with  180-degree 
views  of  the  downtown.  The  site  also  hosts  online 
polls  where  you  can  vote  or  find  out  that  Old 
Spaghetti  Factory  is  Portland,  Ore.'s  favorite 
eatery  for  kids. 
►  Best:  Available  via  wireless. 

►Worst:  City  guide  pages  are  densely  packed.  And  does  it 
really  need  a  dedicated  horoscope  site? 


Boston.com 

www.boston.com 

Combines  all  the  best  resources  ol 
Beantown.  There  are  extensive  art 
entertainment  and  shopping  listir 
local  news  from  the  Boston  Globe  \ 
feature  stories  from  the  monthly 


boston 


coif* 


Boston  magazine.  Displaced 
Bostonians  can  access  extensive  lc 
coverage  of  the  Sox  and  the  Celtic 
And  the  Your  Town  click  offers  in 
depth  community  information, 
helping  you  distinguish  Brookline 
from  the  Back  Bay. 
►  Best:  Read  restaurant  reviews  from  j 
Boston  Globe  and  Boston  magazine,  tl 
click  to  reserve  a  table. 
►Worst:  Navigation  can  be  complicate 

Digital  City 

www.digitalcity.com 

AOL's  Digital  City  site  offers  local 
content  and  listings  from  Anchor 
Alaska  to  West  Palm  Beach,  Fla. 
Typical  of  AOL,  navigation  is  simp 
For  each  city  or  metro  area,  even 
smallest  ones,  the  site  features  loc 
news,  sports,  shopping,  ads  and 
listings,  including  movies,  restaur 
and  nightlife  reviews.  Larger  town 
like  San  Francisco  get  added  page 


4  s^- 


like  a  visitor's  guide,  airport  info 
a  Gay  San  Francisco  feature. 
►  Best:  Visitor's  Guide. 
►Worst:  You've  got  to  dig  to  get  past  t 
generic  content. 
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he  travel  experience  you  want.  From 
travel  site  you'll  need.  With  close  to 
tinations.  Unique  online  features. 
)le  from  your  desktop  or  handheld, 
l't  forget:  we're  also  a  great  way  to 
rrific  local  restaurant  or  hot  spot.  For 
iround  the  globe  or  just  around  town, 
place  to  visit  is  www.fodors.com. 


/  Miniguides 

Interactive  guidebooks  you  design,  with  exactly  the  information  you  need... 
from  weather,  to  currency  exchange,  to  local  customs  and  attractions. 

H  Dining  and  Lodging  Reviews 

What  to  eat,  where  to  stay,  wherever  you're  going. 

/  Travel  Lounge 

Lively  online  exchanges  of  travel  tips  and  advice  with  our  experts  and  each  other. 

4  Maps 

.  .  .  -iii        i  Fodor's  and  Fodors.com  ore 

Navigate  a  City  —  Or  locate  a  neighborhood  eatery.  trademarks  ol  Random  House  Inc. 


The  Good  Life  I  TRAVEL:CITY  GUIDES 
New  York  Today 

www.nytoday.com 

Comprehensive  in  all  ways,  NY 
Today,  the  local  news  and  calendar 
site  of  the  New  York  Times,  slices 
and  dices  the  Big  Apple  by 
neighbor  hood  and  outlying  areas, 
allowing  locals  and  tourists  to  find 
restaurants,  events  and  movies  near 
them.  Personalize  the  site  by 
entering  profile  information  on 
your  location  and  interests.  Also 
features  hotel  information, 
shopping  pages,  an  auction  site  and 


Calendar 
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choices 


From  Today's  Times 


listings  for  happenings  around  the 
metro  area,  plus  a  local  yellow  pages. 
Available  on  your  handheld  through 
the  online  city  guide  site 
Vindigo.com. 

►  Best:  The  Calendar  feature.  Enter  your 
preferences  and  the  site  will  e-mail  you  a 
periodic  events  calendar  tailored  to  your 
interests. 

►Worst:  Auction  area  not  as  strong  as 
other  pages  on  the  site. 

SF  Gate 

www.sfgate.com 

A  joint  venture  of  the  San  Francisco 
Examiner  and  Chronicle  newspapers. 
In  addition  to  your  garden-variety 
restaurant  reviews  and  event  listings, 
SF  Gate  brings  weather  reports,  live 
traffic  cameras,  recipe  files  and 
reviews  of  local  farmers'  markets. 
Local  news  takes  precedence  on  the 
site.  Because  of  the  proximity  to 
Silicon  Valley,  there's  a  preponderance 
of  technology  news,  including  a 
newswire  for  breaking  Internet 
stories.  Travel  features  also  explore  the 
Bay  Area  from  a  tourist  standpoint. 


►  Best:  Live  Web  cams  and  traffic  reports 
let  you  check  out  the  backup  of  cars  on 
the  Golden  Gate  Bridge  before  you  commit 
to  a  route. 

►Worst:  This  site  doesn't  offer  nearly  as 
much  customization  as  other  city  guide 
Web  sites  do. 

Time  Out 

www.timeout.com 

From  the  magazine  that  brings  you 
edgy  articles  and  weekly  cultural 
listings  in  major  cities.  Guides  are 
deepest  for  New  York  and  London, 
with  listings  augmented  by  insider 
articles  on  music,  theater,  museums 
and  cultural  trends.  Find  the  best 
nightclubs  in  Covent  Garden.  Read 
reviews  of  the  current  productions 
of  Gilgamesh  and  Pericles.  And  book 
tickets  for  music  and  theater.  The  site 
also  includes  a  few  dozen  mini- 
guides  to  other  major  cities  such  as 
Amsterdam,  Prague  and  Shanghai, 
the  online  companions  to  Time  Ouf's 
print  guides. 

►  Best:  London  a  go-go.  If  you  plan  to 
leave  your  hotel  room  there,  you 
need  this  URL. 

►Worst:  Other  cities  get  short  shrift. 


Hong  Kong's  unique  legal  and 
employment  situations.  In  additid 
to  the  standard  restaurant  databa 
movie  listings  and  barhopping  tip 
TotallyHK.com  features  detailed 
information  on  how  to  get  a  worl 
permit,  what  salary  to  expect  and 
what  holidays  are  observed. 
►  Best:  Flight  schedule  from  the  aiipoK 
►Worst:  Few  direct  links  for  e-commeii 

Zagat.com 

www.zagat.com 

Whether  you're  a  tourist  or  a  natii 
rely  on  Zagat's  Web  site  the  way  j 
depend  on  the  print  restaurant 
guides — especially  now  that  you 


zagat.com' 
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TotallyHK.com 

www.totallyhk.com 

A  service  of  the  South 
China  Morning  Post,  the 
well-regarded  English- 
language  newspaper,  this  site 
offers  a  trove  of  information  on 
Hong  Kong.  The  site  serves  locals, 
tourists  and  business  travelers  with  a 
bevy  of  links,  including  sections 
called  Lifestyle,  Moving  Around, 
Business  Guide,  Settling  In  and  Time 
Off.  There's  also  a  useful  guide  to 


download  it  onto  your  handheld 
personal  digital  assistant.  Like  th 
guides,  the  site  ranks  restaurants 
a  30-point  system  for  a  number  (| 
features,  based  on  diner  votes.  Yd 
can  even  vote  online  yourself. 
Check  out  restaurant  reviews  in 
some  40  cities  here  and  abroad, 
searchable  by  price,  decor  rating, 
location,  cuisine  and  so  on.  Or  pj 
from  a  number  of  lists,  including 
popularity,  ethnic  cuisine  ai 
WEB  TIP       food  quality.  Once  you'v) 
For  reviews  on       chosen  a  restaurant,  the 
other  city  guides  like     sit£  provides  an  addres, 

phone  number  and  maj 
If  you  spend  most  of  yoi 
time  in  front  of  your 
computer,  skip  the  $12  paper 
edition  and  click  here. 

►  Best:  Get  the  locals'  take  on  restaurs 
whether  you're  feeding  a  client  or  takir 
the  kids  out  for  a  burger.  Also  useful  fa 
new  restaurants  in  your  own  hometow 

►  Worst:  Not  in  every  city  yet. 


ParisDigest.com,  go  to 
wwwforbesbest.com. 
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•  Immediate  Account  Activation 

•  Fast  Payouts 
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•  Insured  By  Lloyds 
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Billions  of  fans... 

two  teams... 

one  sportsbook. 


The  Good  Life 


1  r 


FeeUng  time  starved,  stressed  or  burned  out?  Turn  on  your 

computer,  sink  into  a  comfy  chair  and  start  planning  a  soothing  spa 
vacation.  Formerly  the  exclusive  province  of  movie  stars  and  the  pampered 
rich,  spas  took  off  in  the  1990s,  thanks  to  aging  baby  boomers.  The  industry, 
now  estimated  at  $12.5  billion,  is  expected  to  double  by  2004.  The  Web 
makes  this  highly  fragmented  business  much  more  accessible.  The  best 
spa  sites  not  only  let  you  search  by  region  or  country,  but  by  interests  like 
golfing  or  hiking.  Don't  know  the  difference  between  aromatherapy  and 
ayurveda?  Research  different  spa  treatments  and  regimens.  Reviews,  rates, 
specials  and  booking  information  are  a  few  clicks  away.  If  you  can't  get  out 
of  town  for  a  week,  surf  for  a  local  day  spa.  — Luisa  Kroll 


Spa.com 

www.spa.com 

More  than  500  detailed  listings.  Fill  out  the  online 
questionnaire  about  your  wants  and  needs — prefer 
C    mountain  biking  or  marathon  pampering? — to  help 
the  site  direct  you  to  the  ideal  spa.  Details  win  the  day: 
enticing  photos,  360-degree  views  (which  don't  always 
work),  facility  fact  sheets, 
published  reviews  and  visitor 
postings.  The  Spa  Lounge 
serves  up  breezy  articles  and 
discussions  on  topics  like  spa 
treatments  during  pregnancy 
and  myths  about  skin  care.  A 
spa  shop  hawks  products 
ranging  from  body  scrubs  to 
yoga  videos.  You  can  purchase 
gift  certificates  valid  at  147 
spas.  Spa.com  offers  true  online  booking,  but  only  for 
its  current  23  partner  spas. 

►Best:  Unusual  details  on  the  listed  spas,  like  what  to  bring: 
powdered  milk  for  babies  in  tow. 
►Worst:  Bias  toward  23  partner  spas. 


spa  •  com 

search 

|  ra' 

5jr  *  sftaopfriobag 

discover.,. 

spas  of  the  world 
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incentives! 

first  lime  here  • 
camrnurtih  • 
founders'  slorv  - 
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»fta,1  spa  is  nfthl  for  » 

spa  corn's  ton? i nto 

finally... 

Finaiiyi  Thetbiiitrto 
quicMv  and  easiv  boon 
voui  spa  laiftfiaEcui  IB"! 

spa  lounge 

About.com 

http://spas.about.com 

Exhaustive  and  exhausting,  with 
links  to  spa  magazines,  spa  home 
products,  spa  recipes — you  name  it. 
Find  out  which  spas  are  ranked 
highest  by  Condi  Nast  Traveler  and 
other  travel  publications.  Click  on 
links  for  weight  loss,  smoking 
cessation  and  day  spas.  Learn  about 
treatments  like  massage  therapy, 


rolling  and  Feldenkrais. 
►  Best:  So  much  information. 
►Worst:  Slogging  through  it  all  will  leave 
you  needing  a  good  rolfing. 

SpaFinder 

www.spafinder.com 

Makes  finding  the  right  spa  as 
relaxing  as  an  hour-long  massage. 
Search  by  geography  or  category,  like 
luxury  or  adventure.  Then  refine  the 


SpaView 


search  with  a  click  on  one  of  19 
interests,  such  as  golf  or  spas  for 
seniors.  What  you'll  receive:  basic 
descriptions  and  rates.  What  you 
won't:  pictures,  reviews  or  extras. 
Other  offerings  include  spa  recipes, 
day-spa  listings  and  gift  certificates 
►  Best:  Search  based  on  your  interests. 
►Worst:  Bugs  in  the  search  engine. 

SpaView 

www.spaview.com 

Offers  virtual  tours  and  tons  of 
enticing  photos — from  gym  faciliti 
to  cascading  waterfall  pools  to 
surrounding  villages.  Many  spas  of] 
detailed  service  information,  good 
you  absolutely  can't  live  without  th| 
body  polish,  lymph  drainage 
treatment  or  cellulite  relief  mask.  ; 
Particularly  strong  in  Caribbean 


SpaShop 

1 

Sp»  Mutton 
Gilt  r tti.T..:?i- 

1 

island  destinations.  You  can  book 
room  online,  but  rates  are  nearly 
impossible  to  read  on-screen. 
►Best:  The  FAQ  page  explains  all  those 
mysterious  treatments. 
►Worst:  You'll  have  to  download  IPIX  to; 
enjoy  the  360-degree  views. 

Yoga  Site 

www.yogasite.com 

A  yoga  lover's  Nirvana.  Description 
of  therapies  and  retreats  (some  wi 
reviews).  For  folks  new  to  yoga,  thi 
are  helpful  descriptions  of  populai 
•postures  like  the  cobra  and  the 
downward  dog.  The  entertaining  I 
page  has  questions  like  "Will  yoga 
make  me  taller?"  and  "Can  yoga  h 
migraines?"  Travelers  will  like  the 
depth  searchable  directory  of  yog£ 
centers,  complete  with  links. 
Best:  Charming  stick-figure  drawings  il 
trate  correct  contortions. 
Worst:  Otherwise  visually  dull. 
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Annuity 


Find  out  pop  youpseip 


op  ash  your  Financial  advisor  no 
visit;  Annuity  \dvisor.com 


le  annuities  offered  through  AnnuityNet  Insurance  Agency,  Inc.,  a  broker-dealer. 

nee  product  disclosures,  provided  at  AnnuityNet.com. 
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The  Good  Life 

Alternative  Medicine 

Americans  now  make  more  visits  to  alternative  medical  practitioners 

than  conventional  doctors.  In  some  ways  that's  a  good  thing,  since 
alternative  treatments,  like  vitamin  therapy  and  acupuncture,  can  be 
gentler  and  often  more  effective  than  Western  medicine.  Some  alternative 
therapies,  however,  amount  to  quackery  or  are  supplement  company  sales 
pitches  disguised  as  helpful  "research."  The  Web  is  rife  with  this  junk.  The 
sites  we  review  below  offer  well-documented  and  in-depth  information  on 
alternative  treatments— whether  it's  shark  cartilage,  acupuncture  or 
healing  touch— so  that  you  can  decide  for  yourself  whether  the  research 
supports  its  claims.  But  keep  in  mind:  The  Web  is  no  place  to  self-diagnose. 
Before  you  make  any  treatment  decisions,  always  confirm  your  research 
with  a  qualified  doctor  or  practitioner.  —Lesley  Alderman 
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WholeHealthMD 

www.wholehealthmd.com 

An  alternative  health  mecca.  The  interactive  Healing 
Center  explains  your  ailment  and  advises  on 
supplements  and  vitamins  that  can  help.  Suffering 
from  asthma?  Magnesium,  quercetin,  vitamin  C,  and 
mega-3  fatty  acids,  as  well  as  vitamin  B6,  are  all 
beneficial  for  optimal  lung  health.  The  Healing 
Kitchen  cooks  up  recipes — and  advice — on  which 
m — ,  foods  can  help  your  medical 
problems.  We  especially  liked 
the  Recipe  Makeover  feature, 
which  helps  you  trim  the 
amount  of  fat  and  sodium  in 
your  favorite  meals,  like 
cheese  enchiladas  (cut  the 
cheese  in  half  and  replace 
that  store-bought  sauce  with 
homemade).  Information  is 
presented  in  a  way  that  is 
jargon-free  and  easy  to 
understand. 
►Best:  Interactive  Healing  Center  and  great  links  to 
shopping  sources. 

►Worst:  Some  of  the  "related"  articles  in  the  Healing  Center 
were  generic  and  had  no  direct  connection  to  the  condition 
we  were  researching.  The  articles  for  anemia  were  the  same 
as  those  for  heartburn. 
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Alternative  Health  News 
Online 

www.altmedicine.com 

Excellent,  newsy  site  run  by 
journalist  Frank  Grazian.  Offers 
articles  and  links  on  preventive 
medicine  as  well  as  nutrition. 
Subject  areas  include  Mind/Body 
Longevity  and  Manual  Healing. 
Mind/Body,  for  example,  offers  li 
to  leading  yoga,  art  therapy,  hum 
and  meditation  sites. 
►Best:  Information  is  updated  daily.  Tc 
is  healthily  skeptical.  Excellent  links  tc 
medical  search  engines. 
►Worst:  The  Health  News  link  is  a 
disorganized  hodgepodge. 

Ask  Dr.  Weil 

www.drweil.com 

The  bearded  Dr.  Weil  has  become 
friendly  face  of  alternative  medici 
for  PBS  viewers.  The  focus  in  his 
folksy  site:  food  as  medicine.  Thot 
the  featured  attraction  is  a  daily  C 
with  the  jolly  doc,  the  Vitamin  Fii 
and  Eight  Weeks  to  Health  progr< 
are  great  resources  for  people  wh< 
simply  want  to  create  a  healthier 
lifestyle.  Use  the  Green  Market 
Finder  to  locate  organic  produce 
your  area. 

►Best:  Interactive  vitamin  finder  presc 
a  detailed  vitamin  regimen  based  on 
lifestyle,  health  and  family  history. 
►Worst:  You  may  not  be  able  to  stoma 
all  of  Dr.  Weil's  alternative  remedies.  E 
greens  and  black  bean  soup  to  relieve 
athlete's  foot? 

EarthMed 

www.earthmed.com 

Big,  informative  site  for  both 
consumers  and  practitioners.  Bac 
by  an  impressive  advisory  board, 
features  extensive  discussion  groi 
an  online  store  and  a  deep  well  o 
articles  on  topics  ranging  from 
Thought  Field  Therapy  to  Yoga  fo 
Golfers.  Good  explanation  of 
treatments — from  acupuncture  t 
hypnotherapy  to  Reiki. 
►Best:  Once  you  select  a  treatment,  y 
can  find  a  practitioner  in  your  state. 


owa  Key  to  Building  Profits 
from  Renewable  Resources 
for  Pioneer  and  DuPont 


OWA  BUSINESS 


By  2010.  a  quarter  of  the  revenue 
generated  by  the  global  science 
company  DuPont  will  come  from 
products  derived  from  renewable 
resources.  Key  to  developing  those 
products  is  the  Iowa-based  world  leader 
in  plant  genetics,  Pioneer  Hi-Bred 
International,  Inc.,  a  DuPont  business. 

Iowa  provides  the  perfect  business 
environment  for  such  miracles 
of  science. 

"Iowa's  quality  of  life,  world-class 
education  system  and  state  support  for 
scientific  research  has  contributed 
greatly  to  our  global  success  in 
improved  plant  genetics/'  said  Jerry 
Chicoine,  president  and  CEO  of 
Pioneer.  "Now  as  a  part  of  DuPont,  we 
are  even  more  committed  to  expanding 
the  scope  of  what  advancements  in  plant 
science  can  provide  for  the  world." 

To  learn  how  your  business  can  profit 
from  Iowa's  location  advantages,  call 
1-800-245-IOWA  or  e-mail 
Smart  State@ided.state.ia.us. 
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www.smart.state.ia.us/forbes 
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The  Good  Life  !  ALTERNATIVE 


MEDICINE 


►Worst:  Definitions  of  common  ailments 
vary  in  thoroughness. 

The  Natural  Pharmacist.com 

www.thenafuralpiiarmacist.com 


•i  GARLIC: 

1  Crit/«j)<vol 


Created  by  a  team  of  physicians  and 
pharmacologists,  the 
Encyclopedia — a  database  that 
defines  165  conditions  and  338 
vitamins,  minerals  and  herbs — 
explains  drug  interactions  and 
suggests  treatments.  Onsite 
communities  on  migraines,  arthritis 
and  the  like  are  bolstered  by  layers  of 
news  articles  and  expert  advice.  An 
interactive  nutrition  tool  helps  you 
determine  the  amount  and  types  of 


vitamins  and  supplements  you  need. 
►  Best:  Interactive  encyclopedia:  fun,  fast 
and  easy  to  use. 

►Worst:  The  glossary  only  has  a  few 

entries. 

Ralph  Moss 

www.ralphmoss.com 

A  starting  point  for  cancer  patients 
looking  for  alternative  treatments. 
Ralph  Moss,  author  of  1 1  books 
including  Cancer  Therapy,  is  one  of 
the  most  informed  cancer 
writers  anywhere.  Onsite 
archives  of  his  newsletter, 
The  Cancer  Chronicles, 
include  articles  on  topics 
such  as  "Iron  and  cancer" 
and  "Are  your  fillings  safe?" 
You  can  also  purchase  one  of 
the  Moss  Reports,  treatment  tomes 
he  has  created  for  several  hundred 
specific  types  of  cancer  ($297  each). 
►Best:  Healing  Resources,  a  strong 
list  of  links  to  other  conventional  and 
alternative  cancer  therapy  sites. 


WEB  TIP 

Want  to  consult 
more  traditional 
medical  sources? 
Check  out  our  Health 
reviews  at 
Forbesbest.com. 


►Worst:  Current  events  section  not 
current.  Almost  all  of  its  few  entries  \. 
dated  by  at  least  a  month. 

Vitamins.com 

www.vitamins.com 

True,  the  site  exists  to  sell  stuff.  I 
home  page  is  busier  than  a 
supermarket  circular.  But  the 
educational  tools  are  still  top  no 
Features  a  large  encyclopedia  wil 
interactive  tools:  health  concern: 
herbal  remedies,  drug 
interactions,  nutritional 
supplements,  homeop.: 
remedies  and  diets,  an* 
therapies.  The  News 
section  has  recent  artic 
on  herbs  and  alternative 
treatments. 
►Best:  Health  concerns,  where  you  c 
plug  in  your  problem  and  learn  about 
dozen  or  so  holistic  solutions.  FAQ  se 
is  on  target. 
►Worst:  Overwhelming  amounts  of  d 
make  this  site  tedious  to  navigate. 


burly 


How  corporate  attorneys  feel  when  they  know  all  of  their  company's  f  's  are 
protected  globally.  Call  register.com's  Corporate  Services  Division  today  at 
1-800-699-9638  to  open  an  account  and  start  securing  your  company's  future  on 
the  Internet.  It  couldn't  be  easier.  Be  fast  and  be  strong,  www.register.com 


Volume  Discounts 
Consolidated  Billing 
Bulk  Transfers 


register 

•  com 

Corporate  Services  Division" 
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Don't  be  alarmed  if  you  discover  a  cat 
stuffed  in  your  mailbox. 


-  ,  He's  going  to  show  up  at  every  Forbt  i  subsc  fiber's  house  in  the  coming  weeks,  and 
I^BV  from  there  on  out  you'll  never  read  a  magazine  the  same  way  again.  Because 
'rting  in  the  September  1 1  Best  of  the  Web  issue,  you  can  use  your  :Cue:C.A.T.™  device,  a  new 
hnology  developed  by  Digital  Convergence. :com™  to  swipe  :cues  in  selected  ads  and  articles.  Then 
a'll  be  whisked  directly  to  a  specific  Web  page  for  more  information.  No  more  typing  URLs.  No 
pre  wading  through  dozens  of  Web  pages.  It's  the  beginning  of  a  technological  revolution  and  Forbes 
Dscribers  are  leading  the  charge.  So  let  your  cat  out  of  the  bag  and  hang  on  for  one  wild  ride. 
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The  Good  Life 


Politics 


Xter.( 


The  Supreme  Court  recently  declared,  "Informed  public  opinion  is 

the  most  potent  of  all  restraints  upon  mis-government."  This  year's  slate 
of  political  Web  sites  is  certainly  informative.  Every  site  in  this  list  is  non- 
or  bipartisan.  Though  we  found  none  that  balanced  today's  news  with 
political  theory  or  comparative  historical  perspectives,  these  sites  will 
certainly  keep  you  plugged  in.  Almost  all  provide  the  top  political  headlines 
of  the  day  plus  the  basics  about  candidates,  races  and  hot-button  issues. 
Several  are  edited  by  political  fat  cats  or  muckrakers  (Mike  McCurry  and 
Carl  Bernstein  to  name  two).  The  quality  of  analysis  varies,  but  sites  add 
to  the  process  with  polls  and  interactive  features,  like  a  test  that  matches 
up  your  beliefs  with  the  most  ideologically  similar  candidate(s).  Which 
site  will  attract  the  most  netizens?  If  a  poll  could  determine  the  answer  in 
advance,  these  sites  would  run  it.  They  seem  to  poll  every  other  subject: 
Will  Hillary  flame  out?  Will  Vermont  allow  gay  marriage?  Stay  tuned. 

—  Danielle  Svetcov 


Voter.com 

www.voter.com 

Oozes  political  savvy.  Led  by  Carl  Bernstein  (of 
Watergate  muckraking  fame)  and  politicos  like  a 
former  Republican  congressman  and  a  one-time 
Gore  campaign  manager,  Craig  Smith,  this  balanced 
site  has  everything  you  need  to  cast  an  informed 
vote.  Includes  breaking  news  (from  AP  to  CNN), 
side-by-side  candidate  comparisons,  video  archives, 
event  listings  and 
customized  e-mail  alerts 
(you  can  select  just 
Bush/Gore  updates). 
Marquee  feature:  Top  40, 
an  analytical  look  at 
contentious  races  by  a 


/oter.com 


with 

^continuing  coverage, 


SPECIAL  CONVENTION  EDITION 


m.'iiiK'.imiofi 


team  of  pundits,  lawyers, 
spin  doctors  and 
consultants.  Voter.com  also 
encourages  activism.  Think 
Internet  gambling  should 
be  banned?  Send  an  e-mail 
to  your  congressman  and 
say  so  (e-mail  addresses  are  provided).  Users  can 
also  vote  alongside  their  local  representatives  on  key 
legislation. 

►  Best:  Top  40  section  insightfully  cuts  through  campaign 

verbiage. 

►Worst:  Despite  Bernstein's  Executive  Editor  title,  you 

won't  find  any  columns  by  him. 


CNN.com 

www.cnn.com/allpolitics 

Some  of  the  best  political  news  ouj 
there.  The  AllPolitics  wing  of  the  s 
is  full  of  analysis,  news,  results  anc! 
polling  data,  with  archived  magazj 
stories  dating  back  to  1996.  Coveri 
of  the  Dem  and  GOP  conventions  i 
excellent,  with  detailed  features  or) 
history  of  each  party,  the  scoop  frc 
the  floor,  speeches  and  more  than 
wanted  to  know  about  the  party 
platforms.  Away  from  the  campaijj 
the  site  has  roll  call  votes  and  statu 
information  on  congressional  bills 
for  debate  or  stalled  in  committee 
Useful  feature:  You  can  search  for 
member  of  Congress  by  committe 
Where  They  Stand  breaks  down  Gt 
and  Bush  positions  into  plain  speei 
►Best:  Smart  political  analysis. 
►Worst:  Weak  bios  on  presidential 
candidates— you  would  think  CNN  cou 
better  than  a  data  sheet. 

C  SPAN 

www.c-span.org 

Manna  for  the  political  fanatic. 
C-SPAN  offers  televised  coverage  o 
every  political  hiccup,  from  rancj 
side  stump  speeches  in  Nebraska 
sometimes  rousing  speeches  on  t! 
House  floor.  The  video  archive  is 
massive.  View  entire  speeches  (wi 
RealPlayer)  or  just  read  transcrip 
Personalize  an  onsite  calendar  an) 
get  a  reminder  when  Bush  is  aboi 
to  address  Floridians  or  when  the 
presidential  debates  begin;  then 
synchronize  with  your  PDA.  After 
listening  to  the  candidates,  watch 
analysts  rip  them  apart.  Also,  goc 
links  to  related  sites  like  the  IRS  ai 
House  Budget  Committee. 
►Best:  Makes  it  impossible  to  miss  a 
nal  political  event. 

►Worst:  Organization.  It's  nearly  as  b; 
the  hours  of  unedited  footage  on  tele* 
sion.  It's  best  to  go  directly  to  the  site 
index  to  see  all  the  offerings  at  a  glan 

DemocracyNet 

www.dnet.org 

And  you  thought  your  zip  code  v< 
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Use  your  little  cat  to  put  you  behind 
the  wheel  of  a  big  cat. 


00 


Forbes 


"J 

(^T^)  Take  your  :Cue:C.A.T.'  'device 


And  hundreds  of  thousands  of  dollars  in  additional  prizes  from  companies  including  A.T.  Cross, 
Audemars  Piguet,  EuroVacations.com,  Fodors.com,  GolfDigest.com,  and  Visteon.  Look  for  the 
SwipeStakes'"  :cues  in  the  Forbes  :Cue:C.A.T.rM  box  that'll  be  shipped  to  your  house  in  the  coming 
weeks.  Plug  it  in,  read  your  Forbes  and  take  a  chance  at  winning  big.  Now  that's  a  good  little  kitty. 

Forbes 
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only  good  for  getting  mail.  A  tandem 
effort  from  Grassroots.com  and 
the  League  of  Women  Voters 
(www.lwv.org),  this  site  lets  you  plug 
in  your  zip  to  get  an  easy-to-navigate 
grid  of  all  the  candidates, 
propositions,  voting  dates,  issues  and 
current  officeholders  in  your  area. 
It's  so  easy  you'll  wish  you  could  vote 
from  home.  Links  offer  details;  if 
you'd  like  to  read  about  where  Rep. 
Lynn  Woolsey  stands  on  abortion  or 
guns,  click  on.  If  you're  still  craving 
more,  click  over  to  Grassroots.com 
for  feisty  political  radio  debates  and 
political  satire  from  working-class 
hero  Michael  Moore. 
►  Best:  Great  customizable  database, 
hyperlinked  so  you  can  read  as  little  or  as 
much  as  you'd  like. 
►Worst:  Not  always  clear  who  is  the 
source  of  editorial  commentary,  the  candi- 
date or  the  site. 

Freedom  Channel 

www.freedomchannel.com 

MTV  meets  politics.  See  digital  videos 
of  candidates  and  lobby  groups  on  a 
wide  range  of  issues.  Two 
FreedomChannel.com  film  crews  are 


crisscrossing  America  this  summer 
and  fall,  taping  candidates  for 
President,  Congress  and  Governor  as 
they  sound  off.  Videos  are  organized 
by  issue.  Go  to  the  Education  page  to 
hear  and  see  what  Empower  America, 
the  Family  Research  Council,  George 
W.  Bush  and  Al  Gore  have  to  say  on 
the  subject.  Also  check  out  TV  ads  and 
the  Interview  of  the  Day.  Link  to  the 
Almanac  of  American  Politics  2000 
offers  detailed  bios. 
►  Best:  The  premise.  Educating  through 
the  widely  accessible  and  easily  under- 
stood format  of  online  videos. 


►Comic  Relief 

For  a  break  from  all  the  campaign 
double-talk,  we  recommend: 

Comedy  Central's  Indecision2000 
www.comedycentral.com/indecision2000 

Daryl  Cagle's  Professional 
Cartoonists  Index 
http://cagle.slate.msn.com 

Politically  Incorrect 
http://abc.go.com/pi/ns/pi_poll.html 

Capital  Steps 

http://www.capsteps.com/ 


►Worst:  Not  enough  analysis,  and  some- 
times slow  to  update:  Information  on 
Joseph  Lieberman  took  days  to  be  posted 
after  his  nomination. 

The  PBS  Democracy  Project 

www.pbs.org/democracy 

Tons  of  insight.  In  addition  to 
archives  of  PBS'  award-winning 
political  programs,  there's  a  database 
on  the  candidates,  plus  local  ballot 
issues  with  analysis.  Find  out  where 
Pat  Buchanan  stands  on  immigration, 
and  hear  what  he  says  about 
abortion.  Vote  on  whether  more 
bipartisanship  will  lead  to  better 
government,  and  then  compare  your 
views  with  others,  like  Washington 
Post  writers  and  ex- Speakers  of  the 
House.  Great  section:  Read  Between 
the  Lines  tells  users  how  to  dissect 
political  ads  and  interpret  debates. 
►Best:  All  those  great  PBS  video  clips. 
►Worst:  No  customization. 

PoliticalWag.com 

www.politicaiwag.com 

Who  says  only  Europeans  are  obsessed 
with  talking  politics?  Sound  off  on  all 
things  political,  from  how  Harry 
Browne  can  reinvigorate  the 
Libertarian  Party  to  why  the  Supreme 
Court  rejects  the  partial-birth 
abortion  law.  Topics  are  typically 
related  to  current  events.  If  you  don't 
start  a  discussion,  someone  else — site 
administrators  or  other  users — will. 


Still  not  sure  about  the  death  pens 
Do  some  background  reading;  all 
discussions  are  linked  to  newspap< 
articles,  think  tanks  and  political 
agencies.  PoliticalWag  also  offers  p 
synopses  of  top  political  stories  ar 
weekly  newsletter.  Robert  Mannin 
former  editor  of  the  Atlantic  Mon, 
pens  occasional  columns. 
►Best:  When  you  are  tired  of  hearing 
opinions  of  other  voters  mouthing  of1 
click  on  convenient  links  to  more  pro 
sionally  produced  content. 


Political  ) 


Who  lias  the  Internet's  on/y  Political  Ad 


►Worst:  Some  questions  to  users  are 
broad  to  the  point  of  silliness.  Examp 
Gore  is  making  his  way  to  the  L.A.  col 
tion.  Your  thoughts?" 

SpeakOut.com 

www.speakout.com 

Do  you  approve  of  missile  testing 
pirating,  handguns?  Send  your 
thoughts  on  these  and  other  mat 
directly  to  Barbara  Boxer,  Jesse  H 
or  some  other  favorite  lawmaker. 
SpeakOut.com  posts  their  e-mail 
addresses  and  tons  of  backgroun 
material  on  subjects  you're  fired 
about.  You  can  also  start  or  sign  ; 
petition  for  a  pet  cause.  Now  tha 
SpeakOut  has  acquired  Govote.c 
and  Issues2000.  org,  coverage  of 
news  and  issues  has  improved.  Ti 
the  test  to  determine  which 
presidential  candidate's  position 
most  match  yours. 
►Best:  New  partisan  columnists  on 
both  sides  of  the  aisle  add  edge  anc 
personality. 

►Worst:  A  little  preachy  about  "acth 
And  some  glitches,  particularly  aroi 
nonmainstream  issues:  A  search  foi 
"animal  rights"  turned  up  the  headli 
"Should  convicted  felons  have  votir 
rights?" 
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big  about 

Until  WG  ask  them  to  step  outside. 


MILLIONS  OF  BOOKS  (ALL  AT  GREAT  PRICES). 
MAGAZINES  SHIPPED  WITHIN  24  HOURS 
(AT  THE  LOWEST  POSSIBLE  PRICES). 
PLUS  LEGAL  DOCUMENTS,  SCREENPLAYS,  AND  TV  TRANSCRIPTS. 
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The  Good  Life 


The  Web  has  changed  the  way  we  make  money  and  the  way  we  make 

friends,  but  what  about  the  way  we  make  families?  Over  the  last  five 
years,  Internet  adoption  sites  have  proliferated,  offering  advice,  support 
and  yes,  photos  of  children  waiting  to  be  adopted.  We  don't  mean  to 
suggest  that  the  child  of  your  dreams— or  the  birth  parent  you've  sought 
for  years—is  just  a  mouse  click  away.  In  the  world  of  adoption,  answers 
rarely  come  easily.  What  the  Web  can  do  is  help  to  facilitate  crucial 
connections— with  adoption  agencies,  legal  and  parenting  experts,  and 
the  vast  network  of  adoptive  and  would-be  adoptive  families.  But  keep  in 
mind:  The  adoption  process  itself  remains  the  same.  Formal  placement 
procedures  and  regulations  vary  from  state  to  state  (and  country  to 
country),  so  you'll  do  best  offsetting  your  World  Wide  search  with  some 
reliable  local  contacts.  —Beth  Kracklauer 


National  Adopllon  Inlormallon  Clearinghouse 
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National  Adoption  Information 
Clearinghouse 

www.calib.com/naic 

Don't  be  put  off  by  the  wonkish  appearance — this 
is  the  mother  of  all  adoption  sites.  Congress 
established  the  NAIC  in  1986  to  make  accurate 
information  on  adoption  more  accessible  to  both 
professionals  and  the 
general  public,  and  this 
Web  site  fulfills  that 
promise.  What  type  of 
adoption  are  you 
considering — -infant, 
international,  special 
needs?  Or  perhaps  you're 
searching  for  a  birth 
parent?  Whatever  your 
quest  or  query,  start  here. 
Read  handy  summaries  of 
adoption  laws,  state  by  state.  Access  the  databases 
of  adoption  experts,  agencies  and  support  groups. 
Find  the  most  comprehensive  state-by-state 
list  available  on  the  Web  of  child  welfare  agencies 
offering  photo  listings  online.  This  is  information 
central. 

►  Best:  On  a  subject  that  hits  so  close  to  home,  you  want  a 
neutral  site  you  can  trust.  This  is  it. 
►Worst:  Not  much  here  for  birth  families. 


About.com 

http://adoption.about.com 

Serves  every  element  of  the  adop 
triad — birth  families,  adoptive 
families  and  adoptees — with  arti 
chats,  forums  and  links.  Great  to 
skim  at  the  outset,  especially  if 
you're  new  to  the  topic;  then  cor 
back  once  you've  done  more 
homework  to  find  specific  artich 
topics  like  breastfeeding  an  adop 
child.  The  sheer  volume  of 
information  here  can  be 
overwhelming,  but  the  organizat 
is  smart  and  thoughtful. 
►  Best:  Adoption  Humor:  a  breath  of  fl 
air  on  a  topic  that  is  so  often  treated 
with  dead  seriousness  or,  worse,  gros 
sentimentality. 
►Worst:  The  scarcity  of  adoption-spe 
youth  sites  reflects  a  major  gap  on  th 
Web  itself:  adoption  sites  designed  fc 
kids. 

Adopting.org 

www.adopting.org/ar.html 

Best  for  advice  and  contacts.  Get: 
lowdown  from  attorneys,  counse 
pediatricians,  genealogists,  mom 
you  name  it.  The  Experts  and  Ch 
sections  hold  discussion  boards 
live  chats  hosted  by  adoption 
professionals  on  topics  from  sin£ 
parent  adoption  to  open  birth 


Adopt:  Assistance  Information  Support 


Moyttt]  ■-")  notMM 


mmw<ri»  *■»  i»  "Sub 


records.  And,  unlike  many  sites, 
this  one  lets  you  know  just  who 
these  experts — and  what  their 
credentials — are.  Extensive  listin 
waiting  children,  with  clickable  r 
to  localize  your  search. 
►  Best:  Giant  Directory  of  Adoption 
Resources:  a  convenient  way  to  acce 
local  agencies  and  initiate  the  adopti 
process  in  your  own  state  or  city. 
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there's  a  right  way  to  take  your  business  online.  And  the 
consequences  of  not  doing  so  are  swift  and  unforgiving. 

It  requires  a  level  of  sophistication  in  tools  and 
services  that  goes  beyond  web  sites  and  search  engines. 


look  where  a  half-million  companies  and  60,000  merchants 
have  already  found  it:  Network  Commerce. 

We're  a  global  e-commerce  company  that's  been  helping 
business  work  the  web  since  1995.  In  what  is  an  increasingly 


Not  to  mention  access  to  the  one  thing  you  can't  do  business     Internet  world,  we  offer  what  no  amount  of  wishful  thinking 


without— customers.  For  help  like  that  we  suggest  you 


can  provide.  A  realistic  chance  at  success. 


The  Good  Life  I 


►Worst:  Articles  in  the  Library  are 
organized  by  publication  or  author— not 
searchable  by  subject. 

The  Adoption  Guide 
www.theadDptionguide.com 

Unfortunately,  adoption  fraud  is 
something  all  prospective  adoptive 
parents  need  to  consider.  The 
Adoption  Guide  includes  bulletin 
boards  and  links  to  other 
organizations  where  people  can 
report  fraud  and  other  unethical 
practices  by  adoption  agencies  and 
professionals.  Considering  using  a 
particular  agency?  Search  the  site 
for  complaints  registered  by  other 
users.  Or  sign  up  for  the  Consumer 
Protection  list,  which  provides 
regular  e-mail  updates  on  adoption 
advocacy  and  fraud-related  issues. 
►Best:  How  to  Select  an  Adoption  Agency: 
excellent  articles  and  links  alerting  people 
to  the  potential  (and  avoidable)  dangers 
of  the  adoption  process. 
►Worst:  Text-heavy  design  is  difficult  to 
navigate. 

Adoption  Web  Ring 

www.plumsite.com/adoptionring 

Ground  zero  for  the  large  and  active 
adoption  community  on  the  Web. 
This  massive  ring  allows  you  to  navi- 
gate more  than  400  educational 
adoption  sites  just  by  clicking  the 
Back  and  Next  buttons.  Rather  like 
following  a  well-meaning,  knowl- 
edgeable guide,  who  just  can't  bear  to 
see  you  miss  a  thing.  Stick  with  it  and 
find  personal  pages  sharing  intimate, 


The  AA>pMt>n  Wyb  Him 


tion  organizations  as  well. 
►Best:  International  Soundex  Reunion 
Registry:  the  oldest  and  largest  free 
mutual-consent  registry  for  adoptees  and 
birth  relatives  in  search  of  each  other. 
►Worst:  You're  likely  to  slog  through  loads 
of  sites— of  wildly  varying  qualify- 
before  finding  what  you  want. 


Faces  of  Adoption 

www.adopt.org 

The  biggest  and  oldest  of 
the  increasingly  prevalent 
photo-listing  sites.  It's  run  by 
two  nonprofit  organizations  with  a 
single  mission:  to  get  traditionally 
difficult-to-place  children  (older, 
special  needs,  nonwhite)  out  of 
foster  care  and  into  permanent 
homes.  Browsing  photos  and  bios  of 
waiting  children — not  to  mention 
the  search  engine  that  allows  you  to 


FACES  OF  ADOPTION 

America'*  Walling  children 


and  least  saccharine  of  the  perso 
sites.  Susan  Ward,  a.k.a.  Hannah' 
Mama,  is  a  p.r.-sawy  museum 
consultant,  journalist  and  single 
mother  who  adopted  her  daugh 
Hannah  at  the  age  of  six  from  ai 
orphanage  in  Russia.  Artie 
WEB  T""       and  resources  on  her  sit 

WatCh  OUt!  rr      r        i  ,• 

Scams  abound.  Before    offer  frank  discussion 
you  sign  up  with  an      the  challenges  of  adop 
adoption-related  service,  an  older  chiW  frQm 
check  with  the  Better 
Business  Bureau       another  culture,  incluc 
(www.bbb.org).     dealing  with  reactive 

attachment  and  post-traun 
stress  disorders.  Visit  the  Book  S 
for  a  small  but  choice  selection 
adoption-  and  single-parent-  re: 
books  for  both  adults  and  child: 
►Best:  Susan  Ward's  indomitable, 
common-sense  tone. 
►Worst:  Very  much  a  one-woman  (a 
her  daughter)  show,  with  only  very 
in  the  way  of  other  voices  or  other 
stories. 


..... 


informative  stories  of  searching  for 
children,  managing  a  growing  family 
and  navigating  the  adoption  bureau- 
cracy. Info  on  a  wide  range  of  adop- 


search  by  sex,  age,  race  and  number 
of  siblings — may,  at  first,  bear  an 
uncomfortable  resemblance  to 
browsing  newspaper  personal  ads. 
Then  again,  this  is  merely  an 
updated,  more  efficient  version  of 
the  standard  adoption  agency 
practice  of  flipping  through  photo 
albums. 

►Best:  Bios  link  to  explanations  of  various 
disabilities  and  disorders,  their  causes 
and  treatments— a  good  introduction  to 
what  can  be  involved  in  the  adoption  of 
older  and  special-needs  kids. 
►Worst:  Heart-rending  photographs. 

Hannah  and  Her  Mama 

www.hannahandhermama.com 

One  of  the  smartest,  best-designed 


U.S.  State  Department 

www.travel.state.gov/adopt.htn 

The  most  concise  and  authorita 
resource  online  for  informatior 
international  adoption.  It  very 
clearly  outlines  what  the  State 
Department  can  and  cannot  do 
parents  adopting  abroad  and  oi 
extensive  information  on  INS 
requirements  and  processes. 


fnt*matlonal  Adoption 


Looking  to  adopt  in  Kazakhstai 
Russia  or  Cambodia?  Here  you 
find  country-by-country  sumrr 
of  adoption  laws  and  the  relatn 
ease  with  which  U.S.  citizens  m 
hope  to  adopt  in  various  parts 
world. 

►Best:  Just  the  facts,  ma'am— strai 
from  the  source. 
►Worst:  Site  design  is  nonexistent, 
navigation  can  be  arduous. 
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The  Good  Life 


Party  Planning 


Your  college  roommate  will  be  marking  that  milestone  birthday  in  a 

few  months.  You'd  like  to  surprise  him  with  an  over-the-top  celebration, 
but  it's  a  daunting  task— particularly  since  your  buddies  are  spread  across 
the  country  and  that  deadline  is  looming  at  work.  Try  the  Web.  The  sites 
below  can  help  you  plan  your  party,  manage  your  invitations,  book  your 
entertainment,  order  your  supplies  and  even  buy  a  cake.  After  you  pick  a 
theme,  a  number  of  sites  will  rush  mail  you  a  "party"  in  a  box.  Just  add  the 
guests,  pop  the  corks  and  let  the  good  times  roll!  —Kelly  Newcomb 


GreatEntertaining.com 

www.greatentertaining.com 

This  elegant  site  was  created  by  two  Quicken.com 
employees  who  have  taken  a  lesson  from  Martha 
\X^.  Stewart  in  their  approach.  From  a  Mediterranean 

luncheon  to  a  poolside  party,  GreatEntertaining.com 
delivers  all  the  accoutrements  for  throwing  a  successful 
bash.  Each  theme  includes 


Baf  k  to  School 

now  it  8 


your  orw  slop 
shop  for  all  ot 


cool! 


decorating  tips,  related 
products  to  buy  online 
(floating  lollipop  candles, 
$8.40),  a  suggested  menu  with 
recipes  and  relevant  tips  on 
subjects  such  as  "Entertaining 
alfresco."  You  can  also  find 
party  essentials,  from  how  to 
make  the  "Perfectly  blended 
frozen  cocktail"  to  "Knowing 
your  cheeses"  and  "Guest  list  dynamics."  Kids'  party 
section  is  packed  with  fun  ideas.  A  partnership  with 
Leading  Caterers  of  America  provides  online  referrals 
to  party-givers  across  the  U.S. 
Best:  Mouthwatering  recipes. 

Worst:  Some  features  seem  redundant.  Five  "Ask  the  Expert" 
choices  seems  like  overkill. 


Evite 

www.evite.com 

Complete  online  party  management. 
If  your  guests  are  wired,  this  easy,  fun 
site  can  be  a  great  time-saver.  The 
colorful,  animated  invitations  range 
from  a  home  run  to  jitterbug  dancers. 
Simply  select  the  type  of  invitation, 
enter  your  guests'  e-mail  addresses, 
create  an  "items  to  bring"  list 
(optional),  then  send.  You  can  even 
upload  your  own  photos  for  custom 


invites.  Evite  tracks  the  guest  list  and 
the  "to  bring"  list;  it  even  lets  you 
know  if  an  invitation  has  been  read 
but  not  yet  answered.  Addresses  are 
compatible  with  MS  Outlook  and 
Evite  even  helps  you  find  limousine 
services,  caterers  and  other  party 
service  providers  in  your  zip  code. 
Best:  E-mail  reminders  to  yourself  of  party 
planning  tasks. 

Worst:  Anyone  can  forward  an  Evite,  so 
you  could  get  lots  of  uninvited  guests. 


I  party 

www.iparty.com 

Pages  of  reasonably  priced  party 
goods,  organized  by  themes  like 
Oktoberfest  and  Major  League 
Baseball.  Sort  by  birthdays,  milestoi 
and  seasons.  Also  on  tap:  tips  for 
expert  cake-baking,  grown-up  gooc 
bags  and  cleanup.  You  can  even  buy 
party  CDs  like  Ultimate  Party  Music 
featuring  dance  hits  like  "Kung  Fu 
Fighting"  and  "Brick  House." 
Best:  Stocking  the  Bar  page,  which  deta 
amounts  and  types  of  liquors  and  mixei 
Worst:  Thin  on  themes  for  grown-up  pari 

Party4ll 

www.party4ll.com 

Beneath  the  cheesy  graphics  and 
annoying  prose  are  more  than  250 
different  party  themes,  from 
"Renaissance  Faire"  to  one  based  or 
the  hit  TV  show  Survivor.  Use  the 
planning  guides  for  guest  lists, 
decorations,  seating — even  a  drink 
calculator.  Game  Girl  will  assist  on  1 
entertainment  while  the  Etiquette 
Queen  can  tell  you  how  to  properly 
handle  those  uninvited  guests. 
Best:  Discussion  forums  have  great  ide« 
Worst:  Lousy  navigation,  especially  wit! 
the  embedded  links  in  the  party  theme 
pages.  No  pictures  of  party  products. 

ThePlunge.com 

www.theplunge.com 

Create  your  own  Web-based  party 
invitation  using  simple  predesigned 
templates,  like  barbecue  or  retireme 
There's  also  guest-list  tracking,  a 
meal-choice  manager,  maps  and 
directions.  A  party-generator  tool 
queries  you  on  the  age  range  of  guq 
and  type  of  party  (e.g.,  elegantly 
entertaining  or  "out  of  this  world") 
Our  test  generated  a  Come  As  You  | 
Were  party:  Guests  come  dressed  as 
they  would  have,  say,  in  1970.  Ten 
pages  of  content  is  free.  For  $45  you 
get  20  pages  and  a  discussion  forum 
Best:  After  the  party,  upload  photos  for 
your  guests  to  enjoy. 
Worst:  No  links  or  lists  of  entertainers  a 
other  service  providers. 
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WIRED 


WIRELESS 


Which  e-mail  device  would  you 
rather  put  in  your  pocket? 


Call  1-800-604-9794. 


Powered  by  _ 


WebLink 

^  WIRELESS- 

www.  weblinkwireless.com 


(M)  MOTOROLA  COm 

WEB     W  /  O  WIRES 


©  2000  Motorola,  Inc.  ®,  Motorola  and  Hmeport  are  registered  trademarks  of  Motorola,  Inc.  Reg.  U  S  Pat  &  TM  Off.  All  rights  reserved  Printed  in  the  U.S.A. 
WebLink  Wireless  and  the  WebLink  Wireless  logo  are  trademarks  of  WebLink  Wireless,  Inc. 


The  Good  Life 


Photo  Albums 


Online  photo  album  sites  didn't  exist  two  years  ago.  Today  there  are 

at  least  50  of  them,  thanks  to  the  explosive  growth  in  digital  cameras, 
scanners  and  cheap  photo-quality  inkjet  printers.  Lyra  Research  estimates 
that  users  will  upioad  5.5  billion  images  to  the  Web  in  2002.  Whether  you 
use  a  digital  or  film  camera,  these  sites  are  an  easy  way  to  share  images 
with  friends  and  relatives,  and  order  decent  quality  prints.  Many  sites  offer 
free  prints  just  for  signing  up.  The  sites  fall  into  two  categories:  printers, 
such  as  Snapfish  and  Ofoto;  and  communities,  such  as  Zing  and 
PhotoPoint,  which  tend  to  have  more  pictures  on  display.  Uploading  can  be 
slow  without  broadband.  It  takes  up  to  3.5  minutes  per  high-res  picture 
on  a  28.8  kbps  modem.  Make  sure  you  save  copies  of  your  uploaded  images 
locally— not  all  of  these  photo  sites  will  survive.  —Bruce  Upbin 


Zing 

www.zing.com 

Most  active  photo  community  on  the  Web.  Access  to 
albums  ranges  from  totally  public  to  invitation-only 
and  superprivate.  Albums  sorted  by  type:  some  for 
classifieds,  some  professional  portfolios  and  the 
expected  babies  and  pets. 
Voyeurism  quotient  is  high,  but 
wears  off  fast.  Who,  besides  the 
Hortons,  really  wants  to  see  pics 
of  the  Horton  Family  reunion 
in  Milan,  Tenn.  (including  one 
snapshot  of  two  split  and 
charred  roasted  pigs).  High-end 
gifts  for  sale,  including  archival 
cards,  keepsake  albums  and 
pewter  frames.  Drag  and  drop 
photos  for  uploading,  edit 
images  and  create  an  album  or  slide  show  with  music, 
voice  narration,  captions  and  image  transitions.  Get 
advice  on  digital  photography  from  Zing's  Webzine, 
edited  by  Karen  Mullarky,  formerly  photo  editor 
at  SI  and  Life. 

Best:  Busiest  photo  community.  Archival  boxes  and  photo 
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cards  for  sale  for  serious  keepsaking. 
Worst:  The  best  tools  are  Windows  only. 


Ememories 

www.ememories.com 

One  of  the  most  popular  album  sites, 
probably  because  people  crave 
simplicity.  Offers  little  in  the  way  of 
frills,  though  a  deal  with  Kodak 
promises  image  editing  and  other 
cool  applications  like  Kodak's 


PhotoQuilt.  Offers  free  scanning  and 
processing.  Free  roll  of  film  after 
first  $10  order — not  a  great  bargain. 
Sorting  through  albums  is  a  chore, 
since  they're  not  grouped  by  theme. 
Best:  Good  privacy  protection.  And  a  wide 
variety  of  album  backgrounds. 
Worst:  Minimum  print  order  of  $3.50. 


Ofoto 

www.ofoto.com 

Fine  prints  from  digital  uploads 
come  back  promptly  in  protectiv< 
wax-paper  sleeves.  Frames  incluc 
stylish  Umbra  wood  models,  but 
doesn't  warn  you  that  digital  prir 
may  be  wrong  size  for  a  frame. 
Occasional  technical  glitches:  Cul 
bottom  80%  of  a  picture  uploade 
three  times.  Free  scanning  and 
processing,  including  APS,  but  yo 
only  get  negatives  back.  Can't 
download  high-resolution  files. 
Best:  50  free  prints  for  signing  up,  pit 
handy  drag-and-drop  uploader. 
Worst:  Lacks  customization  features. 

PhotoPoint 

www.photopoint.com 

Like  Zing,  Photopoint  goes  for 
community  with  message  boards 
theme  albums  and  hosted  chat 
sessions  such  as  Thursday's  Getti 
Ready  for  the  Weekend.  Extensivi 
image-editing  tools  to  sharpen,  d 
speckle  and  crop  photos,  but  you 
can't  see  the  original  and  edited 
images  side-by-side  while  you  wc 
Decent  quality  prints  come  from 
Shutterfly.  And  uploads  turn  out 
res  unless  you  specify. 
Best:  Image-editing  tools.  Solid  camei 
store  through  Wolf  Camera. 
Worst:  Uploading  is  complicated.  We; 
privacy  protection. 

Shutterfly 

www.shutterfly.com 

A  cleanly  designed  print  site  witl 
solid  image-editing  tools,  includ 
Delight  me!  button  that  adds  rar 
border  to  a  photo.  Helpfully  sho' 
before  and  after  photos  while  ed 
The  bulk  uploader  is  very  handy 
even  lets  you  delete  an  image  wh 
uploading  others.  Offers  wallet-s 
photos,  which  are  sometimes  tht 
only  suitable  size  print  from  che 
digital  cameras.  Album  interface 
weak,  without  ability  to  sort, 
categorize  and  move  photos  aroi 
Best:  Custom  borders,  editing  tools. 
Worst:  Sharing  requires  too  many  clii 
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(Take  Ours.) 


After  all,  EqualFooting™  already 
has  a  network  of  more  than 
30,000  small  businesses,  including 
those   in   the   manufacturing  and 
construction  industries— many  eligible  for 
the  financing  options  you  offer. 

This  year  alone,  we're  spending  tens  of  millions  of 
dollars  to  market  the  EqualFooting  Finance  Center  to 
our  members,  as  well  as  a  broad  array  of  small 
businesses.  As  a  partner  of  ours,  you  have  a  unique 
opportunity  to  improve  the  profitability  of  your 


portfolio  and  minimize  your 
own     marketing  expenses. 
Through  our  Finance  Center,  you 
have   complete   control   over  the 
applications  you  receive,  since  we'll  only  send 
you  pre-qualified  applicants,  based  on  your  requirements. 
And  there's  no  cost  to  enroll. 

To  find  out  how  we  can  open  your  business  up  to 
more  than  30,000  new  small-business  borrowers, 
call  Edward  Noland  at  703-796-4017  today. 

"Copyright  2000  EqualFooting.com.  Inc.  All  rights  reserved. 


EQUALFOtmniG 

Industrial  Strength  Small  Business  Solutions 


1-877-55-EQUAL  (877-553-7825) 
www.equalfooting.com 


Lending  leadership 
for  business  leadership 


"Good  rates  can  make  you  competitive,  but  to  be  a  leader  for 
over  90  years  you 've  got  to  have  specialized  knowledge  and 
experience.  We  give  our  customers  more  than  a  good  deal, 

we  provide  the  means  to  succeed. "  Albert  R.  Gamper  Jr..  CEO,  The  CIT  Group,  Inc. 


CIT 

■  margin 

NYSE 


©2000  The  CIT  Group,  Inc. 


Over  90  years  of  lending  experience. 

The  world's  largest  publicly  held 
commercial  finance  company. 

Over  $50  billion  in  managed  assets. 

International  capabilities  throughout 
26  countries. 

Leading  positions  in  equipment 
finance,  vendor  finance,  project 
financing,  technology  financing, 
merchant  banking,  factoring,  small 
business  lending,  commercial  aircraft, 
rail,  general,  aviation,  sales  finance, 
commercial  and  consumer  finance. 

A  new  and  higher  level  of  scale 
and  strength  to  meet  the  challenges 
of  the  next  century. 

Join  us  online  at  www.cit.com 


Today's  business  leaders  put 

their  trust  in  today's  financing  leader. 


en- 


www.cit.com 


The  Good  Life 


hold  Help 


Good  household  help  is  hard  to  find,  and  we're  sorry  to  report  that 

the  Web  hasn't  yet  done  much  to  change  that.  With  the  spike  in  New 
Economy  millionaires  and  increasing  work  pressure  on  two-paycheck 
families,  there's  a  growing  demand  for  butlers,  nannies,  chefs 
and  personal  assistants  to  nurture  the  home  front.  Trained,  bonded 
professionals  don't  come  cheap,  with  some  salaries  in  the 
$50,000-$IOO,000  range.  Blue-chip  placement  agencies,  many 
connected  to  official  butler  and  nanny  schools,  have  put  up  Web  sites,  but 
they  are  little  more  than  brochureware,  listing  standard  fees,  general  job 
descriptions  and  qualifications,  and  a  handful  of  job  listings.  Still,  they  are 
helpful  as  a  starting  place.  —Colleen  Mastony 


W  e  n  n  e  k  e  s  I  n  E  c  r  n  a  t  i  i #ifa'  I 


Wennekes  International 

www.butlers.net 

Arabic-  and  English-speaking  personal  assistant 
needed  in  Saudi  Arabia.  Airline  staff  needed  in  New 
York.  The  Netherlands-based  Wennekes  finds  the 
help  you  need,  whether  it's  a  tennis  coach  in  Trieste 
or  a  chef  de  cuisine  in  Cherbourg.  Wennekes  runs 
security  checks,  helps  with  contract  negotiations, 
trains  staff  and  follows  up  to 
ensure  a  smooth  transition.  Fees 
are  generally  25%-35%  of  a 
candidate's  first-year  gross  salary. 
The  few  jobs  posted  on  the  site 
offer  between  $50,000  and 
$150,000  a  year.  Founder  Robert 
Wennekes,  who  was  the  personal 
assistant  to  "one  of  America's 
most  respected  billionaires"  (he's 
not  naming  names),  is  chairman 
of  the  International  Guild  of  Professional  Butlers  and 
the  International  Butler  Academy.  Also  finds  temps. 
►  Best:  Informative,  well  organized  and  elegantly  presented. 
►Worst:  Mostly  brochureware. 


International  Guild  for 
Professional  Butlers 

www.butlersguild.com 

The  Netherlands-based  professional 
organization  and  placement  service 
locates  staff  ranging  from  maids  to 
gardeners  to  yacht  crew.  There's  a 
history  of  domestic  service,  an 
etiquette  Q&A  and  a  code  of  honor. 
Limited  job  listings. 


►Best:  Household  organizational  chart  for 
large  estates. 

►Worst:  Charges  25%  of  the  help's 
first-year  salary. 

International  Nanny 
Association 

www.nanny.org 

This  nonprofit  educational  group  for 
nannies  and  employers  offers  hiring 


advice  (expect  child  care  not 
housecleaning)  and  basics  on  salar 
hours  and  vacation.  INA  sells  a  Fan 
and  Nanny  Agreement,  a  directory 
of  national  training  programs  and 
T  shirts  declaring:  "She's  not  my 
mommy,  she's  my  nanny." 
►  Best:  Search  function  lets  you  look  fc 
nanny  placement  agencies  by  state. 
►Worst:  Most  member  agencies  are 
on  the  East  Coast. 


.  - — ..,  _ ... 
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Commrtmanl  to 
Professional  €zc«U«i 

Professional  Domestic 
Services 

www.professionaldomestics.com 

PDS  trains  its  candidates  in  skills 
ranging  from  social  corresponden 
to  flower  arranging  to  formal  tea 
service.  Site  details  minimum 
qualifications  and  breaks  salaries 
down  into  part-time  hourly  rates 
housekeeper  should  make  $8  to  $; 
an  hour  or  $25,000  to  $40,000  a  y 
►Best:  Detailed  curriculum  gives  emp! 
ers  a  good  idea  of  what  skills  to  expec 
►Worst:  Bargain-basement  layout. 

Starkey  International 

www.starkeyintl.com 

The  first — and  most  elite — Ameri 
training  program  for  household  n 
agers,  butlers,  chefs,  personal  assis 
tants  and  elder-care  managers,  Sta 
offers  a  relatively  thin  site.  Intensr 
training  covers  etiquette  to  CPR. 
►Best:  FAQ  section  breaks  down  sala 
by  position. 
►Worst:  You'll  have  to  call  for  detailec 
information. 
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HOW  TO  PLAY  BETTER  GOLF 


Lesson  3 

The  Correct  Stance 


The  correct  stance  (fig.  i)  starts 
when  you  sit  at  your  computer 
(fig.  2).  At  QolfDigest.com,  you'll 
not  only  get  expert  tips  and  advice 
from  pros  like  Tiger  Woods,  but 
you'll  also  get  the  latest  news,  tour 
coverage  and  information  on  the 
best  courses  near  you. 
Log  on  to  QolfDigest.com  before 
your  next  round  and  see  how 
you  can  improve  your  game. 


Golf  st.com 


Improve  your  game. 


The  Good  Life 


Michael  Lehman,  director  of  The  Truth  About  Cats  and  Dogs,  says 
that  thanks  to  technology,  making  films  will  become  as  easy  as  writing 
poetry.  That  explains  why  the  Web  is  littered  with  short  films  of  kung  fu- 
fighting  vegetables  and  homicidal  shopping  carts.  While  sophomoric 
parodies  abound,  dozens  of  sites  are  aiming  higher.  Actor  Leonardo 
DiCaprio  is  sponsoring  an  international  online  short-film  festival 
(www.ieofest.com).  And  Dreamworks  and  Imagine  Entertainment  plan  to 
soon  release  a  new  short-film  portal,  Pop.com.  The  question  remains:  How 
easily  will  Hollywood's  clubby,  corporate  film  establishment  operate  in  the 
Web's  free-for-all  climate?  Before  you  try  watching  films,  you'll  need  to 
download  a  few  media  players  (each  site  requires  different  ones).  Among 
them:  Realplayer  at  www.real.com  and  Quicktime  from  www.quicktime.com. 
You'll  also  need  a  cable  modem  or  DSL  service  unless  you  can  sneak  onto 
your  company's  high-speed  network  during  lunch.  — Lalita  Khosla 


Atom  Films 

www.atomfilms.com 

The  richest  and  best-known  short-film  site  on  the 
Web,  with  hundreds  of  works  by  both  independent 
and  established  directors.  Browse  through  categories 
like  Animation,  Women  Auteurs  or  Star  Powered, 
which  includes  a  student  film  by  Robert  Zemeckis  and 
shorts  starring  Ben  Affleck,  Jack  Lemmon  and  others. 

Tailor  Atom's  library  to 
receive  a  personalized 
playlist  when  you  log  on. 
Missed  My  Grandmother 
Ironed  the  King's  Shirts  when 
it  won  the  Oscar?  Order  a 
collection  of  Academy 
Award-winning  shorts, 
complete  with  director 
interviews.  Atom  also 
promotes  new  ways  to  view 
films.  There's  at  least  one  here  that  you  can  watch 
from  multiple  camera  angles. 
►  Best:  The  biggest  selection  around. 
►►Worst:  it's  easy  to  get  lost  on  this  site. 


Make  the 
candidates  obey! 

CAPITOL  ILL 


Alwaysl.com 

www.alwaysi.com 

A  terrific  selection  of  hundreds  of 
shorts,  with  a  few  feature-length  films 
as  well.  The  spirit  is  independent  and 
the  site  well  organized.  It's  not  fancy, 
but  it  provides  easy  access  to  some 
fascinating  shorts,  including  a 
wonderful  classics  section  where  you 


can  revisit  the  birth  of  the  genre  by 
viewing  W.C.  Fields,  Three  Stooges 
and  Chaplin  films.  It  also  offers  audio 
clips  of  short  stories.  You  have  to 
register  to  view  some  films,  but  it's 
worth  it.  Selections  range  from  the 
creepy  Day  of  Freedom,  Leni 
Pviefenstahl's  propaganda  film  about 
the  Nazi  Army,  to  the  site's  most 


viewed  short,  the  cheesy  Bikinilai 
retro  musical. 
►  Best:  Wide  choice  of  shorts. 
►Worst:  Advertisements  play  before 


least 

www.icast.com 

least  is  a  wide-ranging  music  an 
movie  site  with  a  good  section 
devoted  to  short  films.  The  selec 
comes  from  its  recent  acquisitio 
Shortbuzz,  which  owns  hundrec 
short  films  across  a  broad  range 
categories.  The  site  offers  persoi 
narratives  as  well  as  foreign  sho: 
An  online  contest,  called  Show  ( 
Your  Shorts,  is  fostering  an  artis 
community.  If  you  become  a 
member,  you  can  upload  your  fi 
or  music  and  least  creates  an  an 
profile  for  you. 


►  Best:  A  mecca  for  films  by  new  artis 
►Worst:  Annoying  public  service 
announcements  often  pop  up. 


IFilm 

www.ifiim.com 

IFilm  is  the  plain-spoken  cousin 
Atom's  flashier  site,  with  simple 
graphics.  It  offers  hundreds  of 
shorts — everything  from 
documentaries  to  commercials. 
End  of  Sadness,  a  lyrical  evocatio 
the  musings  of  Jack  Kerouac,  wa 
welcome  alternative  to  the 
sophomoric  fare  available  on  m« 
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New  Commitments  of  Hyundai  Electronics 

Synergy  through  Integration 

Hyundai  Electronics  Industries  (HEI)  is  creating  an  integration- 
based  synergy  effect  to  leverage  its  economies  of  scale  and 
upside  potential,  as  well  as  to  optimize  the  contribution  of  R&D, 

Business  structure  rationalization 

HEI  is  making  its  company  structure  more  flexible  by  undertaking 
decisive  spin-offs,  by  aggressively  attracting  outside  investment, 
and  by  de-emphasizing  its  DRAM  business. 


Profit-oriented  Management 

HEI  is  maximizing  its  shareholder  value  by  continuously  improving 
its  financial  structure,  as  well  as  by  developing  a  profit-oriented 
management  culture  and  introducing  regular  IR  activities. 

Enhancement  of  Managerial  Transparency 

HEI  is  becoming  more  transparent  by  introducing  the  most  advanced 
management  skills  available  and  by  expanding  the  number  of 
Outside  Directors  to  make  up  50%  of  Company  Managing  Directors. 


www.rejuvenation.com 

REJUVENATION 

LAMP     6f     FIXTURE  CO. 

Call  toll-free  888-3-GETLIT  (888-343-8548) 
for  our  free  88-page  catalogue. 


0 
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The  Good  Life  I  SHORT  FILMS 


sites.  I  Film  prides  itself  on  accepting 
all  films  submitted,  so  this  is  the 
place  to  truly  gauge  what's  out 
there.  And  since  you  don't  need  to 
sign  in,  this  is  one  site  that  won't 
turn  you  into  a  marketing  victim. 

►  Best:  Links  to  other  movie  sites. 
►Worst:  Crowded  display  of  shorts. 

Inetfilm 

www.inetfilm.com 

This  community  has  a  solid  array  of 
categories  including  Parody, 
Experimental,  Commercials  and  a 
cool  Spoken  Word  section.  The 
editors  consider  exposure  on 
the  site  an  honor — and  it 
shows.  The  archive  of  films 
is  small  but  the  quality 
and  production  values  are 
high.  Check  out  Concrete 
Addiction,  a  documentary  on 
skateboarders  in  Vancouver;  All  in  a 
Golden  Afternoon,  a  little  girl's 
surreal  journey;  and  20  Dollars,  an 
animated  comedy. 

►  Best:  Well-designed  layout. 

►Worst:  Shorts  come  up  in  a  tiny  frame  if 
you  watch  on  the  home  page. 


WEB  TIP 

Find  links  to  media 
players  at  www. 
isyndicate.com/services 
/richmedia/ 
download.html 


Reelshort.com 

www.reelshort.com 

Reelshort  offers  the  funkiest 
graphics  (a  man  in  a  spacesuit 
dangling  from  a  tube)  and  a 
pleasing  layout.  Its  express  aim  is  to 
encourage  new  talent,  and  it  features 
nearly  100  shorts — like  Sick  Sense,  a 
parody  of  the  movie  Sixth  Sense — 
dripping  in  hip.  The  site  invites 
viewers  to  review  and  rate  films, 
then  presents  the  winners  in  each 
genre.  Reelshort  wins  the  prize  for 
weirdest  film  description.  For  the 
thriller  Empire  of  Ache,  it  reads: 


"institutionalized  one-armed  girl 
befriends  puppets,  a  ghost  and 
talking  meat." 

►  Best:  Its  sense  of  humor. 
►Worst:  Previews  play  before  the  shoi 
comes  up. 

Trailervision 

www.trailervision.com 

Brought  to  the  Internet  by  a  grou 
of  Canadians  with  a  unique  sense 
humor,  Trailervision  shows  traile 
for  movies  that  don't  exist.  The 
humor  is  broad-based,  lampooni 
everything  from  religion  to 
politics  and,  above  all, 
Hollywood.  The  site  is  w 
organized,  with  a  page  c 
handy  thumbnail  links  1 
each  trailer.  Titles  range 
from  Elian  2035  to 
American  Booty.  And  every 
Monday  Trailervision  presents  a 
spanking  new  trailer. 

►  Best:  You  can  download  all  the  traile 
and  e-mail  them. 
►Worst:  Why  watch  a  trailer  for  a  mo> 
that  doesn't  exist? 

Underground  Film 

www.undergroundfilm.com 

Many  sites  aim  to  foster  an  onlin 
film  community,  but  Undergrou 
Film  succeeds.  Its  appealing,  clea 
cut  graphics  make  trawling  pain] 
and  it  offers  an  extensive  list  of 
shorts  in  a  variety  of  categories 
including  Documentary  and 
B  Movies.  When  we  visited,  a 
featured  title  was  Sex,  Lies  and 
Ravioli,  billed  as  a  "Viagra-inspin 
tale  of  lust  gone  awry."  There's  a 
section  for  screenplays  where  yo« 
can  download  and  read  the  next 
wanna-be  Quentin  Tarantino  sat 
There  are  even  films  here  for 
children  but  you  won't  find  the 
classics.  Instead,  this  is  where  the| 
kung  fu  kitchen  vegetables  lurk. 

►  Best:  Provides  background,  bio  and| 
ranking  info  at  a  glance. 

►Worst:  Must  register  to  use 
features  like  discussion  groups  and 
sweepstakes. 
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Sports:  Coaching 

You  take  your  9-year-old  daughter  to  soccer  tryouts  and  the  first 

thing  you  see  is  the  coach  leaning  against  the  fence  in  a  cast  that 
stretches  from  his  hip  to  his  toe.  The  whispers  flare:  There  goes  the 
season.  Your  child  looks  up  at  you,  and  without  a  second  thought  you 
thrust  your  hand  in  the  air  and  save  the  day.  For  a  moment  you  bask  in  the 
cheers  of  happy  children  and  relieved  parents.  Then  reality  hits.  You  don't 
know  a  corner  kick  from  a  lob  pass. 

Fear  not.  There  are  dozens  of  sports  sites  that  can  help  transform  a 
reluctant  weekend  volunteer  into  a  budding  Pat  Riley  in  no  time.  Most  of 
the  sites  focus  on  baseball,  basketball  and  soccer  but  the  useful  advice 
on  discipline,  motivation  and  skill  development  can  be  applied  to  any 
sport.  —Gene  McCarthy 


The  Coaching  Corner 

www.thecoachingcorner.com 

Coaching  101.  Learn  everything  from  structuring 
practices  to  protecting  yourself  against  lawsuits. 
For  soccer  and  baseball  coaches  the  site  offers  easy, 
step-by-step  instructions  on  specifics  ranging 

from  the  sideline  throw-in 
to  baserunning.  Includes 
diagrams  of  the  4-4-2 
soccer  formation,  among 
others,  and  details  on  when 
and  why  to  use  it. 
Photographs  scattered 
throughout  show  correct 
ball  handling.  Check  out 
Chalk  Talk,  a  forum  for 
parents,  coaches  and 
players,  as  well  as  the 
helpful  glossary  and  newsletter. 
►  Best:  The  Coaching  Basics  section. 
►Worst:  Very  little  information  on  football  and  basketball. 


Welcome  to 

THE  COACHING  CORNER 

The  volunteer  coaching  resource 

■■M        Oup  *p«rts  Irirtdjct'Ofh           contain  mtormition  jnd  itsourcts  on  th«  ba 
bulUtln  be  Hit  M  nwll  if .  tips  from  th*  (Mparts  ind  olhtj  youth  1*  urn  e< 

■           EL  1 

Eteamz.com 

www.eteamz.com 

Covers  more  than  80  sports  and 
activities  from  cheerleading  to 
ultimate  Frisbee — but  in-depth 
information  is  available  only  for  the 
most  popular  sports.  For  them  you'll 
find  rules  of  the  game,  coaching  tips, 
skill  instruction  and  articles  on 
sports  psychology.  Need  ideas  for 
drills?  The  library's  got  plenty,  from 
fielding  bunts  to  the  between-the- 


legs  dribble.  The  Whiteboards  section 
helps  you  draw  up  your  own 
wishbone  formation  or  see  other 
coaches'  plays.  And  a  community 
resources  button  links  you  to  local 
tournaments,  camps  and  clinics. 
►Best:  Build  your  own  team  Web  site, 
free  of  charge,  with  practice  and  game 
schedules,  team  news  and  even  a  photo 
album. 

►Worst  Only  provides  tips  and  drills  for  II  of 
the  more  than  80  sports  touted  on  the  site. 


Mysportsguru.com 

www.mysportsguru.com 

Useful  instruction  in  eight  sports 
including  basketball,  golf  and  ten: 
but  only  has  in-depth  coaching  in 
in  the  baseball  area.  The  Coach's 
Corner  has  practice  plans  and  tip 
communicating  with  both  player; 
and  parents.  A  New  Coaches  page 
offers  special  help  for  rookies. 
►Best:  Excellent  animated  lessons  or 
hitting,  fielding  and  pitching  techniqu 
such  as  throwing  a  curveball. 
►Worst:  Coaching  info  limited  to  base 

SoccerROM 

www.soccerrom.com 

Ante  up  $34.95  per  year  and  get 
access  to  more  than  500  training 
tools,  from  the  takeover  circle  to 
up  soccer,  exercises  like  three-mii 
juggling  and  innumerable  coachi 
topics,  each  adaptable  for  four 
different  player  ability  levels.  Gre 
3-D  diagrams  illustrate  the  lesson 
The  Team  Management  tool  lets 
build  rosters  and  publish  team 
calendars.  Bonus:  hundreds  of 
worldwide  soccer  links. 
►Best:  The  search  feature  lets  you  se 
by  weakness,  like  footwork. 
►Worst:  The  fee. 

WebBall 

www.webball.com 

A  rich  resource  for  baseball  coach 
Choose  from  12  different  coachir 
areas,  from  grass  roots  (basic  skill 
bullpen  (development  of  pitchers 
player  safety.  Comprehensive  glo« 
and  an  interactive  Ask  the  Coach 
section  for  questions  not  answere 
the  site.  Sign  up  to  be  a  WebBall 
player"  (with  a  $23.50  one-time  f 
for  access  to  3-D  demos  illustrati 
things  like  proper  pitching  stance 
the  WebBall  Coverage  Clinic,  whi 
shows  you  the  movement  of  defe 
rotations. 
►Best:  The  Third  Base  Box.  Choose  i 
game  situation  and  it  will  provide  yoi 
offensive  and  defensive  strategies. 
►Worst:  When  we  visited,  the  free  pr 
of  the  3-D  section  didn't  work. 
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The  price  of  liberty  was  staggering,  costing 
some  of  the  Founding  Fathers  all  that  they 
treasured  on  earth.  Still  they  found  liberty 
worthy  of  their  sacrifice.  This  profound 
dedication  exemplified  their  sacred  honor. 

Today  Regent  University  embraces  a  mission 
of  historic  proportion — one  that  integrates 
the  ideals  of  America's  Founders  and  Judeo- 
Christian  faith  into  each  of  our  graduate 
programs  that  include  government,  law, 
business,  education,  divinity,  psychology 
and  counseling,  communication,  organizational 
leadership  and  a  bachelor's  degree  completion 
program.  Regent  is  preparing  leaders  who 
will  uphold  the  time-tested  values  of  our 
heritage — this  is  our  sacred  honor. 

We  invite  you  to  learn  more  about  Regent 
University.  We  also  encourage  you  to  inquire 
about  our  National  Leadership 
Summit,  October  12-13,  2000, 
in  Virginia  Beach.  Together,  we 
can  discover  and  celebrate  how 
Christian  Leadership  Can 
Change  Our  World. 


OtlOi. 


■A 


President  Paul  Cerjan 

&  Regent 
University 

1000  Regent  University  Drive,  Virginia  Beach,  VA  23464-9800 

1-800-335-4409  •  www.regent.edu/forbes 
E-mail:  sacredhonor@regent.edu 
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Name: 


Address: 
City:_ 


State: 


Zip: 


Phone: 
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The  Good  Life 


There  have  always  been  plenty  of  jokes  and  funny  lists  on  the  Web. 

However,  humorists  and  their  Hollywood  backers  didn't  take  them  seriously 
until  1997,  when  the  original  South  Park  short,  The  Spirit  of  Christmas, 
became  a  word-of-mouth  download  from  personal  home  pages  and 
eventually  from  ComedyCentral.com.  Its  popularity  spawned  a  cable 
television  show  and  a  feature-length  film.  Now  the  Internet  is  full  of  humor 
sites,  from  marquee  comedians  to  underground  cartoonists,  many  hoping 
1o  emulate  South  Park's  success.  If  you  have  a  favorite  comedian,  chances 
are  he  or  she  has  a  Web  site.  And  there  are  dozens  of  fan  sites  devoted  to 
classic  comedians  from  Lucille  Ball  to  Ernie  Kovacs.  So  if  you  want  a  hearty 
belly  laugh,  go  to  the  Web  for  a  plateful  of  jokes,  video  and  audio  clips, 
and  animations.  Our  selections  cover  all  of  the  bases,  from  jokes  to  comic 
strips  to  parodies  to  just  plain  silliness.  Though  many  sites  are  R-rated,  you 
can  share  a  chuckle  with  the  kids  looking  over  a  vast  collection  of  Peanuts 
cartoons  by  the  late  Charles  Schultz  at  Comics.com.  —Ben  Berentson 


The  Onion 

www.theonion.com 

Anyone  familiar  with  The  Onion's  hilarious  book 
like  Our  Dumb  Century — a  collection  of  satirical 
newspaper  front  pages — will  know  why  this  site  is  a 
Forbes  Favorite.  The  Wisconsin-based  site  is  not 
for  the  faint-hearted  or  easily  offended:  Morbid 
"news"  items  such  as  "God  answers  prayers  of 
paralyzed  little  boy:  'No,'  says  God"  and  "Ant  farm 

teaches  children  about 


toil,  death"  are  typical. 
These  are  mixed  with 
more  whimsical  pieces 
such  as  "HBO 
presentation  fails  to 
deliver  promised  brief 
nudity."  The  Onion  also 
offers  movies,  music  and 
book  reviews  that  are 
both  amusing  and 
insightful. 

►  Best:  For  fans  of  satire  and  edgy  humor,  the  Web  doesn't 
get  any  better. 

►Worst:  Quality  of  columns  can  be  spotty. 


Cartoonbank.com 

www.cartoonbank.com 

Anyone  who  looks  through  the 
cartoons  in  the  New  Yorker  before 
reading  the  articles  should  bookmark 
this  site.  Though  it's  really  about 
selling  you  framed  prints  of  cartoons 
(or  even  originals),  you  can  still 


search  through  the  database — by 
topic,  keyword  or  cartoonist.  Fun 
feature:  You  can  send  customized 
cartoon  e-cards  to  your  friends. 
►Best:  With  an  archive  of  more  than 
20,000  cartoons,  it  beats  going  to  the 
doctor's  office  to  flip  through  back  issues. 
►Worst:  Minuscule  cartoon  thumbnails. 


Comics.com 

www.comics.com 

Comics.com  Is  a  collection  of  moi 
than  60  top  comic  strips  from 
around  the  country.  You'll  find 
favorites  like  Doonesbury,  Cathy, 
Garfield,  Andy  Capp  and  Dilbert,  j 
to  name  a  few.  Most  comics  have  j 
30-day  archive  and  links  for  buyir 
merchandise.  There  is  also  a 
collection  of  editorial  cartoons. 

►  Best:  Excellent  Peanuts  section. 

►  Worst:  No  Far  Side. 

The  Editing  Room 

http://ter.airOday.com 

The  Editing  Room  is  a  collection  i 
satirical  abridged  movie  scripts:  a 
opportunity  to  take  potshots  at 
cinematic  inconsistencies,  poor  pi 
devices,  bad  dialogue,  one- 
dimensional  characters  and  awful 
acting.  The  scripts  are  pop  culturfl 
observational  humor  at  its  best.  T 
Phantom  Menace  script  skewers  tin 
Star  Wars  marketing  machine  and 
the  incomprehensible  switching  a 
Natalie  Portman's  character  betwt 
the  Queen  and  Padme.  Also,  if  yoJ 
enjoyed  American  Beauty,  the  scri 
on  the  site  is  a  must-read. 

►  Best:  Scripts  for  many  movies  are  pa 
during  their  opening  week. 
►Worst:  Few  older  movies  parodied  he 

Late  Show  With 
David  Letterman 

www.cbs.com/network/tvshows/ni 
lateshow 

Fans  of  David  Letterman's  brand 
humor  will  love  this  site.  In  additi 
to  original  material,  you  can  see 
RealVideo  clips  of  Dave's  opening 
monologues,  classic  footage  from 
.shows  and  clips  of  recent  musical 
guests.  There  is  also  an  archive  of 
comedy  skits  that  have  appeared  c 
the  show  over  the  years:  records, 
charts,  quizzes,  summer  reading  a: 
tons  of  other  stuff. 

►  Best:  Archive  of  Top  Ten  lists  from  th- 
home  office  as  well  as  some  Top  Ten  ja 
that  didn't  make  it  on  the  show. 
►Worst:  Site  is  disorganized. 
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How  can  you 

get  any 
eCustomer  to 
sit,  stay,  and 
beg  for  more? 

Speak  up. 


■""■■I"  ■  I  II  !  II  mm  Pill  !■  ipHQipipiHHHHWMapHii^^M 

/e  Voice  for  eBusiness.  Imagine  customers  who  are  excited  just  to  hear  your  voice.  Live  Voice™  from 
stream  brings  the  best  of  traditional  brick-and-mortar  stores  to  the  Internet— the  human  voice.  No  emails.  No 
)ne  queues.  Just  instant  voice  interaction.  More  than  a  great  customer  service  tool,  Live  Voice  is  quite  simply 
easiest  way  to  increase  sales,  customer  satisfaction,  and  brand  loyalty  on  your  website.  And  with  no  additional 
items  to  install  or  maintain,  it  couldn't  be  easier.  To  hear  Live  Voice  in  action,  visit  www.lipstream.com/voice. 

t  psfream  * 


10  Lipslream  Networks,  Inc.,  "Upstream."  "Live  Voice,"  and  "Get  a  Real  Voice"  are  trademarks  and/or  service  marks  of  Lipstream  Networks,  Inc  Get  a  real  voice. 

her  trademarks  or  registered  trademarks  mentioned  herein  belong  to  their  respective  holders.    .  .     ,  , 


Sometimes  the 


wise 


CHOICE  ISN  T  ALWAYS  THIS  OBVIOUS. 


Take  health  care,  for  example.  Say  you're  looking  for  a  way  to  offer  employees  and  retirees  quality  health  care  at  an  affordable  price.  One  person  caj 
about  cost— another,  quality.  And  for  someone  else,  it  could  be  a  preferred  doctor.  Enter  Sageo,™  a  new  alternative  that  can  take  on  your  adminj 
and  provide  your  employees  and  retirees  access  to  a  broad  array  of  health  plans,  guidance  on  how  to  use  their  health  benefits,  and  a 
library  of  interactive  health  and  medical  educational  resources  from  Mayo  Clinic.  If  your  company  is  looking  for  a  cost-effective  way  to     S  j3| 
deliver  health  care  to  employees  and  retirees,  isn't  it  obvious  what  to  do?  Contact  us  at  1-877-465-7000  or  visit  wvw.sageo.com. 


::.  i  a  customei  pushes  the-"buy" 
£_\  button  on  a  Web  site,  how  does  that 
I  \  purchase  find  its  way  to  the  buyer  who 
may  be  thousands  of  miles  and  a  continent 
away?  How  does  the  order  get  correctly  cap- 
tured, processed,  picked,  shipped,  delivered 
and  invoiced?  That's  real-world  stuff  that 
requires  not  only  machine-to-machine  coordi- 
nation but  also  an  orchestrated  series  of 
sequential  activities  that  involve  human 
beings  doing  the  right  things  at  the  right  time. 
Not  to  mention  a  little  bit  of  good  fortune. 


needs.  Revenue  from  3PL  companii 
totaled  $45.4  billion  in  1999  and 
expected  to  grow  15%  to  20%  th 
year,  reports  research  firm  IDC. 

"The  current  e-logistics  outsourci 
market  is  experiencing  a  strong  upwg 
growth  trend,  and  our  research  indicat 
that  the  industry  is  at  its  early  adopti 
stage  for  logistics  outsourcing,"  writ 
Ting  Piper,  a  research  analyst  at  IC 
"Further,  the  overall  e-logistics  outsoL 
ing  market  will  grow  as  a  whole,  but  t 
growth  will  vary  by  service  compone 
retail  operation  type  and  company  si; 
Within  the  service  components,  ful" 
ment  and  return  management  are  lik 
to  take  off  at  a  faster  speed  than  ore 
management  and  delivery  services." 


Think  of  logistics  as  the  point  on  the  B2B  a 


I 


Success  in  e-commerce  requires 
mastering  the  front  end  of  the  sale  — 
getting  customers  to  push  the  "buy" 
button  —  and  the  back  end  of  selling, 
which  is  everything  that  comes  next. 
Companies  have  done  a  good  job  with 
the  front-end  processes.  It  is  the 
back-end  processes,  from  automating 
the  order  cycle  and  inventory  control 
to  managing  warehouses,  call  cen- 
ters, delivery  vendors  and  returns, 
that  present  the  greatest  challenge. 

"E-logistics"  describes  three  core 
back-end  processes  required  to  get 
an  order  from  the  "buy"  button  to  the 
bottom  line:  warehousing,  delivery 
and  transportation,  and  customer 
interaction  (usually  handled  through  a 
call  center  where  customers  can  ask 


questions,  place  orders,  check  on 
order  status  and  arrange  for  returns). 
In  many  cases,  a  different  vendor  han- 
dles each  of  these  three  separate 
functions.  Managing  them  all  suc- 
cessfully and  simultaneously  requires 
an  in-depth  understanding  of  each  dis- 
cipline. Integrating  them  with  one 
another  and  with  a  corporation's  exist- 
ing systems  is  even  tougher. 

Because  back-end  systems  require 
expertise  in  so  many  different  disci- 
plines —  financial  settlement,  order 
fulfillment,  inventory  management, 
system  integration,  transaction  man- 
agement, sales  analysis,  billing  and 
business  reporting  —  many  online 
sellers  turn  to  a  third-party  logistics 
provider  (3PL)  for  all  or  part  of  their 


Collaborative  Supply  Chains 

For  companies  with  strong  back-off 
infrastructures  already  in  place,  i 
Internet  presents  enormous  opporti 
ties  to  enhance  supply  chain  effici* 
cies  through  Web-based  technolo 
exchanges  and  the  new  collaborat 
thinking  they  inspire.  E-commei 
is  rapidly  evolving  into  collaborat 
commerce  —  c-commerce. 

"C-commerce  is  designing  produ 
collaboratively,  planning  across 
enterprise,  managing  capacity  d 
straints  and  interacting  with  partne 
It's  much  more  than  buying  someth 
over  the  Internet,"  says  Karen  Pel 
son,  director  of  research  and  advis 
services  at  GartnerGroup's  Integra' 
Logistics  Strategies  research  cente 


lias.  "By  2004,  enterprises  that  fail 
reengineer  rigid  supply  chain  struc- 
es  and  employ  collaborative  com- 
irce-enabling  technologies  will  suffer 
m  lower  profitability  and  decreased 
npetitiveness." 

ndeed,  collaboration  is  a  key  element 
:he  value  propositions  of  many  of  the 
lakthrough  companies  represented  in 
s  report.  Collaborative  e-commerce 
ends  the  transaction  and  optimiza- 
3  capabilities  of  enterprise  resource 
nning  (ERP)  and  advanced  planning 
j  scheduling  (APS)  solutions  beyond 
I  boundaries  of  the  enterprise,  inte- 
iting  value-chain  planning  and  trans- 
Jon  processing  with  trading  partner 
Dlications  across  the  value  chain. 


own  core  competencies,  the  need  to 
collaborate  with  other  organizations 
will  become  more  apparent." 

Logistics  is  one  area  of  e-com- 
merce where  collaboration  can  reduce 
costs  and  increase  efficiency  for  all 
participants.  If,  for  example,  Pillsbury 
pays  for  a  truck  to  deliver  products  to 
Pennsylvania,  and  General  Mills  pays 
to  use  the  same  truck  to  bring  sup- 
plies back,  both  companies  benefit 
because  they  split  the  cost.  At  its  sim- 
plest, that's  what  capacity  exchanges 
like  those  operated  by  Nistevo  do. 
Technology  providers  like  Descartes 
Systems  offer  a  Web-based  collabo- 
rative logistics  management  system 
that  enables  collaborative  capacity 


opment  of  collaborative  logistics  net- 
works among  shippers,  carriers,  sup- 
pliers and  customers.  "The  need  to 
work  closely  with  other  organizations 
is  rapidly  gaining  acceptance,"  he 
says.  "Although  some  organizations 
may  find  it  challenging  to  buy  mean- 
ingfully into  the  idea  of  collaborating 
with  customers,  suppliers  and  even 
competitors,  many  are  quickly  adopt- 
ing changes  to  accomplish  this 
objective." 

Meanwhile,  a  new  forum  for  collab- 
oration has  emerged.  More  than  two 
dozen  logistics  and  transportation 
exchanges  have  already  emerged  on 
the  Internet,  offering  logistics  man- 
agers a  Web-based  marketplace  for 


jerts  believe  the 
.ulting  collabora- 
i  business  pre- 
sses have  the 
wer  to  provide 
)ductivity  improve 
nts  significantly  great- 
than  those  achieved 
?rthe  last  decade. 
Given  the  complexity  and  dynamic 
:ure  of  today's  rapidly  changing 
;iness  world,  it  is  a  mistake  for  any 
3  firm  to  remain  isolated,"  says  Dr. 
John  Langley  Jr.,  who  holds  the 
/e  Distinguished  Professorship  of 
.'istics  and  Transportation  at  the 
versity  of  Tennessee.  "Companies 
bd  to  rethink  their  traditional  supply 
■in  practices.  As  they  evaluate  their 


planning,  Internet- 
based  load  tender- 
ing, and  carrier  avail- 
ability notifications, 
along  with  inventory 
status  reporting  and 
proof-of-delivery  val- 
idation. 

"Shippers  want  in- 
creasingly consistent  service,  pre- 
dictable capacity  and  lower  freight 
charges  on  a  unit-cost  basis,"  says 
Langley.  "Carriers  are  interested  in 
expanding  revenue  opportunities  and 
asset  utilization.  Through  the  agility  and 
efficiency  of  Web-based  technology, 
everyone  in  the  supply  chain  has  the 
potential  to  achieve  those  objectives." 
The  key,  Langley  says,  is  the  devel- 


locating  and  hiring  carriers  and  other 
service  providers.  John  Fontanella,  an 
analyst  with  AMR  Research  in  Boston, 
says  AMR  expects  these  logistics 
exchanges  to  earn  between  $3  billion 
and  $4  billion  in  revenue  by  2004. 
However,  Fontanella  foresees  ex- 
changes evolving  from  their  original 
purpose  of  matching  up  carriers  and 
shippers  into  forums  for  supply  chain 
collaboration.  "The  exchange  concept 
is  way  beyond  electronic  auctions,"  he 
says.  "Exchanges  will  become  the  col- 
laborative tool  of  the  future." 

For  online  merchants,  logistics  is 
the  key  to  survival.  For  companies 
that  do  it  well,  it  is  the  next  path- 
way to  unprecedented  productivity 
improvement. 


WHAT  If  YOU  COULD  SEE  WHAT  SELLING  ONLIN 
WHAT  IF  YOU  COULD  SEE  THE  EXACT  ROUTE  0 
WHAT  IF  YOU  COULD  SEE  WHAT  IT  REALLY  TAKE 


WOULDN'T  THAT  RE 


Ryder  Strengthens  e-Commerce 
Offerings  With  e-Channel  Solutions 

When  it  comes  to  the  global  logistics 
and  transportation  business,  there  is 
no  better-known  brand  than  Ryder. 
Since  its  founding  in  1933,  Ryder  has 
grown  into  the  $5  billion  industry 
leader  in  its  two  core  businesses: 
global  integrated  logistics  and  com- 
mercial truck  leasing  and  rental.  More 
than  400  large  and  small  customers 
across  a  variety  of  industries  depend 
on  Ryder  for  their  logistics  and  trans- 
portation solutions. 


we're  doing  now  is  leveraging  our  core 
competencies  to  launch  value-added 
solutions  to  meet  emerging  e-Com- 
merce  market  needs." 

First  among  the  new  offerings  is  an 
Internet-based  fulfillment  package 
called  e-Channel  Solutions  (ECS).  For 
a  monthly  fee,  e-Channel  Solutions 
will  manage  the  entire  back-end  ful- 
fillment channel  for  companies  enter- 
ing or  engaged  in  e-Commerce  with- 
out the  associated  costs  and  burden 
of  owning  and  managing  the  underly- 
ing infrastructure.  Streamlined  pro- 


now  is  leveraging  our  core  com- 
nch  value-added  solutions  to  meet 
emerging  e-commerce  market  needs." 
Gene  R.  Tyndall,  Executive  Vice  President, 
lobal  Markets  and  Solutions,  Ryder  System  Inc. 


Over  the  past  several  months,  Ryder 
has  unveiled  several  new,  rapidly  evolv- 
ing strategic  e-Commerce  business-to- 
business  (B2B)  and  business-to-con- 
sumer (B2C)  service  offerings  designed 
to  strengthen  the  company's  competi- 
tive position  and  provide  clients  cost- 
saving  solutions  to  succeed  in  today's 
technologically  driven  world. 

"Obviously,  Ryder  is  no  newcomer 
to  efficient  distribution  and  fulfill- 
ment," says  Gene  R.  Tyndall,  the 
famed  supply  chain  guru  and  author 
who  in  June  was  named  Ryder's  exec- 
utive vice  president,  Global  Markets 
and  Solutions.  "We've  got  the  facili- 
ties, the  technology  and  the  trans- 
portation infrastructure  in  place.  What 


cesses,  shortened  order-cycle  times, 
increased  fulfillment  rates,  flexibility 
to  meet  increased  future  growth  and 
lower  delivery  costs  translate  to 
improved  customer  service,  from  order 
capture  right  to  the  customer's  door. 

"e-Channel  Solutions  is  a  Web- 
enabled,  end-to-end  fulfillment  solu- 
tion that  is  designed  for  both  B2B 
and  B2C  customers.  We  will  manage 
the  entire  fulfillment  channel  for  our 
clients  —  operating  the  distribution 
centers,  managing  the  transportation 
of  goods  to  the  neighborhood 
depots,  coordinating  the  'last  mile' 
delivery  through  Ryder's  network  of 
couriers  and  leveraging  the  infra- 
structure to  facilitate  returns,"  says 


Mike  Shelton,  senior  vice  preside 
of  Sales,  Marketing  and  e-Commer 
for  Ryder.  "Our  well-developed  log 
tics  and  inventory  manageme 
expertise  provides  the  solid  founc 
tion  needed  to  provide  the  fulfillme 
strategies  required  for  successi 
online  sales  delivery." 

ECS  —  which  Shelton  says  can 
launched  in  as  little  as  eight  weel- 
depending  upon  customer  need 
will  initially  serve  over  80%  of  the  U. 
population  within  72  hours  via  ov 
the-road  transportation  from  the  d 
tribution  centers  (DCs).  Ryder  v 
launch  the  fulfillment  service  this  ye 
from  distribution  center  facilities 
Alliance,  Tex.;  Cucamonga,  Calif.;  a 
Odenton,  Md. 

Ryder  will  hold  client  inventory 
the  DCs  and  offer  a  full  range 
value-added  services,  including  g 
wrapping  and  card  insertion.  Rye 
will  provide  fulfillment  through  E< 
to  clients  throughout  the  2000  ht 
day  season. 

In  another  major  e-Commerce  inil 
tive,  Ryder  has  funded  a  new  Intern 
based  freight  marketplace,  calli 
pFreight™,  that  brings  together  a  c< 
sortium  of  participating  service  pi 
viders  (PSPs)  to  form  a  single  resoui 
capable  of  streamlining  business  a 
administrative  functions  for  individi 
drivers,  small-fleet  owners  and  privs 
fleets  in  the  trucking  and  transpor 
tion  industry  over  the  Internet. 

"pFreight  delivers  a  total  servi 
package  to  drivers  via  the  Interr 
and  other  in-cab  communicatio 
media,"  says  Shelton.  "Driver  s 
vices  include  everything  from  lo 


don't  sell 
a  thing. 


WE  SELL  A  WAY. 

A  way  to  SYNC  with  your  customers 

A  way  to  IMPLEMENT  continuous  change 

A  way  to  ACCELERATE  your  eBusiness  advantage 


eCRM 

eBusiness  Infrastructure 
eProcurement 


i rating  Your  Advantage 
EMEDY.com/offer/adForbes 


1-888-294-5757 


Corpor a  t  i  o  n 


NOW  LET'S  TALK  ABOUT 
YOUR  WEB  SITE. 

Doing  business  successfully  means  always 
putting  your  best  foot  forward -and  today  that 
includes  your  Web  strategy.  At  SilverStream, 
we  provide  the  software  and  services  that 
help  companies  like  yours  deliver  an 
Internet  experience  that  has  the  breadth, 
depth  and  professionalism  your  customers 
expect.  We're  setting  new  standards  for 
building  next-generation  eBusiness  Web  sites. 
Sites  with  the  most  advanced  eCRM  tech- 
nologies and  B2B  integration  capabilities, 
to  give  you  a  real  competitive  edge -now  and 
in  the  future.  Are  you  ready  to  take  your 
eBusiness  to  a  whole  new  level? 

www.silverstream.com 


SilverStream* 

Are  yog  ready  to  do  eBusiness? 
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matching  to  assisting  drivers  in  filing 
all  tax  arid  regulatory  reports  required 
by  governmental  agencies.  Standard- 
ized contract  administration,  carrier 
ratings,  universal  track  and  trace, 
online  paperwork,  electronic  billing 
and  payment  and  elimination  of 
administrative  duties  are  all  features 
of  the  pFreight  system."  Shelton  says 
that  other  Ryder  e-Commerce  initia- 
tives are  in  the  works. 

"The  Internet  is  redefining  the  tradi- 
tional supply  chain  functions,  and  com- 
panies are  integrating  complex,  knowl- 
edge-sharing systems  that  provide 
seamless  connectivity  between  prod- 
uct, price  and  delivery  with  suppliers 
and  customers,"  Shelton  says.  "By 
focusing  on  the  back  end  of  the  fulfill- 
ment process,  Ryder  can  complete  the 


process,  providing  a  full  suite  of  ser- 
vices and  solutions  with  a  seamless 
integration  of  transportation,  supply 
chain  and  information  systems." 

FreightWise  Turns  to  Manugistics 
To  Power  an  Intelligent 
Transportation  eMarketplace 

While  other  transportation  exchanges 
say  they  want  to  make  transportation 
services  easier  and  more  accessible, 
there's  an  emerging  transportation 
eMarketplace  coming  out  of  Texas 
called  FreightWise  Inc.  that  has  the 
backing,  technology  and  people  to 
make  it  happen. 

In  1999,  the  Burlington  Northern 
Santa  Fe  Corporation,  which  operates 
one  of  the  largest  rail  networks  in 
North  America  through  The  Burlington 


A  Snapshot  of  the  U.S.  Logistics  Market  ($  billions) 
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Total  Logistics  Costs:  $921  billion 

Source:  Cass  Information  Systems,  Inc. 


Other  Transportation 
Costs 


Northern  and  Santa  Fe  Railway  Corr 
pany,  decided  to  take  a  page  out  c 
the  Jack  Welch  playbook,  creating 
growth  initiatives  group  whose  mar 
date  was  to  look  for  new  income  ou 
side  the  traditional  rail  transportatioi 
business.  From  that  big  idea  cam 
FreightWise,  an  Internet  marketplac 
for  buyers  and  sellers  of  transport? 
tion  targeted  to  third-party  logistic: 
services  —  a  segment  experiencin 
double-digit  growth  in  the  $541  billio 
U.S.  freight  transportation  markei 
FreightWise  aims  to  simplify  and  ext 
cute  complex  transactions  betwee 
buyers  and  sellers  of  transportation 

"We  realized  that  one  of  the  be: 
ways  to  achieve  this  vision  was  t) 
form  a  separate  company  and  creal 
a  truly  neutral  and  open  exchange 
says  Owen  Zidar,  vice  president 
FreightWise.  "Our  goal  is  to  gi\i 
buyers  and  sellers  of  transportatio 
better  information  on  which  to  bas 
decisions,  and  we  want  to  do  that 
becoming  the  most  trusted  tran 
portation  destination  on  the  Internel 

Enter  Rockville,  Md.-based  Manugj 
tics  Group  Inc.  Built  on  Manugistio 
ExchangeWORKS™  advanced  confl 
urable  exchange  platform  and  po* 
ered  by  Manugistics  NetWORKS 
intelligent  supply  chain  solutions,  t| 
FreightWise  intelligent  transportatk 
eMarketplace  will  allow  buyers  ar 
sellers  to  plan  and  execute  the  enti 
transportation  transaction  onlin 
FreightWise  will  help  custome 
match  loads  and  capacity,  tend 
agreements,  track  and  trace  shi 
ments  and  reach  financial  settlemet 
The  solution  will  also  help  automa 


lLogistix  offers  robust  eSolutions  for 
eCommerce,  eFulfillment  and  eCollaboration. 
The  company  known  for  providing  industry 
leaders  with  worldwide  and  worldclass 
outsourced  operations,  now  offers 
worldwide  and  worldclass  eSolutions. 


Whether  you're  a  street  musician  or  a  CEO,  choosi 
do  wonders  for  your  profits.  Which  explains  why  industry  leaders  like 
American  Express,  Cisco,  and  Hewlett-Packard  have  chosen  Ariba.  In  fact, 
more  companies  use  the  Ariba  B2B  Commerce  Platform™  to  power  their 
marketplaces  and  eProcurement  systems  than  any  other  offering.  If  you  want 
to  get  in  on  the  act,  call  us  at  800-535-3471  or  visit  www.ariba.com/partner. 


transportation  and  logistics  processes, 
reviewing  and  selecting  effective  and 
efficient  transportation  services  across 
a  virtual  enterprise.  Compare  that  to 
some  typical  transportation  Web 
sites,  which  are  often  simple  bulletin 
boards  for  the  posting  of  supply  and 
demand,  with  the  actual  transaction 
taking  place  offline. 

"We  chose  Manugistics  because 
they  demonstrated  the  expertise,  tech- 
nology and  commitment  needed  to 
help  us  fully  realize  our  vision  of 
making  transportation  easier,"  says 


Ariba/Descartes  Systems  Create 
Powerhouse  Logistics  Alliance 

Most  providers  of  B2B  software  appli- 
cations partner  with  other  vendors  in 
order  to  provide  integrated  "total"  solu- 
tions to  their  customers,  but  few,  if 
any,  have  done  so  more  successfully 
than  Ariba  Inc.,  the  leading  business-to- 
business  eCommerce  platform  provider, 
whose  partner  list  of  leading  systems 
integrators,  eCommerce  solution  pro- 
viders, software  providers,  hardware 
vendors  and  application  service  pro- 
viders reads  like  a  virtual  Who's  Who  of 


Logistics  is  one  area  of  e-commerce  where  collab- 
oration can  reduce  costs  and  increase  efficiency. 


Zidar.  FreightWise  also  saw  in  Manugis- 
tics the  chance  to  provide  trans- 
portation services  to  the  many  leading 
companies  using  the  Manugistics 
transportation  solution.  "Manugistics 
has  helped  numerous  companies 
streamline  and  improve  their  internal 
inbound  and  outbound  shipment  oper- 
ations. Now  these  customers  can  gain 
access  to  additional  value-added 
transportation  services  through  Freight- 
Wise,"  says  Zidar. 

"To  succeed  in  a  fast-growing  market, 
leading  eMarketplaces  like  FreightWise 
are  turning  to  Manugistics  for  an 
advanced  elnfrastructure  that  leverages 
proven  supply  chain  solutions,"  says 
Greg  Owens,  Manugistics'  president 
and  CEO.  "Powered  by  Manugistics, 
FreightWise  will  likely  provide  com- 
pelling value  to  both  transportation  car- 
riers and  their  customers." 


best-of-breed  high- 
technology  firms. 

"Our  goal  has 
always  been  to 
form  relation- 
ships with  indus 
try  leaders  in  order 
to  ensure  that  members 
of  the  Ariba  B2B  Commerce  ecosystem 
have  access  to  a  completely  integrated, 
end-to-end  B2B  Commerce  solution," 
says  Keith  Krach,  Ariba  CEO  and  chair- 
man. "No  solution  provider  today  can 
survive  without  partnerships.  By  offering 
our  clients  the  expertise  of  these 
industry-leading  organizations,  we  ensure 
the  rapid,  successful  adoption  of  the 
Ariba  B2B  Commerce  Platform™." 

Few  analysts  were  surprised,  then, 
when  Ariba  announced  in  May  that  it 
was  forming  a  strategic  alliance  with 
the  Descartes  Systems  Group  Inc.  to 


link  buyers,  suppliers  and  B2B  mai 
ketplaces  on  the  Ariba  B2B  Corr 
merce  Platform™  with  transportatio 
carriers,  shippers  and  logistics  prfl 
viders  connected  to  the  Descarte 
Global  Logistics  Network.  Descarte; 
is  a  leading  provider  of  end-to-eni 
logistics  solutions  whose  product 
are  licensed  today  by  more  thai 
1,000  companies  in  35  vertical  indui 
tries  in  over  50  countries  worldwide 
"This  alliance  is  evidence  of  ho« 
quickly  marketplace  interoperability 
being  forged  among  the  industry's  mo: 
dominant  players,"  says  Lara  Abrami 
senior  analyst,  Aberdeen  Group, 
connecting  buyers,  suppliers  and  ma 
ket  makers  to  Descartes'  vast  ne 
work  of  freight  carriers  ar 
logistics  providers,  Aritj 
delivers  a  critical  comp 
nent  of  B2B  eCommerce 
Industry  experts  bj 
lieve  that  integratir 
the  two  industry-leadir 
B2B  infrastructures  wi 
help  dramatically  impro* 
the  ability  of  buyers,  supp 
ers  and  B2B  marketplaces  to  mana§ 
the  full  cycle  of  commercial  transa 
tions  —  from  ordering  merchandise 
triggering  and  processing  payments 
delivering  the  goods  —  increase 
their  ability  to  better  serve  their  cu 
tomers  and  uncover  new  reveni 
opportunities. 

Under  the  agreement,  Ariba  w| 
deliver  a  suite  of  new  Web-hosted  sJ 
vices  —  to  be  called  Ariba  Logisti 
and  Fulfillment  Services,  Powered 
Descartes  —  through  the  Ariba  Co 
merce  Services  Network™  (Ariba  CSlI 


Channel  Solutions  -  Frpm  Idea  To  Satisfaction 


uttirig  Ryder  ^-Channel  Solutions  to  work  for  your  company, 
an  be  assured  that  your  products  will  be  delivered  to- your 
ners'  doors  on  time  and  cost  effectively, 
i  order  capture  to  final  destination,  Ryder  provides  on-demand 
yto  consumers  and  businesses  through  dedicated,  high  velocity, 
illment  centers.  Services  include  web  enabled  inventory 
ity,  full  return  and  exchange  management,  gift  wrapping, 


card  insertion,  light  assembly  and  other  special  instructions. 

Call  us  at  1-305-500-4938,  e-mail:  echannelsolutions@ryder.com  or 
click  on  www:ryder.com  to  find  out  how  Ryder  ^-Channel  Solutions 
can  be  implemented  in  as  little  as  eight  weeks. 


^'<ii»>r''  Laaisti 


'  Logistics  &  Transportation 
Solutions  Worldwide 
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Buyers,  suppliers  and  B2B  marketplaces 
will  have  access  to  a  variety  of  logistics 
and  fulfillment  services  they  can  inte- 
grate into  the  transaction  process. 
Planned  services  include  global  visibility 
of  order  status,  exception-based  perfor- 
mance monitoring,  total  shipment  cost 
calculation,  delivery  optimization  and 
Internet-based  transportation  manage- 
ment. These  services  are  expected  to  be 
available  to  users  on  a  subscription 
and/or  transaction  fee  basis. 

Descartes'  B2B  Internet  logistics 
infrastructure  will  also  be  linked  to 
Ariba  CSN,  enabling  seamless  con- 
nectivity and  logistics  network  visibil- 
ity between  buyers,  suppliers,  B2B 
marketplaces  and  logistics  providers. 
In  addition,  Ariba  and  Descartes  plan 


the  trucking  industry.  "We  look  forward 
to  expanding  our  current  relationship 
with  Ariba  to  include  services  jointly 
developed  by  Ariba  and  Descartes." 

Ariba  Logistics  and  Fulfillment 
Services,  Powered  by  Descartes  will 
streamline  and  improve  the  commerce 
process  for  B2B  eCommerce  organiza- 
tions. Buyers  can  improve  supply  chain 
efficiencies  and  lower  shipping  costs; 
suppliers  can  increase  customer  satis- 
faction and  revenues  from  B2B  com- 
merce; marketplaces  can  differentiate 
themselves  from  their  competitors  and 
increase  their  transaction  volumes;  and 
carriers  and  logistics  service  providers 
can  serve  their  customers  more  effec- 
tively and  increase  their  access  to 
buyers,  suppliers  and  marketplaces. 


"Having  the  ability  to  leverage  integrated  logistics 
management  services  and  gain  access  to  the 
combined  networks  of  Ariba  and  Descartes  will 
help  us  deliver  more  comprehensive  logistics 
capabilities  to  our  customers." 
Brian  Kinsey,  President  and  CEO,  CarrierPoint 


to  collaborate  to  develop  future  com- 
merce services  that  further  facilitate 
B2B  eCommerce. 

"Having  the  ability  to  leverage  inte- 
grated logistics  management  services 
and  gain  access  to  the  combined 
networks  of  Ariba  and  Descartes  will 
help  us  deliver  more  comprehensive 
logistics  capabilities  to  our  customers," 
says  Brian  Kinsey,  president  and  CEO 
of  CarrierPoint,  a  leading  logistics 
exchange  and  digital  marketplace  for 


"The  Descartes-Ariba  alliance 
brings  together  Ariba's  buyer,  suppli- 
er and  market  maker  community 
with  Descartes'  customers  linked  to 
the  Global  Logistics  Network,  con- 
necting the  demand  for  logistics  with 
the  aggregated  logistics  capacity  of 
the  Global  Logistics  Network,"  says 
Peter  Schwartz,  chairman  and  CEO, 
Descartes  Systems  Group.  "This 
strategic  alliance  enables  global  effi- 
ciencies and  increased  trade  oppor- 


tunities for  all  participants  in  the  coi 
bined  networks." 


ADP  Turns  to  HighJump  Software 
For  New  Warehouse  Efficiency 

ADP  (Automatic  Data  Processing  lm 
may  be  best  known  as  the  work 
largest  provider  of  payroll  servic 
and  human  resource  information  a 
terns,  but  the  company  is  also  a  gia 
provider  of  investor  communicat 
services,  handling  more  than  800  n 
lion  pieces  of  shareholder  mail  a  ye 

That  translates  into  hundreds  of  p 
lets  a  day  of  products  —  covers 
annual  reports,  proxy  statemen 
inserts,  and  so  on  —  flowing  into  ADI 
warehouses,  awaiting  shipment  to  irl 
vidual  investors.  In  the  past,  the  cc 
pany  used  a  paper-driven  man 
process  to  track  the  inflow  of  palli 
from  arrival  all  the  way  through  shippi 
That  made  it  extremely  difficult  totra| 
the  packing  and  shipping  process  a 
significant  time  and  money  was  spi 
manually  tracking  orders  and  findl 
products  once  they  had  been  recei< 
from  shipping.  During  its  busi 
season,  ADP  also  had  to  hire  tempoi 
help  to  keep  up  with  the  inflow.  The  c 
tomer  service  department  spent  a  Id 
time  tracking  down  orders  to  respond 
customer  requests. 

ADP  decided  to  implement  an  ai 
mated  warehouse  management  s 
tern  to  track  the  inflow  and  outflow 
pallets  and  products.  After  evalual 
about  15  different  vendors  and 
rowing  it  down  to  three  finalists,  / 
selected  Web  Wise  and  Wareho 
Advantage  solutions  from  E 
Prairie,  1 1 1. -based  HighJump  Softw 
(continued  on  page 





hen  it  comes  to  words  of  wisdom,  you  might  not  think  of  logistics.  But  late  shipments,  excess  inventory  and 
ist  overruns  can  cost  you  millions  of  dollars,  directly  impacting  the  fortunes  of  your  business.  Only  Celarix  leverages 
e  power  of  the  Internet  to  provide  you  with  a  comprehensive,  Web-based 
■lution  for  procuring  transportation  services  and  managing  logistics  through 
e  entire  life  cycle  of  an  order. 

By  integrating  with  your  existing  systems,  and  connecting  you  with  current 
id  future  transportation  service  providers  and  partners  over  the  Internet,  Celarix 
■livers  the  information  that  enables  you  to  increase  the  velocity  of  your  supply 
din.  resulting  in  dramatic,  measurable  improvements  in  performance  and 
stomer  satisfaction.  If  you  don't  realize  the  benefits  of  Celarix,  perhaps  your  competition  will. 
•  see  how  Celarix  can  improve  your  fortunes,  visit  www.ceiarix.com  or  call  1-877-4-CELARiX  today. 


A  single  e-business  solution, 
improving  everything  from 
product  delivery  to  customer 
satisfaction  -  maximizing 
your  bottom  line. 
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An  Interview  with  Jon  Slangerup, 

Chairman  and  CEO,  Electron  Economy 


Electron  Economy  has  developed  a  commerce- 
enabling  technology  platform  called  Internet- 
TONE™  that  provides  real-time  optimization 
throughout  the  global  supply  chain.  InternetTONE  offers  both  B2B 
and  B2C  companies  a  complete  outsourced  management  solution 
for  commerce  operations,  integrating  online  storefronts  with  all 
back-end  logistics  processes,  including  order  management,  finan- 
cial settlement,  warehousing,  delivery,  customer  interaction  and 
business  reporting.  Electron  Economy  enables  its  clients  —  from 
manufacturers  to  brick-and-mortar  retailers  to  Internet  startups  — 
to  drive  economic  efficiency  and  enhance  customer  satisfaction 
through  optimized  commerce  operations. 

Prior  to  joining  Electron  Economy  in  April,  Jon  Slangerup  served 
at  Federal  Express  Corporation  for  20  years,  where  he  held  a 
number  of  senior  management  positions  before  becoming  Presi- 
dent of  Federal  Express  Canada  in  1994. 


Q:  Many  Web  businesses  say  they  are 
currently  losing  money  on  every  order 
they  sell.  What  are  they  doing  wrong? 
What  are  the  key  challenges  they  face? 
Slangerup:  Companies  are  strug- 
gling to  evolve  their 
business  strat-  ( 
egies  to  meet 
what  I  consider  1 
to  be  the  single 
biggest  challenge 
presented  by  the  ij 
Internet  —  the 
convergence  of  the 
physical  and  digital 
worlds.  Ordering  online  is 
easy;  putting  in  place  and  managing  the 
unique  and  complex  processes  that 


make  up  the  back-end  logistics  oper- 
ations is  extremely  difficult.  Electron 
Economy  recently  conducted  a  compre- 
hensive industry  study 
fffl^^  ^     that  researched  over 
y  \  60  leading  e-tailers 

and  found  that  the 
p  vast  majority  fail  to 
v  effectively  integrate 
their  front-end  storefronts 


with  intelligent  back-end  eLogistics  solu 
tions.  The  lack  of  integration  betweer 
core  business  processes  like  orde1 
management,  fulfillment,  delivery,  CU9 
tomer  relationship  management  anc 
return  management  makes  it  difficult  tc 
deliver  orders  on  time  and  cost  effi 
ciently  —  increasing  operating  cost 
and  order  cycle  times,  while  diminishin: 
customer  loyalty. 
Q:  How  can  Electron  Economy  help 
What  is  your  value  proposition? 
Slangerup:  We  manage  all  of  the  di 
parate  pieces  of  the  global  supply  chaii 
for  both  B2B  and  B2C  companies 
When  a  customer  integrates  its  corr 
merce  operations  using  InternetTONE 
they  work  with  just  one  technology  pla 
form  that  handles  the  entire  back-en 
process  —  from  the  "buy"  button  t 
the  bottom  line.  This  frees  them  fror 
having  to  worry  about  complex  oper 
tional  issues,  so  they  can  focus  on  the 
core  competencies,  such  as  strengtl 
ening  customer  relationships,  increa 
ing  sales  and  building  their  busines: 
Essentially,  we  offer  a  complete  ou 
sourced  management  solution  for  cor 
merce  operations. 
E-commerce  companies  learned 


"Ordering  online  is  easy;  putting  in  place  a 
managing  the  unique  and  complex  proce 
es  that  make  up  the  back-end  logistics  operatio 
is  extremely  difficult." 
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luable  lesson  after  last  year's  holi- 
ly  nightmare,  the  most  important 
:ing  that  consumers  expect  com- 
ehensive,  highly  rewarding  online 
opping  experiences.  For  an  e-tailer, 
at  means  delivering  on  its  promis- 
from  the  moment  consumers 
ter  the  store  until  the  packages 
rive  at  their  doorsteps.  If  compa- 
ss neglect  their  back-end  infra- 
uctures,  they  run  the  risk  of  dimin- 
led  customer  loyalty  due  to  late 
d  damaged  products,  poor  cus- 
mer  service  and,  ultimately,  unful- 
ed  promises. 

rhere  are  several  key  benefits  to 
•rking  with  Electron  Economy: 
hanced  commerce  operations  effi- 
;ncies,  increased  marketing  and 
les  opportunities,  reduced  operat- 
|  costs  and  order  cycle  times,  and 
3  desired  end-result  of  any  suc- 
ssful  business  —  increased  cus- 
ner  satisfaction. 

You  are  a  young  company.  Can  you 
I  us  something  about  your  history? 
ingerup:  Electron  Economy  was 
jnded  in  April  1999,  and  is  based  in 
pertino,  Calif.  Electron  Economy  is 
vately  held,  and  we  believe  it  is  the 
it  breakthrough  enterprise  built  from 
;  ground  up  to  leverage  the  Internet 

meet  the  commerce  operations 
allenges  of  the  New  Economy.  Our 
jjor  investors  include  SOFTBANK 
pital  Partners,  SOFTBANK  Venture 
pital,  Chase  Capital  Partners,  Flat- 
i  Partners,  Crosspoint  Venture  Part- 
rs,  Intend  Change  Group  Inc.  and 
eon  Capital  Partners. 

You  call  your  platform  Internet 
NE™.  Explain  what  that  is. 


Slangerup:  InternetTONE  is  a  com- 
merce-enabling technology  platform 
that  seamlessly  integrates  disparate 
value-chain  business  processes  to 
increase  visibility  and  process  intelli- 
gence, reduce  inventory  levels  and 
improve  coordination  between  buyers 
and  sellers.  An  open  platform  based 
on  XML  and  Java,  InternetTONE  pro- 
vides real-time  optimization  through- 
out the  global  value  chain  through 
intelligent  commerce  agents  that 
resolve  complex  logistics  problems 
before  they  impact  customers. 
Q:  Speaking  as  someone  who's  been 
in  the  logistics  business  for  a  long 
time,  what  would  you  say  has  been 
the  impact  of  the  Internet  on  the 
evolution  of  this  market? 
Slangerup:  Well,  the  physical  process- 
es are  the  same  whether  a  customer 
buys  online  or  through  more  tradi- 
tional channels.  Someone  still  has  to 
process  the  order,  find  the  item  in  a 
warehouse,  package  it  for  shipping, 
load  it  on  some  form  of  transporta- 
tion, unload  it,  deliver  it  to  the  cus- 
tomer, make  sure  the  customer  is 
happy  and  bill  and  collect  for  it. 
Those  parts  haven't  changed  too 
much.  What  has  changed  with  the 
Internet  is  the  ability  for  businesses 
to  solve  complex  supply  chain  prob- 
lems never  thought  possible  a  few 
years  ago.  For  the  first  time,  compa- 
nies have  the  opportunity  to  truly 
enhance  visibility  and  process  intelli- 
gence throughout  the  supply  chain  — 
meaning  that  they  can  move  orders 
more  time  and  cost  efficiently, 
increase  customer  satisfaction  and, 
ultimately,  drive  profitable  growth. 


(continued  from  page  16) 

(formerly  Data  Collection  Systems 
Inc.).  WebWise  uses  a  familiar  brows- 
er interface  to  provide  warehouse 
information  to  users  on  the  Internet 
or  on  an  intranet. 

Warehouse  Advantage  provides 
operating  information  to  efficiently 
perform  warehouse  management 
tasks  such  as  receiving,  put-away, 
picking,  shipping  and  cycle  counting. 
Its  user-friendly  interface  can  easily 
be  adapted  to  the  changing  needs  of 
the  business.  More  than  100  people 
at  ADP  use  Warehouse  Advantage 
and  Web  Wise. 

Since  implementation,  products 
received  at  ADP  are  first  scanned  into 
Web  Wise.  Warehouse  Advantage  then 
directs  the  product  to  bin  locations. 
ADP  uses  bar  coding  (a  part  of  Ware- 
house Advantage)  to  put  away  product. 
The  system  provides  picking  and  put- 
away  rules  for  each  product  (for  exam- 
ple, which  location  to  pull  product 
from  based  on  dates  or  quantities). 
Through  Warehouse  Advantage,  ADP 
can  request  delivery  of  product  from 
the  warehouse  to  the  production  line. 
It  can  also  audit  inventory  locations. 

ADP's  customer  service  depart- 
ment also  has  full  visibility.  If  a  cus- 
tomer calls  in  to  check  on  the  status 
of  the  order,  ADP  representatives  can 
easily  check  on  its  exact  status 
through  their  desktop  —  saving  them 
time  and  providing  the  customer  with 
fast,  accurate  service. 

"We've  seen  a  phenomenal  savings 
in  both  time  and  labor,"  says  Cliff 
Heney,  senior  director  of  Materials/ 
Logistics  at  ADP  Investor  Communi- 
cation Services.  "The  efficiency  and 


productivity  increase  from  Warehouse 
Advantage  and  Web  Wise  saved  A  DP 
more  than  $150,000  in  the  first  three 
months  that  it  was  installed,  and  we've 
increased  our  business  by  30%." 

Because  the  first  phase  has  gone  so 
well,  ADP  has  decided  to  expand  the 
use  of  Warehouse  Advantage  and  Web 
Wise  at  its  facility  and  recently  started 
using  a  second  building.  With  Ware- 
house Advantage,  projects  and  product 
can  be  tracked  quickly  and  efficiently 
between  the  two  buildings.  Future  pro- 
jects include  using  Warehouse  Advan- 
tage to  track  projects  even  when  they 
are  transferred  from  larger  machines  to 
smaller  processing  machines. 

"We  have  come  to  view  HighJump 
Software  as  more  than  just  our  vendor," 
says  Heney.  "They  are  our  partner." 

Lands'  End  Signs  On  With  Celarix 
For  Global  Logistics  Solution 

For  transportation  and  logistics  man- 
agers everywhere,  getting  the  informa- 
tion they  need  from  their  internal  IT 
operations  is  often  a  challenge.  Imple- 
menting solutions  that  provide  the  kind 
of  shipping  optimization  and  complete 
supply  chain  visibility  that  transporta- 
tion managers  need  is  often  too  com- 
plex and  expensive  for  an  in-house 
undertaking.  As  a  result,  many  critical 
decisions  are  made  on  the  basis  of 
incomplete  or  nonoptimal  information. 

"Transportation  departments  in  gen- 
eral are  not  well-served  by  IT  depart- 
ments," says  John  Goodrich,  global 
transportation  manager  for  Lands'  End, 
one  of  the  world's  best-known  direct 
merchants  of  classically  inspired  cloth- 
ing for  men,  women  and  children,  soft 


luggage  and  products  for  the  home,  with 
sales  last  year  of  $1.3  billion.  "The  chal- 
lenge in  transportation  is  having  a  single 
platform  from  which  to  view  all  trans- 
portation transactions.  Most  logistics 
and  transportation  managers  spend  an 
inordinate  amount  of  time  just  aggre- 
gating information  from  a  variety  of 
sources  —  faxes,  e-mails,  vendors'  Web 
sites  and  so  on  —  before  they  can  even 
begin  doing  the  job  of  transportation." 

In  April,  Lands'  End  turned  to  Celarix 
Inc.,  the  leading  provider  of  Web-based 
transportation  procurement  and  logistics 
management  services,  for  a  solution. 
Lands'  End  is  integrating  Celarix  Shipper 
Solution  with  its  existing  internal  systems 
to  manage  the  status  of  its  product  ship- 
ments throughout  the  supply  chain. 

Celarix  Shipper  Solution  is  a  single 
platform  that  allows  Lands'  End  trans- 
portation personnel  to  view  in  real  time 
the  status  of  all  inbound  supplier  ship- 
ments, which  number  about  16,000  a 
year,  from  purchase  order  through  ship- 
ment to  the  appropriate  Lands'  End  dis- 
tribution location.  (Lands'  End  has 
more  than  7,000  employees  and  five 
distribution  points  worldwide.) 

"That  visibility  does  a  number  of 
things  for  me,"  Goodrich  says.  "It 
allows  me  to  begin  right-sizing  my  trans- 
portation program,  by  which  I  mean  I 
can  pick  the  appropriate  mode  and  the 
appropriate  carrier  for  each  transaction. 
Before,  I  had  to  rely  on  passive  routing, 
so  I  was  almost  certainly  spending 
more  money  than  I  needed  to  simply 
because  I  had  no  way  to  evaluate  the 
process  on  a  shipment-by-shipment 
basis.  It  also  allows  me  to  allocate 
human  resources  better,  and  that,  in 


turn,  will  allow  Lands'  End  to  grow  with 
out  adding  staff.  Finally,  but  very  imporl 
tantly,  it  allows  us  to  manage  our  inverj 
tory  more  tightly  and  reduce  cost 
throughout  the  supply  chain." 

Once  the  implementation  is  corr 
plete,  Lands'  End  is  expected  to  bent 
fit  from  a  substantial  reduction  in  inver 
tory,  reducing  a  once-typical  17-wee 
shipping  cycle  to  15  weeks. 

Another  key  factor  for  Lands'  En 
was  that  the  Celarix  Shipper  Solution 
Web-based  and  delivered  via  the  App 
cation  Service  Provider  (ASP)  mode 
which  means  it's  easily  scalable  wit 
predictable  costs  and  no  IT  headache 
for  the  customer.  "The  ASP  model 
very  powerful,"  he  says.  "If  we  tried  t 
implement  a  system  like  this  in-housi 
it  would  not  only  be  very  costly  but 
would  take  most  of  my  time  away  froi 
doing  my  real  job." 

That  is  particularly  true  with  Ceia 
ix,  Goodrich  says.  "The  people  wr 
started  the  company  have  a  treme 
dous  amount  of  domain  expertis 
They  are  transportation  managers 
trade  who  have  learned  the  IT  side 
the  business,  rather  than  the  oth 
way  around.  They  know  where  my  pa 
is,  they  have  already  anticipated  ma 
of  the  difficult  issues  I  face,  a 
they've  solved  them.  That  alloy 
Lands'  End  to  do  what  we  do  best 
continue  to  be  one  of  the  world's  be 
direct  marketers." 

/Logistix  Builds  New  eCommerce 
And  eFulfillment  Platform  to 
Leverage  Supply  Chain  Expertise 

/Logistix  may  be  the  best-kept  sec 
in  the  high-tech  business.  Found 
(continued  on  page  2 


The  ASP  business  is  a  hot  topic 


It  takes  clear  goals 


expertise  and  resources  that  allow  customers  to  focus 
plug  and  play" 


a  complete  packaged  solution 

hosting  of  business-critical  applications 

support  in  managing  applications 


simple  to  access  and  simple  to  manage 


rst-time-right  infrastructure 

First  things  first,  second  things  not  at  all 


And  we  are  prepared  to  deliver  on  the  promise  now! 


John  Charters,  CEO  of  QCS 


s  Your  ASP  Plug  n'  Play  Ready? 


QCS — a  company  created  by  Qwest  solutions  designed  to  take  the  distractions  and 

ommunications  and  KPMG — is  challenging  the  obstacles  of  IT  off  your  company's  agenda, 

jotion  of  what  an  ASP  is  all  about,  by  intro-  So  now  you  can  be  free  to  concentrate  on  what 

ucing  Plug  'n'  Play™  solutions.  Simple  IT  you  do  best — your  business. 


Qwest. 


P  L 


Cyber.Solutions 

U  G    '  N  '  PLAY 


west  Cyber  Solutions  (QCS)  All  rights  reserved.  Qwest  Cyber  Solutions 
nark  of  Qwest  Communications  Inc.  Plug  n'  Play  is  a  trademark  of  QCS. 


Call  1-877-CYBR-APP  (1-877-292-7277) 


Four  Questions  for  Joseph  J.  Gioeli 


Joseph  J.  Gioeli  is  cofounder  and  CEO 
of  FULLeCOM,  an  Ontario,  Calif. -based 
supply  chain  infrastructure  market  lead- 
er that  provides  an  integrated  end-to- 
end  e-commerce  solution  consisting  of  credit  card  processing, 
transaction  and  order  management,  fulfillment,  distribution, 
post-sale  customer  care  and  information  services  to  any  mer- 
chant executing  a  Web-based  commerce  strategy. 

Q:  Fulfiiiment  has  turned  out  to  be  the  Achilles'  heel  of 
many  online  merchants.  Why  is  it  so  difficult  for  companies 
to  get  it  right? 

Gioeli:  The  failure  is  less  in  the  delivery  aspect  than  in  the 
way  information  flows  get  to  the  fulfillment  center.  Many  more 
people  are  ordering  online,  but  often  the  Web  sites  are  not 
set  up  to  process  credit  cards  in  real  time.  They  simply  col- 
lect information  and  run  it  later  that  night  or  even  the  next 


more  people  are  ordering  online,  but  often  the  W 
not  set  up  to  process  credit  cards  in  real  time." 


day.  This  is  extremely  inefficient  and  costly  because  you  are 
accepting  orders  —  and  allocating  inventory  —  to  sales  that 
may  later  be  declined.  Then,  once  you  have  the  online  trans- 
action information,  you  have  to  turn  it  into  an  order  transac- 
tion, and  that  is  a  rather  complex  task.  In  our  experience,  this 
is  where  so  much  of  the  process  goes  wrong. 

Q:  How  can  FULLeCOM  help?  What  is  your  value  proposition? 

Gioeli:  We  provide  merchants  with  an  integrated,  real-time  solu- 
tion to  bring  their  products  from  the  Web  to  their  customers' 
doors.  We  handle  electronic  payment  transaction  processing 
and  interface  software  and  services,  integrated  warehousing 
and  fulfillment  services  for  B2B,  B2C  and  direct  response  and 
infomercial  customers.  Basically,  we  act  as  a  customer's  real 
estate  operation,  including  storefront  and  warehouse,  customer 
care  and  support  staff,  management  information  systems 


department  and  sales  processing  operations.  In  short,  we  offe 
a  seamless  end-toend  solution  for  our  merchants,  without  the 
needing  to  build  out  infrastructure. 

Q:  What  are  the  pros  and  cons  of  developing  in-house  cap; 
bilities  versus  outsourcing  the  logistics  and  fulfillmer 
functions? 

Gioeli:  It  is  very  costly  to  build  in-house  infrastructures  1 
handle  transaction  processing,  order  management,  credit-cai 
processing,  information  management,  fulfillment,  distributic 
and  customer  care,  so  many  companies  outsource  one 
more  of  these  functions.  But  unless  that  outsourcing  include 
an  integrated  end-to-end  process,  the  companies  are  vulnei 
ble  to  higher  integration  costs,  as  well  as  inefficient  inforrr 
tion,  order  and  customer  management.  Other  companies  a 
trying  to  build  their  own  supply  chain  infrastructures  to  ma 
mize  margins  and  maintain  complete  control  of  their  ope> 
tions.  However,  a  recent  Jupit 
Executive  Survey  found  th 
implementation  time  exceed 
six  months  at  half  of  commer 
sites,  largely  due  to  the  need 
build  new  or  adapt  legacy  in1 
structures.  An  end-toend  solution  provided  by  FULLeCOM  p 
vides  a  compelling  alternative  to  an  in-house  developed  soluti 


Q:  What  makes  you  different  from  other  companies  that  f 
vide  these  services? 

Gioeli:  From  the  moment  a  customer  clicks  the  "bu 
button  and  we  verify  the  credit  card  information  in  real  ti 
until  the  item  is  delivered,  we  handle  the  whole  trans 
tion  through  a  seamless  set  of  processes.  That  provic 
the  customer  lots  of  competitive  advantages.  For  ex  ami 
the  typical  fulfillment  center  can  take  up  to  five  days  to 
an  order  out  once  it  is  received.  If  you  order  online  fr 
one  of  the  sites  we  support  and  choose  next-day  shippi 
you  will  get  the  order  the  next  day.  To  the  best  of  our  kn< 
edge,  no  other  single  vendor  can  provide  all  these  servi 
in  a  single,  cost-effective  package. 


Knows  there's  no  such  thing  as  coincidence 


w  your  business  like  nobody  else.  But  we  can  turn  that  knowledge  into  valuable 
s  intelligence  that  works  harder  for  you.  From  optimizing  your  existing  supply  chain 
ng  eBusiness  trading  networks,  our  solutions  empower  you  to  make  better  decisions 
he  result?  Higher  profits,  lower  operating  costs  and  faster  time  to  market.  That's 
power  of  leveraged  intelligence.  Want  to  know  more?  Visit  www.manugistics.com. 


manugisfics 


Leveraged  Intelligence 
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over  10  years  ago  and  privately  held, 
Fremont,  Calif.-based  /Logistix  is  a 
global  supply  chain  management  com- 
pany that  provides  electronic  com- 
merce and  turnkey  operations  for 
some  of  the  premier  companies  in  the 
industry.  Adobe,  Agilent,  Compaq,  Dell, 
Hewlett-Packard,  IBM,  Microsoft,  Qual- 
comm  and  many  others  rely  on  /Lo- 
gistix's  value-chain  expertise.  Until 
April  2000,  the  company  was  known 
as  Logistix. 

"We're  a  supply  chain  management 
company  in  the  broadest  sense,"  says 
Peter  Katz,  /Logistix  vice  president  of 
worldwide  sales  and  marketing.  "But 
we  have  been  perceived  somewhat  as 
an  execution  company  —  in  other 
words,  we  manage  the  physical  parts 
in  the  supply  chain.  We  are  viewed  as 
world-class  at  operations,  and  we  are. 
We  realized  that  there  are  also  a  lot  of 


"We  provide  preconfigured  choices  thai 
can  quickly  become  plug-and-play  solu 
tions  and  can  be  implemented  on  a  global 
basis  anywhere  in  the  world.  This  is  the  best  of 
both  worlds."  Dolph  Westerbos,  Vice  President  and 
General  Manager,  eBusiness  Solutions,  /Logistix 


/'Logistix  offers  a  complete  menu 
of  intelligent  value  chain  solutions, 
including: 

•  Supply  Chain  Design,  Consulting 
and  IT  Services 

•  eCommerce,  eFulfillment  and  e- 
Collaboration 

•  Order  Management  and  Customer 
Service  (traditional  and  online) 

•  Product  Assembly,  Configuration 
and  Packaging 

•  Supply  Chain  Management,  Fulfill- 
ment and  Logistics 

•  Computer  OEM  Services 

/Logistix  recently  finished  imple- 
menting an  open,  collaborative  busi- 
ness marketplace  platform 

for  its  eCommerce  and 
eFulfillment  customers. 

"Our  new  platform 
allows  us  to  provide 
global  solutions,  fully 


technology  and  knowledge-oriented 
elements  to  what  we  do  —  like 
designing  supply  chains  properly  and 
using  technology  to  integrate  and  exe- 
cute around  the  world  —  but  these 
haven't  always  been  very  visible  in  the 
marketplace.  Adding  an  'i'  to  our 
name  is  one  way  of  calling  attention  to 
these  'intelligent'  services." 


integrated  eCommerce  to  eFulfillment 
solutions  that  include  all  of  our  supply 
chain  management  services,"  says 
Dolph  Westerbos,  vice  president  and 
general  manager,  eBusiness  Solu- 
tions. "These  include  the  whole  front- 
end  demand  capture  and  Web  store 
management,  financial  services,  the 
fulfillment  of  products  to  the  end 


user,  the  actual  manufacturing  a<id 
assembly  of  those  products,  the 
replenishment,  procurement  and 
inventory  management."  Westerbos 
says  /Logistix  will  provide  e-collabora- 
tion  portals  to  set  up  private  collabo- 
rative supply  chain  hubs  for  its  cus- 
tomers and  their  suppliers. 

/Logistix  is  customizing  and  imple- 
menting mySAPcom  and  several  other 
software  packages  to  create  a  tech- 
nology platform  that  will  have  precon- 
figured intelligence  built  into  it,  based 
on  the  company's  own  vast  expertise 
in  eCommerce,  eFulfillment  and  supply 
chain  management. 
"We  are  taking  our  best-of-breed 
business  processes, 
based  upon  many 
|  years  of  specific 
industry  experience, 
and  building  them  into 
the  platform.  Then  we 
allow  our  customers  to 
choose  the  processes 
that  meet  their  partic- 
^^^^  ular  needs,"  Westerbos 
says.  "We  provide  preconfigured 
choices  that  can  quickly  become  plug- 
and-play  solutions  —  using  best-of- 
breed  practices  —  and  can  be  imple- 
mented on  a  global  basis  anywhere  in t 
the  world.  This  is  the  best  of  both 
worlds." 

Each  customer  will  have  its  own 
structure  within  the  /Logistix  technolo 
gy  platform  and  can  run  its  own  finan- 
cials,  inventory,  MRR  optimizationi 
models  and  business  rules,  as  well  asi 
link  in  its  own  set  of  suppliers  and  busi- 
ness customers,  all  through  a  cus-t 
tomized  portal  that  /Logistix  will  build., 
(continued  on  page  28) 
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A  dynamic  network  is  hoj/y  buist|i 


tstnps  hnul 


You  are  now  able  to  link  your  internal  systems  and  your  automated  business 
processes  across  the  Internet  with  customers,  vendors,  and  partners.  And 
in  turn,  with  these  businesses'  customers,  vendors,  and  partners.  This  is  how. 
business  . is  now —  a  dynamic  network,  a  limitless  stretch  of  business 
connections,  all  powered  by  the  ebusiness  platform  from  Vitria.  Vitria.CGfil 
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How  Supply  Chain  eHubs 

Enable  Cross-Enterprise  Collaboration 

By  Dan  Tiernan,  President  and  Co-founder,  Atlas  Commerce 


T 
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he  real  potential  of  the  Internet 
as  a  medium  for  B2B  com- 
merce is  to  transform  cross- 
enterprise  processes  in  the  same  way  that  reengineering 
transformed  the  enterprise.  Similarly,  to  take  full  advantage 
of  the  network  architecture  of  Web-based  applications,  we 
need  a  correspondingly  new  view  of  the  enterprise  within  the 
business  environment.  This  new  conception  must  integrate 
individual  enterprises  just  as  reengineering  integrated  func- 
tional units  within  an  enterprise.  We  call  this  new  business 
model  the  metaprise. 

The  difference  between  cross-enterprise  application  inte- 
gration and  metaprise  collaboration  is  the  difference 
between  transmitting  data  and  sharing  information.  In  terms 
of  supply  chain  integration,  it  is  the  difference  between 
having  visibility  of  adjacent  links  in  the  supply  chain  only,  or 
of  the  whole  supply  chain. 

An  example  is  a  supply  chain  eHub  established  by  one 
of  Atlas's  customers  for  the  purchase  of  plastics  used  in 
computer  manufacturing.  When  the  original  equipment  man- 
ufacturer (OEM)  in  the  chain  orders,  say,  monitors  from  a 
subcontractor,  the  order  triggers  a  series  of  events  as  it  rip- 
ples through  the  supply  chain.  The  contract  manufacturer 
orders  molded  plastic  monitor  surround  from  an  injection 
molder,  who  in  turn  orders  plastic  resin,  both  directly  from 
the  resin  manufacturer  and  from  a  specialist  compounder 
that  manufactures  plastic  compounds  to  the  OEM's  spe- 
cific requirements. 

Because  there  is  no  advance  visibility  of  upstream 
orders  for  monitors  that  will  eventually  flow  down  as  orders 
for  resin,  the  resin  manufacturer  cannot  efficiently  plan  pro- 
duction to  coincide  with  orders.  The  result  is  that,  at  every 
step  in  the  supply  chain,  extra  inventory  must  be  carried 
to  cater  for  inaccurate  demand  forecasts  and  to  ensure 
against  shortfalls  of  supply. 

Our  client  realized  that,  as  the  "channel  master"  of  its 
supply  chain,  it  was  best  positioned  to  coordinate  the 


metaprise  reengineering  to  eliminate  the  waste  from  ui 
ordinated  supply  chain  processes  to  the  benefit  of  all 
ticipants.  But  this  was  not  conceived  solely  as  a  cost-cut 
initiative.  It  recognized  that  its  supply  chain  is  a  sourc 
competitive  advantage,  allowing  it  to  respond  to  change 
market  demand  more  rapidly  than  its  competitors,  pro 
more  effective  customer  service,  and  increase  market  sh 
Thanks  to  the  supply  chain  eHub,  the  plastics  supply  cl 
can  now  take  advantage  of  the  improved  ability  to  coordir 
processes.  For  example,  a  purchase  order  from  the  OEM 
be  sent  to  the  central  system's  transaction  engine,  which 
then  initiate  a  series  of  linked  events. 

•  Using  relationships  established  in  the  central  datab; 
send  RO.  as  a  Sales  Order  to  the  contract  manu 
turer's  SOP  application. 

•  Using  bill-of-materials  (BOM)  information  maintained  i 
trally,  generate  and  transmit  order  from  contract  m; 
facturerto  injection  molder,  sending  order  as  RC 
contract  manufacturer's  purchasing  system,  and  < 
Sales  Order  to  injection  molder's  SOP  system. 

•  Similarly  generate  order  from  injection  molder  to  t 
compounder  and  resin  manufacturer. 

•  Generate  order  from  compounder  to  resin  manufacti 
All  of  the  above  events  are  triggered  by  the  initial  gen 

tion  of  an  order  for  monitors.  This  provides  all  particip; 
with  instant  visibility  of  orders,  allowing  much  improved 
duction  planning  and  consequent  elimination  of  bloe 
inventories.  The  supply  chain  eHub  can  be  extended  to  < 
stantly  improve  the  value  to  participants  by  offering  souri 
services,  quality  testing,  and  other  value-added  procurerr 
functions. 

As  supply  chain  partners  become  more  comfortable  ac 
in  concert  as  a  metaprise,  more  innovative  synergies  cat 
realized.  Ultimately,  supply  chain  eHubs  may  evolve  from  c 
dination  vehicles  of  metaprise  business  processes  to 
vide  outsourced  functional  services  to  their  membf 
strengthening  even  further  their  interdependence. 
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"In  the  case  of  companies  like 
Adobe,  Dell  and  Compaq,  for  exam- 
ple, we'll  set  them  up  with  their  own 
supply  chain  portal  with  the  right 
access  and  visibility  into  our  sys- 
tems," Westerbos  says.  "They  will 
have  visibility  into  their  revenues,  their 
inventory  status  and  liabilities, 
changes  in  demand  and  changes  in 
product  so  that  they  have  a  very 
responsive  supply  chain  that  mini- 


the  processes  between  supply  chain 
partners  in  the  IT  industry,  has 
emerged  as  one  of  the  most  widely 
used  of  these  standards. 

3Com  Corporation 
decided  to  streamline 
its  key  supply 
chain  process-  Hi" 
es  —  like  catalog 


management  and  order 
fulfillment  —  by  automating 


mizes  inventory  and  lead  time." 

Katz  notes  that  since  the  new  tech- 
nology platform  is  rapidly  deployable 
and  does  not  require  significant  cus- 
tomization, it  will  now  allow  /Logistix  to 
offer  its  eCommerce  and  eFulfillment 
services  to  smaller  customers.  /Logis- 
tix has  19  operations  centers  located 
in  12  countries  around  the  world. 

3Com  Links  Customers,  Suppliers 
With  Vitria's  BusinessWare® 

In  order  for  companies  to  successfully 
exchange  business-to-business  com- 
munications, including  transactions, 
payment  and  content,  they  need  to 
speak  a  common  language.  Several 
industry  and  government  groups  are 
working  to  develop  a  set  of  common 
standards  for  specific  industries.  While 
there  is  still  no  overall  consensus, 
RosettaNet,  which  develops  global 
standard  electronic  interfaces  to  align 


the  exchange  of  information  and  trans- 
actions between  internal  IT  systems 
and  the  IT  systems  of  its  customers, 
suppliers  and  partners.  It  turned  to 
Vitna  Technology  Inc.,  a  leading  e-busi- 
ness platform  provider,  for  a  solution. 

Vitria's  BusinessWare  is  a  com- 
plete and  flexible  solution  for 
automating  high-tech  supply  chains 
that  use  the  RosettaNet  standard  for 
B2B  e-commerce.  Using  Business- 
Ware,  3Com  has  already  successfully 
demonstrated  the  electronic  distribu- 
tion of  new  product  information  to 
trading  partners  like  CompUSA 
based  on  RosettaNet 's  e-business 
specification.  3Com  is  using  Vitria  to 
implement  the  RosettaNet  specifica- 
tions that  will  enable  trading  partners 
to  automatically  query  product  avail- 
ability and  pricing  information  man- 
aged internally  using  SAP's  Enterprise 
Resource  Planning  (ERP)  system. 


Ultimately,  as  it  automates  all  cc 
supply  chain  processes,  3Com  exp© 
BusinessWare  to  improve  operatioi 
efficiencies  and  customer  serv 
levels  dramatics 
and  to  sign 
cantly  redu 
the  time  a 
cost  requirec 
deliver  new  pr 
ucts  and  servk 
to  customers. 
"RosettaNet  p 
vides  a  powerful  i 
comprehensive  st 
dard  for  automating  our  supply  ch 
and  achieving  operational  effici 
cies,"  says  William  Coker,  B2B  e-cc 
merce  manager  for  3Com.  "Vi1 
BusinessWare  provides  a  compl« 
and  flexible  implementation  of  Roa 
taNet  and  has  enabled  us  to  quia 
adopt  a  leadership  position  in  imi 
menting  this  groundbreaking  e-bii 
ness  standard.  We  intend  to  levera 
this  leadership  position  to  redef 
industry  benchmarks  for  custor 
service  and  satisfaction." 

Rather  than  electronically  bond 
with  each  trading  partner,  3Com 
using  BusinessWare  to  bond  with  ' 
core,  a  supply  chain  Process  Serv 
Provider  for  the  computer  and  el 
tronic  components  industry.  Based 
an  implementation  of  BusinessWc 
Viacore's  services  provide  compar 
like  3Com  with  simple  one-s 
access  to  a  broad  array  of  poten 
customers,  suppliers  and  partne 
Viacore's  service  offering  reduces 
number  of  electronic  relations!" 
companies  need  to  create  and  m 
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tain  with  trading  partners,  and  thus 
minimizes  the  time  and  cost  of  bring- 
ing those  partners  online. 

"3Com  has  long  been  recognized 
as  an  early  adopter  of  innovative  new 
technology  that  enables  the  compa- 
ny to  quickly  and  reliably  deliver  high- 
quality,  competitively  priced  products 
and  services  to  their  customers  and 
partners,"  says  JoMei  Chang,  CEO 
and  president  of  Vitria.  "We  share 
3Com's  belief  that  RosettaNet 
promises  to  transform  the  efficiency 
and  flexibility  of  high-tech  supply 
chains,  and  are  delighted  that  they 
are  using  BusinessWare  to  demon- 
strate the  business  value  that  imple- 
menting this  standard  brings." 


many  of  the  largest  participants  in  the 
credit  derivatives  market. 

Launched  in  March  2000,  credit  ex 
has  experienced  steady  growth  as  an 
increasing  number  of  market  partici- 
pants post  trades  and  as  more  trades 
are  consummated,  credit  ex's  clients 
post  more  than  $1  billion  of  notional 
value  in  indications  of  interest  to 
trade  on  a  typical  day. 

To  supply  the  technology  foundation 
for  the  new  marketplace,  creditex 
selected  SilverStream  Software  Inc. 
of  Billerica,  Mass.,  whose  Global 
2000  customers  include  such  indus- 
try leaders  as  ARCO,  Ameritech,  Veri- 
zon, Chevron  and  the  Chicago  Stock 
Exchange. 


SilverStream  applications  —  having  the  designer, 
the  Web  server,  the  publisher  all  built  in  —  made  it 
easy  for  us  to  make  changes." 
Jim  Miller,  Chief  Technology  Officer,  credited 


creditex  Taps  SilverStream 
Software  for  Credit  Derivatives 
Marketplace 

creditex  is  a  new  online  trading  plat- 
form designed  to  meet  the  needs  of 
the  global  over-the-counter  (OTC) 
credit  derivatives  market.  Founded  to 
promote  liquidity,  standardization  and 
growth  in  the  rapidly  growing  credit 
derivatives  market,  creditex  is  the  only 
industry-supported  credit  derivatives 
marketplace  and  enjoys  backing  from 
significant  North  American  and  Euro- 
pean financial  institutions,  including 


"Our  marketplace  is  built  on  Sil- 
verStream technology,"  says  Jim 
Miller,  chief  technology  officer  at 
creditex.  "We  looked  at  all  the  major 
application  server  players  and 
picked  SilverStream  via  a  product 
evaluation  in  which  we  looked  at 
things  like  scalability,  support  for  the 
object-oriented  paradigm,  integrated 
development  environment,  ease  of 
publishing  to  the  Web,  and  built-in 
Web  server.  It  was  clearly  the  best 
choice  for  what  we  wanted  our  tech- 
nology to  do." 


SilverStream  is  best  known  for  tj 
SilverStream  Application  Server,  a  coj 
prehensive  platform  for  building  ai 
deploying  complex  Java  and  HTI\) 
applications  for  the  Web,  which,  in 
recently  published  TechMetrix  Researi 
benchmark  report,  achieved  sign 
cantly  better  performance  than  co 
peting  application  server  products. 

In  addition  to  its  strong  applicati 
server  software  business,  Silverstre 
has  two  new  offerings,  SilverStrea 
ePortal  and  SilverStream  xCommerd 
which  are  already  gaining  traction 
the  e-business  solutions  space.  eP 
tal  is  a  complete  suite  of  eCRM  (el< 
tronic  Customer  Relationship  Manag 
ment)  software  that  allows  business 
to  quickly  implement  advanced  col 
merce  and  B2B  Web  sites  that  provi 
a  rich,  personalized  experience  for  \i 
itors.  xCommerce  is  a  unified,  cd 
plete  product  line  that  allows  busine 
analysts  and  developers  to  use  XML 
combine  online  business  applicatic 
with  legacy  systems  and  data  —  | 
extend  these  applications  across  or 
nizations  and  their  external  tradi 
communities.  Several  leading  corpa 
tions  have  already  selected  the  ju 
released  xCommerce  and  ePortal  ofl 
ings  as  the  basis  for  stratej 
e-business  solutions. 

Taken  together,  SilverStream's  ap 
cations  and  associated  services  p 
vide  a  powerful  eBusiness  Platfor 
which  delivers  fast  time  to  mark 
flexibility,  customizability  and  sec 
bility,  while  remaining  entirely  st! 
dards-based.  Customers  can  comb 
elements  of  the  platform  for  a  cc 
prehensive  integrated  e-busine 


FREE  Special  Report  Reveals  "The  Seven  Reasons 
e-Commefce  Initiatives  Fail  (And  How  to  Avoid  Them)." 

Yesterdays  focus  on  revenue  growth  ot  any  expense  hos 
been  replaced  by  a  mandate  to  build  profitability.  Today's  forward- 
thinking  e-commerce  executives  know  that  the  key  to  financial 
..  .•  s  s.:e'  :■         se~.  :e  :r  ,r  :,  :.y  :-: :::  ■ 
and  fulfillment. 

Our  FREE  Special  Report,  The  Seven  Reasons  e^ommerce 
Initiatives  Fail  (And  How  to  Avoid  Them),"  reveals  common  pitfalls 
e-businesses  face.  You'll  also  learn  how  leading  companies  use 
fulfillment  systems  to  streamline  operations  and  enhance  worker 
productivity  and  accuracy  while  building  profitability. 
(' FillflH fllPfll  Why  Fulfillment  is  Critical  to 
DSXEB2  Your  Success. 

With  nearly  two  decodes  of  supply  chain  experience,  HighJump 
Software*  understands  your  need  to  effectively  manage  the  fulfill- 
ment process.  Whether  you  are  streamlining  operational  efficiencies 
to  cut  costs,  you  are  expanding  sales  channels,  or  an  important 
customer  demands  better  service,  your  very  survival  may  depend 
on  a  fulfillment  system  capable  of  adapting  to  these  ever-changing 
drcumsfonces.  That's  why  we've  developed  eTurfillment  Advantage,"' 
the  industry's  most  adaptable  e-fulfillment  system.  To  receive  your 
free  report,  or  to  learn  more  about  ef  urfillment  Advantage,  visit  us 
at  www.highjumpsoftware.com  or  call  toll-free  1-877-445-4403. 
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solution,  or  deploy  separate  elements 
that  integrate  flexibly  into  any  enter- 
prise architecture.  And  flexibility  is 
important  in  building  today's  B2B  por- 
tals and  exchanges. 

"As  is  normal  in  startup  companies, 
we  went  through  a  number  of  changes 
in  what  we  were  trying  to  build," 
Miller  says.  "The  integrated,  stan- 
dards-based nature  of  the  Silver- 
Stream  applications  —  having  the 
designer,  the  Web  server,  the  publish- 
er all  built  in  —  made  it  easy  for  us  to 
make  changes  and  start  things  over." 

Siemens  Procurement  Unit  Cuts 
Costs  With  Commerce  One  Solution 

Siemens  Procurement  and  Logistics 
Services  (SPLS)  is  a  service  unit  of 
the  giant  Siemens  Corporation  that 
serves  the  diverse  procurement 
needs  of  Siemens  operating  compa- 
nies around  the  globe.  SPLS  offers 
a  comprehensive  range  of  purchas- 
ing and  logistics  services  to 
Siemens  companies  and  third-party 
customers  in  North  America,  includ- 
ing global  sourcing,  distribution, 
strategic  outsourcing,  corporate 
agreement  negotiation,  and  supply 
chain  management  consulting. 


Last  year,  SPLS  added  the  Com- 
merce One  BuySite™  electronic  pro- 
curement solution  —  which  automates 
the  internal  procurement  process  from 
requisition  through  order  —  to  the  com- 
prehensive procurement  and  logistics 
services  it  offers  Siemens  operating 
companies  throughout  North  America. 

With  the  Commerce  One  BuySite 
application,  Siemens  employees  are 
able  to  quickly  access  online  supplier 
catalogs,  check  availability  and  submit 
orders  for  products  and  services.  By 
automating  the  procurement  process, 
Siemens  has  streamlined  purchasing 
processes,  dramatically  reducing  oper- 
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ational  costs  and  enabling  more  stral 
gic  procurement  planning. 

Also  in  partnership  with  Commert 
One,  SPLS  created  an  online  vertic 
trading  community  called  click2pi 
cureSM,  an  electronic  procurement  st 
vice  that  allows  customers  to  buy 
broad  assortment  of  indirect  materia 
(e.g.,  office  supplies,  computer  hai 
ware,  etc.)  online.  click2procure  is  po 
ered  by  the  Commerce  One  BuySill 
Desktop  Commerce  Application,  ai 
Commerce  One  MarketSite.Net™, 
business-to-business  commerce  port 
The  solution  provides  real-time  tran 
actional  capabilities  and  automati 
the  entire  procurement  process,  frc 
requisition  through  payment,  for  i 
customers  and  business  partners. 

"In  addition  to  improving  the  pi 
curement  efficiency  of  Siemens  op 
ating  companies,  Commerce  Ol 
enables  us  to  lower  internal  procui 
ment  costs  significantly  and  gives 
the  opportunity  to  generate  inc| 
mental  revenue  by  also  providingj 
commerce  services  to  third-party  ci 
tomers,"  says  Bernd  Nagel,  vij 
president,  Siemens  Procurement  aj 
Logistics  Services,  North  America. 

Commerce  One's  strategy  is  to  pi 
vide  a  Global  Trading  Web  for  B2B| 
commerce,  with  interactive  suppll 
content  from  around  the  world  mai 
available  to  buyers  through  vet  tic 
and  regional  marketplace  portals  ni 
ning  on  the  Commerce  One  Mark 
Site  platform.  The  Commerce  0 
Global  Trading  Web™  is  the  worlo 
largest  B2B  trading  community.  Ca 
prised  of  many  open  e-marketplace 
it  provides  unprecedented  economi 


^morrow's  industry  leaders  are  today's  eBusiness  innovators. 
Imply  connecting  to  suppliers  and  customers  won't  guarantee 
3ur  place  in  the  new  economy. 


ou'll  get  there  by  working  with  your  suppliers'  suppliers, 
ou'll  get  there  by  improving  the  efficiency  of  your  extended 
lpply  chain.  You'll  get  there  by  making  your  organization  more 
rofitable.  And  Atlas  Commerce™  will  help  you  make  it  happen. 


et  beyond  the  bubble. 
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Summary  of 

The  7  Immutable  Laws 

of  Collaborative  Logistics 

By  Dr.  C.  John  Langley,  John  H.  Dove  Distinguished 
Professor  of  Logistics  at  the  University  of  Tennessee 


Law  #1:  Must  result  in  real  and  recognized 
,  benefits  to  all  members.  Members  of  an 
alliance  must  be  able  to  share  gains  and 
losses  equitably,  and  the  outcome  of  the 
collaboration  must  be  quantifiably  benefi- 
cial to  everyone. 

Law  #2:  Must  allow  members  to  dynami- 


Law  #5;  Must  support  collaboration 
all  stages  of  business  process  integt 
collaborative  logistics  network  it 
able  to  support  the  enterprise  neec 
members,  regardless  of  the  extent  t 
their  capabilities  are  automated. 


of  scale  for  buying  organizations,  sup- 
pliers and  service  providers  world- 
wide. Commerce  One  operates  its 
flagship  marketplace,  MarketSite.net, 
in  North  America.  Current  regional 
MarketSite  operating  partners  include 
BT  in  the  United  Kingdom,  NTT 
Communications  in  Japan  and 
Singapore  Telecommunications 
in  Southeast  Asia. 


Nistevo  Powers  Collaborative 
Logistics  Networks 

A  paradox  is  developing  in 
logistics.  A  trend  toward  small- 
er, more  frequent  shipments 
has  resulted  in  a  shortage  of 
available  capacity  in  today's 
logistics  market.  At  the  same 
time,  every  shipment  creates 
excess  capacity.  The  reason 
for  this  paradox  is  that  a  ship- 
per tends  to  buy  capacity  in 
only  one  direction,  and  if  the 
carrier  cannot  fill  the  back 
haul,  the  truck  returns  empty. 
As  a  result,  the  shipper  pays 
more  and  the  carrier  makes 
less.  According  to  an  IDC 
report  dated  June  2000,  18% 
of  capacity  moves  empty  every 
day.  In  a  $921  billion  U.S. 
business  logistics  market,  the 
collective  loss  is  staggering: 
more  than  $165  billion. 

Collaborative  logistics  is  a 
new  trend  in  supply  chain  man- 
agement that  addresses  this 
paradox.  In  this  mutually  bene- 
ficial scenario,  many  trusted 
partners  collaborate  via  the 
Internet  to  fill  excess  capacity. 


cally  create,  measure  and  evolve  collabo- 
rative partnerships.  Successful  collabora- 
tive logistics  networks  must  allow 
participants  to  engage  organically  in  a 
number  of  partnering  activities  in  order  to 
attract  and  maintain  members. 

Law  #3:  Must  support  co-buyer  and  co- 
seller  relationships,  Collaborative  logistics 
extends  the  baseline  model  of  a  buyer-to- 
seller  collaboration  to  allow  for  buyer- 
to-buyer  and  seller-to-seller  collaborations 
—  even  between  competitors  —  to  create 
improved  efficiencies. 

Law  #4:  Must  provide  a  flexible  security 
model.  Members  must  be  able  to  estab- 
lish public,  private  and  semiprivate  rela- 
tionships that  allow  them  to  choose  the 
most  viable  alliances  and  limit  risk. 


Law  #6;  Must  support  open  inte 
with  other  services.  Because  lo 
is  a  horizontal  market,  a  collab 
logistics  network  must  both  provic 
tic  functionality  for  the  vertical  p 
ment  network  and  facilitate  logist 
laboration  between  vertical  procu 
networks.  This  is  achievable  onl 
network  is  open  to  connect  to  othi 
tics  and  procurement  networks,  wi 
same  and  across  different  industri 

Law  #7:  Must  support  collaboi 
all  five  of  the  essential  logisi 
To  equip  member  organizations 
performance,  a  collaborative  I 
work  must  support  meaningful 
tion  between  participants  as 
through  five  relevant  areas 
flow:  information,  products,  a 
ments  and  capital. 


To  view  The  7  Immutable  Laws  of  Collaborative  Logistics  in  their  entirety, 
goto  www.nistevo.com. 
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They  jointly  manage  complex  contracts, 
execute  each  step  of  the  logistics 
process  and  exchange  unused  capaci- 
ty. Through  collaboration,  excess  capac- 
ity is  filled,  thereby  reducing  shipper 
costs  and  increasing  carrier  revenue. 

Prior  to  the  emergence  of  the  Inter- 
net, logistics  was  managed  by  phone 
or  fax  and  required  manual  processing. 
Today  the  Internet  enables  companies 
to  collaborate  not  only  within  their  own 
walls,  but  also  with  other  companies, 


tices.  As  they  evaluate  their  own  core 
competencies,  the  need  to  collabo 
rate  with  other  organizations  will 
become  more  apparent." 

In  March  2000,  General  Mills,  Land 
0'  Lakes,  Pillsbury,  Fort  James  and 
Graphics  Packaging  formed  an  alliance 
using  Nistevo.com,  a 
Web-based  collaborative 
logistics  network. 
Seven  more  com- 
panies have  since 


range  of  areas  that  have  helped  us 
analyze  data  and  add  value  to  our  bott 
line."  Tom  Shortt,  Executive  Vice  Presi 
Supply  Chain  Management,  Office  Depot 


suppliers  and  carriers.  Technology 
alone,  however,  is  not  enough.  For  com- 
panies to  engage  in  a  collaborative 
environment,  certain  guidelines  need 
to  be  established.  The  7  Immutable 
Laws  of  Collaborative  Logistics,  written 
by  Dr.  C.  John  Langley,  the  John  H. 
Dove  Distinguished  Professor  of  Logis- 
tics at  the  University  of  Tennessee,  out- 
line the  definitive  requirements  for 
companies  to  engage  in  collaborative 
logistics  as  well  as  for  service 
providers  offering  logistics  solutions 
(see  sidebar  on  page  34  for  summary). 

"Given  the  complexity  and  dynamic 
nature  of  today's  rapidly  changing 
business  world,  it  is  a  mistake  for  any 
one  firm  to  remain  isolated,"  says  Dr. 
Langley.  "Companies  need  to  rethink 
their  traditional  supply  chain  prac- 


joined  the  alliance:  Nestle  USA  Inc., 
Nabisco  Inc.,  ConAgra  Inc.,  McCormick 
&  Company  Inc.,  Hormel  Foods,  Inter- 
national Multifoods  and  I  VEX  Packag- 
ing Corporation.  As  a  Nistevo.com 
member  establishing  a  trusted  network 
of  trading  partners,  General  Mills  esti- 
mates a  total  logistics  savings 
between  4%  and  7%  as  well  as  im- 
proved customer  service.  These  sav- 
ings are  achieved  through  reduced 
administration  costs  and  increased 
capacity  utilization,  not  through 
reduced  supplier  and  carrier  margins. 
The  carriers  involved  in  the  network 
still  negotiate  their  contracts  directly 
with  the  shippers  and  can  post  back- 
haul availability,  thus  increasing  their 
asset  utilization  and  revenue  while 
decreasing  administration  costs. 


Nistevo  offers  a  collaborative  log 
tics  network  that  enables  shippa 
and  carriers  to  coordinate  busing 
activities  using  its  Internet-based  $ 
vice,  Nistevo.com,  to  improve  prj 
itability  and  performance. 

"Collaborative  logistics  ni 
S  works  create  a  synergis 
environment  in  which  all  on 
^  nizations  gain  by  shari 
information  a 
resources, 
these  netwoi 
Hr  evolve,  they  mi 
remain  as  an  urj 
ased  infrastruct 
for  each  link  in  1 
supply  chain  —  \ 
"  just  shippers,  and  1 
just  carriers,"  says  Ke 
Lynch,  CEO  and  president  of  Nistt 
Corporation.  "Nistevo  continues  to  € 
cute  our  vision  of  using  collaboral 
business  models  to  drive  efficiency 
profitability  for  all  of  our  customers 

NCR  Supports  Office  Depot's 
Customer-Centric  Strategy 

Office  Depot  is  the  world's  largest  se 
of  office  products,  operating  a  tota 
889  stores  throughout  the  U 
Canada.  France  and  Japan  as  of 
2000.  In  an  effort  to  serve  its  « 
tomers  even  better  and  more  effici 
ly,  Office  Depot  selected  NCR  Corp 
tion  to  provide  end-to-end  enterp 
solutions  —  from  the  data  warehc 
to  the  checkout  —  to  help  transf 
consumer  transactions  into  stror 
one-on-one  relationships. 

"We  have  developed  an  enterpi 
wide  logical  data  model  to  support 


b  where  are  you  ? 


Where  do  you  want  to  be?  Business-to-business  trading  portals  and 
exchanges  give  you  the  power  to  make  contacts  and  conduct  business 
anywhere  in  the  world.  At  the  same  time  you'll  never  have  to  leave  your 
office.  b2b  e-commerce  is  about  the  freedom  of  movement. 


Lat  time  is  it? 


b  who  do  you  know  ? 

Who  don't  you  know?  b2b  e-commerce  provides  a  more  extensive 
audience  than  the  one  you  know  today.  b2b  exchanges  give  you 
access  to  untapped— even  unrealized — markets.  In  short,  exchanges  are 
about  larger,  more  diverse  communities. 


an  you  thought?  Time  zones  are  irrelevant  in  the  world  of  b2b 
erce.  b2b  exchanges  allow  you  to  conduct  business  at  all  hours 
ay  (or  night)  making  the  promise  of  a  24/7  operation  a  reality. 


b. 


the  smartest  way  from  b2b 

Commerce  One  presents  eLink  2000 

Register  today.  Call  877  963  7602  or  online  at  www.eLinkconference.com. 

One  conference  this  year  will  get  to  the  heart  of  the  matter,  addressing  your  concerns,  your  bottom  line  and  your 
investment  in  b2b  e-commerce.  At  eLink  2000  hear  it  like  it  is  from  the  business-to-business  professionals  with 
answers.  No  fluff.  No  self-serving  speeches.  Industry  leaders  and  technical  experts  who  understand  your  business 
and  offer  the  smartest  plan  for  b2b  implementation. 

Speakers  include:  Tom  Peters,  Author;  Michael  D.  Capellas,  President  and  Chief  Executive  Officer,  Compaq;  Mark 
Hoffman,  Chairman  of  the  Board  and  Chief  Executive  Officer,  Commerce  One;  John  Sviokla,  Vice  Chairman,  Diamond 
Technology  Partners;  and  Peter  Graf,  Chief  Marketing  Officer,  SAP  Markets. 

i  '  L-onnn  commerce 
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customer-centric  strategy."  says  Tom 
Shortt,  executive  vice  president, 
supply  chain  management,  at  Office 
Depot,  who  is  responsible  for  inbound 
transportation,  operation  of  the  com- 
pany's 52  warehouses,  inventory  man- 
agement and  a  fleet  of  more  than 
2.000  delivery  trucks.  "Our  belief  is 
that  we  should  not  look  at  the  cus- 
tomer by  channel  of  distribution,  but 
should  serve  them  however  they  want 
to  be  served,  whether  their  purchase 
is  made  at  a  retail  store,  on  officede- 
pot.com  or  through  our  catalog." 

While  Office  Depot's  major  goal  in 
installing  NCR's  Teradata  Warehouse 
is  to  use  sales  transaction  and  cus- 
tomer interaction  information  to 
market  on  a  more  personal,  one-to- 
one  basis  with  each  Office  Depot 
customer,  the  company's  highly 
focused  information  technology  team 
has  been  tapping  the  data  ware- 
house to  build  solutions  that  encom- 
pass other  key  facets  of  the  compa- 
ny's business  around  the  globe. 

NCR's  proven  success  in  imple- 
menting more  than  800  data  ware- 
houses, together  with  its  history  as 
a  leading  provider  of  solutions 
for  retailers,  was  a  key  factor  in 
the  selection,  Shortt  says.  Office 
Depot  is  implementing  its  production 
data  warehouse  on  an  NCR  World- 
Mark  5200  server  with  NCR's  Tera- 
data Warehouse. 

"We  tend  to  focus  more  on  the 
business  first  and  then  develop  IT 
solutions  that  support  it.  rather  than 
trying  to  fit  our  business  model 
around  a  particular  technology," 
Shortt  says.  "NCR  has  been  a 


strategic  partner  in  a  range  of  are 
that  have  helped  us  analyze  dc 
and  add  value  to  our  bottom  line  . 
through  such  things  as  mark 
basket  analysis,  database  marketi 
and  so  on." 

For  example,  Shortt  says,  he  ust 
information  from  the  NCR  da 
warehouse  to  help  him  mana 
such  things  as  forecasting  a| 
replenishment,  inventory  manaj 
ment,  managing  inbound  freight  a 
the  flow  within  Office  Depot  dis 
bution  centers. 

"Over  the  past  18  months,  we' 
built  supply  chain  information  s 
terns  that  give  us  what  we  believe 
be  strategic  competitive  advantage 
Shortt  says.  "We'll  be  up  to  six  inw 
tory  turns  by  the  end  of  this  year  a 
eight  by  the  end  of  2002." 

And  that  velocity  and  efficient 
Shortt  says,  is  how  Office  Depot' 
win  in  the  marketplace.  "We  he 
the  supply  chain  infrastructure) 
place  to  deliver  merchandise  to  c| 
tomers  at  the  lowest  total  cost 
pulling  merchandise  in  full  truckle 
quantities  from  our  vendor's  waj 
house  or  manufacturing  p!a 
through  our  highly  efficient  crq 
docks,  warehouses  and  satellit 
dynamically  allocating  inventory 
customers,  leveraging  our  fleet 
the  most  appropriate  mode  for 
end  customer,  while  achieving 
inventory  turns  and,  we  believe, 
best  in-stocks  in  the  industry,"  Sht 
says.  "At  the  end  of  the  day.  we  th 
that's  going  to  make  us  a  winne 
the  dot-com  space,  compared 
other  competitors." 


888-397-8632 
www.velocilyexp.com 
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(st  Cyber.Solutions  Delivers 
'-and-Play  Applications 
the  Enterprise 

ipanies  in  today's  competitive 
ronment  are  realizing  the  strategic 
ness  value  they  can  gain  from  an 
lication  service  provider,  or  ASP 
jnizations  of  all  sizes  are  rapidly 
overing  that  they  cannot  focus  on 
business  strengths  and  strategic 
rtives  while  building  and  maintain- 
a  vast  technological  infrastructure. 
|  require  scalable,  best-of-breed  IT 
tions  that  they  can  activate  quickly 
seamlessly  plug  and  play  into  their 


Captura,  Oracle,  PeopleSoft,  SAP  and 
Siebel  Systems. 

In  the  critical  B2B  space,  for  exam- 
ple, QCS  has  strategic  partnerships 
with  industry  leaders  like  Ariba  and  SAP 
QCS  is  a  preferred  ASP  for  Ariba 's  busi- 
ness-to-business eCommerce  platform, 
delivering  the  Ariba  ORMX™  B2B  buyer 
enablement  solution  and  Ariba  Network 
access  through  its  ASP  model. 

Additionally,  QCS  is  a  certified  SAP 
applications  service  provider  and 
recently  extended  that  relationship 
by  introducing  two  new  programs 
designed  to  help  customers  take  full 


)  add  value,  the  ASP  must  deliver  absolut 
able  service  for  mission-critical  applications  and 
seamlessly  into  an  organization.  Every  solution 
)uld  aim  to  be  a  turnkey  answer  to  its  challenge." 
in  Charters,  CEO,  Qwest  Cyber.Solutions 


ronment,  freeing  them  to  concen- 
on  growing  the  business.  By  offer- 
ast  access  to  the  latest  technolo- 
SPs  help  growing  businesses  stay 
3d  of  their  competition, 
vest  Cyber.Solutions  LLC  (QCS), 
largest  ASP  addresses  these 
is  by  offering  customers  ASP  solu- 
5  that  combine  its  fully  managed, 
:ed  IT  infrastructure  and  applica- 
s  solutions  for  mission-critical 
ness  applications,  including 
loyee  resource  planning,  customer 
ionship  management,  sales  force 
imation,  human  resources,  finan- 
5  and  B2B  e-business.  The  QCS 
ications  portfolio  includes  Ariba, 


advantage  of  their  SAP-based  solutions. 
The  upgrade  program  provides  a  hosted 
platform  for  SAP  customers  to  move 
seamlessly  toward  the  mySAPcom™ 
environment  without  incurring  any  dis- 
ruptions in  their  service.  QCS  also 
offers  a  program  that  allows  customers 
to  go  live  quickly  with  the  SAP  Business 
Information  Warehouse™  (SAP  BW™) 
application  through  the  ASP  model. 

"Together  with  all  of  our  strategic 
partners,  QCS  is  delivering  on  the 
promise  of  the  ASP  model  by  providing 
the  latest  advances  in  technology 
quickly  and  seamlessly,"  says  John 
Charters,  CEO,  Qwest  Cyber.Solutions. 
"To  add  value,  the  ASP  must  deliver 


absolutely  reliable  service  for  mission- 
critical  applications  and  fit  seamlessly 
into  an  organization.  Every  solution 
should  aim  to  be  a  turnkey  answer  to 
its  challenge."  Charters  says  QCS 
refers  to  this  concept  as  plug  and  play 
for  the  digital  enterprise  —  a  technolo- 
gy that  runs  so  seamlessly  that  it  is  in 
essence  a  utility. 

QCS  offers  customers  a  broad  set  of 
ASP  products  in  the  marketplace  via 
Qwest's  secure  Internet  Protocol  (IP) 
broadband  network,  industry  leading 
CyberCentersSM  —  hosting  facilities  that 
connect  directly  to  the  Qwest  fiber-optic 
network  —  and  an  experienced  skill 
base  of  more  than  500  certified  appli- 
cations specialists. 

"An  ASP  has  to  have  the  flexibility  to 
meet  all  of  a  company's  needs,  from 
daily  management  help  to  building  and 
running  everything,"  Charters  says. 
"But  no  matter  how  and  when  you 
engage  in  the  business,  one  thing  is  a 
must  —  the  service  has  to  be  simple 
to  access  and  simple  to  manage. 
Again,  the  plug-and-play  capability  lets 
the  customer  concentrate  on  the  busi- 
ness at  hand." 

Velocity  Express  Offers  Same-Day 
Delivery  Services 

Analysts  generally  agree  that  the  next 
big  logistics  frontier  of  the  Internet 
economy  is  on-demand  delivery.  On- 
demand  delivery  already  represents 
approximately  25%  of  United  Shipping 
&  Technology's  (Nasdaq:  USHP)  busi- 
ness and  involves  delivering  shipments 
both  large  and  small  within  a  specific 
city  or  region.  Newly  branded  US&T  sub- 
sidiary Velocity  Express  is  the  largest 


same-day  delivery  company  in  North 
America,  with  annualized  revenues  of 
approximately  $560  million.  Velocity 
Express  can  deliver  on  deadline  any 
time-sensitive  item,  ranging  from  docu- 
ments to  drilling  machinery,  within  many 
of  the  major  urban  centers  in  the  U.S. 
The  Web-based  system  allows  cus- 
tomers to  order,  track  and  view  delivery 
confirmation  without  ever  having  to  pick 
up  the  telephone. 

"The  e-commerce  market  is  boom- 
ing as  more  companies  develop 
e-commerce  capabilities  and  cus- 
tomer markets  that  demand  faster 
delivery,"  says  Peter  Lytle,  Chairman 
and  CEO  of  US&T.  "We  plan  to  focus 
our  efforts  on  growing,  increasing  our 
profitability,  and  getting  known  by  the 
business  and  consumer  sectors 
under  our  new  brand,  Velocity 
Express,  as  the  company  to  use  for 
B2B  and  B2C  same-day  delivery." 

One  of  Velocity  Express's  major  cus- 
tomers is  Staples,  the  $9  billion  office 
supplies  giant,  which  uses  Velocity 
Express  services  to  augment  its  own 
considerable  investment  in  fleet  trans- 
portation and  technology. 

"We  are  investing  a  significant 
amount  of  money  in  our  logistics  and 
supply  chain  processes  to  lower  our 
costs  and  improve  customer  service," 
says  David  B.  Crosier,  Staples'  exec- 
utive vice  president,  supply  chain 
management.  "We're  investing  in 
applications  such  as  warehouse  man- 
agement systems,  package  tracking 
systems  and  dynamic  routing  soft- 
ware to  optimize  our  delivery  fleet. 
What  we're  looking  for  are  a  few  key 
partners  to  supplement  our  own 


investment.  We  feel  good  about  what 
Velocity  Express  is  doing,  and  we're 
really  looking  for  them  to  help  solve 
what  we  call  'the  last  mile'  challenge 
and  provide  reliable,  cost-effective 
delivery  to  our  customers." 

Formerly  known  as  Corporate 
Express  Delivery  Systems,  Velocity 
Express  has  realigned  its  extensive  net- 
work of  more  than  200  facilities  into 
five  geographic  regions  (an  increase 
from  two).  The  five  regions  —  the 
Northeast,  Southeast,  Midwest,  Gulf 
Coast  and  West  —  comprise  the  indus- 
try's largest  same-day  infrastructure 
with  nearly  12,000  employees  and 
associates  and  more  than  10,000  vehi- 
cles ranging  from  cars  to  tractor  trail- 
ers. Lytle  says  the  company's  integrat- 
ed structure,  combined  with  its  use  of 
sophisticated  technology,  gives  Veloci- 
ty Express  a  distinct  competitive  advan- 
tage over  other  firms  in  the  same-day 
delivery  marketplace. 

In  addition  to  speed,  one  of  Velocity 
Express's  main  selling  points  is  conve- 
nience. The  Web-based  system  allows 
customers  to  order,  track  and  view 
delivery  confirmation  without  ever 
having  to  pick  up  the  telephone. 

"A  majority  of  companies  are  sending 
and  receiving  hundreds  of  packages  a 
day,  each  of  which  requires  a  separate 
phone  call,"  says  Jay  Waldman,  chief 
operating  officer  of  Velocity  Express. 
"By  using  the  Velocity  Express  Web 
site,  customers  can  simply  click  that 
they  need  a  package  picked  up  and 
delivered  from  point  A  to  point  B  and 
Velocity  Express  immediately  dispatch- 
es a  driver  to  deliver  the  item.  The 
system  saves  customers  time  because 


they  don't  have  to  pick  up  the  phor 
and  it  reduces  the  number  of  empli 
ees  needed  to  handle  daily  deliverie 
Most  importantly,  it  gets  the  packa 
to  its  destination  faster.  And  that's  t 
name  of  the  game  in  e-commerce." 

To  visit  companies  featured  in  tl 
section  online,  please  see  the  Forb 
Web  Address  Directory  in  this  issi 


This  section  was  produced  and  wr 
ten  by  Jerry  Bowles,  who  has  mo 
than  30  years  of  experience  as 
writer,  editor  and  corporate  co 
munications  director  specializing  i 
technology,  supply  chain,  e-con 
merce  and  customer  issues.  F< 
information  about  the  rest  of  th 
Forbes  2000  e-business  series,  co 
tact  Bowles  at  jbowles@bellatlantic.n< 
or  212-582-3791. 
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Judging  by  its  savvy 
backers,  online 
education  could  be 
the  next  killer 
application  of  the 
Web.  Whether  you 
want  to  get  an  m.ba, 
train  your  staff  or 
teach  your  kids  at 
home,  log  on  for 
convenience  and  a 
wealth  of  resources. 
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Your    company    manufactures    and  mar 


agricultural    equipment    around    the  w 

so  how  in  the  heck  did  Roy  Simp 


a  service  technician  for  your  Midwest  de 


who  has  never  attended  a  "Power  Sales"  se 


in  his  life,  or  ever  set  foot  in  your  corp 


offices  (or  outside  Gosper  County,  Nebraska 


that  matter),  develop  a  service  guide  that 


shared  with  your  worldwide  dealer  netv 

helped  increase  your  sales  of  f 


tractors  by  24%  in  one  quarter  alo 


He  did  it  with  Online  Community. 


Companies  who  use  Online  Community  get  results.  More  revenue  (36%  average).  Greater  customer  retentio 
(double,  in  fact).  Increased  channel  involvement  leading  to  increased  revenues  (see  Roy,  above).  And  dramai 
ROI  (400-600%  for  our  customers).  No  one  has  more  Online  Community  management  expertise  than 

\   Participate.com.  With  clients  like  SAP,  Ace  Hardware,  and  AT&T  WorldNet.  Ask  for  our  Executive 
\    Information  Kit,  "The  Power  of  Online  Community."  Visit  us 

\   online  at  www.parcicipate.com.  Or  call  888-59 1 -5061 .  ^  T  _  A  ^  ^ 
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igher  Education 

;  college  classes  over  the  Internet  is  easy.  Finding  the  colleges 

fer  them  is  not.  Duke  University  and  the  University  of  Maryland 
een  offering  online  classes  for  years.  But  a  surprising  number  of 
\merican  universities— like  Yale  and  Northwestern— still  haven't 
i  out  how  to  hold  class  via  the  Web.  So  the  gap,  especially  in 
jing  education  and  non-M.B.A.  programs,  is  being  filled  by  hybrid 
Hons  like  Capella  University,  University  of  Phoenix,  and  Kaplan 
3— not  necessarily  as  impressive  to  employers.  These  hybrids, 
,  do  carry  the  same  accreditation  as  the  well-known  schools.  Two 
Df  warning:  College  Web  sites  allow  only  registered  students  access 
ses  on  the  Web;  the  rest  of  us  get  quick  looks  at  sample  classes, 
bios  and  the  marketing  materials.  And  online  schools  require 
ipts,  test  scores,  essays  and  all  of  the  other  trappings  of  the  college 
;ions  process.  That  includes  tuition,  which  can  run  from  a  few 
d  dollars  to  a  few  thousand  dollars  for  a  class.  —  Jeff  Siegel 


UMUC  Distance  Education 

www.umuc.edu/distance 

The  University  of  Maryland  has  been  offering 
distance-learning  classes  for  half  a  century,  and  its 
Web  site  shows  it.  This  school  understands  Web 
classes  better  than  any  other.  You  can  earn  one  of  14 
master's  degrees  or  take  individual  graduate  classes 
such  as  E-commerce  for  Accountants,  Financial 

Markets  and 


to  Distance  Education 
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Investments,  and 
International 
Marketing.  The  site 
offers  concise 
descriptions  of 
courses.  Click  on 
the  library  link,  and 
you  can  search  the 
card  catalog.  If  you 
want  to  try  a 
sample  class, 

another  link  takes  you  to  a  list  of  class  schedules,  as 
well  as  reading  assignments,  discussion  topics,  chat 
room  schedules  and  case  studies.  You  can  even  order 
textbooks  from  the  university's  online  bookstore. 
►  Best:  The  hands-on  demonstration  allows  prospective 
students  to  see  how  Web  classes  are  conducted. 
►Worst:  A  cheesy  test  to  see  if  you're  suited  for  distance 
learning.  No  matter  what  you  answer,  the  result  is  always  a 
variation  of  yes. 


Columbia  Video  Network 

www.cvn.columbia.edu 

Don't  let  the  name  fool  you.  This  is 
one  of  the  most  up-to-date  online 
higher  education  sites  you'll  find. 
The  program,  part  of  Columbia 
University's  graduate  engineering 
school,  offers  degrees  in  six 


Columbia  Video  Network 
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programs,  almost  entirely  over  the 
Internet.  You  can  follow  classes  in 
Medical  Informatics,  Genomic 
Information  Science  and  Technology 
and  Industrial  Electrochemistry 
using  videoconferencing  technology. 
Download  class  notes,  course 
materials,  homework  assignments 
and  syllabuses  over  the  Internet. 
Links  to  lots  of  info  including  tuition 
and  fees,  financial  aid  and  class 
descriptions. 

►  Best:  Professors  must  respond  to  stu- 
dent e-mails  within  24  hours  (excluding 
weekends  and  holidays). 
►Worst:  Online  course  descriptions  are 
old-from  1998-1999  bulletin. 

Duke  Global  Executive 

www.fuqua.duke.edu/admin/gemba 

No  cutting  corners  here.  Duke  offers 
an  easy-to-navigate  Web  site  and 
gives  students  a  laptop,  printer  and 
software,  such  as  Macromedia 
Dreamweaver  and  Fireworks,  when 
they  enroll.  This  program  requires 
applicants  to  have  at  least  ten  years  of 
business  experience  just  to  apply  for 
the  19-month  program.  The  students 
who  enroll  come  from  around  the 
world.  They  team  with  students  in 
other  countries,  meeting  a  couple  of 
times  a  year  at  various  world  sites  to 
offer  a  perspective  lacking  in  most 
M.B.A.  programs.  Site  offers  links  to 
application  forms,  admission 
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requirements  and  class  descriptions. 
►  Best:  You'll  know  the  ages,  nationalities 
and  professional  experience  of  your  vir- 
tual team  before  you  meet  them. 
►Worst:  Expect  to  wait  and  wait  and  wait 
some  more  for  pages  to  load. 

MIMS  Global  Leadership 
Programs 

www.utdallas.edu/dept/mgmt/mims/ 
mims.html 

At  the  University  of  Texas — Dallas 
site  you  can  apply  to  the  school 
online,  fill  out  financial  aid  forms 
and,  of  course,  take  classes  and  earn  a 
degree  online.  The  site  is  easy  to 
navigate  and  includes  degree  plans, 


course  descriptions  and  faculty 
profiles.  Students  can  take  courses 
like  Multinational  Firm  and  Global 
Leadership,  and  Social  and  Political 
Environment  of  Business  toward 
earning  an  m.b.a.  in  global  leadership 
and  an  m  a.  in  international 
management.  Site  lets  you  download 
class  lectures  and  meet  in  chat 
rooms  with  other  students. 
►  Best:  Even  with  a  28.8  modem,  the  site 
loads  in  seconds. 

►Worst:  You'll  have  to  dig  deep  into  the 
site  to  get  an  accurate  indication  of  how 
well-developed  the  program  really  is. 

Seton  Worldwide 

www.setonworldwide.net 

Get  past  the  boilerplate  on  the  home 
page  and  you'll  find  that  Seton  Hall 
Online,  with  drop-down  menus  and 
dozens  of  links,  explains  every  part  of 
earning  one  of  its  four  graduate 
degrees,  including  counseling  and 
health  care  administration.  You  can 
take  a  sample  course,  learn  how  to  set 


SETON 

WORLDWIDE 


'SrlonWorldWide  is  one  of  the  nation  s 
iicknowledged  lenders  in  ollenng  degree 
programs  online.' 
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up  a  "cohort  learning  program" 
employees  of  the  same  company) 
even  visit  the  library.  While  you  aj 
there,  ask  a  librarian  for  research  1 
►  Best:  Seton's  Cyber  University  Pres 
gives  online  students  access  to  articll 
not  normally  available  on  the  Web. 
►Worst:  Difficult-to-use  class  tools- 
sharing  documents  with  other  studen 
keeping  electronic  notebooks. 

Stanford  Center 
for  Professional  Developmi 

http://scpd.stanford.edu 

Stanford,  a  longtime  leader  in  dig 
tance  learning,  has  been  equally  e 
tive  in  its  move  to  the  Web.  Its  on 
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t,  offering  graduate  degrees  in 
;ring  and  computer  science,  is 
gh,  easy  to  use  and  fast.  You 
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gram,  download 
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rs  given  by  com- 
ldustry  movers  and 
.  There  are  course  de 
ms  that  include  links  to 
»me  pages,  chat  rooms  and 
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)nline  help.  Includes  detailed  links 
fic  subjects,  phone  numbers  for 
and  a  work  order  complaint  form 
js  pinpoint  your  problem. 
The  site  spends  too  much  space 
)romotion— from  the  news  story 
I  on  the  home  page  to  taking  credit 
)n  Valley. 


on  the  Internet.  The  UNC  site  allows 
students  to  take  a  sample  class,  look 
up  class  descriptions,  apply  for 
financial  aid,  register  and 

WEB  TIP        even  see  and  hear  a 
You  don  t  always  . 
have  to  register  to  get     welcoming  speech  from 
valuable  lectures.  Many     the  UNC  president.  The 
top  universities  and  re-     school  doesn't  offer  a 
search  labs  like  Hewlett-    ,  . .      .      .  . 

Packard  feature  them     de§ree  onlme>  but  ll  does 
on  their  sites.        offer  a  couple  of  dozen 

classes,  including  courses  that 
focus  on  learners  with  exceptional 
needs  and  communication 
collaboration. 

►  Best:  Can  send  e-mails  during  an 
online  class— like  passing  notes  in  the 
old  days. 

►Worst:  With  so  many  links  and  demos, 
it's  possible  to  be  overwhelmed. 


rsity  of  Northern 
ido  Online 

iconline.edu 

the  most  extensive  programs 


University  of  Phoenix  Online 

http://online.uophx.edu 

Boasts  snazzy  graphics,  quick 
response  times,  and  well-written 
course  and  program  descriptions. 
The  main  problem  here  is  the  value 


of  the  degree,  but  the  site  adequately 
handles  this  touchy  point  with  an 
accreditation  link  to  its  bona  fides.  It 
offers  a  great  deal — eight 
undergraduate  degrees,  nine 
master's,  including  an  m.b.a.  in 
e-business,  and  a  doctoral  program, 
all  available  online. 


Welcome  to  the  University  of  Phoenix  Online! 
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►  Best:  Students  can  access  Lexis/Nexis 
ana  the  EBSCO  magazine  database 
through  the  library. 
►Worst:  Offers  traditional  on-campus 
education  but  it's  difficult  to  tell  from 
the  site  which  of  the  programs  are 
offered  where. 


Introducing  Account  Tracker 
byCNBC.com. 

With  one  password,  access  your  investment  and  personal  finance  accounts  all  in  one  place. 
From  banking  and  credit  cards  to  bills  and  email.  Simple.  Secure.  Free.  Register  online  today. 
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Education 

Corporate  Training 

Online  education  is  in  many  ways  tailor-made  for  corporations  and 

they  know  if.  Last  year  corporations  spent  $1.1  billion  on  online  training. 
Merrill  Lynch  expects  it  to  grow  to  more  than  $11  billion  by  2003.  Why 
train  employees  online?  Convenience,  lower  cost  (including  travel  expense 
savings)  and  the  ability  to  customize  courses.  Some  programs  offer  perks: 
You  can  instant  message  a  tutor  24  hours  a  day.  Problem  is,  much  of  the 
material  and  presentation  is  still  mediocre.  Textbooks  are  simply  dumped 
online  with  some  graphics  added.  We  took  courses  at  a  number  of  sites 
and  had  to  force  ourselves  to  endure  boring  slide  shows.  There  are  also 
some  egregious  oversights  in  methods:  A  number  of  Java  courses 
assigned  no  programming  exercises.  That's  like  taking  French,  but  not 
having  to  speak.  Big  improvements  are  around  the  corner.  Corpedia, 
UNext,  Quisic  and  Ninth  House  are  just  getting  under  way  with  ambitious 
attempts  to  meld  multimedia  with  teaching.  They  promise  a  refreshing 
emphasis  on  role-playing  and  case  studies.  We  can't  wait.  —Dolly  Setton 


DigitalThink 


"AS  OOOU  AS  IT  tiKI*" 


DigitalThink 

www.digitalthink.com 

Quantity  as  well  as  quality  earn  DigitalThink  high 
\,  marks.  If  none  of  the  230  courses  quite  matches 
your  needs,  DigitalThink  will  customize  a  course  for 
you,  whether  on  e-commerce,  sales  or  IT. 

Curriculums  are  well 


A  strong  force 
in  e-learning 


lin  he*  »*Hi(T>.»*  M» 

—  1  .  <  i  ■  ir '  &y  or 
^.wj.  throuorw*  (Sr. 


^rrmr  Fr^TjT 


 ^  ■  ' 


thought  out  and  rich  in 
detail,  while  the  lively  tone 
makes  up  for  the  more 
dreary  elements  of  online 
learning.  Courses  are 
presented  in  an  easy-to- 
navigate  slide-like  format 
that  allows  you  to  skip  parts 
you  find  boring  or  irrelevant. 
The  Java  class  we  tried  was 
the  best  we've  seen.  Unlike 
others,  it  included  essential  practice  exercises,  as  well 
as  backgrounds  of  the  instructors.  Some 
assignments  are  evaluated  and  graded  by  tutors. 
Other  helpful  interactive  elements:  simulations, 
discussion  sessions  and  quizzes. 
►  Best:  Course  content  was  more  in-depth  than  others,  and 
mentors  help  you  stay  on  track. 
►Worst:  Tutors  sometimes  take  hours  to  answer 
e-mail  questions. 


Corpedia 

www.corpedia.com 

Lectures  with  sound,  light  and 
action.  Founded  by  consulting  gu 
Peter  Drucker,  Corpedia  only  stai 
focusing  on  Web  content  a  year  a 
Its  offerings,  therefore,  are  slim:  < 
courses,  almost  half  of  them  on  1) 
compliance.  But  they're  exciting., 
Sound  and  Flash  animated  pictui 


liven  up  lectures,  and  the  contem 
particularly  the  Drucker  materia 
cut  above  the  rest.  Courses  run  $ 
$100,  except  the  Drucker  movies 
which  cost  $175  for  45  minutes. 
►  Best:  The  original  thinking  in  the  Di 
lectures  which  is  rooted  in  a  theoretil 
historical  approach. 
►Worst:  Not  many  offerings  yet.  Alsc 
hard  to  skip  past  irrelevant  parts  of 
courses  as  you  can  with  a  book. 

ElementK 

www.elementk.com 

Hundreds  of  solid,  substantial 
courses  on  IT  and  business 
management.  The  site  offers  bot 
classes  and  tutorials.  Skip  the  ba 
tutorials — the  introduction  to  J; 
was  superficial  and  hard  to 
understand.  You  can  either  take 


courses  yourself,  or  you  can  cho 
to  have  an  instructor  guide  you. 
to-use  directional  controls  maki 
navigation  through  the  materia 
simple.  Interactive  elements  inc 
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nents  and  quizzes;  you  can 
mail  questions  and  participate 
litored  class  discussions. 
Instructor-to-student  mentoring, 
sporting  option  that  lets  you  see 
jr  employees  are  doing. 
|  Can't  take  the  course  using  a 
id  more  attention  should  be  paid 
lementary  material  like  glossaries, 
i  for  Java  was  inscrutable. 

sBusiness 

ieansbusiness.com 

o  read  up  on  the  best  ways  to 

your  staff  or  negotiate  a  raise, 

n't  have  the  time?  Instead  of 

courses  (which  aren't  offered 

ir  buying  books,  this  site  offers 

:ts  and  clear  synopses  of 

;s  ideas  and  theories  culled 

undreds  of  books  and  articles. 

lly  Cliff  s  Notes  for  business 

.  Summaries  cost  $2  each. 

.ucid  summaries  of  a  variety  of 

n  the  same  topic  allow  you  to  com- 

3roaches  and  perspectives. 

a 


:  Overlooks  some  classic  tomes, 
site's  filled  with  gobbledygook 
uch  as  "proprietary  concept 

House  Network 

inthhouse.com 

f-the-art  multimedia  courses, 
irs  each,  these  courses  are 
nteractive  movies,  which 
le  soft  skills  like  leadership  and 
ement.  Fun  to  take,  they  make 
tivity  an  integral  part  of 
g.  A  situational  leadership 
particularly  well  suited  to  this 
ch.  Example:  An  interactive 
is  playing  and  you  are 
ted  for  your  reactions.  You  can 


of  Chicago  and  Stanford  to  help 
create  business-school  courses  for 
major  corporations.  Plans  eventually 
to  grant  online  M.B.A.  degrees  at 
80%  of  the  cost  of  top  B-school 
degrees.  The  teaching  model  is 
media-rich  and  revolves  around 
problem-solving  in  specific  scenarios 


role-play  a  mine  owner  during  the 
California  gold  rush  who  has  to  fire 
the  foreman;  depending  on  your 
decision,  the  outcome  varies.  Make  a 
wrong  move  and  an  electronic 
mentor  gives  you  advice.  The  cost  for 
this  Hollywood-meets-education 
coursework — about  $500  per  person. 
►  Best:  When  you  role-play  there  are  a 
number  of  alternative  endings  plus  advice 
on  how  to  get  along  with  co-workers. 
►Worst:  Launched  a  year  ago,  Ninth 
House  only  offers  eight  courses  so  far. 

SkillSoft 

www.skillsoft.com 

SkillSoft  courses  are  designed 

specifically  for  the  Web,  unlike  some 

at  other  sites  that  are  adapted  from 

textbooks  or  CD-ROMs.  Files  are 

small  and  quick  to  download, 

,  ,        •  WEB  TIP 

and  content  objective-  Ljving  with  some 

oriented.  There  are  330 


and  heavy  instructor  involvement, 
partly  through  monitoring  student 
actions. 

►  Best:  High-quality  courses  which  cost  as 
much  as  $1  million  each  to  develop. 
Instructors  have  at  least  a  master's 
degree. 

►Worst:  Only  a  handful  of  courses 
available. 


management, 
communication  and 
technical  skill  offerings, 
developed  by  published 
authors  and  professors.  Each  costs 
about  $100,  and  lasts  two  to  four 
hours.  Helpful  cheat  sheets — such  as 
Questions  to  Ask  Job  Applicants — 
offer  help  for  the  overwhelmed 
employee. 

►  Best:  Courses  are  Mac  compatible;  prac 
tical  goal-oriented  approach  useful  for 
busy  executives. 

►Worst:  You  may  have  to  wait  hours  for 
a  mentor  to  respond  to  your  question 
via  e-mail. 

UNext 

www.unext.com 

Backed  by  investors  like  Michael 
Milken,  "Cardean  University"  has 
signed  up  big  names  like  University 


XtremeLearning 

www.xtremelearning.com 

Solid  multimedia  content. 
Slide  presentations  are 
accompanied  by  a  voice 


one  who  is  engrossed 
in  online  coursework  ? 

Read  "I  married  the 
matrix"  at  www.kaplan    reading  out  the  text. 

college.com  for      Navigation  is  clear;  a  menu 
support.        gives  you  an  overview  of  the 
topics  covered,  and  buttons  like 
those  on  a  CD  player  include  fast 
forward  and  rewind,  making  moving 
about  a  breeze.  Graded  assignments 
help  measure  your  progress.  Message 
boards  and  FAQs  keep  you  on  the  ball. 
►  Best:  Live  online  chats  with  mentors  and 


classmates. 

►Worst:  No  coding  exercises  in 
programming  class,  though  there  are 
conceptual  quizzes. 


NETg's  on-line  e-leaming 
destination  providing  a  totally 
integrated  solution 


XtremeLearning 


-vNew  XtremeLeamm 
users  who  need 

->X  self  registe 
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pfi-ters.ons.co 
Private  Sttaoh 


Private  Schools 

Once  staid  private  schools  have  gone  flashy,  using  the  Web  to  flaunt 
their  ivy-covered  halls,  manicured  athletic  fields  and  happy  preppies. 
Sugar-coated  to  be  sure,  but  if  you're  looking  for  the  right  school,  not  a  bad 
place  to  begin  your  search.  Start  with  one  of  the  directories,  where  you  can 
choose  institutions  that  meet  your  needs:  for  example,  co-ed  schools  in 
Massachusetts  that  accept  seventh-graders.  Then  scan  their  home  pages 
for  specifics:  Is  chapel  mandatory?  Does  the  school  offer  Japanese?  Is 
financial  aid  possible?  How  do  you  apply?  Be  sure  to  ask  about  stuff 
educators  never  volunteer:  How  do  teachers  handle  discipline  problems? 
Where  do  grads  typically  go  to  college?  Keep  in  mind  that  no  site  can  gauge 
whether  your  kid  has  the  confidence  to  deal  with  the  super-competitive 
environments  many  private  schools  foster.  Nor  will  any  site  let  on  about 
alcohol  and  drug  use  on  campus.  So  be  sure  to  visit  and  chat  with  other 
families  before  you  enroll.  — Brigid  McMenamin  and  Ben  Berentson 


Petersons.com 

www.petersons.com/private 

With  a  searchable  database  of  more  than  1,400  private 
schools — everything  from  day  schools  to  military  and 
special-needs  boarding  schools — Petersons  is  a  good 
place  to  start,  even  if  a  bit  unwieldy.  Most  school  pages 
sport  factual  profiles:  class  sizes,  enrollment,  courses, 
college  placement  figures  and  faculty  degrees.  An 

article  about  visits  to  schools  contains 
some  helpful  advice  (checklists  of 
questions  to  ask  the  admissions 
officers)  and  some  not  so  helpful  (look 
for  "happy"  kids). 
►  Best:  About  400  of  the  schools  have 
much  more  detailed  profiles,  with  elaborate 
history  and  mission-statement  sections 
and  details  about  the  academic  and 
athletic  programs. 
►Worst:  Banner  ads  for  schools  on  the  main  page  make  you 
wonder  if  the  schools  that  don't  advertise  get  short  shrift. 
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Abouf.com 

http://privateschooi.about.com 

Think  of  this  site  as  a  portal,  with 
links  to  regional  private  school 
associations  and  educational 
consultants,  as  well  as  individual 
schools.  Although  disorganized,  the 
site  does  sport  some  helpful  objective 
articles  on  issues  like  teenage  drinking 
and  Internet  hacking,  as  well  as  tips 
on  choosing  a  school  and  qualifying 
for  scholarships. 


►  Best:  A  good  article  on  the  difference 
between  public  and  private  education. 
►Worst:  Portrays  only  the  sunny  side  of 
the  private  school  experience. 

The  Association  of  Boarding 
Schools 

www.schools.com 

The  Association  of  Boarding  Schools 
(tabs)  is  a  group  of  about  300 
institutions  from  the  United  States 
and  Canada,  as  well  as  a  few  dozen 


overseas.  With  so  many  membei 
you'd  think  they  could  do  bettei 
this  site,  which  offers  little  more 
a  rah-rah  article  on  the  benefits 
going  to  boarding  school. 

►  Best:  Directory  of  member  schools 
searchable  by  state,  type  (single-se: 
tary)  and  special  programs  (English 
Second  Language,  postgraduate).  A 
downloadable  PDF  file  of  the  Commo 
Application  form. 

►Worst:  Calendar  of  events  for  wou 
students  lists  only  one  event  for  yea 
2000. 

EstudentLoan 

www.estudentloan.com 

Though  primarily  designed  to  h 
college  students  find  money,  the 
also  features  prep  school  loans.  1 
the  LoanFinder  to  locate  lenders 
click  on  the  links  to  apply  online 
►Best:  The  LoanFinder,  with  its  pull 
menus,  is  easy  to  use  and  lets  you  r; 
variables  (lowest  APR,  lowest  origin 
fee,  lowest  monthly  payments)  by  in 
tance,  to  find  the  best  deal  for  you. 
►Worst:  Hard  to  find  the  sections  fo 
school  kids,  rather  than  college  stuc 

National  Association  of 
Independent  Schools 

www.nais.org 

Aimed  at  educators,  not  studen 
parents,  but  there  is  some  good 
like  a  searchable  database  of  sor 
1,100  schools,  with  links  to  thei 
pages.  NAIS  is  also  a  good  place  t 
research,  offering  contact 
information  for  regional 
independent  school  boards,  arti 
for  students  with  learning  disab 
and  contacts  and  financial  resoii 
for  students  whose  ancestors  ha 
from  Asia  or  Africa  or  spoke  Sp 

►  Best:  Excellent  on  how  to  scrape  l 
money  to  pay  for  private  schooling, 
who's  giving  it  out  and  how  to  apply 
►Worst:  The  "helpful"  guides  somet 
aren't.  Example:  "While  it  is  true  tha 
schools  assign  a  great  value  to  the  i 
tance  of  testing,  it  is  just  as  true  tha 
many  schools  regard  testing  as  only 
part  of  the  application."  Huh? 
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Poor  Brad.  Ever  since  Jane  dumped 
him  he's  been  having  serious  problems 
accelerating  his  time-to-market. 


Well,  the  only  solution  I  can  see 
is  for  him  to  maximize  his  real  time 
I    partner  transactions  asap. 


A  website  devoted  to  bringing  industry-specific  businesses  together  online?  In  a  word, 
yes.  We're  an  online  company  dedicated  to  helping  people  conduct  business  as  easily  as 
ble.  We'll  give  you  easy  access  to  the  latest  industry  news,  extensive  career  opportunities,  and  a  thriving  marketplace  where 
try  professionals  buy  and  sell  almost  any  product  imaginable.  To  visit,  simpiy  go  to  www.verticalnet.com.  The  resources  are 
for  you.  All  you  have  to  do  is  take  advantage  of  them. 


verticalnet.co 


VerticalNet 


College  Planning 

With  four-year  private  colleges  commanding  on  average  $120,000 

in  tuition,  it's  never  too  early  to  prepare  for  financing  a  college  degree. 
Web  sites  can  help.  They  show  you  how  to  devise  a  sensible  savings  plan 
and  familiarize  you  with  financial  aid  options.  Many  offer  layman's  advice 
on  complicated  federal  loan  guidelines.  And  scholarship  databases  will 
point  you  to  awards  for  just  about  anyone,  from  football  recruits  to 
descendants  of  Civil  War  veterans. 

What  about  picking  the  right  school  and,  equally  important,  getting 
in?  Check  out  our  favorite  college  selection  sites,  complete  with  details  on 
school  admissions,  location  and  atmosphere.  Though  test  scores  are  often 
criticized,  they  still  matter.  Enrolling  in  even  an  online  test-prep  course 
could  enhance  your  kid's  college  and  scholarship  options.  In  the  end,  the 
best  planning  sites  address  both  Stafford  loans  and  minimum  SATs,  as 
well  as  what  linens  to  pack  for  move-in  day.  —Lea  Goldman 


WiredScholar 

www.wiredscholar.com 

The  valedictorian  of  college  planning  sites, 
WiredScholar  methodically  takes  users  through  the 
technicals  of  financing  an  education,  from  the  ABCs  of 
student  loans  to  choosing  the  right  lender,  down  to  the 
types  of  aid  offered  at  each  college.  The  QuickTools 
box  provides  several  calculators  to  begin  long-term 
planning  or  to  assist  in  preparing  a  monthly  budget. 
And  if  you're  looking  for  more  than  dollars  and  cents 
when  picking  a  college,  the  site — launched 
by  Sallie  Mae,  queen  of  student  loans — also 
offers  information  about  admissions  and 
applications,  including  checklists  for 
campus  visits  and  interviews. 
►  Best:  You  won't  find  another  free  site  as 
comprehensive,  organized  or  informative. The 
step-by-step  approach  to  financing  is  reassuring. 
►Worst:  Some  of  the  pages  either  take  too  long 
to  load  or  require  logging  on  again. 


Achieva  College  Prep  Services 

www.achieva.com 

Reminiscent  of  a  self-help  manual, 
the  site  advises  students  on  the  nine 
steps  to  college  acceptance— from 
choosing  the  right  school  to  taking 
the  SAT.  The  real  value-added:  The 
premium  online  test-prep  and 
advising  service  that  starts  at  $395. 
(Personalized  sessions  with  a 


counselor  will  cost  you  $1,995). 
Includes  practice  exams,  online 
seminars  and  Achieva  lesson  plans. 
►  Best:  Offers  editorial  assistance  with 
that  dreaded  college  essay. 
►Worst:  High  fees. 

Embark.com 

www.embark.com 

Shelve  the  dog-eared  college 


brochures  and  bookmark  Emba 
This  site  has  a  comprehensive  c< 
database,  complete  with  inform 
on  advanced  placement  credit, 
transfer  student  requirements  ai 
special  programs,  like  early  deci 

►  Best:  Sign  up  for  a  free  Recruiter 
service,  which  links  students  with 
marketable  talents  to  universities. 

►  Worst:  Online  banking  is  merely  a 
advertisers,  and  not  a  single  word  or 
pitfalls  of  college  credit  cards. 

Princeton  Review 

www.review.com 

Test-prep  master  gives  you  the  s> 
on  admissions  with  a  thorough, 
reassuring  approach.  Helpful  ar 
including  interview  tips,  feature 
advice  from  admissions  director 
parents  and  enrolled  students. 
Sign  up  for  free  e-mail  advisorie 
the  Words  Du  Jour,  featuring  wc 
like  "nugatory"  that  might 


show  up  on  the  SAT.  Apply!  is  an 
organizer  that  tracks  your 

i  applications,  which  can  often  be 

|  downloaded. 
►  Best:  Test  your  skills  with  free  prao 


SATs  and  graduate-level  exams. 
►Worst:  Cluttered  design. 

Student  Advantage 

www.studentadvantage.com 

The  Yahoo  of  academic  portals. 
Check  out  categories  like  Careei 
with  articles  on  internships  and 
searches,  and  Travel,  which  feati 
study  abroad,  spring  break  and  : 
You'll  get  straight  advice  on 
managing  credit  card  debt  and 
educational  expenses. 
►  Best:  Extensive  scholarship  inform 
►Worst:  A  lack  of  detailed  price 
information. 
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New  York  October  3-4 

Sheraton  New  York  Hotel  &  Towers 


JUPITER 


FINANCIAL 

SERVICES 


FORUM 


I  annual  Jupiter  Financial  Services  Forum  brings 
the  leading  minds  in  the  insurance,  banking, 
?nt  and  related  services  industries  to  explore 
ssues  and  to  form  strategies  for  success  in  this 
volving  business. 


FEATURED  KEYNOTE: 

Donald  Marron 
Chairman  &  CEO 
Paine  Webber  Group 


INCLUDE: 

ng  Consumer  Finance:  Needs,  Channels 
:forms 

in  Brokerage:  Targeting  Assets  For  Survival 
The  Customer:  Winning  Strategies  For 
gregation 

ing  With  Expansion:  Exploiting  New  Products 
it 

ing  Customer  Value:  Acquisition,  Relationships 
alty 

'ayment  &  Presentment:  Emerging  Models  For 
er  Adoption 

ation  Of  Personal  Finance:  Targeting 
3rs  Abroad 

er  Mobility:  Strategies  For  The  Wireless  Future 


er  and  for  more  information  visit 
events/financialservices 

405-4413  x6424  or  (917)  534-6424  or 
stomerservice@jup.com. 

sorship  and  exhibit  opportunities 

Rich  Regan  at  (917)  534-6138  or 
:h@jup.com. 

n/events/financialservices 


FEATURED  SPEAKERS: 

Thomas  O'Connell,  President  &  CEO, 
Morgan  Stanley  Dean  Witter  Online 

Mark  Loehr,  Co-President,  Wit  SoundView 
Sukhinder  Singh,  Co-founder,  Yodlee 

Gregg  Freishtat,  CEO,  VerticalOne 

Elon  Musk,  CEO  &  Founder,  X.com 

Frank  Zammataro,  First  VP,  elnvestments  and  eAlliances, 
Digital  Business  Development  Group,  Merrill  Lynch 

Clyde  Ostler,  Group  EVP,  Internet  Services,  Wells  Fargo 

Rory  A.  Brown,  Chairman  &  CEO,  VirtualBank 

Robert  B.  Willumstad,  Vice  Chairman,  Global  Consumer 
Group,  Citigroup 

Art  Shaw,  CEO,  MyCFO.com 

Pam  West,  Corporate  &  Commercial  E-commerce 
Executive,  Bank  of  America 


Jupiter 


MEDIA  SPONSORS: 

Forbes  TIME 


BUSINESS2.0 


Education 


schooling 


If  used  to  be  that  most  parents  who  decided  to  school  their  children 

at  home  did  so  for  religious  reasons.  Today,  parents  have  other  reasons 
as  well:  Those  with  gifted  children,  for  instance,  can  step  up  the  learning 
pace  by  teaching  their  kids  themselves.  Parents  with  children  suffering 
from  Attention  Deficit  Disorder  can  make  sure  their  youngsters  get  the 
specialized  attention  they  need.  Not  to  mention  schools  plagued  by 
violent  kids  and  lousy  teachers. 

The  Internet  can  help  parents  interested  in  homeschooling.  Many  sites 
offer  virtual  classes  and  online  tutors.  There  are  links  to  homeschooling 
support  groups  in  every  state  and  guides  on  different  approaches  to  the 
task.  There  are  also  regulations  governing  homeschooling  in  each  state. 
Today,  more  than  one  million  American  children  are  educated  at  home, 
according  to  the  National  Home  Education  Research  Institute.  That 
number  is  sure  to  rise  over  the  next  few  years.  —  Julie  Gold 


Sulreciibe  ]  As*  Your  Advisors 

Home 
Welcome 
Online  Courses 
Your  Advisors 
Resource  Guide 
Click  Learning 
Past  Articles 
Message  Boards 
Subscribe 
Support  Groups 
FAQs 
E-mail 


Homeschool.com 

Your  Virtual  Home  School 
CHti<  learning  I  Rewurce  6ni4e  I  Meregc  Boards 


brlKQ  poronl  yOU  oW>' 


enpbvtmai 

mono*  wrt  lotartT  Uyoac 


i  *  oftoi  tiocoK  hooka 


Homeschool.com 

www.homeschool.com 

Making  the  leap  to  homeschooling  becomes  much 
easier  with  the  kinds  of  resources  offered  here.  This 
easy-to-use  site  is  a  good  all-around  reference.  Find 
multiple  perspectives  on  homeschooling,  learn  about 
different  teaching  styles,  take 
a  virtual  field  trip  to 
Yellowstone  Park,  or  chat 
with  other  homeschooling 
parents.  Features  such  as 
"Raising  your  child's 
financial  IQ"  include 
interviews  with  experts  as 
well  as  online  and  offline 
learning  resources.  Through 
a  partnership  with  ChildU, 
Homeschool.com  offers 
interactive,  virtual  classes  in  a 
variety  of  subjects  including 
languages,  science,  social 
studies  and  math.  This  site 
also  offers  message  boards  and  an  insightful  section 
about  the  ten  most  important  things  you  should 
know  about  homeschooling.  There  is  also  a  list  of 
relevant  state  laws. 

►  Sest:  Quick  e-mail  responses. 

►  Worst;  Limited  content  in  some  sections. 


Click  Learning 


Subscnba) 

n  Ira;  tomoic  kohnq 


About.com 

http://homeschooling.about.com 

At  About. corn's  site  students  car 
to  NASA's  "From  Stargazers  to 
Starships,"  pull  up  math  and  sci 
lessons,  practice  SAT  questions  ai 
discover  colleges  that  are  friendl 
towards  those  schooled  at  home 
Take  a  virtual  field  trip  to  the  G| 
Wall  of  China. 

►  Best:  Overview  of  different  method 
homeschooling. 

►Worst:  Offers  vocabulary  words  lik 
"howdah,"  "jape"  and  "pelf"  for  child 
grades  K-2. 

ChildU 

www.childu.com 

ChildU  provides  interactive,  vir 
classes  with  coursework  in  matf 
language  arts,  science  and  social 
studies.  A  free  placement  test  he 
find  your  child's  education  level 
Cost:  $59/month  without  a  Chi] 
teacher;  $69/month  with  a  teacr 
(prices  are  scaled  differently  for 
schools). 

►Best:  Interesting  for  adults  too. 
►Worst:  Available  only  for  grades  l-J 

Library  Spot 

www.libraryspot.com 

Useful  libraries  and  Web  researc 
sites  in  one  location.  Site  featun 
CNN  lesson  plans  and  a  wealth  c 
other  resources,  including  a 
Shakespeare  quote  search. 
►Best:  Link  to  BookSpot,  where  you 
can  find  online  books  and  info  abou 
its  offerings. 

►Worst:  Occasional  links  to  nowher 

National  Home  Education 
Network 

www.nhen.org 

Is  homeschooling  legal?  How  di 
figure  out  your  child's  learning 
The  answers  are  here,  along  wit 
information  on  how  to  find  sup 
groups  and  advice  from  other 
homeschoolers. 

►  Best:  Link  to  Howard  Gardner's  Tr 
of  Multiple  Intelligences. 
►Worst:  Uninspired  text-dense  des 
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BOSTON,  September  20-2 1  SILICON  VALLEY,  October  16-17  CJ  8.  T  8.  g  G t?t 


we  start  up 


Attention.  Join  Garage.com's  Iwoday  Bootcamp  for  Startups.  Learn  trie  fundamentals  of  taking  your  company  from  startup  to  IPO.  Hear  from  the  high  tecH 
top  investors,  experts,  and  entrepreneurs.  Gain  invaluable  information  about  raising  capital,  building  a  buzz,  hiring  top  talent,  and  launching  your  producl 
LOG    ON    TO   WWW.GARAGE.COM/BOOTC.AMP.TO    LEARN    MORE    &    REGISTER  T 
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Look  It  U 


SCIENCE  320  •  LITERARY  322  •  COMPUTER  HELP        •  SEARCH  ENGINES  328 


Look  If  Up 


"All  i  know,  is  that  I  know  nothing,"  said  Socrates.  Log  on  to  the  Web 

and  you  will  likewise  be  humbled  by  the  sheer  amount  of  pages  devoted 
to  scientific  information.  Scientists  were  among  the  first  to  use  the 
Internet  and,  by  the  looks  of  it,  they  have  not  slowed  down.  A  treasure 
trove  of  pages  put  up  by  serious  researchers  will  open  new  vistas:  a  site 
by  a  neurologist  shows  objects  and  shapes  through  a  honeybee's  eyes 
(cvs.anu.edu.au/andy/beye/beyehome.html),  while  another  takes  you  on 
a  virtual  trip  to  the  edge  of  a  neutron  star.  There  are  also  sites  simple 
enough  to  introduce  your  four-year-old  to  the  quetzals  of  the  Costa  Rican 
rain  forest  or  show  stunning  snapshots  of  nebulae.  Despite  the  occasional 
prediction  that  scientists  will  soon  run  out  of  important  things  to  discover, 
we  keep  learning  more  about  how  little  we  know.  Even  our  sense  of 
nature's  fundamental  laws  are  still  approximations.  There  is  a  lot  left  to 
discover,  imagine  and  test.  Log  on  to  the  Web  and  gain  a  new  perspective. 

—Dolly  Setton 


WebElemenfs 

www.webelements.com 

A  labor  of  love  by  chemistry  professor  Mark  Winter 
of  the  University  of  Sheffield,  this  beautifully 
designed  interactive  periodic  table  is  the  most 
sophisticated  of  its  kind.  Point  and  click  on  any 
element  to  get  remarkably  detailed  and  clear 

information — 
everything  from  the 


Chemdex 


WebElements™  Periodic  Table 


i.s  http://«n> 


WebElements  Professional  edition 


B        ,       TO       II       IZ      13      14      15      I.  IT 


common  uses  of  sulfur 
or  potassium  to 
electron-binding 
energies  and  charts  of 
compound  bond 
enthalpies.  Uses  the 
Web's  interactive  and 
graphic  properties  with 
features  such  as  virtual 
3-D  views  of  crystal 
structure  and  periodic 
properties.  Cartoons  and  photos  punctuate 
descriptions,  making  them  entertaining  as  well  as 
clear  and  informative.  You  can  download  an 
abridged  version  of  WebElements  onto  your  Palm. 

►  Best:  More  than  you  ever  wanted  to  know  about  the  peri- 
odic elements  in  a  lively,  accessible  format. 

►  Worst:  A  very  occasional  typo. 
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Chemist's  Art  Gallery 

www.csc.fi/lul/chem/graphics. I 

These  full-color  pictures  and 
animations  of  the  wonderful  w< 
molecular  chemistry  show  natu 
its  best.  Spectacular  computer 
renderings  of  everything  from 
geometry  of  fire  in  a  room  to  tb 
dynamics  of  small  droplets  spre 
on  a  surface  to  the  "molecular 
origami"  of  protein  folding.  Mc 
animations,  which  come  from 
universities  around  the  world,  i 
accompanied  by  detailed, 
authoritative  explanations.  The 
also  an  exhaustive  list  of  relatec 
academic  links,  many  of  them 
worth  a  look. 
►  Best:  Striking  graphics  help  visual 
even  the  most  abstract  chemical  to| 
►Worst:  Design  and  layout  are 
unimaginative,  and  some  explanatic 
too  technical. 


Earth  and  Moon  Viewer 

www.fourmilab.ch/earthview/ 
vplanet.html 

Ever  dreamed  of  watching  the  s 
from  the  Space  Shuttle?  This  te 
site  lets  you  create  live  views  of 
earth  or  moon  from  any  vantaji 
point  in  space.  You  can  zoom  ii 
closer  look  at  almost  any  city  ir 
world.  Pick  Caracas,  Venezuela 
example,  and  get  a  satellite 
the  region  or  a  world  map  cent 
around  it.  There's  also  an  inter 
Perigee  and  Apogee  Calculator 
interactive  planetary  and  sky  n 


View  from  8991  km  above  33°N  95"20W 


r-      a  povidad  by  THb  Uwnp  -o-i*  Inc./Eortb  Imaging 
©  1996.  Al  fflghts  Samr«tt 


►  Best:  Uses  live  satellite  data  to  ge 
pictures,  so  views  are  both  accural 
up  to  date. 


320     FORBES"  Best  of  The  Web  ■  September  11,  2000 


The  site  is  sometimes  slow  and 
;n  is  underwhelming. 

xploratorium 

(ploratorium.edu 

wm 


tual  version  of  San 
co's  hands-on 
n  of  science  and 
perception  is  a 
te  for  kids  and  their 
.  Easy-to-navigate 
exhibits  include 
:ive  diagrams  and  flashy 
s  worthy  of  the  legendary 
ind-mortar  version.  There  are 
lan  450  links  to  science  and 
on  Web  sites  for  kids, 
d  into  23  helpful  categories, 
istructions  for  more  than  200 
xperiments. 

Without  at  least  a  56K  connec- 
won't  be  able  to  appreciate  the 
;bcasts. 


isa.gov 

r  from  this  site  to  any  of  NASA's 
elated  centers,  including  the  Jet 
ion  Laboratory.  Download  the 
ctures  from  the  Hubble  Space 
De,  watch  a  short  video  of  the 
nan  landing  on  the  Moon  or 
latest  images  of  possible  gullies 
s.  A  kids'  section  boasts  neat 
i  like  how  to  make  a  model 
spacecraft.  There  are  also 
on  recent  research  on  such 
s  optical  computing  as  well  as 
space-related  news  sites. 
Ipdates  on  latest  missions,  stun- 
ures  from  faraway  worlds. 
Occasionally  dry  and  a  bit  of  a 
o  navigate. 


Shodor  Education  Foundation 

www.shodor.org 

This  nonprofit  educational 
organization  offers  compelling 
interactive  models  and  simulations 
for  science  and  math  education. 
Though  intended  mainly  for 
teachers,  there  are  great  resources 
for  the  inquisitive  to  teach 
themselves.  Click  on  Master  Tools 
to  find  interactive  programs  that 
allow  you  to  model  fractals,  and 
simulate  galaxy  formation  and 
material  annealing. 
►  Best:  Creative  approach  to  education 
allows  students  and  teachers  to 
collaborate  with  sophisticated 
software  tools. 

WEB  TIP 

Check  out  *Worst:  The  environmental- 

www.edge.org  to  read     model  link  led  nowhere  when 
what  great  minds  are     we  looked, 
saying  about  technology 

and  science  issues.  .  .  . 

Smithsonian  Institution 


www.si.edu 

Pay  a  virtual  visit  to  the  vast  and 
varied  Smithsonian.  This  site  tours 
16  museums  and  galleries,  including 


%  Smithsonian  Institution 


the  National  Air  and  Space 
Museum,  along  with  the  National 
Zoo  and  various  research  facilities. 
Find  out  more  than  you  ever 
wanted  to  know  about  exhibits  and 
collections  past  and  present,  such  as 
the  history  of  the  356  types  of 
aircraft  at  the  National  Air  and 
Space  Museum. 

►  Best:  Tons  of  otherwise  hard  to  find 
information. 

►  Worst:  Some  of  the  museum  sites 
could  be  more  fun  and  interactive,  rather 
than  merely  stores  of  information 

and  catalogs. 


UNIVERSITY  OF  CALIFORNIA.  BERKELEY 

MUSEUM  Off 
PALEONTOLOQ¥ 


UC  Museum  of  Paleontology 

www.ucmp.berkeley.edu 

One  of  the  Web's  best  life-sciences 
collections.  Part  of  the  University  of 
California  at  Berkeley,  this  virtual 
museum  offers  easily  navigated 
exhibits  organized  into  three  major 
"wings":  Phylogeny,  Geology  and 
Evolution.  Thorough  discussions  of 
evolution  and  an  illustrated  tree  of 
life  complement  specialized  topics 
like  the  philosophy  of  cladistic 
analysis.  Also  a  searchable  index  of 
California  microfossil  citations. 
►Best:  Excellent  dinosaur  section  and 
great  links  to  take  your  kids  on  an  illus- 
trated adventure. 

►Worst:  A  lack  of  interactive  exhibits. 

Virtual  Trips  to  Black  Holes 
and  Neutron  Stars 

http://antwrp.gsfc.nasa.gov/ 
htmltcst/r  jn_bht.html 

Witness,  close  up,  the  bizarre  ways 
the  laws  of  physics  behave  around 
black  holes  and  neutron  stars. 
Astrophysicist  Robert  Nemiroff  of 
the  NASA-Goddard  Space  Flight 


Black  Holes  and  Neulron  Stars 


Center  has  created  exciting, 
scientifically  accurate  animations 
that  conform  to  Einstein's  General 
Theory  of  Relativity 
►  Best:  Accessible,  accurate  explanations. 
►Worst:  No  links  to  the  intriguing  refer- 
ences that  are  mentioned. 


Look  It  Up 


Literary 

Books  and  technology  are  intersecting  in  interesting  ways. 

E-books,  Web-only  and  audiofile-only  books  are  dominating  headlines 
and  prompting  reexaminations  of  copyright  law.  Stephen  King's  much- 
publicized  venture  into  Web-only  publishing  was  so  popular  that  his  site 
crashed  beneath  thousands  of  hits.  While  publishing  houses  vie  for  a 
piece  of  the  cybermarket,  inspired  by  low  overhead,  low  production  costs 
and  unlimited  distribution,  homegrown  literary  Web  sites  are  flourishing. 
Tomorrow's  authors  may  follow  King's  lead. 

Beyond  Web  books,  there's  much  more  out  there  than  just  literate 
online  magazines  like  Salon  and  Slate.  Check  out  our  selection  of  digital 
libraries,  print-on-demand  presses,  virtual  versions  of  established  reviews 
and  plugged-in  literary  communities.  Lit  zines  are  multiplying  at  a  feverish 
pace,  but  we've  found  two  that  have  already  reached  maturity.  Also  of 
note:  The  major  publishing  houses  bait  their  Web  sites  with  sample 
chapters  from  this  season's  list.  — Celia  Bland 


Atlantic  Unbound 


CiirrentFea^Uf^ 


How  loivfc  a  Owtto  *  ts  Bill  Chnton  c«atm$ 
ow  a*  :0CO  tfecnoti'  Lafi'  Iwuuy 
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Jack  B»»fty,  Cwnet  Biools  of  r\  M\v*t\ 
Qwfttonf   David  Com  of  TVMwsci.  a 
ti»  tuatuuui  Smii  WUwrts  oi  Ptimton 
UmvjKify  *>  to>»  ujj  1»  q\ms4oit  of  ti» 
Canton  legacy 

■  INTERVIEWS 

AJuiwd  Rwturl  u*  P*te»uu  loiurateri  *nd 
authoi  of  Tailixm   shuts  msAhts  t» 
Hiwd  tarn  y**is  oi  unp«»ibl»il  «c«sa  k 
>jywuue*ji  wet  it  TWibwi 


a  POLITICS  *  PR05£ 

Tisrt*.  id  seww  tack  B<*«\  u^ury  \s  U* 
h$«ty  of  the  Clinton       iiwt  coiiki  t  cut 
Ooiv'Ow  elKGon 

■  HASHBACKS 


Atlantic  Unbound 

www.theatlantic.com 

Literature  can  make  for  good  listening  and  the 
Atlantic  Monthly  is  audible  to  excess.  Excellent 
interviews,  reviews,  essays,  poetry  and  short  stories 
appear  in  text  form,  many  of  them  accompanied  by 
the  seahorse  icon,  which 
signals  audio  sidebars  from 
the  magazine's  voluminous 
archives.  A  previously 
unpublished  essay  by 
Vladimir  Nabokov  is  linked  to 
two  stories,  originally 
published  in  1941,  and  to  a 
sample  of  his  poetry,  read 
aloud  by  his  son.  The 
Soundings  series  features 
readings  of  classic  poems  by 
contemporary  poets.  Edited 
by  poet  and  critic  Peter  Davison,  the  variety  and 
quality  of  Atlantic  Unbound's  Web-only  features 
make  the  print  version  yesterday's  news. 
►Best:  Post  and  Riposte,  the  magazine's  book  discussion 
forum,  is  lively  and  literate. 
►Worst:  Readers  could  experience  post-Atlantic 
stress  syndrome  after  delving  into  this  embarrassment  of 
literary  riches. 
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Bibliomania 

www.bibliomania.com 

Say  you're  at  30,000  feet,  en  route 
California,  with  nothing  to  read  b 
well-thumbed  in-flight  magazine. 
Don't  despair,  just  flick  on  your  la 


bib/iom  a//ia 


and  begin  reading:  "It  was  the  be< 
times  ..."  It  may  not  have  as  man 
titles  as  the  University  of 
Pennsylvania's  library,  or  boast 
Bartleby.com's  appealing  home  p 
and  e-mail  service,  but  Bibliomar 
offers  hundreds  of  classics,  from 
Dostoyevsky  to  Wilde  to  Wharton 
well  as  valuable  reference  books.  1 
still,  each  title  has  its  own  search 
engine  (for  digging  up  that  half- 
remembered  phrase)  and  is  poste 
chapters  for  easy  downloads. 
►Best:  Page  layouts  are  the  most  rean 
of  all  the  digital  libraries  we  surveyed. 
►Worst:  Reading  lists  are  overwhelmi 
nonethnic. 

The  Cortland  Review 

www.cortlandreview.com 

A  refreshing  standout  from  the 
countless  neophyte  zines  cloggil 
Web,  this  multimedia  review  mi 
quality  poetry,  fiction  and  essay 
new  technology  and  an  elegant 
interface — and  no  banner  ads. 
RealAudio  (available  for  free 
downloading)  allows  you  to  list* 
and  read  along  as  poets  recite  th 
work.  (Not  every  poem  is  featur 
RealAudio,  but  they  are  all  in 
typescript.)  Entire  readings  are 
occasionally  featured  as  audio/t 
as  videos.  The  contributors  are ; 
of  established  names — Marge  P1 
Yusef  Komunyakaa — and  up-ar 
coming  ones.  New  issues  are  po 
every  three  months,  but  the  mo 
updates  include  reviews,  intervii 
and  links  that  are  global  in  both 


Gilder  Publishing  and  Forbes  present 


End  of  the  Beginning 

October  25-27,  2000    The  Millennium  Broadway    New  York  City 


Aatt  Andresen,  The  Island  ECN 

lenry  Blodgett,  Merrill  Lynch 

ohn  Browning,  New  Economy  Watch 

:rik  Brynjolfsson,  MIT  Sloan  School 

im  Clark,  Clark  Ventures 

im  Forbes,  Forbes  Inc. 

Jeorge  Gilder,  Gilder  Publishing.  dtigj 

{ill  Gross,  Idealab 

Men  Karlgaard,  Forbes  Magazine  \ 
/lichael  Mauboussin,  Credit  4tk 
Suisse  First  Boston  Corp.  mft 
till  Miller,  Legg  Mason  ^  , 
to^Reid.  Listen.com 


?  (partial  listing) 

Spencer  Reiss,  New  Economy  Watch 
Stephen  Roach,  Morgan  Stanley  Dean 

Witter  &  Co. 
Nirav  Tolia,  Epinions.com 


conference  partners 

Arkansas  Department  of  Economic  Development  •  CoreExpress  •  Digex  •  EC  Cubed 
Electron  Economy  *  Investec  Asset  Management  Limited  ©  Reuters  •  WorldCom 

with  support  from 
Steelcase 


mailrneweconomy@fdrbes.com    Web:  www.forbes.coFn/conf    Fax:  212-367-3550  Phone: 
.    Forbes  Management  Conference  Group  28  West  23rd  Street,  10th  Floor,  New  York,  NY  10010 
Limited  sponsorship  opportunities  are  available.  E-mail  sponsorship  inquiries  to  gewing@forbes.com 


I  Look  It  Up  I  L.ITI 

spirit  and  geography. 
►Best:  Subscriptions  are  free. 
►Worst:  Video  selections  are  limited. 

Mr.  William  Shakespeare  and 

the  Internet 

http://daphne.palomar.edu/ 
Shakespeare 

Articles  on  bearbaiting  and  morris 
dancing  jostle  against  a  guide  to 
Elizabethan  pronunciation,  virtual 
tours  of  the  old  and  new  Globe 
theaters  and  a  diagram  of  the 
Shakespeare  family  tree.  This 
clearinghouse  for  the  digital  Bard 
seems  exhaustively  comprehensive, 
but  every  site  has  been  vetted  and 
annotated.  Check  out  the  links  to  the 


►What  a  Progress! 


"compleat"  canon  either  in  hypertext 
(with  and  without  the  original 
spellings),  illustrated  and/or  in 
translation.  The  question  isn't  "to  be 
or  not  to  be";  it's  whether  to  read  King 
Lear  in  a  facsimile  reproduction  of  a 
1619  first  folio,  or  to  watch  it  in  video 
simulcast. 

►  Best:  Flame  friends  and  foes  alike,  Bard- 
style,  with  the  Shakespeare  Insult  Server. 

►  Worst:  Some  dead  links. 


In  the  predigital  age,  rare  books  and  manuscripts  were  sequestered  in  private  co 
tions  or  browsed  in  darkened  rooms,  displayed  in  cases  protected  by  velvet-cove 
glass.  Now  anyone  can  glimpse  these  treasures  online. 
•Some  2,000  years  had  passed  before  young  Bedouins  hunting  for  a  lost  goat  di 
covered  the  Dead  Sea  Scrolls  in  a  cave  in  the  Judean  Desert.  The  largest  and  olc 
collection  of  manuscripts  relating  to  the  Bible,  the  scrolls  are  on  exhibit  at  the  Lil 
of  Congress  site,  (http://lcweb.loc.gov/exhibits/scrolls/toc.html) 
•The  greatest  art  collector  of  the  medieval  world  was  Jean  de  Berry,  brother  and 
uncle  of  French  kings  and  owner  of  the  Tres  Riches  Heures,  a  Book  of  Hours  (thi 
a  book  of  daily  prayers).  It's  illustrated  in  mind-boggling  detail  with  paints  mixed 
lapis  lazuli  and  crushed  flowers.  The  calendar  section  of  the  Tres  Riches  Heures 
painted  in  the  early  15th  century,  is  posted  online.  (http://humanities.uchicago.e 
images/heures/heures.html) 
•When  Bill  Gates  paid  $30.8  million  at  a  1994  auction  for  the  Codex  Leicester,  a 
loose-leaf  notebook  of  Leonardo  da  Vinci's  scientific  observations  on  gravity  am 
water,  he  made  the  record  books.  Seventy-five  of  its  300  pages  are  posted  on  M 
crosoft's  Corbis  Web  site.  Microsoft  also  offers  a  Leonardo  da  Vinci  CD-ROM,  whit 
translates  his  backwards  writing  (his  own  secret  code),  and  gives  historical  com 
and  animated  enactments  of  the  experiments. 
(http://search. corbis. com/default.asp?q=Codex+Leicester&v=l&s=Codex+Leices 
•The  first  printed  book  in  the  western  world  was  the  Gutenberg  Bible,  51  copies  < 
which  still  survive.  Using  his  invention  of  moveable  type,  Gutenberg  devised  a  fo 
that  mimicked  the  intricate  flourishes  of  monkish  calligraphy.  Judge  the  results  ■ 
this  site,  which  features  a  full-color  facsimile  edition,  (www.gutenbergbible.net/] 
•Writing  to  his  friend  Ralph  Waldo  Emerson  in  1856,  Walt  Whitman  waxed  poetic 
about  the  technological  advances  that  would  serve  America's  readers:  "What  a 
progress  popular  reading  and  writing  has  made  in  fifty  years!  What  a  progress  I 
years  hence!"  Now  the  Great  Grey  Poet  has  gone  digital.  A  collection  of  20,000 
notebooks,  letters  and  manuscripts  is  easily  accessed.  (http://jefferson.village. 
virginia.edu/whitman/) 


New  York  Times  Book 
Section 

www.nytimes.com/books 

Far  more  than  the  print 
version.  The  Sunday  Book 
Review  is  posted  at  the  Books 
section  of  NYTimes.com  all  week 
long,  as  are  daily  reviews,  interviews 
and  breaking  book  news.  The 
advanced  search  function  gives  you 
access  to  50,000  book  reviews,  articles 
and  author  interviews  dating  back  to 
1980.  Reviews  are  cross-referenced  to 
articles  bv  and  about  the  author,  and 


linked  to  audio  interviews  and 
readings,  as  well  as  to  sample  chapters 
from  their  most  recent  books.  A  free 
subscription  to  the  Times'  headline 
news  service  gets  you  the  book  news 
before  breakfast.  There's  no  fee 
web  TIP        involved  to  use  this  site,  but 
The  Arts  and         first-time  users  must  register 

Letters  Daily  and  get  a  password  for 
(www.cybereditions.com/ 

aldaily)  dishes  up  opinion  access, 

and  gossip  from  around  ►Best  The  bestseller  lists  are 

the  English-speaking  ...  ... 

.    ,      J,  posted  online  a  full  week  before 

dook  world. 

publication  in  the  Sunday  Times. 
►Worst  Reviews  are  primarily  of  nonac- 
tion and  fiction  books:  surf  elsewhere  for 
poetry.  And  the  discussion  forums  are  largely 
ignored. 


Poetry  Daily 

www.poems.com 

Doesn't  inundate  readers  with 


po-biz  gossip  or  a  glut  of  archival 
offerings.  One  poem,  one  poet  an 
one  book,  magazine  or  poetry  pr< 
are  spotlighted  daily.  There  are  a : 
choice  links  to  lists  of  prize  winnt 
poet  obituaries,  book  reviews  (wi 
samplings  from  the  book  in  ques; 
and  pertinent  articles  from  arour 
the  English-speaking  world.  The 
editor  has  a  firm  hand,  and  daily 
poems  tend  less  to  the  uplifting 
sentimental  pronouncement  thai 
contemplative  and  meticulously 
detailed  musings.  The  interface  is 
calm  to  the  point  of  homeliness. 
►Best  Although  only  one  poem  is  fea 
more  by  the  same  poet  are  available  i 
the  News  toolbar. 
►Worst  The  lack  of  a  search  engine  i 
poetry  archive  leaves  you  trolling  the 
alphabetical  rolls. 


324     FORBES-  Best  of  The  Web  •  September  1 1, 2000 


Forbes 

Enterprise  of  the  Future  Tour 

j^^g       Presented  By 

i  Sybase 

Visit  this  Exhibition  of 
t       the  Latest  Technology, 

Tools  &  Trends 

Sybase  Presents: 
•  Enterprise  Portals  as  the  digital  infrastructure 
for  the  enterprise  of  the  future 

•  Xerox:  Online  Documents:  The  future  of  the  office...  today 

•  Stamps.com:  Internet  Mailing  &  Shipping  Solutions 

•  EarthWeb:  IT  Professional  Knowledge  &  Career  Solutions 

Experience  first-hand  the  technologies  that  will  define  the  future 
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Look  It  Up 

Computer  Help 

Where  do  you  turn  when  your  Microsoft  Word  is  misbehaving  or 

you  want  to  find  out  how  to  set  up  your  own  Web  site?  The  Web  offers  a 
wealth  of  technical  support  resources.  Many  are  free:  Protonic.com,  for 
example,  offers  free  service  via  e-mail  and  guarantees  a  response  within 
24  hours.  (When  we  tried,  we  got  a  helpful  answer  about  Zip  drive  types 
within  an  hour.)  At  other  sites,  self-appointed  experts  bid  against  each 
other  to  answer  your  question.  You  choose  the  expert  based  on  price, 
posted  background,  or  their  rating  by  other  customers.  But  what  do  you 
do  when  the  problem  is  too  complicated  to  explain  in  writing?  Sites  offer 
a  variety  of  solutions,  from  live  chats  with  experts,  to  searchable 
databases  of  answers  to  similar  questions,  to  human  agents  who  can  see 
your  screen  and  control  your  computer  through  a  special  remote  tie-in. 
Log  on  and  give  your  tech  support  person  a  break.  —Louie  Torres 


Expertcity 

www.expertcity.com 

Hand-  and  mouse-holding  galore.  Live  experts  offer 
technical  support  any  time,  seven  days  a  week,  either  by 
phone,  or  through  an  innovative  screen-sharing  plug-in. 
This  plug-in,  which  you  download,  allows  an  expert  at  a 
remote  location  to  control  your  computer,  literally 
f  \  V*.  moving  your  cursor  and  highlighting  items  on  your 
screen.  End  the  session  at  any  time  with  a  single  click. 
Expertcity's  plug-in  will  soon  support  any  operating 
system,  including  the  Mac  OS  and 
UNIX.  How  much  does  this  service 
cost?  That  varies.  Submit  a  question 
and  experts  offer  bids;  review  their 
backgrounds  before  making  a 
choice.  For  a  tough  networking 
question,  we  received  a  bid  of  $40 
from  a  Ph.D  in  electrical 
engineering;  simpler  questions 
garnered  $5  and  $10  bids. 
►  Best:  Getting  help  through  the  screen-sharing  feature  can  be 
a  lot  faster  than  resolving  your  technical  crisis  through  multiple 
e-mails  or  over  the  phone. 

►Worst:  Users  can  waste  a  lot  of  time  sifting  through  those 
expert  profiles.  Rudimentary  questions  can  be  answered  free 
at  other  sites. 


:C1 


Cnet  Help.com 

www.help.com 

Variety  of  well-organized  resources 
for  the  technically  oppressed.  Select  a 
category  or  perform  a  quick  search 
through  easy-to-find  options.  Public 
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newsgroups  contain  posted 
questions  and  usually  detailed 
answers.  Directs  you  to  specialized 
resources  when  appropriate,  such  as 
Dslreports.com  for  issues  with  DSL 
high-speed  connections. 

September  11,2000 


►  Best:  Tie-in  to  other  CNET  resources 
►Worst:  You  may  spend  a  lot  of  tim 
looking  for  more  obscure  topics. 

Epeople.com 

www.epeople.com 

Techies,  meet  the  free  market  o 
This  marketplace  links  individi 
and  small  organizations  to  IT  si 
providers.  Just  type  your  questi 
and  submit:  Within  minutes  th 
who  can  help  will  e-mail  bids  t 
vary  with  the  complexity  of  yoi 
problem.  Bids  usually  come  in 
$10  for  most  problems. 

►  Best:  Posted  ratings  of  the  providi 
►Worst:  Users  may  pay  for  answer: 
could  get  free  elsewhere. 

Lycos  Computers 

www.lycos.com/computers/hel 

Not  only  can  you  get  MP3s  at  Ly 
you  can  also  find  out  how  to 
download  and  burn  them  on  tc 
Lycos'  easy-to-navigate  Help  & 
How  To  category  goes  beyond  I 
computer  help.  Users  can  select 
topics,  perform  a  search  or  sele* 
topic  from  the  Popular  Help 
Directories.  Either  way,  Lycos 
retrieves  links  to  help  answer  yc 
questions.  The  site  also  offers 
surprisingly  good  message  boai 
►Best:  Links  to  excellent  resources 
►Worst:  Easy  to  get  lost  in  the  maze 
of  data. 

WebHelp.com 

www.webhelp.com 

Not  sure  how  to  find  what  you 
on  the  Web?  This  site  offers  hu. 
agents  that  trawl  the  Internet  fo 
Ask  your  question  in  a  real-tirr. 
session.  When  we  tried,  our  age 
quickly  sent  us  a  link  accuratel; 
explaining  the  differences  betw 
ATA  and  SCSI  hard  drives.  No  cl 
for  basic  service.  Express  servic 
$9.99  a  month  for  unlimited  qi 
alternatively  you  can  prepay  $9 
ten  Web  help  credits. 

►  Best:  Chat  real  time  with  an  agen 
then  get  an  e-mail  of  the  conversat 
►Worst:  The  waiting  time  for  an  ag 


>punk  were  medicine.  Hariev  wouldn't  need  your  help. 


aid  McDonald 
we  Charities 


Journey  of  Hope 

O  ViewSonic  applauds  Ronald 
/*X?  McDonald  House  Charities® 
^  AJV  and  their  humanitarian 

mission.  And  we're  joining 
them.  Throughout  the  year, 
the  ViewSonic  hot-air  balloon 
II  travel  across  the  United  States  and 
mada  as  part  of  a  program  we  call  the 
urney  of  Hope.  Joined  by  a  generous 
Dup  of  special  partners,  we  are  working 
vard  the  goal  of  raising  awareness, 
ability,  support-and  most  importantly— 
iding  to  assist  the  Ronald  McDonald 
>use  Charities3'  in  helping  children  and 
nilies  in  need. 

i  the  kind  of  thing  good  neighbors 
d  good  corporate  citizens  must  do. 
3  need  your  support  and  your  dona- 
ns.  Remember,  your  help  keeps  hope 
/e  for  these  amazing  kids. 
;ase  visit:  www,  iournevofhope.com  for 
)re  information  about  the  Journey  of 
pe  and  how  you  can  make  a  donation. 

are  proud  to  present  our  Journey  of  Hope  Partners: 


-»*■  "  C3         Legendary  Reliability  MM  VACATIONS 

r.forbes.com  www.apcc.com  www.aavacations.com 

AMER.ICA   ^- 

www.aol.com  www.ViewSonfc.com 


Journey  Hope 
www.ViewSonic.com 


Look  It  Up 


Search  engines  seem  to  be  getting  better  and  more  innovative.  Now 

you  can  go  way  beyond  general  searches,  customizing  your  search 
engines  and  narrowing  down  the  possible  outcomes  by  types  of  files  like 
video  images  or  MP3s.  There  have  also  been  improvements  in  the 
basics  of  search,  speed  and  relevance.  Those  with  queries  in  specific 
industries  should  seek  out  niche  search  engines.  We  have  included  one, 
Auction  Hawk,  which  tracks  millions  of  online  auctions  and  allows  you  to 
track  prices.  —Rob  Wherry 


Google 

www.google.com 

f    The  "no  frills"  of  search  engines — no  stock  quotes 
\,  or  news  flashes  clutter  the  home  page  here.  Industry 
stalwart  Yahoo  chose  this  engine  as  its  default 
provider,  and  we  can  see  why.  It  is  cleanly  designed 

and  it  turns  up 


Google 


|  Googb  Seoicli  |  (  I'm  Feeing  lucky  | 


Google  index  1,060.000,000  veb  pages 

Independenl  Suiveynenka  Goode  »l 


relevant  results 
from  more  than 
one  billion  pages 
indexed.  Google 
searches  in  a 
unique  manner, 
looking  at  links 
from  other  sites  to 
find  and  then 
rank  answers  to 
your  search 
queries.  Results 
will  tell  you 
whether  the  site 
should  be  viewed 
only  by  adults.  Google  also  caches  the  pages  it 
searches  for  quick  reference.  Bonus:  You  can  use  the 
site  to  get  the  definitions  of  English  words  or  find 
street  maps  of  any  American  address.You  can  also 
download  a  version  of  Google  to  your  own  site. 
►  Best:  Clutter-free  and  best  of  all,  relevant  results. 
►Worst:  Narrowing  searches  could  be  easier. 


AltaVista 

www.altavista.com 

This  Compaq  Corp.  subsidiary 
well  organized  by  topic  and  ha: 


added  some  attractive  features 
our  last  review.  Now  users  can 
search  for  MP3,  video  and  phot« 
image  files.  The  improved  Babe 
Fish  translation  tool  now  can  b 
used  for  25  languages.  The  Rag 
Search  allows  you  to  customize 
searching  by,  among  other  thin 
entering  Boolean  queries. 

►  Best:  Displays  thumbnails  of  vide 
photo  image  files. 
►Worst:  Recommended  sites  are  o- 
marketing  tie-ins. 

Auction  Hawk 

www.auctionhawk.com 

Auction  Hawk  quickly  scours  m 
than  6  million  auctions  for  the 
obscure  and  the  popular.  It  shov 
latest  bid,  or  for  concluded  aucti 
when  the  auction  ended.  The  Va 
Scout  tool  offers  appraisals,  whi] 
another  option  allows  you  to  tra 
auctions  without  being  at  the  sit 

►  Best:  Alert  messages  tell  you  whe 
item  you're  looking  for  comes  up  fo 
auction. 

►Worst:  As  with  other  auction  engi 
the  searching  process  can  be  slow. 
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Elrr  ore  L 
Arthur  Miller,  Mi 
Virginia 

John  Seely  Bn 


eton, 

•Sherry Turkic,  ■fUll  SfeV"      .  nVollmann. 

Michael  Wolff,  John  ZooM  and  many  more! 


On  Sale  9/18/00 

Big  Issue  V:  What  is  True  in  the  Digital  Age 


l  defining  the  digital  age  1 


Look  It  Up 


H  ENGINES 


Copernic 

www.copersiiiic.com 

The  only  engine  that  needs  to  be 
downloaded  first,  it  works  in 
conjunction  with  browsers  like 
Netscape  or  Internet  Explorer. 
Although  this  took  us  20  minutes  to 


C0P1jH&PPE R   ih°P'  Com'"'" "ndiavel 
fltil  "  


download,  it  was  well  worth  it.  This 
meta-search  tool  combs  the  results 
of  15  engines.  The  initial  screen  is 
well  organized  and  results  are  easier 
to  read  than  traditional  formats.  In  a 
slim  horizontal  readout,  keywords 
are  highlighted  in  yellow  so  you  can 
immediately  see  the  relevance  of 
results.  Search  either  by  key  words  or 
by  asking  a  question.  Fast  and 
thorough,  the  site  weeds  out  dead 
links  and  duplicates. 

►  Best:  Easy  to  read,  highlighted 
results. 

►  Worst:  In  order  to  do  MP3 
searches  and  other  specific 
searches  you  have  to  download 
fee-based  products. 


search  engine  produces  well- 
organized  and  easily  understood 
results.  The  site  has  added  features 
for  MP3,  photo  images  and  new 
headlines.  And  you  can  search  your 
favorite  auction  sites.  There  is  even 
an  Assistant  tool  that  lets  you  search 
Internet  radio,  or  check  stock 
movements,  without  opening  up 
your  browser. 

►  Best:  Customize  your  home  page  while 
keeping  your  Excite  search  window  front 
and  center. 

►  Worst:  Search  results  for  photos  don't 
include  images. 

Fast  Search  and  Transfer 

www.alltheweb.com 


I— * 


0         I    •  •  • 


Sevrbforl  ofl  of  I  he  *ords 


Decs  Selects  FAST  * 


WEB  TIP 

Are  you  a  newshound?  If 
you  need  to  track  current 
events,  try  engines  like 
IstHeadlines,  reviewed  at 
www.forbes.com. 


Excite 

www.excite.com 

The  opposite  of  Google  in  terms  of 
design.  Excite's  home  page  is 
information-packed,  with  headlines, 
stock  market  numbers,  weather,  chat 
events  and  horoscopes.  Excite's 


fljtita                        UeUUft  fee 

<?!»■»■-:■                         EHirNIa— t  UDC 

Cuiui                     UatJy  tin 
j&Bli               ftum  Bm 

(.(■arloSdrwa 

UttttM  tt^mt  ■AJLMMllfcMLAJtfeB 

•■VP*  L*lt 

The  fastest  of  our  sites,  by  far.  A 
joint  venture  with  Dell,  this  site 
returns  results  in  a  split 

second.  An  advanced  search 
feature  allows  users  to  sort 
by  language,  words  and 
domains.  Designed  with  a 
multimedia  edge,  users 
can  search  for  MP3  and 
multimedia  files. 
►  Best:  Speed. 

►Worst:  Poor  child  safety  feature:  We 
went  looking  for  information  on  the  book 
Little  Women  and  got  some  links  to  porn 
sites. 

HotBot 

www.hotbot.com 

It's  hard  to  see  much  family 
resemblance  between  this  site  and  its 
sister,  Lycos.  Lycos  is  bland  and  stale; 
Hotbot  is  defined  by  bright  green 
and  blue  colors  and  offers  one  of  the 
Web's  best  search  formats.  Users  can 
search  music,  video  and  photo 
image  files.  Customized  features 
narrow  down  the  usual  weeds:  Pick 


from  nine  different  languages 
Boolean  searches  by  word,  dat< 
person's  name  or  by  page  title, 
oddball  categories  include  alui 
searches. 
►  Best:  Highly  customizable,  with  r 
variables  in  just  its  basic  search 
►Worst:  The  advanced  search  fum 
doesn't  prioritize  results  well. 

Northern  Light 

www.northernlight.com 

Northern  Light  is  a  profession 
researcher's  dream.  The  site  ol 
specialty  searches  for  governrr 
information  as  well  as  searche 


■iB- 


.35. 


designed  for  businesses  and  ot 
researchers  by  industry  and  so 
For  a  fee,  serious  seekers  can  g 
access  to  Northern  Light's  onli 
library  of  more  than  12  millioi 
text  articles. 

►  Best:  Get  alerts  if  a  new  Web  site 
appears  on  a  specific  topic  you  ha 
identified. 

►  Worst:  The  customized  search  re 
always  bring  back  sites  that  are 
accessed  only  with  a  fee.  For  exarr 
we  searched  for  "MBNA,"  the  credi' 
card  company.  Northern  returned 
to  investment  company  reports,  bi 
only  bland  summaries  were  availal 
for  free. 
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vweDaaaress 

advertiser     d  i  r  e  c  t  o  r  y 

Your  connection  to  instant  information  from  Forbes  advertisers 


\omotive 

coin  Mercury. 

vJincolnvehicles.com 

siness  to  Business 

erican  Express  Corporate 
■vices.  1-800  AXP  1200 
v.americanexpress.com 
loBrain.com. 

v.hellobrain.com 

srWewNow.com 

v.interviewnow.com 

■tel  Networks. 

v.nortelnetworks.com 

est  Cyber  Solutions  (QCS). 

v.QCS-US.com 

•e  Medium. 

iv.raremedium.com 

siness  to  Business  Shipping 

low.  www.yellowfreight.com 
10-610-6500 

siness  Classified 

Hated  Business  Consultants. 

^.bizsale.com 

utal  Asset  Management. 

/.assetprotection.com 
10-710-0002 

aware  Business  Inc. 

J/.e-incorporate.com 
0-423-2993 

ncorp.  www.francorpinc. 
ss  Mechanix. 

^/.glassmechanix.com 

jO-826-8523 

3 row  Consulting. 

0-358-8011 

ionetics.  www.optionetics.com  1- 
[366-8264 

"en  Sears  CPA/Attorney. 

j'.searsatty.com 

ie  Value  Software. 

ktaxpenalty.com 

lie  Line,  www.valueline.com 

i  nputer/Technology 

lera.com.  www.agilera.com 
ex.  www.digex.com 
wSonic  Corp. 

teewsonic.com 


Consumer  Products/Services 

BMW  Motorcycles. 

www.bmwusacycles.com 

Cadillac,  www.cadillac.com 

1-800-333-4CAD 

Chevrolet  Suburban. 

www.chevrolet.com  1-800-950-2438 

Chevrolet  Corvette. 

www.chevrolet.com/corvette 

Chevrolet  Impala. 

www.chevrolet.comMmpala 

Delphi  Automotive  Systems. 

delphiauto.com 

Evoke,  www.evoke.com 

FannieMae.  www.fanniemae.com 

Flighttime.com.  www.flighttime.com 

Ford  Outfitters. 

www.fordoutfitters.com 

Hitachi  Home  Electronics. 

www.hitachi.com/tv  1-800-HITACHI 

Hyundai  Electronics  Industries 

Co.,  Ltd.  www.hei.co.kr 

Meritor  Automotive  Inc. 

www.meritorauto.com 

OnStar.  www.onstar.com 

Toyota  Motor  Sales  USA. 

www.toyota.com 

World  Wide  Tele  Sports. 

www.betwwts.com  1 -800-BET-WWTS 

e-business  services 
ZixMail.  www.ariba.com 

E-Commerce  Platform 
Ariba.  www.ariba.com 

Education 

Regent  University. 

www.regent.edu/forbes 
1-800-335-4409 

Financial  Services 

Datek  Online,  www.datek.com 
1-877-88DATEK 

Esurance.  www.esurance.com 
Kinetics  Mutual  Funds. 

www.kineticsfunds.com 
Nasdaq,  www.nasdaq.com 
PNC.  www.pnc.com 
RHI  Management  Resources. 

www.rhimr.com  1-888-400-7474 


Smith  Barney  Mutual  Funds. 

www.smithbarney.com/mutualfunds 
1-888-SERIOUS  ext.  1862 
T.  Rowe  Price  Media  & 
Telecommunications  Fund. 

1-800-401-4568  055373MTF 
www.troweprice.com 

Travel 

oneworld.  www.oneworld.com 

China's  Hot  Dot.  corns 

iAsiaWorks,  Inc. 

www.iasiaworks.com 
CETRANET.  www.ectra.org.tw 
ET  Webs  Inc.  www.ETWEBS.com 
NetEase.  www.163.com 

ELogistics 

Ariba  Technology. 

www.ariba.com 
Atlas. 

www.atlascommerce.com 

Celarix. 

www.celarix.com 

Commerce  One. 

www.commerce.com 

Electron  Econony. 

www.electroneconomy.com 

Fullecom.com. 

www.fullcom.com 

Highjump. 

www.  highjump  sof  twa  re.com 
llogistix. 
www.ilogistix.com 
Manugistics. 

www.manugistics.com 
NCR. 

www.ncr.com 

Nistevo  Corporation. 

www.nistevo.com 
Quest  Cyber  Solution. 

www.qcs-us.com 
Remedy. 
www.remedy.com 
Ryder. 

www.ryder.com 

Silverstream. 

www.silverstream.com 

United  Shipping  &  Technology. 

www.u-s-t.com 
Vitria. 

www.vitria.com 


ill  Review 


?bt|ot)sUSA.tom 


To  advertise  in  this  section  call  561' 


 i   I 


FINANCIAL  SOFTWARE  SALES  EXECUTIVE 

SS&C  is  currently  seeking  a  highly  motivated 
individual  to  generate  new  software  sales  within  the 
investment  management  industry.  Responsibilities 
include  lead  generation,  ownership  of  the  sales  process 
to  closure,  maintaining  existing  client  relationships  for 
cross  selling,  and  managing  our  established  pipeline. 
The  position  will  be  based  in  our  New  York 
Manhattan  office  but  may  include  responsibility  for 
our  West  Coast  clients  therefore  an  interest  in  and 
willineness  to  travel  extensively  to  the  West  Coast 
would  be  a  plus.  The  qualified  candidate  will  possess  a 
comprehensive  knowledge  of  financial  services  (Asset 
Management,  Insurance,  Hedge  Funds,  and  RIA's), 
2-10  years  of  senior  level  software  sales  experience, 
a  proven  track  record  of  exceeding  sales  quotas 
(preferably  in  a  financial  software  provider 
environment),  superior  verbal  and  written 
communication  skills,  and  excellent  presentation  skills. 
In  addition  to  the  above  requirements,  the  qualified 
candidate  mast  be  a  goal-oriented  self-starter  with  a 
Bachelor  s  degree,  preferably  in  Finance. 

All  interested  candidates  should  forward  their  resumes 
in  confidence  to:  SS&C  Technologies,  Inc.,  Attn: 
Human  Resources  -  Dept.  FSSE/FM-91 1,  80 
Lamberton  Road,  Windsor,  CT  06095;  Fax: 
(860)  298-491 1;  Email:  jdalentatf'ssci nc.com.  We 
are  an  Equal  Opportunity  Employer  dedicated  to 
diversity  in  the  workplace.  M/F/D/V. 


Access  Success  (3, 

www.  ssctech.  com 


<vtTY  Powers  High-Tech  Ingenuity 


Alliant  Energy 

Our  power 

is  in  our  people 

Aiant  Knergy  is  well  positioned  for  success  in  i 
competitive  energy-services  marketplace  of  t| 
.  future  In  fact,  with  a  team  of  6,200  strong) 
individuals,  Alliant  Energy  has  the  power  to  lead  tl) 
industry  in  customer  responsiveness,  reliable  servio 
and  innovative  new  products. 

We  pride  ourselves  in  offering  a  great  deal  of  0|i 
ties  and  rewards  to  people  with  vision,  creativity  ari( 
do"  attitude.  Positions  are  now  available  in  Engine; 
Project  Management;  Accounting.  Finance  and ' 
Information  Technology  ;  Power  Plant  Managem 
Sales  and  Marketing;  and  Business  Developmed 
If  you  are  eager  to  join  a  diverse,  powerful  tear) 
send  your 

ALLIANT  ENEI 


resume  to: 


Alliant  Energy,  an 
equal  opportunity 
employer,  is 
committed  to 
a  diverse, 
welcoming  work 
environment 


Worldwide  Headquarters 
Human  Resources 
222  West  Washington  Ave 
PO  Box  192 

Madison,  Wisconsin  53701-0192 

Employment  Hotline  1-800-851-0658 
wwwalliant-enerqy.com 


I die  ever-changing 
Jlifiriancial 
marketplace,  SS&C 
Technologies,  Inc.  is  a 
true  pioneer  of  software 
solutions  and  services. 
The  need  for  a  reliable 
financial  and  investment 
system  is  more 
"substantial  than  ever 
before,  and  we're  setting 
new  standards  when  it 
amies  to  meeting  that 
need.  Our  Straight- 
Thru  Processing  enables 
our  clients  to  customize 
programs  to  meet  their 
individual  needs,  and 
our  strategic  thinking 
identifies  problems  and 
implements  solutions. 
Bring  your  talent  and 
ingenuity  to  SS8cC,  where 
you  have  the  power  to 
transform  financial  and 
investment  operations 
around  the  world. 


WE  ARE  THE  FUTURE  OF  THE  AUTOM  OTIVE  BUSINESS 

At  Sonic  Automotive  Inc.,  we  have  raised  the  bar  for  the  automotive  industry  by  doing  things) 
little  bit  different.  We  are  a  Fortune  500  company  with  earnings  that  have  exceeded  Wall  Streii 
expectations.  We  have  an  employee  benefits  package  that  is  among  the  best  in  the  industrj 
And  because  of  our  strong  commitment  to  our  people,  we  were  recognized  by  Fbrbesasone  of  thl 
best  companies  to  work  for.  Ready  to  change  your  lif  e?  www  .sonicautomotive.co) 


For  more  career  opportunities  -  visit  BestJobsUS/ 
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To  advertise  in  this  section  call  561-686-6800 
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isit  our  Web  site  at  www.landsend.com  and  you'll  put  us  on  your  list,  too. 


ds'  End.  the  #1  e-commerce  apparel  retailer  in  the  world,  is 
for  our  own  Best  of  the  Web- professionals  with  Web  design  and 
>ment  talent,  and  e-commerce  business  analysis  skills.  Working 
Dodgeville,  Wisconsin,  headquarters,  you'll  provide  the  insight 
>as  it  takes  to  keep  our  Internet  business  booming.  In  fact, 
b  efforts  and  creative  use  of  technology  have  landed  us  on 
iterWorld's  Top  100  Places  to  Work  in  IT  list,  and 
jf/ortl/VeeA-'sTop  500. 

esigner  (Position  #FB080789) 

i  your  strong  visual  sense,  you'll  work  alongside  merchandisers, 
iters  and  Web  developers  to  create  daily  and  weekly  feature 
:  for  our  top-ranked  Web  site. 

sveloper  Programming  Specialist  (Position  #FB080324) 

king  with  a  team  of  Web  developers,  you'll  execute  Web 
iment  on  the  server-side.  You'll  need  experience  with  project 
ament  and  system  design;  systems  analysis, 
and  development;  and  object-oriented 
;,  design,  and  development. 

ss  Analyst  -  E-Commerce 
>n  #FB080646) 

you  support  our  e-commerce  business 
is  through  information  intelligence?  In  this 


position,  you'll  focus  on  solving  business  problems  through  Internet 
customer  behavior  analysis,  and  by  developing  reporting  tools  that 
help  management  in  the  decision-making  process. 

For  complete  job  descriptions  of  these  positions,  visit  our 
Web  site  at  www.landsend.com. 

We're  also  recognized  for  more  than  our  technological  achieve- 
ments. Fortune  magazine  ranks  Lands'  End  as  one  of  the  Top  100 
Companies  to  Work  for.  No  doubt,  this  is  in  part  due  to  our  casual 
corporate  environment,  and  our  commitment  to  employee  comfort  and 
job  satisfaction-including  benefits  like  free  access  to  our  world-class 
fitness  center,  complete  with  indoor  track,  gymnasium,  swimming  pool, 
and  more!  And  you'll  be  minutes  from  Madison,  consistently  ranked  one 
of  the  nation's  top  places  to  live. 

If  you're  interested,  put  Lands'  End  on  your  list  and  contact  us.  Be 
sure  to  indicate  the  appropriate  position  number  in  your  cover  message 
or  resume  and  write  to  Erin  Mackesey  at: 


Lands'  End 
P.O.  Box  3597 
Scranton,  PA  18505 

E-mail:  Careers@landsend.com 

Fax:  1-877-701-7701 


inds'  End,  Inc.   Equal  Opportunity  Employer 


COMP 


THE  COMPUTER  SUPERSTORE 


J 


What  makes  people  click  here  at 
CompUSA? 

It's  our  progressive  atmosphere....  working 
hard  and  having  fun  while  getting  recog- 
nized and  rewarded!  This  environment 
comes  from  a  combination  of  great  people, 
great  benefits,  and  of  course,  great  pay. 

To  explore  CompUSA's  current  openings,  go 
to:  www.compusa.com. 

We  currently  have  positions  available  in  the 
following  areas: 

•  RETAIL  &  FIELD  OPERATIONS 

•  CORPORATE  OFFICES 

•  CALL  CENTER  OPERATIONS 

tfer  an  excellent  salary  and  all  of  the  benefits  you 
|  expect  from  an  industry  leader.  Please  visit  our 
re  as  above  or  mail,  email  or  fax  your  resume  not- 
£a/position  of  interest  to:  CompUSA,  Inc.,  14951 
Dallas  Parkway,  Dallas,  TX  75240;  FAX  (972)982- 
EMAIL:  hr@compusa.com.  An  Equal  Opportunity 
Iyer  dedicated  to  Affirmative  Action. 


Let's 


Click 


i/isit  our  employment  opportunities  page  at  i 


Seeking... 

...creative,  innovative  career  opportunities, 
in  the  U.S.  and  all  over  the  world? 
...a  position  with  the  challenges  of  a 
highly  diverse  product  line  and  the 
systems  that  support  it? 

...3M? 

Now  open  with  3M  Information  Technology,  positions 
working  with: 

C/C++  PeopleSoft 

COBOL  UNIX 

Java  Telalert 

Visual  Basic 

Lotus  Notes/Domino 

Microsoft  SQL  Servers 

Tivoli 

And  many  more! 

Take  up  the  challenges  of  3M's  top  Information  Technology  priorities: 
eBusiness,  Demand  Management,  and  Data  Warehousing;  and  work  with 
3M  product  lines  to  take  advantage  of  business  opportunities. 

For  confidential  consideration,  respond  to:  karemus2@mmm.com 
Visit  our  3M  Website  at  www.mmm.com 

3M  Innovation 

We  Are  An  Equal  Opportunity  Employer 


CSMS  (Customer 
Service  software) 

HTML 

TCP/IP 


z  career  opportunities  -  visit  BestJobsUSA.com 


BusiriessClassified 


Financial  Services 


Advertisement 


Financial  Services 


Receive  Value  Line 
for  only  $55 

An  Introductory  subscription  to  The  Value  Line  Investment  Survey  brings  you  \j 
the  2000-page  Investors  Reference  Library  —  Value  Line's  most  recent  Ratings  and  \ 
Reports  on  1700  stocks  and  the  practical  guide  How  to  Invest  tn  Common  Stocks.  Y» 
You  will  also  receive  analyses  of  about  130  stocks  each  week  for  10  weeks  for  $55  ijl 
Available  only  once  every  three  years  to  any  household.  SPECIAL  BONUS:  Wall  Street  ■ 
Words.  Revised  Edition:  An  Essential  A  to  Z  Guide  for  Today's  Investor  (retail 
price.  $12.00).  In  addition  to  clear  definitions  of  4.000  terms,  this  convenient  guide 
contains:  60  case  histories  Illustrating  the  real-world  application  of  key  concepts,  as  well 
as  samples  of  technical  charts.  You  also  get  explanations  and  Ideas  from  Industry 
professionals  on  50  special  topics.  Including  tax  law.  financial  management  and 
accounting.  Available  while  supplies  last.  Free  with  your  subscription.  Your 
subscription  may  be  tax-deductible;  consult  your  tax  advisor.  Send  check  or  money 
order  along  with  name,  address  and  zip  code  together  with  this  ad  or: 

CALL  TOLL-FREE  1-800-535-9651 

BONUS  CODE  516NFWE11  American  Express,  MasterCard,  Visa  or  Discover 
24  hours  a  day,  7  days  a  week  I!  you  are  nol  completely  satisfied  return  all  materials 
In  good  condition  within  30  days  irom  the  start  of  your  trial  subscription  for  a  full 
refund  of  your  lee.  Allow  4  weeks  for  delivery.  Foreign  rates  upon  request. 
Order  Online  at  www.valueline.com/ads/rSenf 


.The  Value  Line  Investment  Survey* 

PO  Box  3988.New  York  NY 
10008-3988 


Executive  Gifts 


Business  Opportunities 


OVER  TWO  BILLION 


WORTH  OF  BUSINESSES  FOR  SALE  BY  OWNERS 
MAJOR  MANUFACTURING  TO  SMALL  RETAIL  SHOPS 
CONVENIENCE  STORES  •  RESTAURANTS  •  MOTELS 
Save  Thousands  ol  Dollais  ■  No  Brokerage  Fees 

CALL  US  TOLL  FREE  1-800-999-SALE 
www.gwbs.com 
NATIONWIDE  •  to  Buy  or  Sell 
MANY  OFFER  OWNER  FINANCING 
GREAT  WESTERN  BUSINESS  SERVICES,  INC. 


OFFSHORE 


♦Companies 
♦Banking 
♦Credit  Cards 
♦Privacy 


Capital  Asset 

Management 

(800)  710-0002     f  ret  Brochure 

Visa/MC/Amex  wwwjutetprotecUon.com 


DEPOSIT  PENALTIES 

90%  are  Too  High! 
Save  an  average  of  40%  at 

TaxPenalty.com 


Business  Opportunities 


e-incorporate  .com 


•  Registered  agent  services 

•  U.S.  bank  accounts  opened 

•  Nominee  director  services 
Delaware  Incorporation  Handbook 

Delaware  Business  Incorporators,  Inc. 

800.423.2993 


Legally  &  Ethically 


Own  YOUR  Own 
OFFSHORE  BANK 

FREE  Report 

800-733-2191 


OPPORTUNITY  KNOCKS 

Once  in  a  while  an  opportunity  comes 
along  that  will  never  repeat  itself.  Get 
in  on  the  ground  floor.  Extremely  high 
income.  Training,  leads,  secured  ac- 
counts to  call  on.  Opportunity  of  a  Life- 
time. Let's  talk.  (ln\  Req.) 

Areas  Goinq  Fast. 
1-800-675-6144 


MAKE  BIG  $  $  $ 

8SPAWN9  CRACKS  IN  WINDSHIELDS 


1-S00-S26-8523 

Usa/Canada 


I  www.glassmechanix.com 


Buy  or  Sell  a  Business 

www.bizsale.com 

Franchises  and  Businesses  FSBO 
All  types,  sizes,  prices,  and  terms. 
Save  time  and  money. 
Affiliated  Business  Consultants 
719-540-2200 


Business  Services 


E-Commerce  Exchange 

Is  here  to  help!  Increase  your 
sales  by  up  to  100%! 
Accept  Credit  Cards 
For  Your  Business. 
Call  us  today  for  your 
Merchant  Account  or 
Total  E-Commerce  Solution! 
1-800-769-4829 


Buy  Foreclosed  Property. 

Use  OUR  Money.  Split  Big  Profits. 
Complete  Training.  Call  for  Free 
Information  Package. 
800-995-0049  Ext.  7675 


Charge  your  ad... 


:    0  I 

Capital  Available 


ATTORNEYS  ACCOUNTANTS 
DEALMAKERS  Public  or  private 
funds  available  for  expansion  of 
projects  with  excellent  manage- 
ment and  growth  potential. 
ARBOC  INC.  561 -627-71 10 


'      Business!  !  is  if ied 


Advertisement 


More  than  just  a  telescope... more  than  just  a  microscope... 

Episcope™  (the  complete  vest-pocket  optical  system) 

Still  only  $5<P 

^But  read  this  ad  for  an  even  better  deal! 

Remove  the  Episcope™  from  its  fitted  leather  case 
and  it's  a  30-power  microscope.  A  twist  of  the 
wrist  converts  it  to  a  3x  telescope,  or  a  unique  3x  tele- 
scope-loupe. Another  twist,  and  you  have  a  choice  of 
magnifiers  and  loupes:  5x,   lOx,  and  15x  powers. 

The  Episcope™ ,  only  2"  long,  was  developed  in 
Wetzlar  (Germany),  the  home  of  world-famous  Leica 
cameras;  it's  now  being  made  by  one  of  Asia's  finest 
lens  makers.  The  optics  are  superb:  brilliant  luminosity, 
needle-sharp  focus,  absolute  planarity,  total  .  EveH  at  iis  Mghest  imgtlificaHon  $ 
chromatic  correction,  and  fully  anastigmatic.  30x,  the  Episcope  ™  resolves  as  dis- 
The  Episcope™  is  the  first  choice  of  geologists,  biologists,  iincfly  as  any  laboratory  microscope,  yet 
physicians,  numismatists,  philatelists,  engineers,  and  just  any-  8  is  on,V  2"  lm8-  A"  °Ptical  "made! 
body  who  likes  to  see  the  infinite  detail  in  his/her  surroundings.  It  comes  with  a 
plastic  "tripod"  for  extended  observations  at  15x  or  30x  magnifications. 

*And  here  is  the  "even  better  deal":  Buy  two  Episcopes  for  $119.90  and 
we'll  send  you  a  third  one,  with  our  compliments — absolutely  FREE! 


You  may  order  by  toll-free  phone,  by  mail,  or  by  fax  and 
pay  by  check  or  Visa/ MasterCard.  Please  give  order  num- 
ber #1062F738.  Add  $4.95  for  ship. /ins.  and  sales  tax  for 
CA  delivery.  You  have  30-day  refund  and  one-year  war- 
ranty. We  do  not  refund  postage.  For  customer  service  or 
wholesale   information,   please   call    (415)  643-2810. 


■  since  1967  m    ■  ■■ 

haverhills 

2360  Third  St.,  San  Francisco,  CA  94107 


©  Order  by  toll-free  phone:  (800)  797-7367  or  (fastest!)  by  fax:  (415)  643-2818  © 
Visit  our  website  at  www.haverhills.com 


Fund  Newsletter 


Franchising 


Gemstones 


FREE  TRADE! 


Double,  Even  triple  your  money 
with  a  week  of  great  trades! 
By  fox  or  •mall. 

Cell  NOW  =«d  ••  •  BONUS,  ratal** 
out      ptionelionom  o»wtl*M*r  f RES 
'or  two  months! 

1-888-366-8264 

OPTIONEtICS.COM    Code  423 


Business  Services 


CAU  1-«00-371-«*«4 

Telk  to  m  Bxtt.  Betgjg  nobody  hu  franchiwd 


mow  butinetw  than  Francorp, 
The  leader  is  franchise  development 

and  coniultisg.  Worldwide. 
Ask  about  our  Franchiie  Your  Business 
seminars. 


www.franeorp.Gom 


FB 


INVESTMENT  GEMSTONES 
GUARANTEED  LIQUIDITY!! 

Wc  buy  &  sell  Diamonds 
and  all  Precious  Gemstones 
Free  wholesale  catalog  since  1967! 
Member:  Jewelers  Board  of 
Trade  &  Chamber  of  Commerce 

HOUSE  OF  ONYX,  Inc. 
120  N.  Main  St.,  Greenville.  KY  42345 
[400-844-3100  or  FAX  270-338- V605 


BUSINESS  PLANS 

PROFESSIONAL  PLANS  WRITTEN 
FOR  YOU  SO  YOU  CAN  GROW 
YOUR  BUSINESS.  PROVIDING 
BUSINESS  WRITING  SERVICES 
FOR  10  YEARS. 

ECKEL  BUSINESS  WRITING  AND  CONSULI  INd 
7!H  7I,7  42*)       l-.CKI  I  ""  WIlRI  DNI  I  M  I  Nl  1 


YOUR  BUSINESS 

with  the  leading  consulting  firm  in  Che  country 

800-358-8011 


net 


For  information  and  rates  on  advertising  in  the  next 
Forbes  Classified  Section  contact:  Media  Options 
(1-800-442-6441  for  ad  rates  &  ad  information  only) 
Fax:  1-973-694-8371  E-mail:  mediopt@aol.com 


ASSET  PROTECTION 


Corporations,  Ltd.  Partnerships,  LLCs 
Offshore  Trusts.  Corps.,  Private  Banking 

•  Best  Jurisdictions  •Maximum  Privacy 
•  Tax  Savings  •  Estate  Planning 

Professional  •  Confidential 


Steven  Sears,  CPA  •  Attorney  at  Law 

'714-544-0622  •  www.searsatty.com 


Charge  your  ad. 


Forbes  Subscriber  Service. ..To  order,  change  address  or  other  customer  service,  call  1-800-888-9896. 


Best,/ The  Web  WE1RP  WIPE  WEB 


>  Most  of  the  sites  listed  in  this  issue  are  designed  to  be  useful.  Not  so  these,  which  a 
best  viewed  when  you're  in  need  of  a  diversion. 


Patscan's  Collection  of  Bizarre 

Patents 

www.patscan.ubc.ca/funny/ 
bizarre_patents.html 

How  did  we  ever  live  this  long  with- 
out edible  animal  greeting  cards?  Or  a 
"method  and  ap- 
paratus for  mak- 
ing a  drink  hop 
along  a  bar  or 
counter"?  Univer- 
sity of  British  Co- 
lumbia patent  re- 
searchers have 
collected  some  of  the  more — ahem — 
interesting  patents  from  inventors 
north  of  the  border.  Doesn't  every- 
body need  novelty  sunglasses  with 
moose  antlers? 

Iowa  Farmer  Today's  Corn  Cam 

www.iowafarmer.com/corncam/corn.htmt 

Well,  shucks.  It  looks  like  the  heart- 
land is  ready  for  its  close-up.  At  least, 
Jim  and  Sharon  Greif  s  Prairieburg, 
Iowa  cornfield  is.  This  cam  is  updated 
every  15  minutes  to  catch  all  the  excit- 
ing action.  This  week:  The  kernels  are 
starting  to  fill.  (Take  our  word  for  it.) 

Perpetual  Bubble  Wrap 

www.urban75.com/Mag/bubble.html 

For  anyone  who's  ever  sat  fixated, 
happily  popping  every  single  bubble 
in  a  piece  of  bubble- wrap  packaging, 
this  site  poses  a  challenge:  You  pop 
'em  and  they  just 
bounce  right  back. 
Run  your  mouse 
over  them,  create 
rhythms,  compose 
bubble-wrap 
music.  It's  okay. 
We  won't  tell. 


North  American  Tiddly  winks 
Association 

www.tiddlywinks.org 

Ever  wonder  what  England's  most 
venerable  intercollegiate  sport  is? 
Rugby?  Cricket?  Polo?  Try  tiddlywinks. 


Catch  all  the  latest  winks  action  at  this 
North  American  club  site.  Overheard 
at  a  recent  tournament:  "I  can't  pot  my 
nurdled  wink,  so  I'll  piddle  you  free 
and  you  can  boondock  a  red.  But  if 
sunshine  gromps  the  double,  I'll  lunch 
a  blue  next  time."  Right-o. 

Faces 

www.corynet.com/faces 


Mix  and  match  the  famous  face  parts 
and  see  what  you  can  make. 
Did  you  know  that  George  Clooney's 
head  -l-  O.J.  Simpson's  eyes  +  Ronald 
Reagan's  mouth=Dick  Clark?  Try 
the  suggested  combos  or  make  up 
your  own. 

The  T.W.I.N.K.I.E.S.  Project 

www.twinkiesproject.com 

A  Web  classic.  Several  students  at  Rice 
University  spent  finals  week  1995  en- 


gaged in  important : 
entific  studies  of  the! 
tough-as-nails  Twin] 
In  the  Gravitational 
sponse  Test,  the  spoi 
snack  cake  was  dropj 
from  a  six-story  buij 
ing,  with  little  to  shfl 
but  a  slight  side  fissure.  Radiationl 
The  microwave  bit  the  dust,  but  t| 
Twinkie  lived  to  tell  the  tale. 

Breakfast  Cereal  Charactei 
Guide 

www.geocities.com/ 
EnchantedForest  3278  cereal-guide.l 

Did  you  know  that  Cap'n  Crunch 
first  name  is  Horatio,  and  that  he: 
briefly  promoted  to  Admiral  (onlj 
be  demoted  shortly  thereafter).  La 
these  and  other  crucial  facts  aboul 
breakfast  cereal  mascots  ranging  fj 
Tony  the  Tiger  to  Count  Choculal 
Frankenberry.  And  then  pass  the  I 

Weird  American  Laws 

www.md.lp.org/weird%5Flaws.html 

What  do  we  pay  our  elected  officii 
for?  You've  got  to  wonder  when  yj 
see  the  kinds  of  local  laws  that  are 
on  the  books.  Unmarried  Florida| 
women  can  be  jailed  for  parachut 
on  Sundays.  Iowa  prohibits  any  e$ 
lishment  from  charging  admissioi 
see  a  one-armed  piano  player.  An| 
woe  to  anyone  who  gargles  in  pull 
in  Louisiana.  Check  out  the  full  lii 
and  don't  forget  to  vote. 
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You  have  to  keep  growing  in  order  to  afford  to  keep  growing. 

Have  you  heard  of  kintana? 


USihas. 

USinternetworking  is  the  largest  and  fastest-growing  ASP  in  the  world. 
Publicly  traded,  and  with  over  145  blue  chip  clients,  USi  is  under  intense 
pressure  to  maintain  its  explosive  growth  and,  at  the  same  time,  reach 
profitability.  They  must  service  existing  contracts,  scale  quickly  to  meet 
the  demands  of  new  customers,  and  heel  to  the  bottom  line. 

Enter  Kintana.  Our  software  solutions  enabled  USi  to  immediately  integrate, 
automate,  and  manage  complex  internal  operations  involving  both  human  and 
technology  resources.  The  result?  USi  estimates  that  they  will  realize  millions 
in  savings  in  the  next  few  years,  and  be  able  to  more  efficiently  deploy  their 
highly  skilled  personnel  so  they  can  continue  improving  their  quality  of  service. 

Believe  it  or  not,  results  like  these  can  be  achieved  almost  overnight.  We 
can  radically  accelerate  the  speed  at  which  your  business  can  evolve.  Do  it  in 
Kintana  time.  Visit  www.kintana.com  or  call  1&77KINTANA  to  find  out-how. 


KINTANA    ve  make  time 


)  Kintana.  All  rights  reserved  All  other  trademarks  are  the  properties  of  their  respectivi 


You're  either  driving  it.  Or  wishing  you  were.  The  290-hp  LS  400. 


JDEDWARDS 


APPOINT  YOURSELF 

CHIEF 

FREEDOM 
OFFICER. 

Let's  talk  about  freedom  to  collaborate.  That's  what  we  stand  for  at  I  D.  Edwards.  Here's  how  we  can  help:  We  offer  software 
to  automate  your  core  business  processes  and  extend  them  outside  your  enterprise  We  do  this  by  integrating  a  wide 
range  of  our  own  proven  solutions,  plus  hot,  new  e-commerce  applications  from  our  growing  lineup  of  software  partners 
So  now,  you  can  build  a  collaborative  network  that  brings  together  any  customer,  any  supplier  and  any  partner.  Regardless 
of  which  software  they're  running.  You  get  a  solution  that's  open  to  the  future,  open  to  partners  and  open  to  the  genius 
of  many  software  suppliers.  We  call  it  The  Freedom  to  Choose.  The  Power  to  Share  It's  what  makes  us  the  leader  in  agile, 
collaborative  solutions  for  the  Internet  Economy.  Interested?  Visit  us  at  www.jdedwards.com/freedom. 


THE    FREEDOM   TO   CHOOSE.   THE    POWER   TO  SHARE 


Welcome  to  the  Biggest  Show  in  the  Sky. 

KrisWorld*,  your  personal  inflight  entertainment  system, 

is  now  playing  with  Dolby  Headphone  surround  sound  in  every  class. 


Ik" 


You  can  choose  from  over  60  entertainment  options,  including 

the  latest  blockbuster  movies,  TV  hits,  thrilling  interactive  games, 
the  widest  selection  of  music  and  even  updated  satellite  text  news. 


the 


e  Airlines  quality  towards  Premier  Status,  www.singaporeair.com/americas 
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52  Bargain  Bin  Is  Dillard's  the  worst 
retailer?  By  Luisa  Kroll 

53  Sunset  for  Sphinx  Fayez  Sarofim 
gets  his  life  in  order.  By  Jack  Egan 

54  Book  Alert  The  odd  connection 
between  memoirs  and  stock 
prices.  By  Susan  Kitchens 

56   Mary  Poppins' Portfolio  Silicon 
Valley  nannies  want  options. 
By  Julie  Pitta 

56  Ad  Gold  The  new  ad  darlings 
are  the  stars  of  track  and  field. 
By  Eileen  Glanton 

57  It's  a  Wrap  Hollywood  unions' 
clout  wanes.  By  Mark  Lacter 

58  Lodging  Complaints  Hotel  owners 
frown  at  kickback  schemes. 

By  Michael  Freedman 

60   Lost  in  Space  As  bureaucrats 
fight  over  turf,  exports  suffer. 

By  Chandrant  Ghosh 

62   Flack  Attack  Why  is  Lorry  Lokey 
smiling?  By  Dorothy  Pomerantz 

Companies,  People,  Ideas 

78   At  the  Peak  ?  It  may  be  time  for 
Mike  Bloomberg  to  cash  out. 
By  Kerry  A.  Dolan 
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178  Watch  Crazy 

There's  a  certain  mystique  to  buying  a  mechanical  watch  that  costs 
$13,000,  and  it's  not  about  keeping  time.  The  Swiss  magic  act  is  bac 

By  Joshua  Levine 

66   Godzilla  Needs  Batteries 

Sony,  Japan's  most  famous  company,  is  in  a  slump.  This  time  arounc 
a  wave  of  snazzy  new  gadgets  may  not  be  enough  to  pull  it  out. 
There's  a  little  conflict  in  the  executive  suite,  too. 
By  Benjamin  Fulford 

72    I  Want  My  Money  Back 

Hey,  it's  just  another  stockbroker-customer  feud,  except  for  the  gilt 
edge  on  the  names:  Hermes,  Givenchy,  Morgan.  By  Elizabeth  MacDonal 
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Newsbits 

In  Praise  of  Inventory 

Within  two  muggy  days  in  mid-August,  on- 

■ /y  I  line  furniture  store  Living.com  and  Heilig- 

,  £^  fpf^KZfltfOl^H  Meyers,  the  nation's  largest  offline  furniture 

retailer,  declared  bankruptcy. 
Living.com  went  Chapter  7.  Heilig-Meyers, 
with  $2.3  billion  in  sales  (but  $6  million  in 
cash)  filed  a  Chapter  1 1  reorganization  and 
quickly  obtained  a  $215  million  credit  line. 

The  difference?  Certainly  not  business 
savvy.  Both  companies  were  horribly  man- 
aged. But  Heilig-Meyers  had  tangible  bricks- 
and-mortar  assets,  including  $285  million 
in  real  estate  and  $363  million  in  inventory. 

Internet  investors  have  been  brain- 
washed into  thinking  of  inventory  as  an  evil 
relic.  Yet  if  it's  well  managed,  inventory  can 
be  a  huge  plus  that  can  help  a  company  recover  from  a  serious  business  fum- 
ble. Unfortunately,  the  shining  centerpiece  of  most  e-tailers'  business  models  is 
"zero  inventory."  After  blowing  all  their  funding  on  marketing,  online  retailers 
are  discovering  that  not  only  can  they  not  sell  any  more  stock,  they  can't  get  a 
loan,  either.  — David  Simons 
Full  story  available  at  www.forbes.com/extra/inventory. 
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ZDTV  Doubles  as  TechTV 


ZDTV,  the  cable  station  Paul  Allen  completed  purchasing  from  Ziff-Davis  for 
$205  million  in  January,  has  been  sparsely  available  in  the  Bay  Area  since  its 
May  1998  debut. 

Update:  Last  month  ZDTV  changed  its  name  to 
TechTV  and  cut  deals  with  AT&T,  Time  Warner  Cable 
and  Charter  Communications.  This  fall  TechTV  will  be 
available  in  20  million  homes — including  those  in  the 
Bay  Area — versus  10  million  in  January  1999.  With 
programs  such  as  Silicon  Spin,  TechTV  should  play  well 
in  San  Francisco.  But  it  is  hard  to  see  how  this  station, 
which  lost  an  estimated  $30  million  in  1999,  can  be 
successful  unless  it  broadens  its  appeal  and  wins  adver- 
tisers from  outside  the  techie  community.  — Amy  Doan  pau|  / 
For  full  story,  see  www.forbes.com/extra/zdtv.  his  TechTV 
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Dear  Forbes  Reader: 


We  are  proud  to  debut  :Cue:C.A.T.™  technology  from  DigitalConvergence.:Com,M,  a  Forbes 
"first"  that  ushers  in  a  new  era  in  communication — the  convergence  of  magazine  publishing  and 
the  digital  age.  This  technology  will  enable  you  to  get  more  information  about  the  articles  and 
advertisements  that  interest  you,  without  time-consuming  searches  or  site  navigation.  A  swipe 
of  your  :Cue:C.A.T.  device  will  take  you  to  the  specific  Web  page,  deep  within  a  site,  that  has 
the  information  you  want. 


Recently,  Forbes  sent  all  of  our  subscribers  a  :Cue:C.A.T.  device  along  with  installation 
instructions.  These  devices  are  also  available  at  www.getyourcat.com,  as  well  as  through  your 
local  Radio  Shack  (pending  availability).  Now,  you'll  be  able  to  use  this  device  to  scan  the 
":Cues"  (pictured  below)  on  editorial  and  advertisements  in  this  issue  and  all  future  issues  of 
Forbes,  Forbes  FYI  and  Forbes  ASAR 


Here  are  a  few  tips  to  get  you  started.  Holding  your  :Cue:C.A.T.  device 
so  it's  perpendicular  to  the  :Cue  on  the  page,  touch  the  :Cue  and  swipe, 
moving  left  to  right  with  a  quick  and  constant  speed.  The  seam  on  the 
:C.A.T.'s  "paws"  should  be  aligned  with  the  bottom  of  the  :Cue. 


Before  you  begin  swiping  the  :Cues  found  in  this  issue,  you  may  want  to  test  your 
:C.A.T.  with  the  :Cue  below.  A  successful  swipe  will  take  you  to  a  Web  page 
(www.forbes.com/helpcenter/cat/),  where  you  can  get  information  on  obtaining  more 
:C.A.Ts,  send  an  e-mail  with  your  questions  or  read  a  list  of  frequently  asked  questions. 


So,  welcome  to  the  world  of  Internet-enhanced  publishing.  As  a  magazine  that's  been  ahead  of 
the  curve  for  over  80  years,  we  are  proud  to  be  the  first  to  offer  this  exciting  new  technology  to 
our  readers. 


Best  regards, 


James  Berrien 
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I  DON'T  MEASURE  SUCCESS  FROM  9  TO  5. 


FOR  ME.  BUSINESS  IS  PLEASURE. 


THE  FAST  LANE  IS  THE  ONLY  LANE 


I  KNOW  WHAT  I'M  WORTH. 


I  INVEST  IN  WHAT  I  KNOW. 
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getting  tax-deferred 
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www.massmutual.com 


MassMutual 

FINANCIAL  GROUP 
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©2000  Massachusetts  Mutual  Life  Insurance  Co.  (MassMutual),  Springfield,  MA  01 1 1 1  •  Established  in  1851  -  A  Fortune  500  Company  •  Securities 
products  and  services  offered  through  MML  Investors  Services,  Inc.,  a  MassMutual  subsidiary,  and  OppenheimerFunds  Distributor,  Inc. 
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The  world's  largest  source  of  mortgage  funds  is  becoming 
of  the  world's  largest  e-business  companies. 


You  know  Fannie  Mae  as  the  largest  source  of  funds  for  home  mortgages.  The  private  company  with  the 
public  mission  to  expand  the  dream  of  homeownership  for  millions  of  working  families. 

What  you  probably  don't  know  is  that  right  now  Fannie  Mae  is  among  the  world's  largest  e-businesses. 
Last  year  alone,  we  conducted  about  $170  billion  in  business  through  our  proprietary  e-business  network. 
Now  we  are  moving  all  of  our  business  services  to  the  Internet,  enabling  us  to  do  $300  -  $400  billion  of 
business  online  each  year.  Which  explains  why  we're  among  the  world's  largest  e-businesses. 
Fanniemae.com.  It's  how  we  do  business.  Period. 


lames 

Editor.  William  Baldwin 

Managing  Editor.  Dennis  Kr.eale 

Deputy  Managing  Editor:  Stewai  t  Pinkerton 

Assistant  Managing  Editors:  !ean  A.  Briggs,  Tim  W.  Ferguspn, 

Steve  Kichen,  Tom  Post 

Art  and  Design  Director:  Robert  Mansfield 

Editorial  Business  Director  Victoria  Ruggiero 

National  Editor:  Robert  Lenzner 

Senior  Editors:  vVilliam  P.  Barrett,  Phyllis  Berman,  Peter  Brimelow, 

Kerry  A.  Dolan,  lack  Egan,  Betty  Franklin,  Mary  Beth  Grover,  Paul  Klebnikov, 

Robert  Langreth,  Joshua  Levine,  Larry  Light,  Daniel  Lyons, 

Elizabeth  MacDonald,  Dyan  Machan,  Marlene  Mandel,  Brigid  McMenamin, 

Katarzyna  Moreno,  Peter  Newcomb,  Brett  Pulley,  Larry  Reibstein, 

Matthew  Schifrin,  Bruce  Upbin,  Merrill  Vaughn,  Neil  Weinberg,  Melanie  Wells 

Conn-for'nig  Editors:  Howard  Banks,  Stephen  Manes,  David  McClintick,  Richard 

Phalon,  Srikumar  S.  Rao,  Edwin  S.  Rubenstein,  Dan  SeUgman,  Karl  Shmavonian 

Associate  Editors:  Susan  Adams,  James  M.  Clash,  Bernard  Condon,  John  Gorham, 

Nikhil  Hutheesing,  Deborah  Markson-Katz,  Luisa  Kroll,  Zina  Moukheiber, 

Maura  Smith,  Scott  Woolley 

Start  Writers:  Krysten  A.  Crawford,  Ashlea  Ebeling,  Leigh  Gallagher, 

Joanne  Gordon,  Peter  Kafka,  Chana  R.  Schoenberger 

Senior  Reporters:  Doug  Donovan,  Deputv  Manager;  Scott  Bistayi, 

Carrie  Coolidge,  William  Heuslein,  Brett  Nelson,  Silvia  Sansoni 

Reporters:  Kiri  Blakeley,  Brendan  Coffey,  Mary  Ellen  Egan, 

Michael  Freedman,  Eileen  Glanton,  Lea  Goldman,  Elizabeth  D.  Gravitt, 

Christopher  Helman,  Michael  Katz,  Tomas  Kellner,  Daniel  Kruger,  Josephine  Lee, 

Samantha  Lee,  Michael  Maiello,  Victoria  Murphy,  Nicole  Ridgway, 

Adrienne  Sanders,  Dirk  Smillie,  Nathan  Vardi,  Rob  Wherry 

Washington  Bureau:  Janet  Novack,  Manager;  Chandrani  Ghosh, 

Cristina  von  Zeppelin 

West  Coast  Seth  Lubove,  Manager;  Mark  Lacter,  Elisa  Williams,  Kelly  Barron, 

RiShawn  Biddle,  Dorothy  Pomerantz 

Silicon  Valley:  Elizabeth  Corcoran,  Manager;  Quentin  Hardy, 

Julie  Pitta,  Carleen  Hawn,  Erika  Brown,  Jennifer  Godwin 

Midwest:  Mark  Tatge,  Manager;  Stephane  Fitch,  Brandon  Copple, 

Kemp  Powers  (Chicago);  Robyn  Meredith,  Manager  (Detroit) 

Southwest:  Daniel  Fisher,  Manager;  Toni  Mack,  Lynn  Cook 

Europe:  Richard  C.  Morais,  Manager 

Pacific:  Andrew  Tanzer,  Manager  (Hong  Kong); 

Benjamin  Fulford,  Manager;  Shiyori  Ito  (Tokyo) 

Columnists:  Laszlo  Birinyi  Jr.,  Marilyn  Cohen,  David  Dreman, 

Kenneth  L.  Fisher,  Jerry  Flint,  Joseph  R.  Garber,  David  P.  Goldman, 

James  Grant,  Steve  H.  Hanke,  Peter  Huber,  Guy  Kawasaki,  Andrew  J.  Kessler, 

Robert  S.  Salomon  Jr.,  A.  Gary  Shilling 

Art  Department:  Ronda  Kass,  Deputy  Art  Director;  Anton  Klusener,  Senior 

Associate  Art  Director;  Charles  BrucaJiere,  Karen  J,  David  Lada,  Steven  Ramos, 

Associate  Art  Directors;  Mitsuyo  Niwa,  Art  Assistant;  Meredith  Nicholson, 

Senior  Photo  Editor;  Alexandra  Gregson,  Janice  Pikey,  Susan  Metder,  Photo 

Editors;  Leslie  Kippen,  Contributing  Photo  Editor;  Kristine  Gentile  Smith, 

Photo  Research;  Robin  Regensburg,  Simone  Kaplan,  Traffic 

Digital  Imaging:  James  Cianelli,  Director;  Mark  Decker,  Assistant;  Richard  Nobile, 

Elena  Torres;  Carmen  Kasem,  Migdalia  Barreto,  Reinaldo  Barretto 

Statistics:  Michael  K.  Ozanian,  Editor;  Ann  C.  Anderson,  Scott  DeCarlo, 

Shlomo  Z.  Reifman,  Senior  Editors;  Kurt  Badenhausen,  Lisa  McDonald, 

Robert  J.  Sherwood,  Brian  Zajac,  Associate  Editors;  Vivian  Woo, 

Associate  Research  Librarian;  Fei  Mei  Chan,  Andrew  T.  Gilles,  Brett  D.  Helgren, 

Lesley  Kump,  Tricia  McGinnis,  Megan  Mulligan,  Edita  Raslova, 

Michael  Schubach,  Robert  Stanfl,  Researchers 

Director  of  Editorial  Programming:  Mitchel  Rand; 

John  Chamberlain,  Senior  Programmer;  Vadim  Parfilko,  Carl  Subick 

Copy  Desk:  Penelope  Weiss,  Assistant  Chief;  Peter  Anthony,  Sherry  F.  Belman, 

Daniel  Deming,  Tracy  Fiske,  David  J.  Fleischmann,  Susan  R.  Goldberg, 

Suzanne  O'Neill,  Donald  Rice,  Craig  Silver 

Information  Center.  Naomi  S  Prall,  Senior  Information  Specialist; 

Bernie  Bayless,  Natalie  Carnestra,  Joan  Fitzsimons,  Clarita  Jones,  Nicola  Pullen, 

Deborah  Schmitt,  Information  Specialists;  Luis  Collazo  Jr.,  Jaculine  Daniel, 

Queenie  Flake,  Derek  Heinz,  Staff 

Director  of  Manufacturing  and  Production:  Peter  L  Pallans; 

Edward  B.  Morgan,  Peter  Althoff,  Donald  Althoff,  Linda  Byron  Glucksman, 

Donald  R.  Conway,  Nancy  Puskuldjian 

Vice  President  Editorial  Information:  Raymond  F.  Healey  Jr. 

Information  Technology:  Christopher  Herring,  Daniel  Hernandez,  Nelson  Olaya, 

Gabriele  Tiberia,  Managers;  Louie  Torres,  Carolyn  Buonocore 

Online:  Stephen  S.  Johnson,  Michael  Noer,  Russell  Glitman 

Editor  Lawrence  Minard  Deputy  Editor  Nigel  Holloway 
Art  Director:  Andree  Kahlmorgan  Senior  Editor  (Asia):  Justin  Doebele 
Associate  Editors:  Deborah  Orr,  Karl  Shmavonian  Staff  Writer  John  H.  Christy 
Reporters:  Heidi  Brown,  Alexandra  Kirkman 

Photo  Editor:  Michele  Hadlow  Contributing  Editors:  Lydia  Forbes;  Richard  Heller 
(London);  Uwe  Parpart  (Bangkok);  Christopher  Watts  (Frankfurt)  Columnists: 
Marc  Faber,  George  Gilder,  Andrew  J.  Krieger,  David  Roche 
News  Assistant:  John  Move  Production  Manager:  Alan  Biederman 


B.C.  Forbes,  Editor-in-Chief  ( 1917-1954) 
Malcolm  S.  Forbes,  Editor-in-Chief  (1954-1990) 
PAID  CIRCULATION  OVER  850.000 


Printed  in  U.S.A. 


SIPE  LIMES 


Blancpain  under  constructs 


Thousand-dollar 

Watches  Thorstein  Ve- 

blen  published  The  Theory  of 
the  Leisure  Class  in  1899,  in- 
troducing to  economists  and 
sociologists  the  concept  of 
"conspicuous  consumption." 
As  it  happens  that  was  just 
when  the  wristwatch  indus- 
try was  getting  under  way. 
For  a  long  while  a  mechani- 
cal watch  was  utilitarian; 
now,  technologically  obsolete 
and  plenty  expensive,  it's  a 
good  illustration  of  what  Ve- 

blen  was  talking  about.  Joshua  Levine,  editor  of  the  Life 
tion  and  our  expert  on  consumption,  colorfully  explores! 
phenomenon  in  "Time  Is  Money,"  on  page  178. 

HOW  DO  YOU  StOP  Spam?  I  can  think  of  four  way,! 
control  the  litter  in  your  electronic  mailbox.  None  is  enti) 
satisfactory. 

•  Outiaw  it.  H.R.  3113  purports  to  do  that.  But  defining ' 
solicited  commercial  e-mail"  is  tricky. 

•  Blacklist  offenders.  Kiri  Blakeley  talks  about  this  approa 
and  its  legal  complications,  in  "Spam  Warfare"  on  page  2 

•  Charge  senders  for  access  to  your  mailbox.  The  main  real 
you  have  only  a  few  ounces  of  printed  junk  mail  in  the 
outside  your  door,  not  a  ton,  is  that  printing  and  shipp 
this  kind  of  mail  costs  money.  Digital  mail,  alas,  is  close 
costless.  What  you  need  is  software  that  would  reject  n 
from  strangers  unless  the  sender  transmits  33  cents  into  y« 
AOL  account. 

•  Use  passwords.  Your  mail-handling  software  would  s» 
each  message  to  see  if  either  the  sender's  name  couldl 
found  in  your  personal  directory  or  a  magic  word  could 
found  in  the  subject  field.  Messages  that  fail  on  both  cou 
would  get  bounced. 

What  do  you  do?  Should  Congress  pass  that  law?  Pie) 
send  your  comments  to  editor@forbes.com;  include  the  p£ 
word  "spam"  in  the  subject  field.  I'll  attach  the  best  of  the 
sponses  to  the  Web  version  of  Blakeley's  article,  which  cam 
found  at  forbes.com/spam. 


E  D  I  T( 
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;tered  my  rocks 

www.auctionjeweler.com 


ce  Verstandig,  founder  of  Auctionjeweler.com, 
istered  his  domain  name  to  put  his  business  online 
egister.com.  Visit  us  at  www.register.com  or  call  us 
-800-7-WWW-NET,  and  we'll  help  you  register  your 
nam  name  right  over  the  phone. 


Harness  the  power  of  the  fir: 


Only  one  company  can  light  the  network  of  the  future.  Today.  The  first  to  n 
the  Intelligent  All-Optical  Network.  The  first  to  deliver  software,  switchin 
transport  smart  enough  to  power  a  whole  new  class  of  services.  The  first  to  offil 


t  All-Optical  Network.  Now. 


ibility,  reliability  and  cost  efficiencies  to  accelerate  top  and  bottom-line 
ormance  and  business  expansion.  Only  Corvis  delivers  all  this  today. 
e  light  years  ahead.  www.c0rvis.com/3tree  ►  NASDAQ :  COR  V 
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READERS  SAY 


Turning  Old  Into  New 

We  at  the  new  Cambridge  Technol- 
ogy Partners  appreciate  your  cau- 
tionary tale  about  the  "Old  Cam- 
bridge" ("Feeding  the  Monster," 
Sept.  4,  p.  70). 

FORBES  correctly  recognizes  that 
we  are  righting  the  wrongs  of  past 
management  and  putting  the  "New 
Cambridge"  firmly  on  track.  You 
also  ask  the  right  question  when  you 
wonder  "Can  they  last?"about  some 
of  our  competitors.  It  remains  to  be 
seen  whether  our  loftily  valued  com- 
petitors— particularly  those  led  by 
managers  from  the  "Old  Cam- 
bridge"— can  avoid  their  past  mistakes. 

The  "New  Cambridge"  is  being  constructed  on  a  strong  foundation, 
with  fresh  blood  and  new  services.  And  our  turnover  rates  are  trending 
down  toward  the  industry  average.  If  the  market  demands,  for  example, 
that  Cambridge  motivates  employees  to  refer  friends  to  work  here  by  giv- 
ing away  Porsches — so  be  it. 

JACK  MESSMAN 
Chief  Executive  Officer 
Cambridge  Technology  Partners 
Cambridge,  Mass. 


Mint  Condition 

I  am  puzzled  why  your  article  "Peppy 
Mints"  (Aug.  21,  p.  122)  was  so  nega- 
tive. It  seems  to  me  that  the  two 
young  men  from  Seattle  have  found  a 
profitable  niche  in  the  huge  mint 
market  even  though  their  product  is 
sold  in  "only  15,000  stores."  And  sales 
of  Penguin  mints  growing  by  100% 
seems  like  a  healthy  figure  to  me.  I'm 
sure  that  the  Wm.  Wrigley  Jr.  Co.  is 
paying  close  attention  to  IFive's 
"fishy"  business. 

JOEL  V.  PREHN 
Lakewood,  Colo. 

Book  It 

FORBES  suggested  in  "Horror  Story" 
(Aug.  21,  p.  132)  that  the  e-book  and 
Henry  Yuen  are  in  search  of  a  market 
that  either  doesn't  exist  or  is  as  nar- 
row as  audiotapes.  This  analysis  is  a 
disservice  to  your  readers.  You  could 
do  well  to  study  up  on  how  con- 
sumer  products   adapt   to  new 


channels  of  distribution. 

Consider  the  e-book  as  a  new-tedj 
nology  channel  of  distribution  for  a 
kinds  of  branded  content.  The  "book 
market  is  just  one  application  segmefl 
but  a  good  start.  Reading  books  is  tW 
number  two  activity  by  hours  cofl 
sumed,  after  watching  television.  Jw 
wait  till  the  baby  boom  generation  gel 
a  little  older,  and  the  typeface  on  the  e 
book  gets  more  readable — it  migh 
climb  to  number  one. 

JOHN  A.  FISHE 
Managing  Director,  Fisher  &  G 
San  Francisco,  Call 

Problems  With  the  Program 

I  do  not  believe  FORBES  covers 
enough  of  the  government  abuses  c 
the  vaccine  program  set  up  throug. 
Congress  ("Needle  Damage,"  Sep 
4,  p.  54).  My  experience  has  bee 
bad  and  continues  to  be  so.  Almos 
an  entire  year  after  filing  over  th, 
death  of  my  daughter  due  to  a  vac 
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-  in  e-business 

SURVIVAL  MEANS  ATTRACTING  ATTENTION  TO  WHAT'S  CRITICAL. 

he  new  economy,  the  proliferation  of  e-mail  messages, 
ing,  voicemail,  faxes,  and  web  sites  can  obscure  or 
)  obliterate  time-sensitive,  crucial  data.  BackWeb® 
rs  a  real  solution.  Its  patented  Polite™  Push  technology 
Dmates    the    delivery    of   critical    information — 
1  videos —  to  your  sales  force,  call  center  reps,  employees, 

'What  Pushes  e-business 

ong  the  many  companies  using  BackWeb:  Verizon  Wireless,  Cisco,  Robertson  Stephens,  Ericsson,  Hewlett-Packard,  Siemens 


resellers,  and  customers.  BackWeb  can  ensure  information 
is  noticed  immediately,  with  a  multimedia  graphical 
alert  that  appears  on  users'  PCs.  For  a  white  paper  on 
how  BackWeb  can  accelerate  everything  from  sales 
force  automation  to  executive  communications,  go  to 

www.backweb.com/acceleratel.html  or  call  1-800-863-0100. 
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convince  you  to 
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CASA  DEL  MAR 

HOTEL  BY  THE  SEA 
SANTA  MONICA 


Will  your  bright  idea  fly? 


QU  ICKTAKE  IT! 


J 


Ask  a  few  hundred  people  what 
they  think  about  your  business  concept- 
from  your  computer,  in  minutes,  via 
the  Internet — at  a  fraction  of  the  cost 
of  doing  it  the  old-fashioned  way. 

Select  your  precise  target  from 
people  all  across  the  Internet. 

Answers  tabulated  in  real  time — 
final  results  on  your  PC  in  just  hours. 
Need  answers  on  the  run?  Now  you 
can  view  results  on  your  Palm  VII 
anytime,  anywhere. 

Find  out  how  this  new  Internet 
tool  can  help  you  know  if  you  are 
on  the  money. 

Get  online  at  www.quicktake.comr 
and  get  the  answer,  or  call  877.456  3604 


OuickTake.com 


Like  20/20  hindsight 
upfront/online™ 


We  w! 

View  results 
anytime,  anywhere. 


cine  reaction,  a  government  lav 
said  the  case  should  be  thrown 
due  to  the  fact  that  there  was  no 
low-up  medical  information  on 
current  state  of  her  health.  To 
lawyer's  credit,  the  reply  was  scath 
Had  the  government  lawyer  e 
bothered  to  open  up  the  case, 
would  have  seen  that  it  was  a  dt 
case.  I  am  not  sure  if  we  are  on 
fourth  or  fifth  government  law 
each  one  requiring  a  delay  while 
became  familiar  with  the  case. 

I  am  hoping  that  a  change  in 
ministration  will  once  more  strean" 
the  program  and  get  rid  of  the  law 
whose  instructions  seem  to  be  notl 
but  to  put  roadblocks  in  place. 

JON  MAR 
Glendale, 

Fund  Defense 

I  am  surprised  that  "Don't  Bt 
Closed-End"  (Aug.  21,  p.  292)  m 
such  sweeping  assertions  about 
closed-end  fund  asset  class.  The  fa<. 
the  matter  is  that  many  CEFs  are  e> 
lent  investment  vehicles,  and  buyin 
a  discount  can  make  the  investrr 
even  more  attractive.  Yes,  they  can  ti 
at  discounts  to  their  net  asset  val 
but  this  is  typically  a  function  of  ] 
vailing  market  conditions  and  n> 
flaw  in  the  actual  fund  structure. 

CEFs  are  stocks.  The  price  is  de 
mined  by  supply  and  demand,  and  i; 
fluenced  by  market  conditions  and  ] 
formance  of  the  underlying  net  as: 
Highlighting  statistics  about  deep 
counts  in  international  funds  is  pr 
easy  when  the  U.S.  markets  have  bee: 
strong  for  so  long  in  comparison. 

The  market  the  closed-end  fund 
vests  in,  not  the  structure  of  the  inv 
ment  itself,  will  most  likely  detern 
whether  discounts  will  grow.  (Altho 
it's  exactly  that  kind  of  mentality  1 
creates  buying  opportunities.) 

MICHAEL  P.  MCGR; 
Managing  Director,  Reset 
Gruntal  & 
New  York,  ? 

□ Send  e-mail  to  readers@forbes.c 
Letters  will  be  edited.  Please  inc 
address  and  phone  number. 
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If  most  money  managers  know 
so  much  about  making  money, 

WHY  AREN'T  THEY  ON  THE 
FORBES  400  RICH  LIST? 

fo,  money  begets  money.  But  so  does  innovation,  whether  it's  in  internal  wizardry,  telecommunications, 
or  television  production... Forbes  has  been  tracking  wealth  creation  for  82  years,  resulting  in  it's  most 
celebrated  list:  kaetke's  400  ffokesl  Feofk  Now  Forbes  has  uncovered  the  source  of  these  individuals' 
income  by  identifying  the  40  public  companies  which  have  contributed  most  to  their  wealth  -  and  created 
a  unique  performance  index  of  these  companies 
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Forbes  40 

SP500 

Dow 

1990  1991    1992  1993   1994  1995  1996  1997  1998  1999 


Forbes  Forty  Index  (1) 

SIP  500  (1)(2) 

DJlA(l)(2) 

Average  Annual  Returns 

27.47% 

16.13% 

18.89% 

Compounded  Annual  Returns 

25.14% 

15.31% 

18.35% 

Cumulative  Returns 

841.89% 

315.74% 

438.97% 

(1)  Represents  returns  including  reinvc 

ssied  dividends. 

Hypothetical  Growth  of  the  For 

3es  40  Index 

Over  the  past  ten  years,  the  projected  growth  of  this  index  surpassed 
the  Dow  Jones  Industrial  Average.  *And  bettered  the  S&P  500. 


To  check  out  the  performance  of  our  up-to-the-minute  index,  visit 
WWW.Forbe$40.COltl.  Yw  might  be  surprised  a!  wtrat  you  Imi 


The  editors  of  PC  World  magazine  judged  hundreds  of  products  based  on  perfon 


M  PC  WORLD 

Erail  world  class  consistency,  innovation  and  value.  Their  verdict?  "AMD's  Athlon  Process) 
superstar  in  all  four"  and  "Athlon-based  PCs  sprinted  to  the  top  of  our  corporate  and  home  PC  charts."  Th 
just  a  few  of  the  reasons  that  they  chose  the  AMD  Athlon  "  processor  as  "Product  of  the  Year."  You'd  think 


3  this  by  now.  After  all,  AMD  Athlon  processors  have  already  won  more  than  65  awards  worldwide.  But 
ve  hear  things  like  "record-breaking  performance,"  "architecturally  superior  to  Intel  Pentium  III"  and 
st  to  hit  a  clock  speed  of  1  gigahertz,  beating  Intel  at  its  own  game,"  we  still  can't  help  but  grin.  You  will 
en  you  see  what  an  AMD  Athlon  processor  can  do  for  your  productivity.  Log  on  to  www.amd.com/pcworld. 

ced  Micro  Devices,  Inc.  AMD,  the  AMD  logo,  AMD  Athlon  and  combinations  thereof  are  trademarks  of  Advanced  Micro  Devices,  Inc.  Pentium  is  a  registered  trademark  of  Intel  Corporation.  See  July  2000  issue  of  PC  World  for  complete  article.  - 


FORMER 


£B1I£D  BY  WILLIAM  P.  BARF 


No  wonder  he  got  away  from 
Philadelphia:  Norman  Braman. 


City  of  Brotherly  Taxes 

►  Former  Philadelphia  Eagles  owner  Norman  Braman  got  sacked 
by  Pennsylvania's  Commonwealth  Court.  The  appeals  panel 
( 1 )  upheld  levying  the  hefty  Philadelphia  city  wage  tax  on  his 
extensive  personal  use  of  a  team  plane,  (2)  ruled  that,  despite 
a  Miami  residence,  he  owed  the  wage  tax  on  30%  of  his  annual 
$5  million  team  salary  and  (3)  said  he  must  pay  the  city's 
business  tax  on  broadcast  receipts  from  road  games.  Total 
damage:  about  $1  million.  Car  dealer  Braman,  67,  sold  the 
Eagles  in  1994  for  $185  million.  Claiming  unconstitutionality, 
he  just  again  appealed  the  road-game  tax.  — Janet  Novack 

Sis,  Any  Idea  Why  the  IRS  Is  Here? 

►What  is  now  the  gigantic  Bill  &  Melinda  Gates  Foundation  (as- 
sets: $22  billion)  missed  a  deadline  for  filing  its  latest  federal 
tax  return.  Why?  "Due  to  an  administrative  error,  the  ac- 


countant failed  to  file  the  extension  req 
timely,"  the  public-record  return  state 
pleading  "reasonable  cause."  The  erranl 
countant  wasn't  identified  by  name,  but 
return  was  prepared  by  the  Spokane,  W, 
accounting  firm  of  Kristianne  Gates  Blake- 
Gates'  sister — which  received  $5,225  for  it 
forts.  The  foundation  did  pay  on  time  $i 
million  in  federal  taxes.  - — W. 

CFOorUFO? 

►  General  Motors  is  said  to  have  narrowed 
search  for  a  new  chief  financial  officer  to 
candidates  but — sure  to  be  a  jolt  to  an  ins 
Detroit — both  are  from  outside  the  auta 
dustry.  The  just-named  acting  CFO,  GM 
ecutive  Vice  President  John  D.  Finnegan,  heai 
financing  arm  General  Motors  Accepta 
Corp.,  reportedly  doesn't  want  the  job.  The  permanent  < 
will  replace  J.  Michael  Losh,  whose  departure  FORBES  predi« 
in  a  May  29  cover  story  that  cited  analyst  gripes  of  arroga 
and  downplaying  bad  news,  which  he  denies.  Officially,  L 
retired  on  Sept.  1 — at  age  54.  — Robyn  Merei 

Just  Call  Him  a  Copy  CAT 

►Looking  for  brand  extensions,  British  billionaire  Sir  Anrl 
Bamford  is  plowing  his  J.C.  Bamford  Excavators  Ltd.,  the  wor 

fifth-largest  maker  of  earthmoving  equipment  (annual  sa 
$1.2  billion),  into  work  clothes,  hand  tools,  alarm  clocks 
even  toys.  "An  area  that  will  help  the  name  of  the  compa] 
he  declares.  Bamford  got  the  idea  from  Peoria,  Ill-based  C; 
pillar,  which  has  parlayed  consumer  appeal  for  its  equipn 
operators'  rugged  boots  into  a  $900  million  a  year  (retail 
censing  business.  So  far,  Bamford's  Britain-only  efforts  are 


to  about  $50  million  in  retail  sales. 


— Richard  C.  Mo 


;  Just  Can't  Wait  for  that  Recreational  Frogging  Rule 

'  By  law,  twice  a  year  the  federal  government  must  publish  the  Unified  Agenda  of  Federal  Regulatory 
I  and  Deregulatory  Actions.  This  little-known  book  lists  all  the  rules  and  regulations  under  considera- 
tion by  every  agency.  Here  are  some  gems  from  the  4,441  entries  in  the  latest  edition.  —J.N. 


AGENCY 

Bureau  of  Prisons 

Employment  &  Training  Administration 

Federal  Emergency  Management  Agency 

Fish  &  Wildlife  Service 

Food  Safety  &  Inspection  Service 

National  Oceanic  &  Atmospheric  Administration 

National  Park  Service 

Office  of  Personnel  Management 


PROPOSED  REGULATION 

Permit  smoking  indoors,  but  only  for  religious  activities 
Implement  worker-training  law  Congress  passed  in  1988 
Implement  debt-collection  law  Congress  passed  in  1982 
Allow  minor  harassment  of  polar  bears  for  research 
Establish  "performance  standards"  for  bacon 
Prohibit  humans  from  swimming  with  dolphins 
Allow  private  hunting  of  pig  frogs  in  a  Florida  preserve 
Help  hire  federal  workers  with  "psychiatric  disabilities" 


Croaking  on  a  federal  reg. 
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DECEMBER  28,  1998 

Dropping  In 

XAVIER  DELACOUR,  THE  18-YEAR-OLD 
we  featured  in  our  cover  story  on 
dropouts  who  make  good  without 
diplomas,  has  decided  he  needs  a 
sheepskin  after  all.  Delacour,  who  quit 
high  school  at  16,  is  still  designing  soft- 
ware at  Attune,  LLC,  a  Marlborough, 
Mass.  Internet  music  outfit.  But  he's 
putting  in  18-hour  days  and  his  base 
salary  this  year  is  only  $25,000,  half  the 
$50,000  he  earned  the  year  before  after 
a  hefty  bonus.  A  10%  equity  stake  in 
Attune  might  make  up  the  difference. 
Delacour  won't  expound  on  why  he 
now  wants  a  higher  education,  except 
to  say  he  sees  the  "value."  He  passed  a 


FLASHBACK S 


80  YEARS  AGO  IN  FORBES/DECEMBER  25,  1920 

The  Immigration  Issue  Shall  we  pull  down  the  Statue  of  Liberty?  Liberty  extends 
an  outstretched  hand  to  the  oppressed  and  the  freedom-seeking  peoples  of  the  earth.  America  was  discov- 
ered by  men  from  across  the  sea,  was  colonized  by  men  and  the  sons  of  men  from  across  the  seas.  Shall  we 
put  a  chain  across  our  harbor  entrance  and  scrap  the  Statue  of  Liberty?  Shall  we,  having  by  birth  or  choice 
gained  the  promised  land  ourselves,  deny  entrance  to  all  others?  That,  very  bluntly  stated,  is  what  a  good 
many  men  calling  themselves  Americans  propose  to  do. 

40  YEARS  AGO  IN  FORBES/JANUARY  I,  I960 

Shop  Talk  An  outfit  unlike  any  other  is  spritely  J.C.  Penney.  It  is  the  very  model  of  what  many  a 
variety  chain  hankers  to  be:  a  junior  department  store.  It  is  also  the  U.S.'  most  profitable  big  chain  retailer 
(average  equity  return:  17.9%).  Penney  has  done  it,  surprisingly  enough,  by  shunning  high-margined  hard 
goods.  Some  96%  of  its  sales  are  apparel  or  other  soft  goods.  Penney's  President  William  M.  Batten  wins  re- 
spect also  for  his  willingness  to  candidly  admit  mistakes.  "We  guessed  wrong,"  says  he,  "on  the  length  of  the 
recession."  But  if  Penney  is  occasionally  wrong,  it  is  not  stubbornly  so.  Last  year  it  righted  things  in  impres- 
sive fashion.  For  the  year,  Penney  almost  certainly  outdid  even  its  usual  fine  self,  earning  a  record  $6-plus 
a  share. 

J.C.  Penney  hopes  that  newly  chosen  Chief  Executive  Allen  Questrom  can  remedy  its  new  ills  and  revive  its 
stock  which  has  dropped  65%  in  the  last  year. 

20  YEARS  AGO  IN  FORBES/APRIL  I,  1980 

The  Player  Carl  Icahn  has  introduced  a  new  wrinkle  into 
the  game  of  risk  arbitrage.  Besides  buying  probable  takeover  stocks  on 
the  run-up  and  holding  them  against  a  formal  tender  offer— the  stan- 
dard arbitrager's  gambit- Icahn  specializes  in  buying  up  undervalued 
equities  before  The  Street  discovers  them  and  then  forcing  the  com- 
pany's own  board  of  directors  to  solicit  acquisition  offers.  If  he  en- 
counters resistance,  Icahn  has  no  hesitation  about  letting  the  matter  go 
to  a  proxy  fight.  After  all,  hew  many  shareholders  would  decline  a  $40 
tender  for  a  stock  selling  at  $20? 

Carl  Icahn  recently  notified  General  Motors  that  he  is  seeking  to  buy  a  stake  in  the  company. 


high  school  equivalency  test  last 
and  plans  to  tackle  college  applicat 
in  2001. 

The  other,  older  dropouts  we 
tured  have  no  plans  to  go  bacl 
school.  Says  Kenny  Johnson,  30,  wl 
Wichita,  Kans.  Dial-A- Waiter  res 
rant  delivery  service  is  expanding  t 
midwestern  cities:  "College?  V* 
would  I  do  with  it?" — Victoria  Mu 

NOVEMBER  29,  1999 


Flat  Tire 


WE  THOUGHT  CARORDER.COM  1 
finally  found  a  way  around  car  dea 
roadblocks  to  online  car  sales. 
Austin-based  upstart  would  begii 
referring  customers  to  existing  dea 
but  its  real  goal  was  to  cut  dealers 
completely  by  buying  up  dealers!" 
turning  them  into  bare-bones  de] 
and  selling  direct  to  online  shoppei 
The  first  phase  of  the  plan  did 
go  well.  The  company's  referral  b 
ness  proved  a  moneyloser.  So  CarO 
laid  off  100  of  its  140  employees  in 
gust  and  is  focusing  on  its  long-t 
plans  to  buy  dealerships.  (Other  or 
players,  such  as  Autobytel.com, 
sticking  with  a  referral  model.  S 
Amazon.com,  which  just  entered 
market  last  month.)  Parent  Tril 
hasn't  lost  hope — it  just  gave  CarO' 
$25  million  to  fund  its  dealer  buyoi 
— Scoff  Wot 

JULY  24.  2000 

Lost  in  Translation 

LOOKS  LIKE  WE  WERE  CORRECT 
raise  questions  about  the  rapid  gro 
at  Lernout  &  Hauspie  Speech  Prodi 
a  speech-translation  software  m; 
based  in  leper,  Belgium.  In  late  Au 
Chief  Executive  Gaston  Bastiaens  c 
We  had  suggested  that  Bastiaens 
muddied  his  company's  true  profit 
ture  with  an  acquisitions  binge.  He' 
replaced  by  medical  unit  head  J 
Duerden,  former  chief  at  Dictaphi 
L&H's  stock  has  fallen  off  since  our ; 
cle,  from  $43  to  a  recent  $35. 
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There  are  places  in  this  world  where  you  are  not  a  CEO,  am  I  willing  to  go  there?  If  the  answer  is  yes  and  you'd  like 
IFO,  a  president,  a  senior  VP,  a  VP,  a  mogul,  a  player       to  further  develop  your  newfound  respect  for  the  bigger 


even  a  hotshot.  Places  where  all  you  are  is  a 
ban  being.  The  question  you  must  ask  yourself  is, 


picture,  then  we  suggest  you  visit  a  Land  Rover  Centre 
and  see  what  a  Range  Rover  is  really  made  of. 


COURAGE 


Profitable  supplier  relationships  are  built  on  trust 
and  good  information.  Unfortunately,  neither  One  has 
ever  come  all  that  easily.  But  now,  SAS,  the  world 
leader  in  data  mining  and  e-Intelligence,  has  joined 
forces  with  Dun  &  Bradstreet  and  B2Emarkets  Inc. 
to  bring  new  insight  and  certainty  to  your  supplier 
relationships.  Helping  you  to  seize  opportunities 
that  can  save  as  much  as  15%  on  your  total  supplier 
costs.  Savings  that  can  have  a  real  impact  on  your 
company's  profitability.  To  learn  more  about  this 
and  other  SAS"  solutions  for  business  decision  mak- 
ing, call  1-800-727-0025  or  stop  by  www.sas.com. 


The  Power  to  Know* 


e-Intelligence 


SAS  and  all  olhef  SAS  institute  Inc.  product  or  service  names  are  registered  trademarks  or  trademarks  of 


other  countries  ®  indicates  USA  registration.,©  2000  SAS  Institute  Inc.  35613US.0900 


ON  MY  MIND 


Edited  by  Tim  W.  Fer&y 


Busting  up 
Neighborhoods 

It's  such  a  worthy  goal— encouraging 
banks  to  rebuild  cities  with  their  home 
lending.  Too  bad  the  Community 
Reinvestment  Act  is  backfiring. 


HOWARD  HUSOCK 

CONTRIBUTING  EDITOR,  MANHATTAN  INSTITUTE'S 
CITY  JOURNAL 

What  depressed  urban  areas 
need  most  is  capital.  Such,  at 
any  rate,  was  the  thinking 
behind  the  Community 
Reinvestment  Act.  On  the 
surface  the  law  looks  like  a 
winner.  It  has  led  to  perhaps 
$1  trillion  in  mortgage  loans, 
many  to  low-income  and 
minority  borrowers,  that 
banks  otherwise  might  not 
have  made.  The  law's  fans 
say  that  both  sides  are  win- 
ners: Underserved  con- 
stituencies gain  better  neigh- 
borhoods as  a  result,  while 
lenders  are  introduced  to  a 
profitable  portfolio  they'd 
otherwise  ignore.  However, 
evidence  is  now  suggesting 
that  neither  claim  is  true. 

Critical  analysis  of  the 
CRA  is  hard  to  find  inside  federal  agencies,  but  it  is  there — if 
ever  so  tactfully  stated — in  a  report  from  the  Federal  Reserve 
to  Congress.  The  essence:  CRA  loans,  to  buy,  refinance  or  fix  up 
houses,  have  higher  delinquency  rates  than  non-CRA  loans. 

Okay,  big  banks  can  absorb  such  hits,  especially  if  the 
loans  have  been  packaged  and  sold  to  the  secondary  market 
anyway.  (Fannie  Mae  and  Freddie  Mac  are  under  their  own 
regulatory  pressure  to  get  more  mortgage  funding  out  to 
low- income  borrowers.)  More  vulnerable  are  those  the  CRA 
was  ostensibly  meant  to  help — the  aspiring  poor  and  their 
surroundings. 

Under  the  Clinton  Administration,  much  CRA  lending 
has  been  directed  to  a  national  network  of  bank  protest 
groups.  Such  groups  are  skilled  at  holding  up  mergers,  a  cor- 


"In  reality,  the  hardworking  need  tough  credit 
standards  in  order  to  have  assurance  that  they  and 
their  neighbors  can  maintain  their  properties." 


nerstone  of  the  contemporary  financial  services  industry,  i 
less  they  themselves  are  given  credit  to  allocate.  This  proc 
has  put  "staggering  pools  of  capital  at  the  disposal  of  groj 
such  as  the  Boston-based  Neighborhood  Assistance  Corp 
America — now,  for  example,  given  "delegated  underwritl 
authority"  by  Bank  of  America  for  more  than  $3  billion 
mortgage  funds. 

The  nonprofit  lenders — whose  experience,  of  course,  d| 
not  lie  in  judging  credit  risk — are  unabashed  in  their  goa 
qualifying  just  about  anyone  who  walks  into  their  offices.  1 
result?  When  one  or  two  or  three  houses  on  a  block  go  u 
foreclosure,  or  even  if  they  don't  get  the  paint  job  they  ni 
because  the  buyer  is  overextended,  the  original  CRA  goal 
neighborhood  revitalization  is  undermined,  not  advanced 
In  reality,  the  hardworking  and  upwardly  mobile  dc 
need  easy  credit;  they  desperately  need  tough  credit  st; 
dards,  in  order  to  have  some  assurance  that  they  and  tr 

neighbors  can  afford  th 
investment  and  are  likely 
maintain  their  properti 
This  is  how  neighborhoc: 
are  built  and  preserved. 

Easy  credit,  by  contn 
helps  good  neighborhoc 
become  bad  neighborhoq 
and  bad  neighborhoc 
stay  that  way — much 
the  way  that  good,  bh 
collar  neighborhoods 
undermined  when  Sectio< 
housing  voucher  recipie 
are  moved  in,  withe 
having  made  the  good 
decisions — based  in  thr 
frugality,  self-discipli 
and,  yes,  marriage— nec 
sary  to  earn  one's  way  a 
better  neighborhood.  C 
loans  can  be  thought 

as  Section  8  mortgages. 

Which  is  why,  if  the  CRA  is  not  simply  repealed,  the  a 
rent  mortgage  disclosure  laws  affecting  banks  should  be 
tended  to  those  protest  groups  that  are  now  in  the  mortg; 
business.  We  need  to- know  how  many  of  their  loans  h; 
gone  bad  or  are  in  trouble.  (Congress  elicited  that,  in  m 
1999,  8.2%  of  mortgages  Neighborhood  Assistance  Co 
had  arranged  with  FleetBoston  were  delinquent,  compai 
with  the  national  average  of  1.9%.) 

Meantime,  banks  and  bankers  need  to  stop  rolling  o\ 
They  need  to  say  clearly  that,  in  a  mortgage  market  as  co 
petitive  as  the  current  one,  there  is  no  reason  to  think  tl 
qualified  borrowers  will  encounter  discrimination  based 
race  or  geography. 
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Business  in  the  Internet  Age  is  a  loving, 
mrturing,  non- competitive  environment. 


Yeah,  right.  What  battlefield  are  you  on? 


Is  your  business  combat-ready  with 
eLearning  to  succeed  in  the  age  of  the  Internet? 


Let's  face  it,  business  is  a  battlefield. 
And  the  war  of  business  requires 
having  the  right  information  at  the 
right  time  to  stay  ahead  of  the 
competition  and  deliver  impact  to 
the  bottom-line.  Docent  Inc.'s 
Knowledge  Exchange  Platform  is  rapidly 
becoming  the  business-critical  application 
that  thrusts  companies  forward  through 
the   effective   application  of  knowledge. 


Over  100  companies  have  achieved 
their  business  goals  by  using 
Docent's  award-winning  applica- 
tions for  eLearning  to  launch  new 
products  quickly  and  efficiently, 
bring  new  sales  people  up  to  speed, 
and  increase  customer  satisfaction.  Choose  your 
business  arsenal  wisely  and  choose  Docent!  Call 
us  today  at  1-888-DOCENT5,  1-650-934-9500 
or  email  us  today  at  info("  docent.com. 


ft 


www.docent.com 


©  Copyright  2000  Docent,  Inc.  All  rights  reserved. 
Docent  and  the  Docent  logo  are  trademarks  of  Docent,  Inc. 


POIK 

Commerzbank's 

international  banking  and  finance 
capabilities  in  perspective 


Puzzled  by  the  big  picture 
in  changing  world  markets? 

Call  in  the  experts  from  Commerzbank. 


In  this  era  of  dramatic  change  with  far-reaching 
consequences  for  companies  of  all  sizes,  doing  business 
internationally  can  create  a  jigsaw  puzzle  of  financial 
challenges.  To  help  put  the  right  pieces  in  place  with 
flexibility,  turn  to  the  expertise  of  Commerzbank. 

Commerzbank  ranks  among  Europe's  large  financial 
institutions  with  total  assets  of  over  €  400bn  We  offer  a 
comprehensive,  integrated  scope  of  universal  banking 
capabilities,  covering  all  key  areas  of  commercial  and 


investment  banking.  The  Group  is  a  leader  in  Interr 
finance  with  comdirect  bank  as  Europe's  biggest  dire 
broker.  With  about  70  outlets  in  45  countries  around 
globe,  the  Commerzbank  Group  is  present  in  all 
markets. 

For  a  focused  approach  to  the  big  picture  in  int 
national  banking  and  finance,  call  on  Commerzban 
a  premier  European  universal  bank  with  a  glo 
sales  network. 


EXCELLENCE  IN  RESEARCH 


An  integral  part  of  Commerzbank's  international  experience  built  up  over  130  years  is  the  excellent 
of  the  Group's  research.  Both  the  quality  and  scope  of  our  research  is  recognized  by  policy  makers,  the  business  and  financial  commun 
and  the  press  around  the  world.  For  more  information  about  Commerzbank's  broad  research  capabilities,  just  contact  us  in  Frankfu 
■  volkswirtschaft@commerzbank.com),  London  (comsec@commerzbankib.com),  Prague  (research@ccme.cz).  New  York  (cbmailbox@cbkna.con 
Singapore  (Fax  +65  225  39  43),  or  Tokyo  (cbkjapan@gol.com).  Or  visit  our  website:  www.commerzbank.com 


COMMERZBANK  St 


ACT  AND  COMMENT 


5y  Steve  Forbes,  Editor-in-Chief 
With  all  thy  getting  get  understanding" 


TAX  CUTS 

The  day  all  Republicans  vigorously,  positively  advocate  this  issue  and  don't  let  Democrats  get 
away  with  portraying  it  as  a  "giveaway  to  the  rich"  will  be  a  big  plus  for  Bush  and  the  GOP. 

HOW  TO  RECHARGE  THE  NOMINATING  PROCESS 


EN  NOVEMBER'S  ELECTION  IS  OVER,  THE  TWO  MAJOR  PAR- 
need  to  reform  the  process  by  which  presidential  candidates 
chosen.  In  July  the  rules  committee  of  the  Republican  con- 
tion  rejected  a  reform  proposal  that  would  have  staggered 
Inaries  and  caucuses  over  a  four-month  period,  with  small 
les  leading  off  and  big  states  voting  at  the  end.  The  Demo- 
is  didn't  even  discuss  the  subject  at  their  recent  gathering. 
These  nominating  contests  should  indeed  be  stretched  out. 
asual,  Iowa  and  New  Hampshire  could  begin  the  process, 
there  should  be  no  more  mammoth  Super  Tuesdays,  with 
>zen  or  more  states  holding  primaries  and  caucuses  on  the 
le  day.  Instead,  there  should  be  only  two  or  three  contests  a 


week.  Each  state's  time  could  be  chosen  by  lottery.  That  way 
more  Americans  could  participate  in  the  nominating  process. 

We  had  such  a  situation  in  1976,  in  the  epic  contest  be- 
tween Gerald  Ford  and  Ronald  Reagan.  Almost  every  Tuesday 
that  spring  the  two  would  go  head-to-head  in  a  couple  of 
state  primaries;  the  contest  wasn't  decided  until  the  conven- 
tion itself.  Under  such  a  system,  underdogs  and  underfi- 
nanced challengers  would  have  an  opportunity  to  gain  trac- 
tion against  establishment  favorites. 

This  reform  may  prolong  the  primary  season  itself  but  not 
the  nominating  process.  Because  of  current  laws,  candidates 
must  start  earlier  and  earlier  to  raise  the  necessary  money. 


REAL  MONEY-IN-POLITICS  REFORM 


3THER  BADLY  NEEDED  REFORM  IS  CAMPAIGN  FINANCING, 
re  Washington  rules  and  regulations  are  not  the  answer. 
)se  will  only  beget  more  of  the  contortions  and  distortions 
t  we  see  in  the  proliferation  of  "independent  committees" 
in  the  explosion  of  "soft"  money.  Instead,  the  restrictive 
is  on  individual  giving  should  be  scrapped,  as  long  as  the 
tributions  are  promptly  disclosed  on  the  Internet.  In  fact, 
tributions  could  be  posted  each  evening  on  the  Web  sites  of 
didates  and  of  the  Federal  Election  Commission.  Americans 
uld  be  allowed  to  give  as  much  as  they  want  to  a  campaign 
candidate  if  the  contribution  is  immediately  made  public. 
Such  a  change  would  help  outsiders  challenge  the  status 
).  In  1968,  for  instance,  a  Minnesota  senator,  Eugene  Mc- 
thy,  engaged  the  incumbent  President,  Lyndon  Johnson. 


McCarthy  was  initially  financed  by  a  handful  of  big  givers  who 
agreed  with  his  anti-Vietnam  War  stance.  McCarthy's  insur- 
gency led  to  Johnson's  withdrawal  from  the  race.  Faced  with 
today's  rules  and  regulations,  McCarthy  would  have  gone 
nowhere;  he  never  could  have  raised  the  necessary  funds. 

Much  of  the  media  will  dislike  this  kind  of  change  because 
it  would  reduce  their  relative  influence — with  more  resources, 
candidates  could  take  their  messages  directly  to  the  voters. 

Speaking  of  change:  Political  pundits  should  cease  their 
moaning  about  the  "skyrocketing"  costs  of  electioneering.  Wag- 
ing a  national  campaign  (even  a  local  one)  is  not  cheap,  partic- 
ularly if  you're  not  an  incumbent.  All  the  money  spent  on  pres- 
idential, congressional  and  state  races  in  the  U.S.  amounts  to 
about  2%  of  what  this  country  spends  on  advertising  each  year. 


DOPING  OUR  KIDS 


I  USE  OF  DRUGS  SUCH  AS  RITALIN  TO  DEAL  WITH  KIDS  WHO 
"hyperactive"  or  suffer  from  "attention  deficit  disorder"  has 
loded,  with  production  and  use  of  Ritalin  having  risen  700% 
:e  1990.  More  than  2  million  children  are  on  Ritalin  alone. 
Some  of  these  youngsters  certainly  need  help.  But  authori- 
seem  to  have  forgotten  that  many  kids,  especially  boys,  are 
of  energy  and  are  easily  bored  to  tears  in  the  classroom, 
pjf  would  rather  be  running  around  or  doing  something  else, 
ng  naturally  rambunctious  youngsters  with  drugs  is  an 


abuse.  It  smacks  of  what  the  old  Soviet  Union  did  to  dissi- 
dents— drugged  them  into  stupors,  usually  in  mental  hospitals. 

Parental  and  teacher  discipline  will  usually  do  the  job  with 
unruly  kids.  Yet  a  growing  number  of  school  administrators  are 
threatening  to  charge  parents  with  child  abuse  if  they  don't 
have  their  children  take  Ritalin  or  Ritalin-like  medications.  Ex- 
cept in  truly  unusual  circumstances,  schools  and  courts  have  no 
business  forcing  prescription  drugs  on  children.  That  kind  of 
activity  is  worthy  of  a  totalitarian  state,  not  the  Land  of  the  Free. 
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MOMENT  OF  TRUTH 


PRESIDENT  CLINTON  RECENTLY  WON  HIS  BATTLE  FOR  A  $1.3  BIL- 
lion  aid  package  for  beleaguered  Colombia.  The  money,  while 
helpful,  won  t  turn  the  country  around  until  its  government 
makes  a  hard  decision:  to  engage  in  a  difficult  and  sustained 
batde  against  powerful,  drug-financed  guerrillas,  just  as  Peru 
successfully  did  nearly  a  decade  ago.  Cur- 
rendy  Bogota  believes  it  can  negotiate  a  set- 
tlement with  the  rebels  and  lure  them  into 
participating  peacefully  in  the  country's 
civic  and  political  life.  With  the  insurgents 
gaining  strength,  this  is  a  fatal  illusion. 

Colombia's  political  establishment 
must  also  get  its  act  together  and  make 
major  civil  reforms.  Voters  see  Congress  as 
an  ineffectual  den  of  corruption,  as  they  do 
the  judiciary — despite  a  number  of  coura- 
geous judges  who  risk  their  lives  trying  to 
dispense  genuine  justice.  The  country's  in- 
frastructure needs  major  modernization  as 
well,  and  roads  need  to  be  built  to  reach  the 
relatively  inaccessible  rural  areas. 

Last  year,  after  a  67-year  expansion,  the  Colombian  econ- 
omy contracted.  This  year's  "recovery"  is  anemic,  and  unem- 
ployment is  around  20%.  The  government  must  get  its  fi- 
nances in  order  and,  in  particular,  rein  in  spending.  It  should 
tie  the  battered  Colombian  peso  to  the  dollar  or  should  even 
formally  dollarize  its  economy,  which  next-door  Ecuador  is 
in  the  process  of  doing  and  which  Panama  has  done  since  its 
independence.  The  government  should  also  cut  taxes,  sharply 
reduce  trade  barriers  and  liberalize  job-killing  labor  laws. 

Colombia's  current  troubles  have  their  roots  in  what  is  called 


}  VENEZUELA 


Zones 
of  rebel 
A-,X  control 


The  Violence,  a  senseless,  murderous  civil  conflict  that 
from  1948  to  1958,  killing  more  than  200,000  people.  A  true 
finally  arranged,  but  disaffected  elements  refused  to  go  < 
melting  into  the  jungles  and  mountains.  Colombia's  ris> 
major  drug  producer  for  the  U.S.  has  given  the  rebels  a  gusi 
money  to  pay  for  their  increasingly  letha 
itary  muscle.  They  also  rake  in  an  addii 
several  hundred  million  dollars  a  year  k 
nappings  and  extortion.  In  reaction,  anc 
a  wink  from  the  army,  antiguerrilla 
military  groups  have  formed,  further  m 
the  government  appear  weak  and  irrelev 
In  a  major  blunder,  Bogota  is  ceding 
chunks  of  the  country  to  the  guerrill 
sanctuaries.  The  Revolutionary  Armed  F 
of  Colombia  (FARC)  has  been  given  ar 
the  size  of  Switzerland.  (Colombia  itself 
times  larger  than  Texas.)  To  the  consti 
tion  of  local  residents,  Bogota  now  war 
hand  over  territory  almost  the  size  of  I 
ware  to  a  group  called  the  Army  of  National  Liberation  (E 
This  will  put  the  ELN  within  striking  distance  of  the  cour 
largest  oil  refinery  and  its  principal  waterway,  highway 
railway.  The  violence  is  spilling  over  into  neighboring  Ecu 
Venezuela  and  Panama.  It  won't  be  long  before  Colon: 
rebel  forces  pose  a  credible  threat  to  the  Panama  Canal. 

Unless  the  government  takes  the  difficult  steps  that  it  r 
Colombia's  troubles  will  deepen.  What  else  should  the  U.J 
We  should  make  it  easier  for  Colombia  to  export  legal  p 
ucts  and  commodities  to  the  U.S.  And,  obviously,  the  nex 
ministration  must  do  more  to  curb  drug  use  here  at  hon 


BRAZIL 


HOW  CLINTON  DIMMED  STARR 


Truth  at  Any  Cost — by  Susan  Schmidt  &  Michael  Weisskopf 
(HarperCollins,  $26).  Highly  readable,  well-researched,  eye-pop- 
ping account  of  how  Independent  Counsel  Ken  Starr  and  his  col- 
leagues pursued  the  case  of  President  Clinton  and 
Monica  Lewinsky.  Starr,  an  intense,  hardworking  man 
above  reproach,  who  strives  for  the  truth  and  to  act 
fairly,  seemed  perfect  for  such  a  delicate  task  Just  as  Wa- 
tergate was  not  about  a  third-rate  burglary  but  die  sub- 
sequent cover-up,  Clinton's  peccadillos  were  not  "just 
about  sex"  but  about  Clinton's  obstruction  of  justice. 
Starr's  utter  lack  of  political  sophistication,  however, 
made  him  a  successful  target  of  an  ongoing  series  of  fe- 
rocious, well-aimed  attacks  by  the  President's  aides, 
acolytes  and  allies.  Administration  operatives  had  an  abun- 
dance of  political  street  smarts;  Starr  had  almost  none.  Thus,  as 
the  affair  dragged  on,  Starr  was  effectively  portrayed  as  a  self- 
righteous  prig,  who,  lacking  any  sense  of  proportion,  had  gone 
on  a  monomaniacal  crusade  to  "get"  the  President. 


retary,  Betty  Currie,  for  example,  initially  told  prosecutor 
truth  about  her  boss'  behavior,  including  his  attempts  to  hav 
commit  perjury.  The  White  House  then  apparendy  got  to 
Currie  suddenly  became  vague  in  her  recollect 
There  are  also  Janet  Reno  and  the  Justice  Dej 
ment's  playing  dirty  pool,  Starr's  failure  to  cut  ar 
munity  deal  with  Lewinsky  just  after  the  scandal  b 
(which  gave  the  White  House  months  to  po 
Starr's  well),  die  bizarre  behavior  of  Lewinsky'! 
lawyer  and  much  more.  All  absorbingly  recour 
This  entire  story,  so  well  told  by  Ms.  Schi 
of  the  Washington  Post  and  Mr.  Weisskopf  of ' 
magazine,  underscores  the  fundamental  flav. 
the  now-expired  independent  counsel  law,  am 
them  that  the  special  prosecutor's  seemingly  total  inde) 
dence  can  leave  him  without  the  political  protection  anc 
stitutional  backing  that  may  be  necessary  when  handling 
litically  sensitive  cases.  When  the  going  got  rough  for  Si 


There  are  remarkable  revelations  here.  Clinton's  personal  sec-     the  prosecutor  was  surprisingly  isolated  and  vulnerable. 
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Living  another  40  years  would  be  great 
if  our  money  wasn't  going  to  run  out  in  30. 


TIREMENT  PLANNING 


j!  got  a  lot  of  plans  for  our  retirement.  Outliving  our  money  isn't  one  of 
.  So  the  pros  at  MetLife  showed  us  how,  tvith  the  right  planning  and 
tments,  we  can  make  our  money  last  longer  down  the  road.  They  offer 
ole  range  of products  like  IRAs,  mutual  funds  and  annuities  to  help  us 
for  those  retirement  years.  And  we  plan  on  having  a  lot  of  them, 


800- MetLife  or  visit  us  at  www.metlife.com. 


GET  MET.  IT  PAYS.' 


MetLife  10^ 

Financial  Services 


tiered  Dy.  Metropolitan  Life  Insurance  Company,  0n»  Madison  Ave..  NY.  NY  10010.  Mutual  Funds  and  Financial  Planning  Services  offered  by  MetLjfe  Securities.  Inc.. 
>n  Ave  .  NY,  NY  10010!  ©2000  Metropolitan  Life  Insurance  Co.,  NY,  NY  E00074L3O  MLIC-LD  '  PEANUTS  ©  United  Feature  Syndicate,  Inc.,  www.snoopy.com  < 


I    OTHER  GO  MM  EN T S 


Don't  you  know  that  the  greatest  men  in  the  world  have  told  lies  and  let  things  be 
misunderstood  if  it  was  useful  to  them?  Didn't  you  ever  hear  of  a  campaign  promise 

— CLAUDETTE  COLBERT,  as  Gerry  Jeffers, 
in  The  Palm  Beach  Story  (1942  film) 


No-Good  Nostrum  The  American  Academy  of  Pedi- 
atrics reports  that  as  many  as  3.8  million  schoolchildren,  mostly 
boys,  have  now  been  diagnosed  with  "attention-deficit/hyper- 
activity  disorder,"  characterized  by  a  short  attention  span, 
jumpiness  and  impulsive  behavior.  At  least  a  million  children 
now  take  Ritalin  for  this  condition,  and  the  use  of  the  drug  has 
risen  manifold  in  recent  years.  But  even  the  AAP  acknowledged 
in  a  recent  study  that  many  cases  are  misdiagnosed. 

"This  is  so  scary,"  says  Patricia  Weathers,  of  Millbrook, 
NY.  Officials  at  the  Millbrook  School  District  called  police 
and  child  protective  services  when  she  took  her  9-year-old 
son  off  medications  earlier  this  year. 

The  underlying  problem  here  is  the  notion  that  children  be- 
long first  to  the  state — that  parents  are  allowed  to  retain  cus- 
tody only  at  the  discretion  of  school  and  "child  welfare"  officials 
who,  after  all,  have  professional  diplomas  and  thus  know  best. 

— Las  Vegas  Review-Journal 

Making  the  Cut  Trillions  of  dollars  of  surpluses  are 
expected  to  flow  in  to  a  Beltway  bureaucracy  that  is  distrusted 
by  Main  Street  and  totally  unfathomable  to  the  Internet  gen- 
eration. Folks  on  Main  Street  and  in  the  suburbs  would  rather 
use  the  money  to  help  their  kids.  The  kids,  in  turn,  once  they're 
old  enough  to  turn  in  their  skateboards  for  business  plans, 
would  rather  see  their  tax  dollars  devoted  to  new-technology 
startups.  And  almost  everyone — fully  two-thirds  of  likely  vot- 
ers own  stocks  either  directly  or  indirectly— wants  more  after- 
tax income  to  invest  in  supersaver  accounts  that  will  help  them 
reap  the  long-term  benefits  of  the  stock  market. 


OXYM0  fcON 


Ownership,  investment  and  entrepreneurship  fij 
spirit  of  the  times,  and  George  W.  Bush  has  caught  that  s 
The  pundits  who  declared  tax  cuts  a  dead  issue  have 
proved  wrong.  Tax  cuts  are  at  the  heart  of  the  Repuh 
presidential  campaign — right  where  they  belong. 

—LAWRENCE  KUDLOW  &  STEPHEN  MOi 

National  Ri 

Fed  tO  the  Wolves  The  attorney  general,  Kenneth 
believed,  had  a  duty  to  protect  the  integrity  of  his  inveg 
tion  just  as  she  did  any  federal  law  enforcement  activitj 
stead,  as  the  President's  allies  spread  lies  about  [Starr's]  3 
tants  and  undermined  public  trust  in  his  probe,  Janet  1 
and  her  top  officials  were  silent.  Reno,  he  told  colleagues) 
a  modern-day  Pontius  Pilate,  allowing  the  crucifixion  of  ii 
cents.  She  had  compromised  the  grand  traditions  of  the  ji 
Department,  he  said.  She  had  forsaken  her  fidelity  to  the 
of  law  and  turned  his  beloved  institution  into  a  mouthj 
for  the  White  House.  The  spirit  of  Richard  Nixon  was  ba3 
—SUSAN  SCHMIDT  &  MICHAEL  WEISSM 

Truth  at  Any 

Campfire  Grill  No  one  who  grew  up  in  the  1 960a 
through  that  decade  without  hearing  a  few  thousand 
ruses  of  the  folk  standard  "Kum  Ba  Ya."  It  seemed  like  e 
aspiring  Pete  Seeger  and  Joan  Baez  was  singing  the  tune, 
tie  did  they  realize  that  they  were  actually  religious  pre 
gandists.  That,  at  least,  is  what  Bill  Sadlo  says.  He's  directj 
operations  at  the  Boys  &  Girls  Club  in  North  Port,  Fla. 

He  [recently]  banned  8-year-old  Samantha  Schultz  fij 
singing  the  song  at  the  club's  day  camp  talent  show,  calling  i 
unconstitutional  establishment  of  religion.  The  song  conl 
the  phrase,  "My  Lord,"  as  in  God.  "We  just  can't  have  any 
gious  songs,"  said  Sadlo.  "We  don't  want  to  take  a  chance 
child  offending  another  child's  religion."  We  assume  meml 
ship  in  the  North  Port  club  is  free  since  Sadlo  wouldn't  ace 
payment  in  currency  with  "In  God  We  Trust"  on  it. 

— New  York . 

Dark  Continent?  If  they  can't  get  it  right  now,  h 
will  they  do  with  the  Olympics? 

—passenger  complaining  about  Sydney  Airpoi 
second  power  failure  within  a  month,  which  i 
layed  flights  and  caused  a  backlog  of  passengl 
Far  Eastern  Economic  Rem 
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Our  process  to  reduce  sulfur  in  gasoline 


HELPS  THOSE  WHO  DON  T  EVEN  DRIVE. 


r  is  a  naturally  occurring  element  in  gasoline 
.  contributes  to  air  pollution.  But  until 
ently,  the  methods  used  to  remove 
ur  from  gasoline  weren't  very  efficient.  So 
Hips  is  developing  a  new  process  that 
oves  more  than  90%  of  the  sulfur  in 
dard  gasoline  without  significant  loss  of 


octane  or  volume.  Its  an  innovation  that  will 
help  us  reduce  harmful  emissions  from  cars, 
improve  air  quality  and  meet  proposed, 
sulfur  regulations  for  years  to  come.  And 
it's  just  one  of  the  many  ways  we  live  up  to 
the  name  The  Performance  Company,  /mn* 

PHILLIPS  PETROLEUM  COMPANY  OT) 


a  copy  of  our  annual  report,.call  918-661-37.00,  write  to:  Phillips  Annual  Report,  B-41,  Adams  Bldg.,  Bartlesville,  OK  7400A, 

or  visit  us  at  www.phillips66.com. 
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makes  it  all  complete 


Vivendi 


A  Global  Leader  in 
Communications  and  Environmental  Services 

www.vivendi.com 
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QUALCOMM's  next  generation  of  CDMA  chipsets  and  system  software  isl 
the  future  of  wireless  communications.  QUALCOMM  CDMA  chips  deliver 
call  quality,  increased  data  rates,  better  power  management,  and  enha 
functionality.  In  addition,  our  CDMA  chips  provide  the  innovative  feature! 
customers  demand,  such  as  voice  recognition,  Internet  connectivity,  stre4 
video,  and  GPS. 

The  QUALCOMM  name  will  always  guarantee  the  integration  of  the  most ; 
features  available.  As  manufacturers  produce  increasingly  innovative  p 
QUALCOMM  CDMA  chips,  backed  by  our  superior  support  tools,  custoi 
service,  and  dedication  to  partnership,  will  play  a  critical  role. 

Look  to  the  future.  Look  to  QUALCOMM. 


www.qualcomm.com/cdmatechcu 

Copyright  O  2000  QUALCOMM  Incorporated 
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CDMA  Technologies 


Enabling  the  future  of  communications. 


OMMENTARY 


n  Events  at  Home  and  Abroad 

y  Caspar  W.  Weinberger,  chairman 


TIME  FOR  ANOTHER  BOSTON  TEA  PARTY 


AMERICAN  REVOLUTION  WAS  LARGELY  CAUSED  BY 
lin's  taxing  the  American  colonists,  who  had  no  repre- 
ation  in  the  House  of  Commons, 
^n  old  vaudeville  joke  ran  like  this:  "If  you  think  taxation 
out  representation  is  bad,  you  ought  to  try  taxation  with 
;sentation."  Amen.  In  1997  the  Clinton  Administration  or- 
d  Americans  to  pay  a  tax  that  was  never  discussed,  voted 
y  Congress  or  signed  into  law — because  it  is  not  a  law.  It  is 

imposed  by  the  FCC  and  consented  to  by  the  Adminis- 
on  and  sadly,  thus  far,  by  Congress.  This  is,  of  course,  the 
died  "E-Rate,"  a  tax  your  representatives  in  Congress  never 
)ted.  They  were  not  even  consulted  about  it.  It  is  wholly  an 
utive  Branch  idea  and  is  patently  unconstitutional. 
Vs  Editor-in-Chief  Steve  Forbes  has  twice  written,  you  pay 
dditional  "charge"  on  all  long-distance  calls,  by  order  of 
"CC.  That  charge  has  different  labels  on  various  phone 
pany  bills,  but  the  money  ultimately  goes  to  a  federal  pro- 
1  to  pay  for  getting  our  schools  and  libraries  connected  to 
nternet.  The  annual  intake  from  this  levy  is  $2.25  billion. 

his  is  a  dangerous  recipe  that  sets  a  precedent  for  all 
s  of  other  taxes  or  "charges"  to  be  imposed  without  your 
jressman  having  to  vote  on  them, 
low  did  this  happen?  Some  supporter  (Vice  President 


Gore  in  this  case)  had  a  little — apparendy  innocent — clause 
put  into  the  Telecommunications  Act  of  1996.  It  purported 
to  offer  discounts  to  schools  for  connecting  to  the  Internet. 
The  FCC  promptly  interpreted  this  language  as  authorizing 
it  to  establish  an  "E-Rate" — which  in  plain  language  is  a  tax 
on  long-distance  telephone  users.  With  no  action  by  Con- 
gress, the  FCC  created  three  new  bureaucracies  to  funnel 
your  money  to  the  schools — after  paying  for  the  new  federal 
employees  and  new  contractors.  The  head  of  the  principal 
authority,  a  former  Gore  fundraiser,  was  paid  a  higher  salary 
than  any  member  of  the  President's  Cabinet.  (These  three 
entities  have  since  been  reorganized  into  one,  and  Mr.  Gore's 
friend  is  gone.) 

The  Administration  has  boasted  of  doing  all  this  for 
schoolchildren — but  95%  of  schools  are  already  connected 
to  the  Net.  Why  hasn't  the  Republican  Congress  killed  this 
program,  with  its  unconstitutional  tax  that  amounts  to  5%  of 
your  monthly  phone  bill?  By  2003,  if  this  tax  is  not  stopped, 
it  will  total  more  than  $10  billion. 

There  is  still  time  to  destroy  this  little  monster  before  it 
gets  so  big  that  no  one  will  dare  touch  it.  We  need  some 
Boston  "Indians"  to  throw  this  egregious  usurpation  of  our 
rights  into  Boston  Harbor — or  even  the  Potomac! 


THE  CLASS-WARFARE  WARRIORS  RIDE  AGAIN 


LMOST  ANY  TIME  WHEN  TUNING  IN  TO  LAST  MONTH'S 
locratic  Convention  in  Los  Angeles,  you  could  hear 
kers  praising  the  Democrats  as  being  the  party  that  pro- 
and  improves  life  for  "workers"  and  that  feels  deep  con- 
fer the  "welfare  of  children,"  or  similar  sentiments, 
s  the  Republican  Party  really  against  "working  men  and 
len"?  Are  there  certain  types  of  laborers  who  are  only  Dem- 
ts?  All  the  convention  orators,  the  columnists  and  others  who 
rted  on  the  speeches  have  forgotten  that  we  are  all  workers, 
pt  for  a  comparatively  small  number  who  are  fully  retired, 
yone  is  a  worker.  I  am  a  worker,  and  many  other  workers 
Republicans.  Most  of  them  have  children  and  have  the  same 
regard  for  children  as  do  parents  who  are  Democrats, 
t  is  the  cheapest  type  of  demagoguery  to  foster  class  warfare, 
shouters  at  the  convention,  i.e.,  Jesse  Jackson,  Ted  Kennedy, 
,  feel — or  pretend  to  feel — that  only  they  are  concerned 
the  welfare  of  workers  and  children.  Apparendy  anyone 
registers  as  a  Republican  is  a  rich,  white,  compassionless 
:  person  who  spends  his  time  grinding  down  die  poor  and  is 
rant  of  and  indifferent  to  the  needs  of  children.  Democratic 


leaders  and  candidates  boasted  about  the  economy  and  the  great 
wealth  it  has  brought.  And  some  of  the  wealthy  Democrats  have 
given  huge  amounts  of  money  to  their  party.  Evidendy,  by  so 
doing  they  buy  a  sort  of  absolution  from  the  harsh  criticism 
hurled  against  Republicans  who  have  been  reasonably  successful 
and  have  given  of  their  largesse  to  the  GOP. 

One  of  President  Reagan's  proudest  accomplishments  was 
virtually  putting  an  end  to  the  old  rhetoric  of  class  warfare.  He 
inspired  all  people  to  grow  and  try  to  be  successful.  He  never  en- 
gaged in  demagoguery  about  how  the  system,  the  rich  or  some 
other  group  blocked  progress,  was  motivated  only  by  greed  and 
cared  nothing  about  "workers"  or  children.  Class  warfare,  which 
the  Democrats  spent  a  week  trying  to  revive,  is  destructive  and 
polarizing.  There  is  enough  good  in  America  for  everyone,  and 
attempts  to  polarize  and  embitter  are  truly  un-American. 

I  am  sure  that  both  Governor  Bush  and  Vice  President 
Gore  will  do  all  they  can  to  help  everyone  grow,  develop  and 
prosper.  It  is  the  worst  kind  of  demagoguery  to  claim  a  mo- 
nopoly of  goodness  and  of  helping  workers  and  children, 
while  imputing  evil  to  everyone  else.  F 
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LANGUAGE  YOU  CAN  UNDERSTAND 


UNBIASED  GUIDANCE 


IT'S  HARD  TO  BELIEVE  WE'RE  ACTUALLY 


TALKING  ABOUT  INSURANCE. 


AUTO 


LIFE 


HOME 


© 


HEALTH 


The  time  has  come  for  user-friendly  insurance.  Introducing  Insurance.com,  the  online 
marketplace  that  offers  the  information,  unbiased  guidance  and  choices  for  you  to  select 
The  education,  guidance  and  the  most  appropriate  insurance  products  for  you. 
choices  that  make  insurance  Insurance.com  takes  you  through  the  insurance 
work  for  the  people  who  buy  it,  buying  process,  from  choosing  the  right  product  to 
not  just  the  companies  that  sell  it.  selecting  multiple  quotes  to  ultimately  purchasing 
insurance.  Visit  www.insurance.com  and  be  sure  of  one  thing:  we're  talking  about  insurance. 
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E-COMMERCE  STINKS 


It's  a  Riggios'  choice!  Named  after  Len  and  Steve  Riggio, 
the  brothers  who  run  Barnes  &  Noble.  First  they  let  Ama- 
zon.com sneak  into  their  market  and  embarrass  them.  Then 
they  let  Wall  Street  goad  them  into  erecting  their  own  Web 
site.  So  far,  bn.com  has  lost  money  and  washed  up  as  an  IPO. 
It  may  yet  ignite  shareholder  lawsuits  and  reduce  the  once 
highly  profitable  stores  to  public  libraries  and  day  care  cen- 
ters. That  Amazon's  stock  price  could  drop  to  a  hat  size  won't 
ease  B&N's  pain. 

Coming  Next 

Does  this  mean  e-commerce  was  hopelessly  overhyped?  It 
looks  that  way  now.  But  don't  snort  too  hard.  Remember  two 
things  about  technology: 

•  Investor  sentiment  tends  to  swing  wildly  in  both  directions. 
The  flip  side  of  hyperventilation  is  the  tubercular  wheeze. 
Rarely  do  you  detect  normal  breathing. 

•  The  Web's  technology  underpinning  is  constantly  on  the 
move.  Computers  and  handhelds  double  their  speeds  every 
two  years.  Storage  capacity  is  on  the  same  evolutionary  path. 
Bandwidth,  now  free  of  its  copper  cage  and  out  of  the  regu- 
lated telco  animal  farm,  has  begun  to  evolve  fastest  of  all.  Ten 
years  hence,  computers  and  handhelds  will  be  50  times  more 
powerful.  The  Web  will  come  across  as  a  rich  audio  and  video 
medium,  superior  to  TV,  even  on  wireless.  Thanks  to  fiber  op- 
tics, we  may  see  the  beginnings  of  a  three-dimensional  holo- 
graphy— football  players  scurrying  across  your  living  room. 

A  new  generation  of  entrepreneurs  exploiting  this  technol- 
ogy will  come  charging  over  the  hill.  They  will  be  smart,  well- 
funded  and  unscarred  by  failures.  Wave  upon  wave,  they'll  come. 

Pen  computing  took  the  world  by  storm  in  1990  and 
quickly  flushed  a  few  hundred  million  down  the  toilet  by  the 
time  it  went  bust  in  1992.  Those  not  weeping  about  its  failures 
were  laughing  their  guts  out — pen  computing!  Ha,  ha!  Etch  A 
Sketch!  How  could  investors  be  so  stupid!  Lost  amid  the  guf- 
faws were  the  activities  of  a  little  startup  in  Los  Altos,  Calif, 
called  Palm  Computing.  The  entrepreneurs,  Jeff  Hawkins  and 
Donna  Dubinsky,  were  neither  laughing  nor  crying.  They 
were  too  busy  working  their  guts  out  on  the  second  genera- 
tion of  pen  computing.  lust  a  little  more  chip  speed,  a  little 
smarter  handwriting  algorithm,  a  smaller  form  factor  . . .  and 
kaboom!  We  had  liftoff.  The  PalmPilot  became  a  huge  hit. 
Yes,  the  first  consumer  e-commerce  wave  has  been  mostly 
ase  to  put  up  a  Web  store,  and  you'll  ~  a  failure.  The  second  wave  may  be  a 

r        r  '  VHB  For  further  discussion  of  this  and  other  ' 

market  share,  market  cap  and  prob-  topics,  go  to  the  forum  at  our  Web  site  grand  bust,  too.  But  the  third  and  fourth 

f  your  most  creative  employees.  WmM  at  www.forbes.com/karlgaard.  waves  will  hoist  up  monster  successes.  F 


OES  NOW.  NOT  LONG  AGO  I  DECIDED  TO  SCOUR  THE  NET 
a  pair  of  water  sandals.  My  first  stop,  Nike.com,  ushers 
to  a  rakish-looking  pair  called  Air  Deschutz  VIII.  My  first 
>r  choice,  black  on  anthracite,  is  out  of  stock.  Not  to 
ry!  Spun  yellow  on  black  is  available  in  size  1 1 . 
rhe  next  click  summons  a  Web  page  asking  for  address  and 
ne  number.  Then  to  one  requesting  a  credit  card.  I'm  get- 
close — so  far,  so  good.  Ah,  yes.  Do  I  want  UPS  ground, 
day  or  overnight  service?  Ground  will  do.  Now  click  on  the 
button  to  confirm  the  order.  I  do.  What  happens?  I'm  sent 
c  to  the  page  asking  for  my  address  and  phone  number! 
at?  A  mistake!  So  I  repeat  the  procedure  three  times,  always 
l  the  same  result.  I  get  all  the  way  to  the  end — I  can  by  now 
:the  Air  Deschutz  VIII  water  sandals  on  my  feet  . . .  along 
l  the  warm  sand,  the  gentle  waves,  the  tall,  cool  drink  in  my 
d,  the  mambo  music — but,  no-o-o-o-o-o.  Back  I  go,  as  if 
wheeling  around  eternity  in  some  kind  of  endless,  loopy 
ltmare.  Back,  back  and  back  again  to  the  address  and  phone 
iber  page.  The  water-sandal  order  never  gets  booked. 
ht  Puma.com  it's  worse.  Pages  take  90  seconds  to  come  up 
ji  Tl  line.  If  you  have  the  time — and  I  emphasize  time — try 
in  a  hotel  with  your  56k  dial-up.  Go  to  Puma.com.  Order 
m  service  during  the  first  page  look-up;  eat  a  six-course 
J  and  drink  two  bottles  of  wine  during  the  next;  meet  an 
friend  at  the  bar  downstairs  for  a  brandy  during  the  third. 
;ger  back  to  your  room,  find  the  water  sandals  you  want  and 
■eady  to  click  on  the  shopping  cart.  Steady,  man — click!  Go 
le  minibar  and  open  a  beer.  Come  back  to  the  computer, 
int  at  the  diologue  box  informing  you  the  site  is  "under 
struction."  Fall  back  on  your  bed.  Goodnight,  Puma. 
This  rotten  ordeal  repeats  itself  across  virtual  America, 
after  day.  Last  Christmas  season  I  went  to  L.L.  Bean  to 
er  some  rain  gear  and  repeatedly  watched  my  computer 
j  up  like  a  constipated  dog  every  time  I  clicked  on  the 
zr  button.  To  make  it  worse,  the  L.L.  Bean  site  failed  to 
">,  my  name,  address,  phone  number  and  credit  card. 

Igios'  Choice 

e  I  a  Ralph  Nader  or  Pat  Buchanan  voter,  I  might  imagine 
e  page  bombs  were  the  result  of  some  darker  motives.  But 
don't  have  to  be  paranoid  to  see  that  retailers  are  caught 
dilemma.  Erect  a  Web  store,  and  your  brick  and  mortar 
ributors  may  soon  organize  a  mutiny  and  slit  your  throat. 
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ft     ft  ill  Once  a  first-class  retailer,  Dillard's  may  now  be 
the  worst  of  the  big  ones.  It's  time  for  the  family  to  move  on. 


BY  LUISA  KROLL 

DILLARD'S  DEPARTMENT  STORE 
once  was  a  glorious  example 
of  American  retailing. 
Founder  William  Dillard  ran 
the  Little  Rock,  Ark.-based 
company  with  an  iron  fist,  paying  at- 
tention to  detail  and  buying  other  com- 
panies on  the  cheap. 

But  something  has  gone  very  wrong. 
What  was  once  the  62-year-old  com- 
pany's biggest  strength,  the  exacting  Dil- 
lard family,  is  now  its  biggest  weakness. 
The  Dillards,  always  an  insular,  stubborn 
clan,  now  seem  less  interested  in  boosting 


All  in  the  family: 
The  stubborn 
Dillard  clan 
doesn't  know 
when  it's 
time  for  a  sale 


shareholder  value  than  in  re- 
taining control — they  own 
only  10%  of  the  company 
but  hold  99%  of  class  B 
stock,  which  allows  them  to 
elect  two-thirds  of  the  board. 

Dillard's  stock  has  dropped  to  its 
1988  price,  sinking  70%  from  $43  two 
years  ago.  Earnings  have  been  stagnant 
for  much  of  the  past  decade,  slipping 
20%  last  year  to  $219  million,  on  rev- 
enues of  $8.7  billion.  The  latest  financials 
offered  little  hope  for  the  338-store  chain. 
Second-quarter  profits  sank  74%  as 
same-store  sales  fell  3%. 


The  Dillards 
have  trouble  figuring 
when  it's  time  for  a  sale.  Not  only  in  tl 
stores.  For  the  company,  too. 

The  biggest  problem  for  the  larg 
southern  chain  seems  to  be  a  reluct  a 
to  give  up  what  no  longer  won 
whether  it  is  management  or  market! 
Since  the  late  1980s  Dillard's  has  rel 
on  "everyday  low  pricing,"  meaning 
sales.  While  the  tactic  works  for  c 
counters  like  Wal-Mart,  it  has  not  m< 


52     FORBES"  September  18,  2000 


-  ' 


d  department-store  shoppers.  Oil- 
's has  also  been  slow  to  mark  down 
■of-season  items,  even  bathing  suits 
he  shelf  long  after  customers  are 
ng  clothes  for  the  new  school  year. 
Dillard's  sales  per  square  foot  of  $154 
le  of  the  lowest  figures  in  the  indus- 
^ederated  delivers  $193;  Sears,  $315. 
fhen  there's  the  matter  of  family.  The 
3r  Dillard,  86,  passed  on  the  chief  ex- 
ive  title  to  his  son  William  II  two 
rs  ago,  but  he  still  wields  a  lot  of 
)wer  in  the  boardroom.  While  he  has 
;pped  out  of  day-to-day  operations, 
probable  that  his  kids — four  are  top 
lagers  at  Dillard's — won't  sell  the 
pany  while  he  is  alive.  Nor  are  they 
y  to  import  an  outside  merchant  as 
Penney  has  done. 

rhere's  always  a  chance  that  another 
strous  quarter  will  bring  them  to 

senses.  But  nothing's  a  sure  bet  with 
ird's.  The  family  answers  to  no  one, 
ling  the  company  as  if  it  were  pri- 

thanks  to  a  dual-class  stock  struc- 

that  was  set  up  when  the  company 
t  public  in  1969.  The  board  also  is 
ced  in  its  favor:  5  of  the  12  members 
Dillards,  including  the  elder  Dillard, 
one  of  the  oldest 

irmen  of  a  U.S.  pub- 
lic company.  Five 
are  70-plus,  making 

it  one  of  the  U.S.' 

grayest  boards. 

Management 
routinely  snubs  share- 
lolders,  analysts  and 
eporters.  The  Dillards 

fused  to  be  inter- 
iewed  for  this  story. 
:'s  like  a  clam  with 
yngitis,"  says  Kurt 
nard,  president  of 
lard's  Retail  Consulting  Group. 
"Shareholders  have  written  letters  but 
no  response,"  fumes  Thomas  lackson, 
anaging  director  of  Prudential  In- 
ment  Corp.,  Dillard's  second-largest 
;eholder,  with  a  9.2%  stake.  "They  are 
)gant  and  impervious  to  outside 
lit."  Jackson  has  lost  a  bundle  on  Dil- 
's  but  hangs  on,  hoping  for  a  takeover. 
It  wasn't  always  like  this.  Dillard's  was 


As  William  Dillard's  role 
fades,  so  do  his  stores. 


once  one  of  the  country's  finest  retailers. 
The  company  was  also  a  darling  among 
investors  who  didn't  care  about  the  elu- 
sive family  as  long  as  they  posted  strong 
numbers.  In  a  FORBES  profile  in  1991  we 
lauded  the  company  for  "profit  margins 
that  would  knock  your  eyes  out." 

Only  the  blind  would  miss  the  profit 
erosion  today.  The  gross  margin  dropped 
to  33.6%  in  1999,  its  lowest  this  decade; 
the  operating  margin  sank  to  8.2%,  down 
1.2  percentage  points  for  the  year. 

To  be  sure,  Dillard's  shares  some  of 
its  travails  with  other  big  department 
store  chains,  such  as  J.C.  Penney  and 
Sears.  They  are  all  losing  traffic  to  spe- 
cialty chains  like  Kohl's  and  Bed,  Bath  8c 
Beyond.  Dillard's  itself  blames  slow  sales 
of  brands  like  Tommy  Hilfiger. 

Despite  its  troubles  the  family  has 
done  little  to  get  Dillard's  back  on  track. 
Management's  biggest  move  was  a  sur- 
prise bid  for  Mercantile  stores  in  1998 
for  $80  a  share,  or  $3.1  billion  in  cash. 
Dillard's  won  Mercantile,  but  it  seems 
to  have  paid  too  much,  assumed  too 
much  debt  and  bungled  the  transition. 
Dillard's  scrapped  store  promotions  and 
Mercantile's  liberal  return  policy,  two  of 
its  hallmarks.  It  also 
stripped  the  old  names  off 
the  stores,  replacing  them 
with  Dillard's. 

Much  of  that  blame 
goes  to  William  Dillard  II, 
55,  who  was  named  chief 
executive  just  before  the 
merger  was  announced. 
The  transition  still  isn't 
widely  cheered  within  the 
company.  Apparently  Ju- 
nior lacks  dad's  merchan- 
dising and  acquisition  in- 
stincts. He  is  paying  down 
debt  but  also  using  cash  to  buy  back  up  to 
$550  million  in  stock.  So  far  to  little  avail. 
The  debt  has  been  downgraded,  and  the 
stock  is  worth  less  than  he  paid  for  it. 

The  younger  Dillard  seems  to  share 
his  father's  reluctance  to  open  Dillard's  to 
outsiders.  That  makes  selling  out  to  rivals 
like  Federated  or  May  an  unlikely  volun- 
tary move.  Too  bad — these  family  shop- 
keepers could  use  a  little  outside  help.  F 


All  My 
Children 

money  Fayez  Sarofim  gets 
his  soap-opera  life  in  order. 

BY  JACK  EGAN 

■  NVESTMENT  MANAGER  EXTRAOR- 
Bdinaire  Fayez  Sarofim's  motto  is: 
I  "Never  sell."  But  word  on  Wall 
Street  is  the  71 -year-old  Egyptian- 
born  financier,  nicknamed  the 
Sphinx,  may  sell  his  own  Houston- 
based  firm.  He's  coy  about  it,  but 
lately  he  has  been  preoccupied 
putting  his  personal  affairs  in  order. 

Item  one:  The  fallout  from  his 
scandal-tinged  private  life,  revolving 
around  the  chunk  of  his  change  that 
went  to  his  second  wife,  Linda,  in 
their  caustic  divorce  in  1996. 

Linda  later  took  on  a  new  hus- 
band (18  years  younger  than  she), 
but  she  died  in  May,  at  age  47,  while 
climbing  Mount  Kilimanjaro  with 
him.  A  battle  over  her  fortune 
erupted,  as  she  had  two  wills:  an  ear- 
lier one  that  divided  her  $100  mil- 
lion estate  evenly  among  her  four 
children,  and  a  newer  one  that  cut 
their  take  to  give  20%  to  her  new 
husband,  a  29-year-old  former  law 
clerk  named  Mason  Lowe. 

Now  Fayez  Sarofim,  worth  $1.8 
billion,  has,  wrangled  a  settlement 
that  honors  the  second  will  but 
pushes  aside  Lowe  as  executor;  the 
Sphinx  himself  is  taking  charge  and 
is  liquidating  the  estate,  ensuring  his 
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kids  get  fair  treatment. 

Sarofim's  firm,  founded  in  1958, 
earned  renown  for  presciently  scooping 
up  shares  of  chipmaker  Intel  in  its  in- 
fancy, and  for  other  shrewd  buys.  His 
first  marriage,  in  1964  to  Louisa  Stude, 
the  adopted  daughter  of  Herman 
Brown,  cofounder  of  construction 
colossus  Brown  &  Root,  gave  him  entree 
to  Houston's  highest  echelons. 

The  marriage  blew  apart  after  his 
wife  found  out  about  his 
long-running  affair  with  a 
young  employee,  Linda 
Hicks,  25  years  Sarofim's 
junior.  Making  matters 
worse:  He  had  fathered  two 
kids  with  Linda  while  married  to 
Louisa.  The  1989  divorce  settlement 
awarded  Louisa  $250  million,  then  the 
largest  in  Texas  history.  Soon  after, 
Sarofim  married  Linda,  and  she  had  a 
third  child  (her  fourth  offspring  stems 
from  a  previous  marriage). 

Seven  years  later  the  couple  split, 
and  Linda  engaged  a  Houston  divorce 
lawyer,  Earle  Lilly,  who  won  her  $60 
million  beyond  her  prenup.  She  subse- 
quently struck  up  a  romance  with  Lilly, 
but  sued  him  in  1997  for  overcharging 


her,  winning  back  $6  million. 

The  next  round  began  when  Linda 
married  Mason  Lowe  in  1998;  they  had 
met  in  an  alcohol  rehab  clinic.  Her  death 
in  May  was  caused  by  a  pulmonary 
edema.  Then  came  the  battle  over  wills. 
The  first  gave  25%  to  each  of  the  four 
children  (ages  11  to  24),  and  named  at- 
torney Lilly  as  executor.  A  newer  one  cut 
Mason  in  and  made  him  executor.  The 
conflict  over  which  would  prevail  raged 


A  row  over  his  second  wife's  estate 
ends  as  the  Sphinx  plays  peacemaker. 


through  the  courts.  Sarofim  entered  the 
dispute  in  July  as  peacemaker.  Lilly  and 
Lowe  withdrew,  and  Sarofim  was 
named  executor  of  the  second  will. 

Sarofim  won't  talk  about  the  Linda 
fracas,  but  he  will  discuss  the  future  of 
his  firm — in  Sphinx-like  fashion.  First 
he  says  that  maybe  he  will  buy  another 
firm  rather  than  sell  out;  then  he  says 
any  sale  price  would  have  to  be  rich.  "I 
don't  believe  in  retirement,  and  I  plan 
to  keep  working  as  long  as  I  can,"  he 
says.  Does  that  mean  he'd  stay  on  after 


selling?  "The  value  of  the  franchise 
pends  a  great  deal  on  my  presence." 

He  also  says  he'd  like  his  oldest  a 
Christopher  Sarofim,  36,  to  be  "mys 
cessor."  Chris,  from  Fayez's  first  marr 
to  Louisa,  works  for  the  firm  as  an  ana 
and  fund  manager.  Chris,  too,  has  flij 
with  scandal.  His  divorce  from  wife 
lerie  earlier  this  year  was  replete  with 
legations  of  infidelity  and  cocaine  l 
Her  lawyer  in  that  fight:  Linda  Sarofij 
old  flame — Lilly. 

Who  would  buy  Sarofi 
Mellon  Bank's  name  pops( 
a  lot;  it  won't  comment, 
Sarofim  manages  five  mul 
funds  for  its  Dreyfus  unit, 
has  handily  beaten  the  averages  in  e 
of  the  last  four  decades,  but  he  has 
kept  pace  lately  with  more  tech-he 
managers.  For  the  12  months  end 
June  30  he  was  up  a  respectable  9.79 
"He's  been  losing  clients  in  drovi 
says  one  Houston  client  who  has  pu 
money  out.  Baltimore's  pension  agei 
just  dropped  him  for  underperforman 
"We  created  a  lot  of  wealth  for  then 
says  the  Sphinx.  Given  the  high  pri 
other  firms  fetch,  maybe  it's  high  ti 
for  Fayez  Sarofim  to  sell  out. 


Hagiography  Alert 


B  0  0  K  S  i  The  bad  news  for  GE  shareholders  is  that  Jack  Welch  is  soon  to  retire.  The  worse  news:  Welch  is  writing  his  me 
oirs.  In  our  experience,  books  about  celebrity  chief  executives  often  appear  just  as  trouble  is  beginning  to  emerge  at  their  co 
panies.  In  addition  to  the  folks  below,  our  theory  holds  for  people  like  Bill  Gates,  Michael  Eisner  and  Sam  Walton. — Susan  KitcH 
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Berkshire 

Wall  Street  on  Sale: 
The  Techniques  Used 
^^^BML    by  Master  Investor 
Warren  Buffett,  by 
SPV'^rVl  Timothy  P.  Vick. 

Berkshire  Hathaway's  stock  price  (Sthou) 


Coke 

I'd  Like  the  World  to 
Buy  a  Coke:  The  Life 
&  Leadership  of  R. 
Goizueta,  by  David 
Greising. 
Coca-Cola's  stock  price 


IBM 

Father,  Son  &  Co.: 
My  Life  at  IBM  and 
Beyond,  by  Thomas 
Watson  Jr. 
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'One  of  several  published  around  that  time.  Source:  Interactive  Data  Corp.  via  FactSet  Research  Systems. 
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ducing  Expedia®Special  Rates.  Through  direct  negotiations  with  our  hotel  partners,  we  offer  you  exclusive  prices  on  top 
ty  hotels  that  beat  standard  rates  by  up  to  70%.  Plus  you'll  get  all  the  other  insights  you  need  so  you  don't  just  book  a  trip, 
)ook  the  right  trip.  Book  the  perfect  flight.  Reserve  the  right  car.  Easy  and  secure  transactions,  all  at  the  right  price.  Backed 
jr  24-hour  customer  support. 

Expedia.com 

Don't  just  travel,  Travel  Right: 

an  also  find  us  under  Travel  on  ms/l^* 


Mary  Poppins' 
Portfolio 

i  In  Silicon  Valley, 
software  programmers  aren't  the 
only  ones  with  lavish  perks. 

BY  JULIE  PITTA 
H  NNABELL  CALLAGHAN  IS  WHAT'S 
gj^  known  as  a  status  nanny.  The  49- 
i^liyear-old  has  a  bachelor's  degree 
in  English,  a  master's  degree  in  child 
development  and  20  years  of  teaching 
experience.  An  accomplished  pianist, 
she  loves  to  play  for  her  little  wards.  In 
short,  Mary  Poppins,  but  with  a  better 
resume. 

So  in  Silicon  Valley,  where  the  rich 
are  blessed  with  money  but  burdened 
by  parental  guilt,  Callaghan  has  no 
trouble  dictating  her  price.  She  had  two 
couples  bidding  for  her  two  years  ago. 
One,  a  venture  capitalist  and  his  college 
teacher  wife,  offered  $48,000,  a  health- 


club  membership  and  first-class  travel 
around  the  world,  where  Callaghan 
would  have  time  away  from  the  kiddies. 

Rich,  but  not  rich  enough.  She  went 
with  the  software  entrepreneur  and  her 
lawyer  husband,  who  offered  the  tradi- 
tional Silicon  Valley  currency — stock 
options.  Today  Callaghan  is  a  proud 
shareholder  in  a  promising  Web-soft- 
ware maker.  She  won't  say  how  much, 
but  her  boss,  Comergent  Chief  Execu- 
tive Jean  Kovacs,  wagers  it's  enough  that 
Callaghan  will  stick  around  for  the  four 


years  until 
stock  vests. 

Notwithsl 
ing  the  Inte 
crash,  Silicon 
ley's  working 
have  driven  n 
salaries  up 
25%  in  the 
year  to  an  av« 
of  $18  per 
Accomplis 
nannies  can 
$80,000  a  year  in  salary,  paid  health 
and  pensions,  as  well  as  lavish  p 
Few  will  work  longer  than  a  40-1 
week,  which  requires  many  coupl 
hire  a  second  nanny 

Holly  Pease,  a  vice  president  for 
ital  Island,  travels  once  a  month  for  v 
bringing  her  infant  and,  of  course 
nanny  "She  wants  her  own  room 
dates  need  to  be  set  a  month  ahead; 
she  needs  time  off  when  she's  th< 
Pease  says.  Pease  appeased  her,  ai 
throwing  in  a  vacation  at  Disney  W 


Ad  Gold 

marketing:  The  new 
ad  darlings  are  the  stars 
of  track  and  field. 

BY  EILEEN  GLANT0N 

SHOE  AND  APPAREL  COMPANIES 
have  always  lavished  attention  on 
track  athletes,  draping  them  from 
head  to  toe  in  logo-embossed  athletic 
wear.  But  most  nonsports  companies 
have  ignored  track  and  field  athletes  for 
endorsements.  Why?  Their  events  are 
considered  yawners  on  TV. 

Not  this  year.  A  number  of  compa- 
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nies — Maytag,  Visa,  Coca-Cola  and 
General  Motors  among  them — are 
chasing  runners  and  field  athletes,  espe- 
cially women. 

Why  the  mad  dash?  For  one  thing, 
the  U.S.  team  is  expected  to  do  very 
well  at  the  Olympic  Games  in  Sydney 
(Sept.  15  to  Oct.  1).  Advertisers  see 
green  when  there's  gold.  But  advertisers 
are  also  suckers  for  a  telegenic  bunch  of 
women.  Especially  when  the  gals  have 
good  personal  stories  to  tell. 

Take  distance  runner  Maria  Run- 
yan.  She's  the  first  legally  blind  U.S.  ath- 
lete to  compete  in  the  Olympic  Games. 
Overcoming  a  leg  injury  just  before  the 


MARLA  RUNYAN 

DISTANCE  RUNNER 
Luxottica  for 
Lenscrafters 

$70  thousand 

in  endorsements 


Olympic  trials  in  July,  she's  been  ta" 
to  pitch  Luxottica  sunglasses 
Lenscrafters. 

Then  there's  sprinter  Marion  Jc 
who's  set  to  pull  in  more  than  $1 
lion  in  endorsements  this  year,  inc 
ing  deals  with  Tag  Heuer  and  A 
Lots  more  is  coming  if  she  returns : 
Sydney  with  multiple  gold  meda. 
expected.  The  comely  athlete  has  < 
a  TV  and  print  ad  campaign,  a 
"Where  Beauty  Meets  Brawn,"  fo 
GMC  Envoy  sport  utility  vehicle. 

The  big  breakthrough  for  track 
field  types  carr 
v^     the  Olympic  1 


STACY  DRAGILA 

POLE  VAULTER 
Visa 

$70  thousand 

in  endorsements 


\ 


u  u  i  r  n  u  n  i 


v  the  nanny  is  angling  for  a  raise. 
Nannies  have  the  luxury  to  be  picky 
ut  their  employers.  "I  won't  work 
people  who  work  at  Microsoft  or 
^1,"  says  Mary  Perkins,  an  18-year 
.  "I  pick  up  a  tone  in  them." 
The  scarcity  of  status  nannies  has 
iked  in  some  nasty  business.  Ven- 
E  capitalist  Joanna  Strober  is  still 
;ry  with  a  neighbor  who  tried  to 
1  her  an  pair.  Darlene  Mann  of 
;et  Ventures  keeps  a  leery  eye  on  a 
nd  who  tried  to  woo  her  nanny.  Re- 
iting  is  a  hot  pastime  at  Holbrook- 
ner  Park  in  Atherton. 
"There  are  those  nannies  who'll  just 
to  the  highest  bidder,"  says  Anne 
rrissey,  a  business  consultant  and 
ther  of  a  13-month-old  boy.  She  be- 
s  her  nanny  feels  part  of  the  family, 
just  to  be  safe,  Morrissey  has  con- 
red  offering  the  caretaker  stock  in  a 
software  enterprises  she  advises. 
The  hand  that  rocks  the  cradle  rules 
world — and  these  days,  it  rules  Sili- 
Valley,  in  particular.  F 


uly.  The  event  drew  sellout  crowds, 
pers — and  salivating  advertisers, 
e  vaulter  Stacy  Dragila  set  a  world 
)rd  and  was  quickly  snapped  up  by 
i  to  do  a  30-second  TV  commercial 
$70,000.  Hardly  a  threat  yet  to 
er  Woods,  who  will  earn  an  esti- 
ted  $41  million  in  endorsements 
year. 

What  if  these  budding  endorsers 
iible  their  chance  at  Olympic  gold? 
i;ir  ad  careers  may  be  over.  But  high- 
uper  Amy  Acuff,  who  just  inked  a 
jl  to  host  an  MTV  fitness  program, 
!  a  fallback  career:  nude  calendar 


in  deals 


Strike 
Elsewhere 

media!  If  strike  talk  in 
Hollywood  seems  labored, 
it's  because  the  unions' 
hold  on  programming 
is  more  tenuous  than  ever. 

BY  MARK  LACTER 

IT  WAS  A  BUSY  SUMMER  IN  TINSEL- 
town.  Rather  than  descending  en 
masse  on  the  Hamptons  or  Sun  Val- 
ley, Hollywood's  producers  and  studio 
executives  were  fran- 
tically trying  to 
stockpile  television 
shows  and  movies  in 
anticipation  of  a 
strike  by  actors  and 
writers  next  year. 
"They  are  making  all 
kinds  of  deals,  I  can 
tell  you  that,"  ob- 
serves Dawn  Acrey, 
manager  of  L.A. 
Farm  restaurant,  a 
bustling  lunch-hour 
trough  for  show  folk. 

Agents  and  law- 
yers working  to  cut 
quick  deals  for  their 
clients  (and  them- 
selves) have  fanned 
the  flames  by  whis- 
pering darkly  to  the 
trades  of  an  impend- 
ing labor  crisis. 

"This  is  about  as  serious  as  we've 
seen  it,"  an  "industry  source"  intoned  to 
the  Hollywood  Reporter.  "It  could  be  an 
icy  time  if  this  strike  goes  on  as  planned," 
a  "senior  agent"  warned  Variety. 

But  nursing  a  mug  of  black  coffee 
at  Art's  Deli  in  the  San  Fernando  Val- 
ley, Screen  Actors  Guild  President 
William  Daniels  hardly  seems  to  have 
the  stomach  to  lead  his  members  out 
on  the  picket  line. 

'We  have  no  intention  of  striking," 
growls  the  mustachioed  Daniels,  best 
known  as  the  cranky  Dr.  Mark  Craig 


on  NBC's  1980s  hit  series  St.  Elsewhere. 

Already  the  reluctant  figurehead 
of  a  confrontational  strike  among 
those  of  his  members  who  appear  in 
commercials,  the  longest  in  SAG  his- 
tory, the  73-year-old  Daniels  will  push 
to  hammer  out  a  deal  in  collective 
bargaining  for  the  movie  and  TV  ac- 
tors. "I  thought  I  was  a  little  too  old 
for  this,"  he  carps.  "And  now  I  know 
I'm  too  old  for  it." 

It  will  be  hard  for  hourly  working 
stiffs  to  get  agitated  about  well-paid 
thespians  acting  up  on  a  picket  line. 
But  hell  hath  no  fury  like  the  liberal 
Hollywood  establishment  scorned,  so 


Agents  have  fanned  the  flames 
by  whispering  of  a  labor  crisis. 


expect  disproportionate  press  coverage 
over  a  labor  fight  that  won't  exactly 
ground  airplanes  or  stop  subways. 

In  fact,  the  Hollywood  talent 
unions  strike  at  their  own  peril.  With 
their  power  already  diminished  by  a 
proliferation  of  programming  outlets 
and  a  boom  in  reality  shows  that  use 
nonunion  performers,  the  guilds  face 
an  uphill  battle  against  the  media 
conglomerates  that  produce  most  en- 
tertainment today  and  which  can  eas- 
ily swallow  a  blip  in  production. 

The  unions  have  made  a  lot  of 
noise  before,  but  rarely  walked.  The 
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last  strike  was  1 2  years  ago  by  the  Writ- 
ers Guild.  An  aborted  strike  three  years 
earlier  nearly  wrecked  the  union.  Since 
then,  the  union  has  become  even  more 
dependent  on  the  major  networks  and 
studios,  which  account  for  83%  of  its 
members  pay,  up  from  59%  in  1984. 

This  time  around  the  unions'  com- 
plaints are  about  the  amount  of  resid- 
ual money  they  receive  from  reruns  on 
cabie  and  overseas  channels.  The  net- 
works two  years  ago  promised  the 
unions  a  breakdown  of  profits,  but  have 
yet  to  deliver,  making  it  tougher  for  the 
unions  to  revise  the  residual  formulas. 

Meantime,  cable  continues  to  dilute 
labor's  strength.  Cable  advertising  rev- 
enues this  year  are  expected  to  increase 
to  $13.1  billion,  up  from  $1.5  billion  in 
1988,  while  viewership  is  fast  approach- 
ing that  of  the  major  networks. 

Viacom  epitomizes  the  new  viewing 
habits.  The  company's  cable  group, 
which  includes  Nickelodeon  and  MTV, 
represented  16%  of  1999  revenues  but 
29%  of  its  operating  income  (net  be- 
fore depreciation,  interest  and  taxes). 
The  broadcast  side,  consisting  mosdy  of 
CBS,  accounted  for  34%  of  revenues, 
but  just  20%  of  operating  income. 

One  reason  for  the  windfall  is  shows 
like  St.  Elsewhere,  which  Viacom  pays  a 
pittance  to  air  on  its  retread  channel  TV 
Land.  "For  all  134  episodes  I  got  $8,000. 
Now,  come  on,"  Daniels  moans. 

The  unions'  saber  rattling  comes  at 
a  time  when  reality  and  game  shows 
have  turned  TV  economics  on  its  head. 
Instead  of  the  dramas  and  sitcoms  that 
employ  much  of  Hollywood,  the  net- 
works are  cranking  out  cheap,  non- 
union shows  such  as  Survivor  and  Big 
Brother.  The  latest  offering:  NBC's 
Chains  of  Love,  an  over-the-top  piece  of 
sadomasochistic  voyeurism  in  which  a 
woman  is  handcuffed  to  four  men  for 
five  mind-numbing  days. 

"I  would  hate  to  speculate  on  what 
this  says  about  our  culture,"  scolds 
Daniels,  retreating  to  his  grumpy 
Dr.  Craig  persona.  "You're  watching  peo- 
ple eat,  sleep,  go  to  the  bathroom.  And 
that's  interesting  to  you?  That  it  interests 
vou  at  all  is  a  shame."  F 


Unaccommodating? 
A  lawsuit  alleges  fraud  took 
place  at  the  Indianapolis  Hyatt. 

Lodging 
Complaints 

D  I  s  P  u  T  E  s  I  After  years 
of  benign  neglect,  hotel  owners 
are  finally  looking  over  the  folks 
running  their  places.  They  don't 
always  like  what  they  see. 

BY  MICHAEL  FREEOMAN 

FOR  19  YEARS  ITT  SHERATON 
managed  John  Hancock  Finan- 
cial Services'  Washington  D.C. 
hotel.  It  was  an  apparendy  amicable 
business  relationship.  But  in  1998  the 
partnership  ended  after  Hancock 
sued  Sheraton,  alleging  Sheraton  ac- 
cepted kickbacks  from  suppliers  and 
engaged  in  commercial  bribery.  Star- 
tling charges,  but  in  December  a  fed- 
eral court  jury  in  Delaware  agreed 
with  Hancock,  awarding  the  com- 
pany $50  million  in  damages. 

No  mere  contract  dispute,  the  • 
case  has  opened  a  window  on  what 
looks  like  a  bit  of  skulduggery  in  the 
hotel  industry  that's  making  other 
hotel  operators  nervous.  For  good 
reason:  More  suits  are  coming.  "This 
case  has  given  owners  a  new 
weapon,"  says  John  Dent,  a  Los  An- 
geles lawyer  who  follows  hotel  litiga- 
tion. Indeed,  in  May  a  partnership  of 


the  Hines  real  estate  firm 
the  California  Public  Emr. 
ees      Retirement  Sy 
(Calpers),  a  state  pension 
that  has  5%  of  its  $167  bi 
in  assets  in  real  estate, 
Hyatt  in  Indianapolis.  It  cl 
that  the  hotelier  obtained 
cret  kickbacks"  from  ven 
at  its  hotel  there  and  "act 
attempted  to  mislead"  Cal 
and  Hines  for  more  th 
decade.  Hyatt  declined  comment 
What's  going  on  here?  First, 
at  the  way  hotels  are  run.  Investo 
often  insurance  companies,  pen 
funds  and  the  like — typically  pro 
the  building  and  funding  to  run 
ury  and  business-class  hotels  and 
hire  management  companies 
Sheraton  to  run  the  place.  The  op 
tors  typically  get  a  fee  of  1%  to  3 
sales,  plus  a  similar  incentive 
meeting  earnings  or  growth  goals 
Historically  the  landowners  1 
put  enormous  trust  in  managen 
companies  by  entering  20-  to  25 
contracts.  But  in  the  mid-1990s 
hotel  market  trailed  off,  and  lando 
ers  began  to  scrutinize  the  books. 

In  Hancock's  case,  the  firm 
covered  through  an  audit  what  loc 
like  an  innocent  practice.  The  Sh 
ton-managed  hotel  was  participa 
in  a  national  program  in  which 
White  Plains,  N.Y.-based  chain  ( 
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Reverso 
Gran'Sport 

There  are 
days  when 
turning  the 
case  of  the 
Reverso  Gran'Sport  is  all  the 
action  you  need.  Just  feel 
how  smoothly  it  pivots  on 
its  supremely  comfortable 
bracelet,  and  discover 
how  intelligently  it  measures 
your  time,  If  its  quality 
leaves  you  breathless,  our 
watchmakers'  efforts  were 
worth  it. 


«Jaeger-leCoultrp» 


part  of  Starwood.'  negotiated  prices  for 
volume  purchases  of  supplies  like 
sheets,  towels  and  soap.  But  according 
to  Hancock,  Sheraton  instructed  its 
suppliers  to  add  an  average  7%  to  the 
negotiated  price.  This  add-on  was  then 
returned  as  kickbacks  to  Sheraton,  but 
not  included  in  financial  statements, 
thereby  artificially  inflating  Hancock's 
nses.  Trial  witnesses  estimated  that 
Sheraton's  North  American  hotels  took 
in  $32  million  between  1992  and  1997 


through  this  creative  accounting. 

Sheraton  admitted  in  court  papers 
that  it  participated  in  the  purchasing 
program.  But  it  disputes  -the  idea  of 
kickbacks  and  claimed  that  any  addi- 
tional fees  covered  administrative  costs, 
earning  the  company  no  profit.  It  also 
asserted  it  was  following  a  standard  and 
longstanding  industry  practice. 

Indeed,  hotel  experts  agree  that 
such  bulk  purchasing  deals  and  "fees" 
are  quite  common — which  raises  the 


question  of  why  owners  aren't  min 
their  investments  better.  William 
lace,  a  Washington  D.C.  lawyer 
represents  Hancock  and  Calpers,  ir 
the  investment  firms  had  no  inklii 
the  kickbacks  until  relatively  reca 
"There  was  a  fairly  elaborate  sche: 
cover  this  up,"  he  maintains. 

In  any  case,  Wallace  will  be  bus1 
says  his  firm  has  received  at  lea 
dozen  calls  from  hotel  owners  worj 
ing  if  they,  too,  are  being  defraudec 


Lost  in  Space 

red  tapeiAs  bureaucrats  fight 
over  turf,  exports  suffer. 


BY  CHANDRANI  GHOSH 

FREQUENCY  AND  TIME  SYSTEMS,  A 
$16  million  (sales)  technology 
outfit  based  in  Beverly,  Mass.,  was 
on  the  verge  of  signing  a  deal  to  sell 
three  quartz  oscillators  to  Alenia,  an 
Italian  satellite  equipment  subcon- 
tractor, for  $240,000.  But  negotiations 
broke  down  when  the  company  could 
not  guarantee  a  firm  delivery  date.  The  mH 
problem?  The  paperwork  factories  of  ^81 
Washington.  Frequency  and  Time 
couldn't  tell  Alenia  how  long  it  would 
take  to  get  an  export  license  from  the 
federal  government. 

Just  another  casualty  in  an  18- 
month-long,  rather  pointless,  battle  be- 
tween the  departments  of  State  and 

The  beneficiaries  are  foreign  companies.  "The 
export  licensing  process  is  broken,  and  unless 
it's  fixed  it  will  be  impossible  to  do  business." 


Commerce.  The  two  agencies  are  fight- 
ing over  which  has  authority  to  grant 
export  licenses  for  16  items  that  can  be 
used  in  satellites.  The  items  range  from 
tape  recorders  to  cryocoolers  to  digital 
imaging  chips  for  infrared  cameras, 
made  by  Kodak.  There's  lots  of  demand 


for  these  items  on  Earth,  too — for  ex- 
ample, in  cell  phones  and  automobiles. 

Commerce  used  to  be  in  charge  of 
these  items.  But  the  1999  Defense  Au- 
thorization Act  gave  the  State  Depart- 
ment jurisdiction  over  export  of  all 
"commercial  satellite  and  related 


items."  It  was  aimed  at  avon 
military  use  of  the  products. 
State  Department  read  "rel 
items"  expansively  to  include  thl 
disputed  items.  The  Commerce 
partment  says  Congress  never  m 
to  transfer  the  16  items.  "If  they 
they  would  have  mentioned  then 
name,  as  they  did  other  items  1 
wanted  transferred,"  argues  Will 
Reinsch,  an  under  secretary  of  I 
merce.  The  State  Department  deel: 
comment. 

Most  exporters  side  with  the  C 
merce  Department  on  this  one— 
surprisingly — since  Commerce  a 
ages  36  days  to  process  an  expor 
cense,  while  the  paper  pushers  at c 
can  take  several  months. 

The  dispute  has  now  been  sen 
yet  a  third  set  of  bureaucrats,  at  the 
tional  Security  Council,  for  resolut 
A  spokesman  promises  a  decision  sc 
but  two  deadlines  have  come  and  g< 

While  the  bureaucrats  fight,  po 
tial  customers  are  starting  to  lool 
foreign  manufacturers.  That's  the 
with  European  Aeronautic  Defens 
Space  Co.,  which  buys  several  sate 
components  from  the  U.S.  It 
so  many  export  applications  penc 
that  it's  now  looking  for  non-U.S.  s 
pliers — of  which  there  are  quite  a : 
"The  export  licensing  process  is  brol 
and  unless  it's  fixed  soon  it  will  be 
possible  to  do  business,"  says  Sam 
Adcock,  an  executive  vice  president. 

Someone  should  remind  the 
reaucrats  that  the  trade  deficit  in  ]\ 
was  $30  billion,  the  highest  ever. 
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S  ffl  V  A  N  l  E  S I  The  SEC's  new 
disclosure  regulation 
may  not  make  little  investors 
any  richer.  But  it  means 
more  money  in  the  bank  for 
Business  Wire's  Lorry  Lokey. 

BY  DOROTHY  POMERANTZ 

THESE  ARE  AWFULLY  GOOD 
times,"  hoots  Lorry  I.  Lokey, 
whose  privately  held  Business 
Wire  floods  newsrooms  across  the 
country  with  corporate  press  releases. 
Lokey's  business  just  got  a  big  boost 
from  the  Securities  &  Exchange  Com- 
mission's new  Regulation  FD,  which 
stands  for  fair  disclosure.  It  requires 
companies  to  put  out  a  news  release 
whenever  they  say  anything  material 
to  anyone.  In  other  words,  no  more 
"private"  chats  with  analysts  or  big 
institutional  investors.  All  must  be 
revealed. 

This  is  certainly  good  news  for 
Lokey,  73,  a  former  General  Electric 
flack  who  charges  as  much  as  $525  a 
pop  to  distribute  a  release  to  the 
media.  He  volunteers  that  he's  already 
worth  $500  million  and  claims  his  pri- 
vately held  $109  million  (sales)  Busi- 
ness Wire  would  fetch  $1  billion  if  it 
was  ever  sold. 

Maybe,  maybe  not.  But  there's  no 
question  Lokey  has  done  well  by  ex- 
ploiting SEC  disclosure  rules  going  as 
far  back  as  1968,  when  the  old  Texas 
Gulf  Sulphur  Co.  was  nailed  for  issu- 
ing a  misleading  press  release. 

Lokey  began  in  1961  working  out 
of  a  10-by-12  office  he  shared  with  a 
zaftig  200-pound  woman  in  down- 
town San  Francisco.  Today  his  empire 
consists  of  26  bureaus  in  the  U.S.  and 
Europe  employing  500  people. 

The  company  boasts  17,000  clients 
and  expects  to  bury  reporters  with 
275,000  different  press  releases  this 
year — 1,100  a  day,  on  topics  ranging 
from  routine  corporate  earnings  to  the 
"19th  Annual  Exotic  Erotic  Ball"  (bet- 


ter you  don't  ask). 
Churning  out  all  that 
corporate  propaganda 
helps  pay  the  rent  on 
his  39th-floor  head- 
quarters from  which 
Lokey  has  spectacular 
views  of  the  Trans- 
america  Pyramid 
building  and  San 
Francisco  Bay. 

Even  before  the 
SEC  lent  him  a  helping 
hand,  Lokey  saw  a 
need  for  a  more  effi- 
cient way  to  disclose  information. 
Companies  used  to  dispatch  messen- 
gers to  news  outlets  and  have  them 
wait  in  the  hall  until  an  exact  minute, 
say  1:59  p.m.,  to  ensure  that  the  infor- 
mation was  delivered  simultaneously 
to  everyone. 

Lokey  had  a  better  idea.  With 
$2,000  in  savings  he  leased  a  teletype 
machine  and  installed  free  printers  in 
16  media  offices  in  the  Bay  Area.  He 
then  convinced  six  companies,  in- 
cluding American  Airlines  and  Bank 
of  America,  to  pay  him  $15  to  send 
out  their  releases.  Within  four  months 
he  was  making  as  much  as  he  had 
earned  at  GE. 

Today,  using  e-mail,  fax  and  a 
satellite  feed  through  Associated  Press, 


Lokey  has  done 
well  by  exploiting 
SEC  disclosure 
rules  going 
as  far  back  as 
1968  s  Texas  Gulf 
Sulphur  Co.  case. 


Happy  days:  Press  relea 
made  Lokey  rich. 

Lokey  can  deliver  to  ( 
media  outlets  nation 
or  to  selected  state 
cities,  depending  on  ' 
the  client  needs, 
charges  $525  to  sei 

> 400-word  release  or 
national  feed.  For  dis 
ution  to,  say,  just  the 
Area  media,  it's  $85. 
Lokey's  big  compc 
|  is  the  larger  $165  mi 
(sales)  PR  Newsw 
V     ^1  owned  since  1982 
^k.       Britain's  United  Nei 
Media  Group. 

It  has  a 
of  1,200.  How< 
based  on  an  uns( 
tific  survey  of 
number  of  pres 
leases  retrievec 
Dow  Jones  Inte 
tive  for  the  past 
years,  it  app 
Lokey  is  winninj 
volume  conte 
with  391,587  p 
release  citations  t 
Newswire's  370,- 
"The  relation 
between  the 
companies  gets  frosty  at  times,"  s 
John  Williams,  executive  vice  presi 
of  global  markets  for  PR  Newswire 
a  former  Business  Wire  marke 
executive. 

But  Lokey  is  laughing  all  the  w; 
the  bank.  He  won't  say  how  profii 
his  firm  is.  But  having  handed  over 
of  the  company  to  employees — 2 
whom  are  paper  millionaires, 
claims — Lokey  spends  much  of  his 
these  days  giving  money  away.  His 
vate  foundation  has  pledged  to  dis 
ute  $78  million  by  2003,  including 
$27  million  he's  given  away  so  far  t< 
alma  mater,  Stanford  University. 

Included  in  that  amount  frorr 
King  of  Press  Releases:  $2  million 
chair  in  journalism. 
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Sony,  Japan's  most  famous  company,  is  in 
a  slump.  Snazzy  new  gadgets  may  not  pull  it  out. 


BY  BENJAMIN  FULFORD 

SONY'S  NEW  PRESIDENT,  KUNI- 
take  Ando,  smiles  broadly  as 
he  pulls  out  a  tiny  gadget 
from  his  coat  pocket.  The  new 
device,  called  the  Clie,  is 
small,  Palm-compatible,  has  a  color 
screen  and  can  surf  the  Web  and  play 
two-hour  film  downloads. 

It  marks  Sony's  first  plunge  into  a 
new  wireless  world  that  blends  Web, 
video  and  communications — a  foray 
aimed  at  pulling  the  electronics  giant 
out  of  a  stubborn  slump.  "We  have  cre- 
ated an  entertainment  mobile,  a  new 
platform,"  Ando  says,  admiring  his  new 
digital  baby.  He  rhapsodizes  about  cre- 
ating a  category  of  products  some- 
where between  mobiles  and  computers. 


Cool  stuff,  but  the  $400 
Clie,  due  on  store  shelves  in  the 
U.S.  in  October,  won't  be 
enough  to  cure  Sony's  many  ills. 
The  world's  most  admired  con 
sumer  electronics  company  is  in 
deep  trouble. 

This  year,  on  $63  billion  in  sales,  \ 
Sony  may  run  a  loss  for  the  second  \ 
time  in  its  history  (the  first  was  in  ' 
1995,  due  to  a  Columbia  Pictures 
writeoff),  thanks  in  part  to  yet  another 
Hollywood  writeoff,  this  one  a  $968 
million  charge  at  Sony  Pictures  Enter- 
tainment. More  alarming  is  the  erosion 
of  Sony's  core  business.  Revenue  from 
audio  products  is  down  13%  and  sales 
of  video  gear  and  TV  sets  are  flat, 
pulling  down  overall  profit  margins — 
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Sony  President 
Kunitake  Ando 
loves  toying  with 
his  teeny  new 
gadgets,  but  he's 
got  big  problems 
on  his  hands. 


I  total  profits — by  more  than  half  in 
past  two  years. 

The  only  real  bright  spots  are 
yStation — which  contributes  less 
n  10%  of  total  revenue  but  a  full 
;-third  of  profits — and  Vaio  com- 
ers. After  that,  things  look  grim, 
thering  competition  from  a  slew  of 
-cost  Asian  competitors  has  eroded 


Instead,  payroll  at  Sony's  dizzying  1,080 
subsidiaries  is  up  2.3%,  despite  slump- 
ing sales  (the  company  blames  acute 
parts  shortages  and  higher  unit-sales 
volumes).  Exporting  from  the  land  of 
the  rising  yen  doesn't  help.  Some  60% 
of  Sony's  costs,  but  less  than  30%  of  its 
revenue,  is  in  yen.  For  every  1%  in- 
crease in  the  yen's  value  against  the  dol- 


stressed  out,  I  could  not  sleep  at  night," 
he  says.  Idei  has  now  assumed  a  long- 
range  strategy  role,  giving  day-to-day 
control  to  President  Ando,  the  58-year- 
old  former  chief  of  the  bread-and-but- 
ter electronics  division. 

Ando  has  a  rescue  plan,  one  that 
sounds  a  lot  like  Sony's  perennial  recipe 
for  staying  out  of  trouble.  A  new  gener- 


Ve  have  created  an  entertainment  mobile,  a  new  platform." 


;rating  margins,  yet  Sony  is  hobbled 
Japan  by  high  taxes,  40%  higher 
ver  costs,  antilayoff  laws  and  wages 
re  than  ten  times  that  of  China. 
Chairman  Nobuyuki  Idei  promised 
')%  cut  in  the  work  force  a  year  ago. 


lar,  Sony's  profits  fall  by  $80  million. 
Small  wonder  the  company's  stock  is 
off  32%  from  its  highs  in  March. 

Turning  Sony  around  will  be  a 
Godzilla  of  a  management  task.  Chair- 
man Idei  couldn't  do  it  alone.  "I  was  so 


ation  of  gadgets  can  pull  Sony  through, 
if  the  company  can  innovate  and  unveil 
the  new  stuff  quickly  enough.  "Even  if 
competitors  come  out  with  cheaper 
copies  within  a  few  months,  we  will  al- 
ready have  moved  on,"  he  says. 
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But  Sony's  own  divisions  are  at  log  VCR  and  camcorder  tapes  and  con-  home.  "When  I  see  a  movie  like 

odds  .iture  will  take  vert  them  into  digital  files,  edit  them  and  Matrix,  I  just  want  to  grab  my  c 

shape  and  which  Sony  product  line —    put  them  on  CDs.  Vaio  computer  sales  troller  and  start  playing  with  it." 

PlayS'  io — should  occupy  more  than  doubled  last  year  in  Japan  and         Kutaragi  may  seem  abrasive  to  s< 

the  central  role.  Moreover,  Sony  pushes  grew  42%  in  the  U.S.  to  a  total  2.8  million  (see  box),  but  he  has  power.  He  ere 

its  own  proprietary  technology,  includ-  units  worldwide,  according  to  DataQuest.  the  wildly  successful  PlayStation 

ing  the  Memory  Stick  used  in  the  new  They  now  control  6.8%  of  the  Japanese  million  units  sold  worldwide) 

Che,  a!  a  time  when  the  rest  of  the  PC  market  and  1 .2%  in  the  U.S.  PlayStation  2  (3  million  sold  in  Japa 

woti  mbraced  open  standards.         The  Vaio  therefore  could  take  cen-  the  three  months  following  its  Ma 

Tha      ;  , id  give  consumers  the  take-it-  ter  stage,  in  concert  with  Sony's  new  release,  with  a  U.S.  launch  slated  for 

or- leave  it  choice  of  going  all  Sony  or  handheld  gadgets — but  not  if  Ken  Ku-  cember).  His  vision  of  the  PlayStatit 
nothing. 

has  been  blood-  "It  will  be  difficult  for  us  to  ever  get  profits  like  tha 

ied  in  its  first  ef- 
forts at  going  mobile,  retreating  last  taragi  has  his  way.  Kutaragi  believes  in  calls  for  a  semiconductor  inside  a 
year  from  making  cell  phones  in  the  the  PlayStation.  The  president  of  the  screen  TV  connected  to  a  broadb 
U.S.  But  Ando  has  already  scored  one  powerful  Sony  Computer  Entertain-  network.  "Movies,  TV  programs,  mi 
against-the-odds  success.  In  1996  he  ment  group  gives  thumbs  down  to  vi-  games  and  communications  will  mi 
defied  strong  internal  opposition  to  sions  of  the  future  concocted  by  other  seamlessly  with  each  other,"  he  say 
successfully  market  Vaio  computers,  Sony  groups.  call  it  telespace.  It  will  allow  things 
which  integrate  with  Sony's  audiovisual         He  admits  Ando's  cherished  mobile  instant  blind  dates." 
equipment.  devices  "will  be  like  black  holes,  suck-         He  is  already  preparing  for  this 
The  latest  Vaios  have  Sony  software  ing  every  electronic  function  into  by  trying  to  persuade  the  big  Hollyw 
that  lets  you  edit  videos,  music,  pictures  them,"  but  he  bets  digital  entertain-  studios  to  record  and  distribute  tl 
and  more.  Owners  can  take  their  old  ana-  ment  will  begin  in  the  broadband  movies  digitally  using  Sony's  syste 

The  Chairman 
And  the  Rebel 

Now  that  Chairman  Nobuyuki  Idei  no  longer  has  day-to- 
day responsibilities,  he  has  the  luxury  to  pursue  his 
digital  dreams  full  time.  "I  want  Sony  to  become  an  e- 
company  with  a  capital  E,"  he  says.  Idei  talks  about  creating  a 
new  family  of  independent  entrepreneurial  companies  within 
Sony.  His  actions  speak  otherwise.  Sony  brought  its  Play- 
Station and  music  divisions  back  into  the  corporate  fold  this 
year.  But  Idei  expects  that  Sony  "cybercompanies"  like 
PlayStation.com,  Sonet  (a  Japanese  Internet  access  pro- 
vider), Sony  Online  Entertainment  and  Sony  Broadband  En- 
tertainment will  be  listed  as  separate  companies  in  the  U.S. 

But  Idei  faces  opposition  in  his  own  ranks.  The  company's 
rebel  with  a  cause,  Sony  Computer  Entertainment  President 
Ken  Kutaragi,  calls  the  notion  of  synergy  between  software 
and  hardware  "nonsense."  After  all,  you  don't  need  a  Sony  DVD 
player  to  watch  a  Sony  movie.  "I  wish  SCE  was  an  independent 
company  again,"  he  says,  complaining  about  interference  from 
Sony  management.  Idei  gets  visibly  irritated  about  this.  He 
admits  Kutaragi  serves  as  a  symbol  of  the  freedom  to  be  found 
within  Sony,  but  warns:  "If  Kutaragi  says  anything  more,  he  will 
be  fired.  As  long  as  he  is  successful  he  has  freedom,  but  if  he 
slips  up,  then  he  is  out."  Sony  could  be  in  for  interesting  times 
should  Kutaragi  ever  take  over.  —B.F. 
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Chairman  Nobuyuki  Idei  wants  harmony 
and  for  Ken  Kutaragi  to  watch  his  mouth. 


sitive  negotiations  with  Hollywood 
j  still  ongoing.  The  aim  is  to  get  game 
|  elopers  to  work  with  movie  produc- 
|for  a  simultaneous  release  of  a  corn- 
ed movie-game  or  related  games  and 
ivies.  In  the  longer  run  these  movie- 
le  hybrids  will  be  released  directly  to 
ines  via  broadband  networks. 
Not  according  to  digital  TV  project 
sector  Yukio  Kubota.  "The  PC  or 
^Station  will  be  peripheral,"  he  says. 


Flat  Screens,  Flat  Profits 


ican  companies 


w 


iere  will  be  no  convergence  between 
and  PCs."  He  believes  TVs  will  ai- 
rs have  simpler  interfaces,  and  the 
yr  ones  will  all  have  hard  drives,  chips 
1  artificial  intelligence  to  help  guess 
at  sort  of  programs  to  record  on  a 
d  disk  for  later  viewing. 
Remote  controls  will  evolve  into 
lets  with  a  big  liquid-crystal  screen 
it  will  allow  Web  searches  for  pro- 
ms. There  will  also  be  joysticks  that 


Sony's  sales  growth  in  dollars  is  not  translating  into 
better  profits,  thanks  to  high  costs  and  a  surging  yen 
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•«  Electronic 


A  Other 


let  viewers  turn  around  a  3-D  image  of 
what  they  want  to  buy  on-screen. 

Refereeing  the  competing  visions 
for  Sony's  next  blockbuster  platform,  or 
finding  a  good  way  to  champion  all  of 
them,  falls  squarely  on  Ando's  shoul- 
ders. The  toughest  part:  All  this  creative 
engineering,  however  exciting  it  may  be 


at 


for  consumers,  can't 
overcome  Sony's  num- 
ber one  headache:  high 
costs. 

Like  everyone  else, 
Ando  looks  to  the  Web 
to  cut  the  steps  be- 
tween factory  and 
store.  But,  ultimately, 
Sony  has  to  move 
more  production  out 
of  Japan.  Says  Idei:  "It 
is  like  being  a  poor 
golfer  who  has  his 
handicap  raised  every 
year.  It  will  be  very  dif- 
ficult for  us  to  ever  get 
profits  like  those 
American  companies." 
Sony's  most  profitable  factory,  a  DVD 
and  camcorder  plant  in  Shanghai,  China 
has  a  return  on  investment  of  50%.  Its 
Japanese  plants  return  less  than  3%. 
Productivity  may  be  higher  in  Japan,  but 
factories  struggle  with  high  taxes,  high 
utility  costs  and  costly  shipping. 

"Of  course,  the  simple  solution 
would  be  to  operate  overseas,"  Ando 
says,  but  adds  that  cultural  hurdles  and 
national  loyalty  block  Sony  from  pulling 
off  a  wholesale  exit  from  Japan.  "The 
Americans  will  use  people  in  Bangalore, 
India,  or  Israelis  or  Russian  mathemati- 
cians, but  Japanese  just  don't  seem  to. 
During  my  era,  global  governability  will 
be  Sony's  challenge,"  Ando  says. 

Idei,  too,  seems  to  wish  Sony  were 
less  anchored  to  Japan.  He  admits  he 
would  like  to  fire  many  of  Sony's  ex- 
pensive middle  managers  but  cannot 
because  of  Japanese  labor  laws  and  cus- 
toms. He  is  even  mulling  a  permanent 
move  to  New  York — for  himself, 
though,  not  for  Sony  headquarters.  His 
top  U.S.  lieutenants  "tell  me  that  if  I  do 
not  spend  more  time  in  New  York,  de- 
cision making  slows  down,"  Idei  says. 
But  "when  push  comes  to  shove,"  the 
chairman  says,  "Sony  is  a  Japanese 
company." 

That's  a  big  part  of  the  problem. 
Sony  has  innovated  its  way  out  of 
slumps  before  with  fun  products.  This 
one  looks  bigger  than  any  snazzy  $400 
digital  device  can  handle.  F 
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BY  ELIZABETH  MACPQNALD 

YOU  AGREE  TO  BUY  A  WAD  OF  HIGH- 
risk  securities — on  margin.  You 
sign  a  bunch  of  papers  acknowl- 
edging the  risks  and  then  let  the  broker 
go  to  work.  His  picks  bomb.  Instead  of 
the  fat  profit  you  hoped  for,  you  wind 


up  with  a  margin  call.  Now  what?  You 
could  take  your  lumps  like  most  in- 
vestors, or  you  could  sue.  Patrick  Guer- 
rand-Hermes  is  taking  the  latter  course. 

The  lawsuit  that  Guerrand-Hermes 
has  pending  in  a  New  York  state  court  is 
like  manv  another  over  a  brokerage  ac- 


Papa  Patrick  came  to  grief  borrowing  tt 
help  sons  Olaf  and  Matthias  run  money 

count  gone  awry,  except  for  the  pres 
of  the  names  tied  up  in  it.  Guerra 
Hermes,  67,  is  a  polo-playing,  jet" 
heir  to  the  venerable  scarf  fortune, 
defendant  is  J. P.  Morgan  &  Co.,! 
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LEADERS  SELECT  LEADERS 

It's  easy  to  set  up  a  web  store,  but  much  more  difficult  to  actually  sell  online.  That's  why  eCommerce  leaders  Cisco  Systems 
and  Dell  Computer  both  chose  Selectica  to  power  their  next  generation  Internet  commerce  configuration  capabilities. 
With  Selectica,  Cisco  and  Dell  will  provide  their  customers  a  unique  interactive  buying  experience.  Our  Internet  Selling 
System  enables  customers  to  find,  configure  and  accurately  order  even  the  most  complex  products  easily 
and  efficiently.  And  now,  the  Selectica  SME  solution  brings  this  world-class  capability  to  small  and  medium 
businesses.  Find  out  how  in  our  free  guide  Seven  Keys  to  Internet  Selling  Success.  Plus,  learn  how  eCommerce  leaders 
Cisco,  Dell  and  others  successfully  sell  complex  products  and  services  online  in  the  new  book,  Net  Ready 
(a  $24.95  value,  free  to  qualified  respondents).  Just  call  toll-free  800-900-2850,  ext.  3000  or  visit: 
www.selectica.com/netready4 
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Go  to  www.selectica.com/nctready4  to  qualify  for  a  FREE  copy  of  Net  Ready  (a  $24.95  value),  the  story  of  how  eBusiness  leaders  like  Cisco 
and  Dell  achieve  online  success  (free  to  qualified  respondents).  Plus,  all  respondents  will  receive  a  free  copy  of  Seven  Keys  to  Internet  Selling 
Success.  Offer  valid  through  12/31/00.  Void  where  prohibited,  View  complete  rules  at  www.selcctica.com/qualifications. 


mercial  banking  haJf  of  the  162- 
•old  I  louse  of  Morgan.  One  of  the 
managers  who  oversaw  the  Hermes  ac- 
count is  Olivier  de  Givenchy,  scion  of 
the  renowned  fashion  family. 

The  saga  started  in  1 997,  when  Guer- 
rand-Hermes decided  to  stake  his  two 
sons — Olaf,  now  36,  and  Matthias,  28 — 
to  $6  million  so  they  could  open  an  in- 
vestment firm  in  Manhattan.  Now,  this 
family's  stake  in  Hermes  is  worth  more 
than  $1  billion,  and  they  have  other  in- 
vestments, including  real  estate  in  Eu- 
rope. But  the  wealth  is  illiquid — the  fam- 
ily is  not  prepared  to  sell  shares  in 
Hermes.  Before  he  could  pledge  any 
shares  Guerrand-Hermes  felt  obliged  to 
get  his  92 -year-old  mother's  blessing  and 
to  inform  his  four  siblings. 

Opening  a  margin  account  at  Mor- 
gan, Guerrand-Hermes  pledged  $23  mil- 
lion in  Hermes  shares  as  collateral  and 
took  out  a  $24  million  loan.  The  kids  got 


doubled  up — or  so  says  Guerrand-Her- 
mes. Cortes  did  not  double  up,  but  he 
did  hold  on,  hoping  for  a  turnaround. 

But  it  never  materialized. 

By  this  point  sons  Olaf  and  Matthias 
were  running  their  own  investment  firm, 
called  Blue  Growth,  and  weighed  in  on 
Morgan's  handling  of  their  father's  ac- 
count. Matthias  recalls  that  Cortes  said, 
"Only  fools  would  jump  ship  now."  Mor- 
gan denies  Cortes  made  that  statement, 
but  internal  e-mails  confirm  Cortes'  role 
in  convincing  the  family  to  hang  on. 
However,  they  also  show  that  while 
Cortes  advocated  a  long  term  approach, 
he  also  sold  off  some  Indonesian  debt  at 
a  $250,000  loss.  Olaf  was  confused  by  the 
inconsistency. 

Later  that  spring,  months  after 
Cortes  had  been  dismissed  from  J.P. 
Morgan,  Olaf  says  he  spoke  with  James 
Wolfenson,  head  of  the  World  Bank,  at  a 
charity  event  hosted  by  cosmetics  mag- 


family  for  163  years — the  firm  trao 
antecedents  to  a  contract  for  ma| 
travel  accoutrements  for  Napole 
court.  Put  in  more  cash?  Guerrand 
mes  balked,  saying  the  very  idea  of  a  j 
gin  call  was  "offensive."  In  the  en 
forked  over  $1  million. 

Then,  says  Guerrand-Hermes,  s 
of  his  trading  orders  didn't  get  fi 
Guerrand-Hermes  asked  for  blue  c 
like  Exxon  and  hot  initial  public  o 
ings  like  Swisscom,  but  Morgan  sa]| 
never  officially  filed  the  orders.  G 
rand-Hermes  contends  that  Morg 
credit  department,  worried  about  cc 
eral  for  the  $24  million  loan,  was  slo 
approve  trades.  Meanwhile,  Givencl 
mailed  Olaf  that  speculative  new  is 
like  Swisscom  weren't  suitable  for  th 
count.  Too  bad.  Swisscom  has  shoi 
60%  since  its  offering. 

Guerrand-Hermes  tried  to  get 
account  transferred  to  Spear,  Leec 


Morgan  isn't  about  to  reimburse  Guerrand-Hermes  for  hi 
losses.  Hadn't  he  signed  a  stack  of  papers  acknowledging 
the  risk....  Hadn't  he  even  had  a  lawyer  review  the  papers? 


their  $6  million  and  the  rest  went  to 
work  at  Morgan.  The  bank  put  $18  mil- 
lion into  government  and  corporate 
bonds  from  places  like  Indonesia,  Bul- 
garia and  Russia.  Guerrand-Hermes  says 
Givenchy  maintained  that  the  bonds 
could  easily  earn  10%  annually.  Morgan 
says  it  never  said  the  account  could  make 
"easy  money,"  but  an  internal  memo 
does  talk  of  a  10%  return. 

This  was  a  spectacularly  bad  time  to 
be  buying  emerging-market  debt.  The 
Asian  economic  crisis,  already  simmer- 
ing after  numerous  corporate  defaults 
and  currency  devaluations  in  Thailand 
and  Indonesia,  boiled  over.  Within  ten 
days  the  account  was  down  $2  million. 

Alarmed,  Guerrand-Hermes  called 
Givenchy  from  his  Marrakesh,  Morocco 
office  and  hollered,  "What  the  hell  are 
you  doing?"  Givenchy,  he  says,  remained 
sanguine.  Soon  after,  the  Morgan  banker 
running  the  account,  Eduardo  Cortes, 
was  urging  that  the  Asian  positions  be 


nate  Ronald  Lauder.  While  his  father- 
in-law,  well-known  cellist  Mstislav 
Rostropovich,  entertained  the  guests, 
Olaf  says  Wolfenson  warned  him  about 
the  perilous  state  of  the  Asian  economy. 
Wolfenson  couldn't  be  reached  for 
comment.  The  Asian  crisis  continued 
to  worsen. 

Guerrand-Hermes  took  away  the 
brokers'  discretionary  trading  in  his  ac- 
count in  June  1998,  moved  the  account 
from  New  York  to  a  J.R  Morgan  office  in 
London  and  started  calling  the  shots. 

The  relationship  just  got  messier.  First 
there  was  a  margin  problem.  At  the  same 
time  that  the  emerging-market  bonds 
were  crashing,  the  Hermes  stock  was 
falling,  too,  from  $77,  when  the  loan  was 
taken  out,  to  $60  in  August  1998.  Mor- 
gan issued  a  $2.5  million  margin  call  that 
month.  What  was  Guerrand-Hermes  to 
do?  Sell  the  bonds  at  a  loss?  That  would 
have  been  painful.  Sell  Hermes  shares? 
Heresy;  the  company  had  been  in  the 


Kellogg  so  his  sons  could  day-trac 
alongside  their  Blue  Growth  holdi 
Morgan  nixed  giving  Spear,  Leeds 
first  claim  on  the  margin,  which  Gi 
rand-Hermes  wanted  to  leave  withl 
Morgan  though  shifting  the  equity. 

The  account,  now  worth  $7  mil 
is  still  with  Morgan,  invested  in  a 
Guerrand-Hermes  claims  Morg« 
mismanagement  cost  him  trading  lo 
of  $2.4  million.  Add  interest,  fees  anc 
million  for  the  margin  call  and  Gi 
rand-Hermes  was  out  $5  million.  0 
to  mention  the  opportunity  cost. ' 
sons  claim  35%  returns  for  1999.) 

Guerrand-Hermes  wants  more  tl 
a  recoupment  of  his  losses.  His  law: 
demands  $120  million.  Indeed,  his  or 
nal  complaint  even  blamed  Morgan 
a  heart  attack  he  thought  he  sufferec 
the  fall  of  1998. 

That's  an  intriguing  argument.  If" 
open  your  monthly  statement  and  dl 
dead  on  the  spot,  can  your  widow  coll 
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Your  Northwestern  Mutual  Financial 
Network  Representative  can  be  all 
those  things,  bringing  you  expert 
guidance  in  Retirement  Planning 
and  the  specialists  you  need  to 
make  it  happen. 

^tp  Northwestern  Mutual 

FINANCIAL  NETWORK  M 


Ann  Weichel 
■   CLU,  ChFC 
Financial  Representative 


lovative  solutions  for  retirement,  estate,  insurance,  and  personal  finance.    A  T  6  yOU  t  h  6  f  ©  y  6 1  ? 


2000  The  Northwestern  Mutual  Life  Insurance  Co..  Milwaukee,  Wl 


www.  northwester  nmutual.com 
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SAVE  ON  TAXES 
AS  YOU  SAVE 
FOR  RETIREMENT 


Benefit  from  tax-deductible  contributions.  This  year, 
give  yourself  a  tax  break.  If  you  are  self-employed  or  own 
a  small  business,  your  contributions  to  a  SIMPLE  IRA, 
SEP-IRA,  or  Keogh  plan  reduce  your  taxable  income  and 
build  the  retirement  savings  of  each  participant  in  the  plan. 

T.  Rowe  Price  mutual  funds  can  make  your  plan 
work  harder.  Your  money  can  work  even  harder  for 
you  when  you  invest  in  100%  no-load  mutual  funds. 


Which  retirement  plan  is  right  for  your  business? 

If  you  want  a  business  retirement  plan  that's  inexpensive  and 
easy  to  set  up,  call  us  for  information  about  these  options: 

SIMPLE  IRA 

SEP-IRA 
Keogh  Plan 

To  help  you  decide  which  plan  is  best  for  you,  call  for  our 
free  brochure,  Retirement  Solutions  for  Small  Businesses. 


Put  Our  expertise  to  work  for  you.  Our  knowledgeable 
retirement  specialists  are  ready  to  help  you  choose  the 
plan  that  best  meets  your  needs. 


For  more  information  and  a  prospectus,  call  us  today 

1-800-831-1419 

www.  troweprice.  com 


Invest  With  Confidence 

T.RoweRice 


•Ik 


For  more  information,  including  fees  and  expenses,  request  a  prospectus.  Read  it  carefully  before  investing.  T.  Rowe  Price 
Investment  Services,  Inc.,  Distributor.  smboss82s 


HERMES^ 

wrongful  death  damages  from  the 
ker?  Unfortunately,  this  line  of  legal 
soning  will  not  be  explored  in  this 
A  doctor  hired  by  Morgan  took  a  (j 
look  at  the  plaintiff  and  decreed  ths 
hadn't  suffered  a  coronary,  only  c 
pains;  Guerrand-Hermes  withdrew' 
particular  claim. 

It  was  a  bad  tim 
to  buy  emerging 
market  debt. 
Within  ten  days 
the  account  was 
down  $2  million 


Morgan  isn't  about  to  reimb 
Guerrand-Hermes  for  his  losses  on 
Asian  debt.  Hadn't  he  signed  a  stac 
papers  acknowledging  the  risk  and 
possibility  of  a  complete  loss  of  pri 
pal?  Hadn't  he,  indeed,  even  had  a  la\ 
review  the  papers? 

On  the  other  hand,  Morgan  doe 
look  simon-pure.  Internal  docum 
show  that  six  months  after  the  accoi 
opening,  the  bank  still  hadn't  filled  ir 
6.9%  interest  rate  on  the  loan  docum 
worse,  its  bookkeeping  system  was  sp 
ing  out  incorrect  balances  for  the  Her 
account.  Guerrand-Hermes'  lawyers 
in  their  hands  a  sheaf  of  embarrassing 
ternal  e-mails  from  Morgan.  One 
fesses  to  "our  past  screwups"  on  the 
count  but  goes  on  to  defiandy  state 
"we  could  impose  some  strict  coven 
[on  the  account]  and  then  if  these 
broken  we  liquidate  everything  th 
necessary  to  repay  the  whole  loan. 

And  so  this  case  winds  toward  a  t 
possibly  next  spring,  in  which  tl 
famous  names  will  be  a  little  sull 
Why  was  Guerrand-Hermes  so  c 
fident  that  he  could  easily  pull  dc 
10%  from  junk  debt?  "Morgan 
Givenchy,  to  me  they  were  high  chu 
they're  bluebloods,"  he  says.  Bi 
prestige  name  doesn't  protect  you  ft 
trading  losses. 


NAVIGATING  THE  INTERNET 
SHOULD  BE  EASIER 
THAN 


Searching 

ALIENS 


times  searching  for  aliens  seems  easier  than 
rting  the  Web.  But  now  there's  Netword  -  a 
n  of  Internet  keywords  that  you  can  use  for  a 
powerful,  personal  online  experience.  Just 
a  Netword  for  where  you  want  to  go  and 
transported  there  -  instantly. 

>rds  let  you  bypass  useless  Web  pages, 
lex  and  lengthy  URLs,  and  illogical  search 


results  to  go  directly  where  you  want  to  go  on  the 
'net.  You  can.  even  create,  share  and  store 
Networds  for  all  your  online  destinations  -  free. 

If  you're  in  search  of  a  bold  new  way  to  explore  the 
wonders  of  the  Web,  Networds  can  help.  Just  go 
to  Networctcom.  enter  "Forbes  Contest",  and  take 
a  much  more  logical  approach  to  navigating  the 


Making  the  Internet  human. 
www.netword.CQm 


Bloomberg 
For  Sale? 

Michael  Bloomberg  claims  more 
subscribers  to  his  high-priced  market 
data  than  ever  before.  Is  now  the 
time  for  this  old  trader  to  cash  out? 


BY  KERRY  A.  DOLAN 

NEARLY  ANY  WAY  YOU  LOOK  AT  IT, 
Michael  Bloomberg  has  it  made. 
His  Bloomberg  market  data  ser- 
vice is  a  must-have  item  for  investment 
professionals  in  the  U.S.  and,  increas- 
ingly, in  Europe.  His  ownership  of 
Bloomberg  LP,  the  company  he 
founded  and  runs,  makes  him  a  multi- 
billionaire.  And  his  name  is  being 
bandied  about  as  a  candidate  for  mayor 
of  New  York  City. 

Here's  an  idea:  Wouldn't  now  be  a 
good  time  for  Bloomberg  to  unload  his 
company  to  the  highest  bidder? 
Through  his  spokesperson,  Bloomberg, 
58,  says  no  way. 

But  think  about  it.  For  one  thing,  it 
looks  like  Bloomberg  may  be  at  a  peak. 
With  over  70,000  users  in  North  Amer- 
ica the  company  appears  pretty  close  to 
saturating  its  market  here,  at  least  with 
the  fixed-income  client  base  that  has 
traditionally  been  its  strength.  Annual 
sales  growth  in  North  America  has 
slowed  from  30%  in  the  1980s  to  a  re- 
spectable 8%  to  9%  last  year,  estimates 
Angela  Wilbraham  at  research  firm 
Risk  Waters  Group  in  London.  Mike 
Bloomberg  won't  disclose  growth  in 
percentage  terms,  but  he  claims  it's 
been  a  record  year  so  far:  "We  have  sold 
more  terminals  than  we  ever  have  in 
history,  and  Europe  is  off  the  charts." 
Europe,  Asia  Pacific  and  Latin  America 
account  for  roughly  another  70,000 
Bloomberg  users. 

Fair  enough.  But  how  long  will  this 
last?  One  factor  that's  helped  boost 
sales  was  the  5%  price  hike  Bloomberg 
instituted  in  July;  sales  typically  spike 


More  for  his 
pockets:  SelMpi 
now  would  likely 
reap  Bloomberg 
hefty  profits. 


before  a  price  in- 
crease. (Bloomberg 
achieved  record  sales 
of  5,500  subscribers 
in  June;  the  previous 
record,  3,500,  was 
prior  to  a  price  hike  in  March  1998.) 
But  the  bull  market  has  surely  been  the 
larger  driver  of  this  growth.  What  hap- 
pens if  good  times  fade?  "The  first  thing 
that's  coming  out  at  a  bunch  of  firms  is 
the  Bloomberg,"  says  a  former  Bloom- 
berg saleswoman. 

A  single  "Bloomberg"  (it's  no 
longer  an  actual  terminal,  as  in  the  past, 
but  an  online  data  feed)  goes  for  SI, 650 
a  month.  Get  more  than  one  and  it's 
$1,285  a  month.  Reuters'  products 
range  from  S100  to  SI, 250  a  month. 
Bridge  Information  Systems'  most  ex- 
pensive service  costs  just  S850. 

Many  users  say  Bloomberg  has  more 
to  offer  than  its  competition,  such  as 
better  bond  analytics  and  access  to  elec- 
tronic trading  markets.  Others  disagree. 
Andrew  Madoff,  director  of  Nasdaq 
trading  at  marketmaker  Bernard  L. 
Madoff  Securities,  says  he  can  "get  the 
same  features  out  of  Bridge  that  I  can 
get  out  of  Bloomberg  for  half  the  price." 

Keeping  his  price  point  high  and 
not  "unbundling"  his  product  does 
make  Bloomberg  more  profitable  than 
its  competition.  FORBES  estimates 
Bloomberg's  cash  flow  margins  on  its 
S2.3  billion  in  revenues  exceed  35%. 

For  now,  there's  no  overall  evidence 
of  lost  market  share.  Many  trading  ex- 
ecutives like  F.  James  Claire  at  First 
Capital  Group,  a  unit  of  First  Union 


Corp.  in  Charlotte,  N.C.,  won't  swi 
He  calls  Bloomberg  "the  quintesser 
tool,  the  lifeblood"  of  his  fixed-incc 
unit,  which  manages  about  S65  bill 

But  at  some  point  technology 
catch  up  with  Bloomberg,  or  there'! 
a  turn  in  the  market.  Already  its  pro 
etary  system — cutting-edge  when 
former  Salomon  trader  launched 
company  in  1981 — is  becoming  ( 
moded.  Open  systems  like  Bridge 
Reuters,  say  some  traders,  make  it  e£ 
to  manipulate  data. 

So,  who  might  buy  Bloomberg 
would  have  to  be  someone  with  c 
pockets.  Reuters  could,  but  it  might 
antitrust  issues.  General  Electric  cc 
leverage  its  CNBC  network  v 
Bloomberg's  business  news  and  ma 
data.  Or  maybe  a  heavyweight 
shop  like  Hicks,  Muse,  Tate  &  Fun 
knows  radio  and  TV,  and  can  do 
deals.  Merrill  Lynch,  which  aire 
owns  20%  of  Bloomberg,  is  unlike! 
'want  more  because  then  other  ^ 
Street  firms  wouldn't  want  to  do  b 
ness  with  it. 

One  person  who's  seen  Blo< 
berg's  financials  figures  it's  worth 
tween  S6  billion  and  S10  billion.  V 
that  kind  of  money,  Mike  Bloomb 
who  owns  just  under  75%  of  the  f 
could  finance  a  heck  of  a  lot  more  t 
a  mayoral  campaign. 
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An  e-business  isn't  a  url.  It's  a  real  company  run 
by  a  real  person.  It's  the  customers,  employees, 
and  suppliers  behind  the  technology.  Only 
PeopleSoft's  new  generation  of  applications 
were  built  to  run  purely  on  the  internet,  so  those 
non-dots  can  run  their  dot-coms  best. 

CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


People  power  the  internet. 


www.peoplesoft.com  1.888.773.8277 


NUMBERS  GAMES  

BY  ELIZABETH  MACOONALD 

Fess-Up  Time 

Companies  have  been  fattening 
their  gross  profits  line  with 
accounting  hooey.  Some  big 
changes  will  be  very  painful. 

BY  ELIZABETH  MACDONALB 

FOGDOG,  THE  POPULAR  ONLINE  SPORTING  GOODS 
store,  lures  a  million  customers  a  month  with  hundreds 
of  thousands  of  dollars  in  freebies.  Buy  a  Pizza  Hut 
pizza,  Fogdog  says,  and  get  $10  off  your  next  purchase.  Enter 
our  sweepstakes  and  win  a  round  of  golf  with  French  pro 
Jean  Van  de  Velde. 

Such  deals  kept  Fogdog  stock  above  $10  a  share  in  Nasdaq 
trading  through  late  February.  The  freebies  seemed  to  work. 

But  hold  on  a  second.  How  were  they  accounted  for?  Fog- 
dog was  shoving  its  giveaway  and  shipping  costs  into  mar- 
keting expenses  instead  of  recording  them  as  a  cost  of  goods 
sold.  That  plumped  Fogdog's  gross  margins  and  made  it  look 
as  if  lots  of  people  really  wanted  to  buy  tennis  rackets  and 
jogging  shoes  online. 

In  December  Fogdog,  anticipating  mandated  changes, 
came  clean.  It  "reclassified"  some  $1.5  million  in  such  ex- 
penses as  cost  of  goods  sold.  "The  gross  profits  line  is  very 
sensitive,  and  any  change  in  gross  margin  nowadays  is  very 
noticeable,"  says  Bryan  LeBlanc,  Fogdog's  chief  financial  of- 
ficer. No  kidding.  The  move  lopped  10%  off  its  1999  gross 
profits.  Like  most  tech  stocks,  Fogdog  recently  took  a  beat- 
ing, closing  at  $1.00  in  Nasdaq  trading. 

When  it  comes  to  buffing  results  to  please  Wall  Street,  a 
wildly  popular  move  now  is  to  stuff  discounts  and  shipping 
costs  below  the  gross  profits  line, 
says  accounting  analyst  Jack  T. 
Ciesielski.  They  belong  above  it. 

Say  a  customer  buys  a  $100  ski 
jacket  that  cost  a  mail-order  retailer 
$40.  Gross  profit:  $60 — unless  this 
customer  uses  a  $50  coupon.  In  that  case  the  retailer  should 
account  for  the  transaction  in  a  way  to  show  only  $10  of 
gross  profit.  But  if  the  retailer  is  a  Web-based  firm,  then  it  will 
be  tempted  to  report  $60  of  gross  profit  and  to  lump  the  $50 
in  with  advertising  and  other  marketing  expenditures,  says 
George  Neble,  an  e-commerce  accounting  partner  at  Arthur 
Andersen  in  Boston.  "I  think  companies  have  taken  advan- 
tage of  fuzzy  accounting  rules  and  have  abused  the  situa- 
tion," he  says. 

It's  an  abuse  that's  grown  because  of  rampant  discounting 
in  Internet  land  to  capture  new  customers.  The  shuffling  of  ex- 


penses doesn't  affect  the  bottom  line — often  negative  in  a 
event — but  it  does  affect  the  ones  closer  to  the  top  of  the  incoi 
statement,  lines  that  Internet  investors  pay  a  lot  of  attention 

We  asked  22  publicly  traded  companies  with  high  sellii 
marketing  and  general  expenses  (ranging  from  14%  of  sai 
to  seven  times  revenues)  to  break  out  the  portion  of  the 
costs  associated  with  discount  coupons.  All  refused  to  say. 

One  of  them  was  MotherNature.com.  While  it  puts 
discount  costs  for  existing  customers  above  the  line  in  cost 
sales,  MotherNature.com  sticks  them  below  the  line  as  a  mi 


keting  expense  for  new  customers.  Even  so,  it  was  all  the  vej 
dor  of  vitamins  and  health  products  could  do  to  eke  oul 
teensy  $477,000  in  gross  profit  last  year  on  $6  million  in  rfl 
enue.  What  would  the  gross  profit  have  been  with  discoui 
taken  off  the  top?  Chief  Financial  Officer  Michael  Bayer  ( 
clines  to  say.  The  company  reported  $41  million  in  marketi 
expenses  and  ran  $54  million  in  the  red  last  year. 

Other  Internet  companies  readily  admit  that  coupoi 
juiced  their  revenues.  They  just  don't  want  to  have  to  fj 
their  pinch  in  gross  profits.  In  its  filings,  BigSlj 
Entertainment  hailed  the  fact  that  coupons  raked  in  $J 


New  accounting  rules  will  shrink  gross 
profits.  Some  stocks  could  get  hurt.  
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lent  is  about  knowing  what  your  customers 
want  -  even  before  they  do.  By  tracking  your  customers'  behavior  and  history,  PeopleSoft's  new 
generation  of  e-business  applications  gets  information  into  the  hands  of  the  people  in  your 
company  who  need  it,  when  they  need  it.  Now,  armed  with  Vantive's  best  of  breed  CRM  technology, 
everyone  can  proactively  forge  and  develop  profitable  customer  relationships  like  never  before. 
Which  is  exactly  the  competitive  advantage  your  people  need  to  successfully  lead  your  business. 


PeopleSoft  CRM  powered  by  CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 
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l^iQosdUa  /  ib.rin.king  Gross  Profits 


If  accounting  riiiemakers  get  their  way,  companies  will  have 
to  book  fulfillment  charges  as  cost  of  sales.  Holly  Becker, 
a  Lehman  Brothers  e-commerce  analyst,  says  the  change 
could  shrivel  the  gross  profits  line  at  Amazon,  Etoys  and 
Drugstore.com,  battering  their  already  weak  stocks.  Etoys 
and  Amazon  dispute  the  findings;  Drugstore.com  said  it  is 
way  too  narly  to  make  any  calls. 


Company 


Gross  Margin 


Adjusted  Margin 


Amazon.com 

22.3% 

10.0% 

Etoys 

20.5 

-6.5 

Drugstore.com 

5.0 

-15.0 

Data  for  first  quarter.  Source:  Lehman  Bros. 

million  in  revenues  last  year,  a  fifth  of  its  total.  But  BigStar 
buried  its  coupon  costs  in  sales  and  marketing  expenses. 
The  online  video  seller  recently  reclassified  its  previous 
financial  reports  to  stick  coupons  into  cost  of  sales.  The 
move  cut  its  gross  profits  for  the  first  six  months  by  66%. 

Gardenburger,  maker  of  the  eponymous  Gardenburger, 
also  sticks  its  discount  costs  below  the  line  in  operating  ex- 
penses. Gardenburger  reported  $89  million  in  revenues,  $41 
million  in  gross  profits  and  $70  million  in  operating  ex- 
penses. Despite  losing  $20  million  last  year,  investors  assign 
a  $45  million  market  value  to  this  concern,  evidently  on  the 
assumption  the  burgers  are  very  profitable  and  the  ample 
marketing  expenses  are  an  investment  in  building  the  brand. 

The  same  games  are  being  played  with  shipping  costs.  A 
survey  of  78  mid-  to  large-size  companies  by  the  Financial 
Executives  Institute  shows  that  half  record  shipping  ex- 
penses in  cost  of  goods  sold,  a  third  put  these  costs  in  mar- 
keting expenses  and  the  others  bury  them  elsewhere. 

Two  that  call  shipping  a  marketing  expense:  Bluefly,  an 
online  discount  retailer  of  fashions  and  home  furnishings 
and  Coldwater  Creek,  the  catalog  and  Internet  retailer.  Blue- 
fly  last  year  put  its  inbound  shipping  costs  into  cost  of  sales, 
but  stuck  its  outbound  shipping  expenses  into  marketing 
costs.  Bluefly's  chief  financial  officer,  Patrick  Barry,  argued 
that  the  company  typically  offered  free  shipping  to  cus- 
tomers. But  now  that  it's  charging  for  shipping,  it's  putting 
outbound  costs  above  the  line.  Barry  says  Bluefly's  gross 
profit  in  1999  would  have  been  50%  less,  at  $600,000,  if  it 
had  made  that  change  last  year. 

For  its  part,  Coldwater  Creek  refused  to  disclose  the 
amount  of  shipping  costs  it  sticks  in  marketing  expenses. 
For  fiscal  1999  the  company  reported  $172  million  in  gross 
profit  on  $328  million  in  revenue  and  said  it  spent  $150  mil- 
lion on  marketing.  Despite  earning  only  $14  million,  Wall 
Street  puts  a  $375  million  market  value  on  Coldwater  Creek. 

Companies  won't  be  able  to  keep  their  shareholders  in  the 
dark  much  longer.  Beginning  in  the  fourth  quarter,  a  new 
accounting  rule  will  force  the  gross  profit  line  to  reflect  the  cost 
of  freebies.  Separately,  the  SEC  is  leaning  toward  a  rule  that 
would  do  the  same  for  shipping  costs.  F 
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Con.com 

Here's  a  dot-com  business 
unscathed  by  the  tech  rout: 
pyramids. 

BY  NEIL  WEINBERG 

STEPHANIE  HAMLIN  ARRIVED  IN  BANGOR,  ME.  I 
year  strapped  with  $20,000  in  student  loans  and  oi 
social  worker's  salary  to  make  ends  meet.  She  wa 
easy  mark  when  a  friend  invited  her  to  an  April  semi 
held  by  a  company  called  BigSmart.com  that  promised 
money  on  the  Internet. 

At  an  evening  meeting  she  watched  BigSmart  distrib 
Jeff  Fournier  brag  of  leaving  a  six-figure  job  with  a  local  ni 
gage  company  to  make  some  serious  bucks.  To  do  the  sarru 
recruits  needed  to  do  was  spend  $900  to  buy  three  BigSi 
"malls,"  which  link  to  name-brand  e-commerce  sites.  1 
could  earn  commissions  recruiting  others,  who  in  turn  w< 
themselves  recruit  and  so  on.  Once  they  activated  three  m 
they  would  also  earn  commissions  as  affiliates  driving  trafj 
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sites  touted  on  Bi.cSmart's  Web  site,  including  those  of  Dell, 
Max,  Martha  Stewart  and  Maine's  own  L.L.  Bean. 

HamJin  took  the  bait.  She  borrowed  $900  from  her  spon- 
sor, not  knowi  ng  that  many  of  the  same  e-merchants  BigSmart 
was  trotting  out  let  just  about  anyone  sign  up  as  affiliates  for 
free.  "I  was  in  a  vulnerable  place  financially,"  Hamlin  says. 

Vulnerable,  but  not  dumb.  Sensing  something  amiss,  she 
called  L.L.  Bean  a  few  days  later.  It  denied  any  affiliation  with 
BigSmart.  So  Hamlin  had  Fournier  get  BigSmart  President 
Richard  Slaback  on  the  phone.  Slaback  told  her  BigSmart  had 
a  contract  with  Bean  and  the  problem  was  Bean's  inability  to 
track  affiliate  sales,  Hamlin  says. 

Wrong  answer.  L.L.  Bean  sued  BigSmart  in  April  for  mak- 
ing false  claims,  forcing  it  to  pay  $20,000  in  damages,  post  a 
retraction  on  its  site  and  reimburse  anyone  who  had  been  mis- 
led. Maine's  attorney  general  charged  BigSmart  with  running 
an  illegal  pyramid  and  slapped  on  $40,000  in  civil  penalties. 

BigSmart  is  notable  only  in  getting  caught.  The  Internet  is 
breeding  such  hustles  en  masse  these  days.  There  are  some 
600  Web  sites  that  look  suspiciously  like  illegal  pyramid 
storefronts,  according  to  a  Federal  Trade  Commission  survey 
last  year.  Collectively  they  appear  to  be  sucking  in  hundreds 


The  feds  found  600  Web  sites  that  look 
suspiciously  like  pyramid  storefronts. 


of  millions  of  dollars  annually. 

The  hyped-up,  get-rich-quick  atmosphere  on  the  Web  of- 
fers everything  pyramid  operators  could  want,  plus 
anonymity.  "The  beauty  of  the  Net  is  that  it's  very  easy  to 
hide  who  you  are,  manipulate  your  appearance  and  vanish 
without  a  trace,"  says  Phillip  McKee  of  the  National  Con- 
sumers League's  Internet  Fraud  Watch. 

BigSmart,  which  Slaback  runs  out  of  Mesa,  Ariz.,  boasts 
50,000  members.  Another  pyramid  called  Equinox  Interna- 
tional enlisted  250,000  distributors  before  being  shut  down 
by  regulators  in  April.  The  restitution  fund  assembled  from 
its  liquidated  assets  could  hit  $40  million. 

Unlike  legitimate  multilevel  marketers  with  a  product  of 
reasonable  value  to  sell,  a  pyramid's  product  is  a  facade.  The 
operators  are  only  after  upfront  fees.  The  money  comes  in  only 
as  long  as  new  recruits  do.  When  that  slows,  pyramids  even- 
tually collapse  and  leave  all  but  the  top  dogs  the  poorer  for  it. 

Slaback,  who  responded  in  writing  to  questions  for  this 
story,  insists  BigSmart  has  gone  to  great  lengths  since  its  run-in 
with  Maine  regulators  to  comply  with  the  law.  Instead  of  fork- 
ing over  $900  to  activate  three  malls,  BigSmart  recruits  now 
pay  $109  to  join.  But  there's  still  a  catch:  To  earn  serious  com- 
missions on  sales  rung  up  by  their  recruits,  mall  owners  must 
generate  sales  of  another  200  "BigSmart  Bucks."  That  means 
patronizing  BigSmart's  own  online  mall.  No  bargain  basement 
this.  A  Ricoh  MFC-8600  multifunction  home-office-machine 
that  costs  $679  at  BigSmart  sells  for  $453  at  Provantage.com. 


BigSmart  offers  a  12-inch  Black  &  Decker  hedge  trimmer) 
$88.  Amazon.com  sells  a  16-inch  version  for  $37. 

One  Virginia  resident  spent  $1,700  on  three  BigSrn 
malls  and  a  2,000-letter  junk  mail  campaign  to  recruit  c| 
tributors.  He  got  scant  back,  in  part,  he  says,  because  thlf 
"distributors"  would  have  had  to  spend  hundreds  of  realq 
lars  on  "ridiculous  products  like  software  nobody's  ever  he 
of  or  overpriced  products"  to  equal  200  BigSmart  Bucks. 

Devising  such  ingenious,  legally  ambiguous  business  m| 
els  takes  practice.  Slaback,  a  smooth  talker  fond  of  religious 
erences,  is  lauded  on  a  Web  site  called  Destiny  Telecom  for  ea 
ing  $30,000  a  month  along  with  wife  Emily  and  having  won 
for  17  other  "network  marketing"  firms.  Destiny  touted  itsel 
"the  greatest  opportunity  in  American  business,"  but  was  fil 
$1.6  million  by  California  regulators  in  1997  and  forced  to  s 
paying  pyramid-style  recruiting  commissions. 

Slaback  also  worked  at  least  briefly  for  KM.net,  which 
fers  a  chance  to  become  an  independent  Internet  mall  ow 
for  $400.  In  March  the  Michigan  attorney  general  wan 
KM.net  owner,  Stewart  "Bubba"  Giardina,  that  he  was  fl 
ning  an  illegal  Internet  pyramid;  Giardina  is  cooperating  v 
regulators,  his  lawyer  says.  That's  not  his  only  problem.  Mi 
land's  Columbia  Bank  became ; 
picious  when  it  was  told  that  $6 1 
lion  deposited  for  KM.net  vi 
Fannie  Mae  and  Freddie  Mac  p. 
ments.  It  called  in  a  federal  jue 
who  has  frozen  the  funds. 
BigSmart's  owner,  Mark  Tahiliani,  also  runs  an  on 
called  Awareness  Corp.  with  his  brother  Harry.  It,  too, 
multilevel  marketer — of  health  products  such  as  Clear  Pi 
site  Cleanse.  Apparently  keen  to  tap  into  Internet  buzz,  Aw 
ness  was  selling  through  an  online  outfit  called  Awarebuy.c 
which  earlier  this  year  was  folded  into  BigSmart.  The  Tah 
nis  declined  comment. 

At  least  one  graduate  of  now-defunct  Equinox,  Edvi 
Lamont,  made  his  way  to  BigSmart.  At  BigSmart,  the  Pe 
sylvania  resident  had  been  rehashing  old  Equinox  tactics: 
ing  recruits  with  too-good-to-be-true  help-wanted  ads. 

Robin  Leighty,  who  lives  in  Connellsville,  Pa.,  showec 
at  an  office  in  mid- June  with  her  resume  in  hand,  only  t» 
shuttled  by  Lamont  proteges  into  a  high-pressure  pitch 
her  to  spend  $1,000  on  BigSmart  mails.  Music  blared 
bells  rang  periodically  in  a  nearby  room.  The  fanfare  w£ 
trumpet  each  mall  sale,  she  was  told.  Going  online  h 
Leighty  found  a  local  distributor  claiming  he  made  $83 
in  three  months.  BigSmart  says  Lamont  is  just  a  bad  app 
the  same  line  it  used  with  Fournier  in  Maine. 

"We're  in  a  depressed  area,"  says  Leighty.  "People  an 
ways  looking  for  ways  to  make  money  that  don't  inv 
working  12 -hour  shifts." 

Leighty  took  a  pass  on  BigSmart.  Regulators  may 
One  state  attorney  general's  office  confirms  it  is  close  to 
ing  action.  The  feds  are  sniffing  around,  too.  But  even  if 
act,  the  rats  will  just  scurry  to  another  garbage  can. 
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Truth  is,  it  can  be  a  lot  of  fun. 

Especially  when  you're  creating 
breakaway  opportunities.The  kind 
that  transform  companies  and 
launch  careers.  At  Acxiom,  we  help 
you  invent  exciting  new  ways  to 
build  more  meaningful  customer 
relationships  every  day. 

We  do  it  through  innovative  data 
services  and  technologies  such  as 
Solvitur  ,  InfoBase,  the  Acxiom  Data 
Network  and  our  exciting,  new 
AbiliTec.  A  linking  technology  that 
gives  your  entire  organization  the 
most  accurate  picture  of  your 
customer  ever  assembled. 

Join  us  in  a  very  bright  future. 
One  where  we  reach  the  top 
together  and  just  keep  climbing. 

Acxiom.  Innovations  through 
Customer  Data  Integration. 


ACXIOM 


Buried  Trouble 

The  funeral  business  always  looked  like  one 
of  life's  sure  things.  So  how  did  Service  Corp. 
International  screw  it  up? 


BY  DANIEL  FISHER 

FOR  YEARS  FUNERAL  DIREC- 
tors  have  indulged  an  ad- 
dictive little  habit,  like  nip- 
ping from  a  whiskey  bottle 
hidden  in  their  second  desk 
drawer.  Rather  than  waiting  for 
their  customers  to  die,  they  sell 
funerals  in  advance — "preneed" 
sales,  in  industry  parlance — tak- 
ing in  cash  now  for  a  service 
they  may  not  perform  for  years 
to  come. 

There's  nothing  illegal  about 
this,  and  in  fact  most  states  re- 
quire funeral  homes  to  invest  70%  or 
more  of  the  proceeds  in  a  trust  account 
or  insurance  policy  that  can  only  be 
drawn  upon  when  the  customer  dies.  If 
those  investments  don't  keep  pace  with 
inflation,  who  cares?  The  funeral  home 
owner  takes  a  bit  of  a  haircut  when  the 
preneed  contract  comes  due,  but  he  has 
more  than  enough  full-price  customers 
to  cover  the  overhead. 

There  is  a  problem,  however,  if 

Too  Little,  Too  Late 


Death  rates  will  rise  as  the  baby 
boomers  age,  but  not  fast  enough  to 
help  Service  Corp.  International 
refinance  $1.2  billion  in  debt  in  2002. 
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somebody  else  buys  the  funeral  home 
and  fails  to  account  for  all  those  hidden 
liabilities.  Or  more  than  3,000  funeral 
homes,  as  in  the  case  of  Service  Corp. 
International,  the  world's  largest  fu- 
neral company.  Service  Corp.  shares 
have  lost  more  than  90%  of  their  value 
in  the  last  two  years,  and  the  company, 
once  with  a  market  capitalization  of 
$10  billion,  now  sits  uncomfortably 
close  to  bankruptcy. 

How  did  Service  Corp.  make  such  a 
hash  of  things?  Locked  in  a  market- 
share  battle  with  Canadian  rival  The 
Loewen  Group — now  in  bankruptcy — 
Service  Corp.  bought  thousands  of  fu- 
neral homes  in  the  1990s,  hitting  a  pace 
of  more  than  20  a  week  in  1995.  All  the 
while  it  was  accumulating  hundreds  of 
thousands  of  preneed  contracts  with  an 
estimated  value  of  $1.3  billion,  each 
one  a  potential  moneyloser. 

Lawyers  suing  the  company  on  be- 
half of  shareholders  say  Service  Corp. 
studied  the  contracts  in  1996  and 
quickly  realized  they  would  have  a  dev- 
astating impact  on  the  bottom  line. 
Reason:  Funeral  home  directors  had  in- 
vested the  preneed  proceeds  in  low- 
yielding  certificates  of  deposit  that 


failed  to  keep  pace  with  inflation. 

Service  Corp.  executives  den^j 
allegation,  but  the  truth  is  proh 
more  embarrassing:  They  had  noi 
of  knowing  what  the  contracts  vn 
cost  them,  because  in  the  heat  of  th| 
quisition  binge  they  had  allowed 
contracts  to  pile  up  at  the  regional  I 
Meanwhile  the  preneed  funerals ! 
started  to  chew  into  the  I 
torn  line.  Preneeds  accou) 
for  28%  of  services 
formed  in  the  second  qui 
of  this  year,  up  from  1 9° 
1993.  Those  services  ge 
ated  average  revenue 
$3,652  apiece,  5.6%  belov 
company  average.  Gross  r 
gins  have  fallen  to  1 8%  fj 
23%  a  year  ago. 

William  Burns,  an  i 
lyst  with  Johnson,  Rice  & 
in  New  Orleans,  expects 
vice  Corp.  to  earn  $400 
lion  this  year  after  all 
expenses,  including  interest  of  $ 
million.  Still,  the  company  is  dam 
ously  close  to  falling  out  of  complia 
with  its  lenders.  Service  Corp.  need 
renew  or  pay  off  $1.2  billion  in  deb 
2002,  and  if  it  doesn't  get  its  numi 
up,  any  one  of  those  lenders  could  p 
it  into  bankruptcy.  Executives  saw 
company  expects  to  remain  in  corn 
ance  and  has  a  plan  to  pay  down 
through  asset  sales  and  joint  ventl 
with  other  investors. 

The  whole  scenario  must  seem 
miliar  to  Service  Corp.'s  chairrr 
Robert  L.  Waltrip,  who  founded 
company  in  1962.  Waltrip  has  m; 
tained  a  tight  grip  on  the  company  e 
though  it  had  a  similar  growth-insp 
brush  with  death  in  the  late  1980s, 
signed  a  cease-and-desist  order  with 
Securities  8c  Exchange  Commissioi 
1 995  regarding  its  failure  to  disclose 
tails  of  an  accounting  dispute  ove 
surprise! — preneed  funerals.  Wall 
still  owns  1.4%  of  the  company, 
outsiders,  including  Putnam  Invi 
ments,  have  scooped  up  more  tl 
25%  this  year,  at  prices  as  high  as 
With  the  stock  at  $2,  will  they  at 
force  a  change  at  the  top? 
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or  serious  infrastructure,  companies  like  America  Online,  AT&T,  and  Microsoft's  MSN  have 
urned  to  us.  We  transform  the  Internet,  making  it  faster,  easier,  and  more  rewarding  for 
heir  customers  and  partners.  To  them,  we  are  essential.  Insist  on  Inktomi,  inktomi.com 


A  new  way  of  thinking  about  life  sciences: 
From  understanding  the  secrets  of  life  to  ere 


One  of  the  secrets  of  life  is  that  all 

on  the  genetic  code.  Scientists  are  unscrambling  this  code  at  a  breathtaking  rate.  And  they're  using  their  increasini 
to  develop  new  and  highly  effective  pharmaceuticals  for  treating  and  curing  diseases.  They're  also  helping  farmers 
quality  and  yield  of  crops  through  integrated  crop  protection  and  production.  As  one  of  the  world's  leading  life  science 
we  see  biotechnology  as  a  key  to  groundbreaking  discoveries  which  in  the  future  will  improve  the  quality  of  life. 


ations  for  the  future. 


Our  challenge  is  life. 


 /..TlUS 


Aventis  SA,  Strasbourg,  www.aventis.com 


mute 

drill 


With  a  deep  check- 
book, Daniel  Snyder 
built  the  Washington 
Redskins  into  the  most 
valuable  sports  team  in 
America.  Now  he's  got 
to  pay  back  the  debt. 

BY  MICHAEL  K.  OZANIAN 
AND  KURT  BADENHAUSEN 

THE  SIXTIES'  WASHINGTON 
Redskins  quarterback  Sonny 
Jurgensen  was  known  for  his 
rifle  arm  and  ability  to 
quickly  move  his  team  down 
the  field  during  the  waning  moments  of 
a  game.  Perhaps  the  greatest  ever  at 
what's  known  as  as  the  "two-minute 
drill,"  Jurgensen  is  enshrined  in  foot- 
ball's Hall  of  Fame. 

With  the  rich  prices  professional 
football  teams  command  these  days, 
owners  often  have  to  do  their  own  two- 
minute  drill:  Quickly  increase  revenue 
and  pay  down  a  lot  of  debt. 

Some,  like  Dallas  Cowboys  owner 
Jerry  W.  Jones,  have  been  hugely  suc- 
cessful. In  1989  Jones  leveraged  his  oil 
exploration  business  to  the  hilt  in 
order  to  come  up  with  the  $140  mil- 
lion it  took  to  buy  the  Cowboys  and 
the  lease  to  Texas  Stadium.  But  he 


made  the  gamble  pay  off  by  quickly 
adding  three  more  Super  Bowl  titles  to 
the  Cowboys'  storied  history  and  turn- 
ing his  stadium  into  a  cash-generating 
machine.  We  appraise  the  Cowboys 
today  at  $713  million. 

But  other  owners  have  fumbled  the 
ball.  Baltimore  Ravens  owner  Arthur 
Model!  was  so  leveraged  from  paying 
the  costs  of  relocating  his  team  to  Balti- 
more from  Cleveland  and  from  paying 
fat  signing  bonuses  to  players  like 
Andre  Risen  that  he  had  to  sell  49%  of 
his  team  this  summer.  Last  year,  just 
four  years  after  entering  the  National 
Football  League,  limited  partners  in  the 
Carolina  Panthers  had  to  cough  up  ad- 
ditional capital  when  the  team's  debt 


ratios  did  not  satisfy  bank  covenant 
Now  all  eyes  are  on  Daniel  Sny 
who  paid  $750  million  for  the  Reds) 
and  their  stadium  in  July  1999.  So 
Snyder  has  moved  quickly  down 
field.  Last  season  the  Redskins 
creased  revenue  16%  to  $176  mill 
and  leapfrogged  the  archrival  Cowb 
as  the  most  valuable  team  in  sports, 
estimate  the  Redskins  are  now  wc 
$741  million,  22%  more  than  bd 
Snyder  took  the  helm. 

Snyder  has  taken  advantage  of 
fact  that  the  Redskins'  stadium  I 
been  extremely  underutilized  by 
team's  previous  owner,  Jack  K 
Cooke.  Immediately  after  buying 
team,  Snyder  inked  sponsorship  d« 
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\\\  to  the  Redskins 


leveraging  its  stadium  and  team  to  the  hilt,  Washington  has  usurped  the  Cowboys  to  become  the  richest  team  in  football. 


Team 


Washington  Redskins 


Dallas  Cowboys 


Current 
value1 
($mil) 


1-year 
change 
in  value 


Debt/ 
value2 


Revenues 
($mil) 


Operating 
income3 

($mil)       Principal  owner(s) 


$741 


22% 


83% 


$176.4 


$88.7 


Daniel  Snyder 


713 


173.9 


42.5 


Jerry  W  Jones 


Cleveland  Browns 


557 


NA 


18 


146.5 


29.3 


Alfred  Lerner 


Tampa  Bay  Buccaneers 


532 


26 


132.9 


40.2 


Malcolm  Glazer 


Carolina  Panthers 


513 


29 


128.1 


26.6 


Jerry  Richardson 


Tennessee  Titans 


506 


37 


11 


126.4 


32.3 


Kenneth  Stanely  Adams  Jr 


Baltimore  Ravens 


479 


17 


31 


122.9 


21.7 


Arthur  Modell,  Stephen  Bisciotti 


Miami  Dolphins 


472 


68 


131.2 


16.8        H  Wayne  Huizenga 


Denver  Broncos 


471 


10 


38 


107.1 


11.2 


Patrick  Bowlen 


New  England  Patriots 


464 


37 


113.1 


0.6 


Robert  Kraft 


Jacksonville  Jaguars 


460 


10 


20 


121.0 


15.2 


J  Wayne  Weaver 


Cincinnati  Bengals 


St  Louis  Rams 


Pittsburgh  Steelers 


423 


15 


91.9 


4.2 


Michael  Brown 


418 


116.0 


15.8        Georgia  Frontiere 


414 


27 


96.4 


3.2 


Daniel  Roaney 


Seattle  Seahawks 


San  Diego  Chargers 


407 


32 


101.7 


7.1 


Paul  Allen 


393 


22 


19 


109.2 


26.2  AlexSpanos 


Si 


New  York  Giants 


387 


25 


110.6 


4.5 


Wellington  Mara,  Preston  Tisch 


New  York  Jets 


384 


26 


109.8 


11.8 


Robert  Wood  Johnson  IV 


San  Francisco  49ers 


379 


20 


111.6 


6.5 


Denise  DeBartolo  York 


Detroit  Lions 


378 


29 


99.5 


-3.9        William  Clay  Ford 


Kansas  City  Chiefs 


367 


114.8 


18.8 


Lamar  Hunt  Family 


Buffalo  Bills 


365 


12 


15 


114.0 


13.5 


Ralph  Wilson  Jr 


Green  Bay  Packers 


337 


108.7 


-1.0 


community  owned 


Indianapolis  Colts 


332 


27 


107.3 


4.9 


James  Irsay 


Philadelphia  Eagles 


329 


43 


106.1 


2.6 


Jeffrey  Lurie 


New  Orleans  Saints 


Minnesota  Vikings 


324 


23 


104.6 


9.9 


Thomas  Benson 


322 


37 


103.9 


6.6 


Billy  Joe  McCombs 


Atlanta  Falcons 


321 


107.2 


6.2 


Taylor  Smith 


Chicago  Bears 


319 


19 


102.8 


13.8 


Virginia  McCaskey 


Oakland  Raiders 


315 


104.9 


9.7 


Allen  Davis 


Arizona  Cardinals 


LEAGUE  AVERAGES 


305 


13 


101.7 


16.9 


William  Bidwell 


423 


24 


116.2 


15.6 


Revenues  and  operating  income  are  for  the  1999  season.  'Value  of  team,  without  deduction  for  debt  (other  than  stadium  debt),  includes  stadium  debt.  'Earnings  before  interest, 
taxes  and  depreciation.  NA:  not  applicable.  Research:  Robert  Stanfl,  Caroline  Renck  and  Robert  McCullam  Logos  courtesy  of  NFL  Properties.  Inc. 


i  US  Airways,  Bell  Atlantic,  Amtrak 
Mobil  for  about  $1  million  each, 
persuaded  Federal  Express  to  pay 
7  million  over  27  years — the  richest 
ling  rights  deal  in  football — to  call 
Redskins'  home  FedEx  Field.  In 


Snyder's  first  year  the  Redskins'  mar- 
keting and  sponsorship  revenue  quin- 
tupled to  $25  million. 

The  Redskins  also  jacked  up  ticket 
prices  of  the  best  club  seats  to  $2,695 
a  season  from  $1,995,  and  sold  3,000 


club  seats  and  leased  about  a  dozen 
luxury  suites  that  had  gone  unused 
the  previous  year  because  of  poor 
marketing.  More  than  4,000  seats  have 
been  added  to  the  stadium,  including 
1,000  front-row  seats,  where  season 
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Counterattack 

Last  year  'he  National  Football  League  pur- 
chased a  three-year  option  to  buy  a  49.9% 
equity  stake  in  the  14-year-old  Arena  Foot- 
ball League,  the  indoor  version  of  football 
in  which  games  are  played  on  a  50-yard 
field  with  eight  players  on  a  side.  ,  ^ 

The  AFL  is  a  mom-and-pop  league: 
Most  teams  are  in  small  cities  and  play 
in  front  of  crowds  of  only  10,000  at  $13     _  - 
a  head.  The  Orlando  Predators,  reigning 
ArenaBowl  champions,  have  revenue  of 
$5  million,  compared  with  $176  million  for  the  ( 
Washington  Redskins.  The  agreement  also  gave 
NFL  owners  the  right  to  buy  new  AFL  expansion  franchises  at  a 
50%  discount  to  their  value,  roughly  $8  million. 

It's  easy  to  understand  why  the  AFL  owners  want  out:  Their 
league  has  to  give  its  television  rights  away  for  a  song  just  to 
get  exposure.  Several  teams  are  losing  money,  and  they've  just 
ended  a  bitter  labor  dispute  with  players  that  ended  the 
league's  salary  cap.  But  why  would  the  NFL  want  in? 
Two  names:  Kurt  Warner  and  Vince  McMahon. 
Warner,  the  St.  Louis  Rams  quarterback,  took  the  NFL  by 
storm  last  year  winning  the  regular  season  and  Super  Bowl 
most  valuable  player  awards.  Warner,  who  used  to  play  arena 
football,  made  NFL  owners  take  notice  of  the  talent  in  the  AFL. 
Since  AFL  teams  are  relatively  cheap  to  run  and  players  could 


be  signed  for  a  fraction  of  what  NFL  players 
buying  an  AFL  team  provides  a  cheap  \ai 
groom  players  that  might  one  day  be 
NFL  stars. 

But  there  is  new  competition  cc 
McMahon,  who  runs  the  World  Wre 
Federation,  is  scheduled  to  launc 
own  football  league,  the  XFL,  in  P 
ary.  The  WWF  has  been  blame 
keeping  younger  viewers  away 
football,  with  wrestling  seen  as  col 
programming.  McMahon's  league,  vi 
promises  to  be  high  in  entertainment  if  Ic 
talent,  is  expected  to  steal  more  younger  fans 
from  the  NFL. 

According  to  the  ESPN  Sports  Poll,  about  one-third  c 
fans  are  below  the  age  of  25,  compared  with  26%  of  NFL 
The  AFL/NFL  pairing  is  thus  a  logical  way  to  market  the  f> 
its  next  generation  of  fans. 

So  NFL  owners  have  been  snapping  up  the  rights  to  AF 
pansion  teams:  Thomas  Benson  (New  Orleans  Saints),  W 
Clay  Ford  (Detroit  Lions),  Daniel  Snyder  (Washington 
skins)  Jeffrey  Lurie  (Philadelphia  Eagles),  J.  Wayne  W« 
(Jacksonville  Jaguars)  and  Jerry  W.  Jones  (Dallas  Cowb 
Says  Jones,  perhaps  the  NFL's  savviest  marketer,  "Wa 
able  to  make  the  AFL  big  league  and  big  entertainment  | 
at  the  same  time  promoting  the  NFL." 

We  wouldn't  doubt  him. 


tickets  can  run  in  excess  of  $3,000. 

Such  is  the  privilege  of  an  owner 
whose  team  has  sold  out  266  consecu- 
tive games  and  has  nearly  50,000  fans 
on  a  waiting  list  to  buy  season  tickets. 
This  season  the  Redskins'  revenue  will 
exceed  $200  million,  more  than  that  of 
any  other  NFL  team. 

Sounds  like  Snyder  is  on  his  way  to 
an  easy  touchdown,  right?  Not  quite. 

The  Redskins  and  their  stadium 
have  $495  million  of  debt,  most  of 
which  is  from  bank  loans  taken  out 
when  Snyder's  group  bought  the  team. 
There  is  an  additional  $120  million  of 
debt  tied  to  the  team's  limited  partners. 
As  a  result  the  Redskins  are  by  far  the 
most  leveraged  team  in  football,  with 
debt  equal  to  83%  of  their  value.  The 
NFL  average  is  only  24%. 

We  estimate  that  the  Redskins  en- 
joyed $69  million  in  operating  income 
(earnings  before  interest,  taxes  and  de- 
preciation) last  season,  the  most  in 
football.  But  Snyder  has  to  pay  $45 


million  in  annual  debt  service,  more 
than  any  other  team.  Fitch  Investors 
Service  rates  the  largest  piece  of  the 
team's  bank  debt  ($240  million  of  se- 
nior secured  term  loans  due  2004) 
at  BBB-,  a  notch  above  junk. 

During  this  past  off-season  Snyder 
went  on  a  spending  spree,  committing 
more  than  SI 00  million  in  salary  and 
bonuses  to  the  team  this  year,  the  fattest 
payroll  of  any  NFL  team.  Among  the 
big-ticket  signers:  cornerback  Deion 
Sanders  (seven  years,  S56  million)  and 
defensive  end  Bruce  Smith  (five  years, 
$25  million). 

How  much  more  revenue  can  Sny- 
der generate  to  help  cover  those  costs? 
The  team's  premium-seating  revenue 
of  $45  million  is  almost  four  times  the 
league  average.  There  soon  won't  be 
any  place  to  add  more  suites  or  club 
seats;  the  Redskins  now  have  seating 
for  85,407,  the  most  in  the  NFL; 
the  team's  average  ticket  price  (in- 
cluding club  seats)  last  year  was  $76, 


67%  above  the  NFL  average. 

There's  only  so  much  blood  you 
squeeze,  even  from  diehard  fans, 
summer  Snyder  became  the  first  ov 
to  charge  football  fans  to  watch  pra 
sessions:  $10  admission,  S10  par 
Those  tickets  managed  only  to  rec 
half  of  the  more  than  $2  million  it 
to  hold  training  camp  at  their  expan 
practice  facilities.  Despite  the  waitin 
for  general  seating  season  tickets,  ne 
added  club  seats  have  not  sold  out 

Snyder  is  trying  every  play  in 
book.  He  recently  angered  Rav 
owner  Modell  when  he  advertised 
•skins  games  in  the  Baltimore  Sun  ne 
paper,  violating  a  gentlemen's  ag 
ment  among  NFL  owners  not 
advertise  in  one  another's  markets 
der  has  also  launched  a  weekly  new 
per  and  a  TV  show  about  his  team. 

The  Redskins  are  currently  5 
favorites  to  win  the  Super  Bowl  in 
uary.  For  Snyder's  sake,  the  oddsmal 
better  be  visht. 


F 
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Looking  for  growth  in  a  narrowing  market? 


Now  there's  a  new  fund  that  brings  growth  investing  to  a  fine  point, 
drawing  on  the  talents  of  two  outstanding  growth  management 
teams — Jennison  Associates  and  Alliance  Capital.  Co-advised 
by  the  Jennison  growth  team  led  by  Sig  Segalas  and 
Kathleen  McCarragher,  and  the  Alliance  large-cap 
growth  team  led  by  Alfred  Harrison,  the  fund 
targets  a  select  universe  of  stocks  believed 
to   offer   outstanding   growth  potential. 
Then  it  further  refines  selections,  with 
each  team   narrowing   its  choices 
to  about  20  of  its  top  picks. 
A  concentrated  approach. 
Two  outstanding  teams 
and    a  singularly 
powerful  way 
to  t  a  p  into 
growth. 


Introducing  a  concentrated  stock  fund  co-advised  by 
Jennison  Associates  and  Alliance  Capital  Management. 

Strategic  Partners  Focused  Growth  Fund. 

To  learn  more  about  this  Fund,  please  contact  your  financial  professional. 


nvestors  should  keep  in  mind  that  the  Fund  is  not  diversified.  Investment  in  a  non-diversified  fund  involves 
greater  risks  than  a  diversified  investment,  because  a  loss  resulting  from  a  particular  security  will  have  a  greater 
mpact  on  the  Fund's  overall  return.  The  Fund  may  not  be  appropriate  for  all  investors,  nor  should  it  be  considered 
i  complete  investment  program.  There  is  no  assurance  that  the  Fund's  investment  objective  will  be  achieved. 

rhe  Fund  may  invest  in  the  stocks  of  foreign  companies,  which  are  subiect  to  risks  of  currency  fluctuation  and  the  impact  of  political,  social, 
and  economic  change.  Although  it  is  not  a  principal  strategy  of  the  Fund  to  actively  and  frequently  trade  its  securities,  the  Fund  may  have 
in  annual  portfolio  turnover  of  up  to  200%.  High  portfolio  turnover  can  result  in  higher  costs,  which  may  affect  Fund  performance.  The  Fund 
nay  also  invest  in  derivative  securities,  which  have  their  own  heightened  risks.  These  risks  may  result  in  greater  share  price  volatility. 

Strategic  Partners  Focused  Growth  Fund  is  not  exchangeable  with  other  Prudential  or  Alliance  funds. 

rhe  Fund  will  be  offered  in  Class  A,  B,  C  and  Z  shares.  Shares  of  the  Fund  are  distributed  by  Prudential  Investment  Management  Services 
,LC,  member  SIPC,  100  Mulberry  Street,  Newark,  NJ  07102.  Prudential  Investment  Management  Services  LLC  is  a  subsidiary  of  The 
Drudential  Insurance  Company  of  America,  751  Broad  Street,  Newark,  NJ  07102.  For  information  on  Strategic  Partners  Focused  Growth 
:und,  you  should  call  a  financial  professional  for  a  free  prospectus,  which  contains  complete  information  including  charges  and  expenses, 
nvestors  should  read  it  carefully  before  investing  or  sending  money. 


BOOK  EXCERPT 


at  'em  Down 
For  Wires" 


BY  KURT  El 

How  do  you  catch  white-collar  crooks — specif- 
ically, price  fixers?  By  getting  one  of  the  perpe- 
trators to  squeal  on  his  confederates.  So  began 
the  unmasking  of  the  infamous  price-rigging 
conspiracy  in  the  1990s  led  by  Archer-Daniels- 
Midland,  the  $13  billion  (sales)  grain  proces- 
sor. The  full  story  of  how  the  government 
cracked  the  case  has  never  been  told,  until  now. 
In  this  adaptation  from  The  Informant:  A 
True  Story,  published  by  Broadway  Books,  the 
FBI  begins  to  hear  the  first  solid  evidence  of  the 
crime  as  it  unfolds. 


"B"  1  COUNT  ON. 


THE  BLUE  LINCOLN  TOWN  CAR  APPROACHED  ADM 
headquarters  on  Mar.  17,  St.  Patrick's  Day.  A  guard 
inside  the  security  booth  peered  through  the  dri- 
ver's window.  Mark  Whitacre,  head  of  the  com- 
pany's Bioproducts  Division,  lifted  a  hand  off  the 
steering  wheel,  giving  a  slight  wave  before  easing  the  car  past 
the  fence. 

Driving  past  the  Ronald  Reagan  statue  in  front  of  the  of- 
fice, Whitacre  tapped  the  electronic  door  opener  attached  to 
his  windshield  visor.  By  the  time  his  car  came  around  the 
curve,  the  door  to  the  executive  parking  garage  was  opening. 
Whitacre  felt  a  rush  of  tension.  The  FBI  microcassette  recorder 
hidden  in  his  coat  felt  huge.  He  had  used  it  before,  but  never 
like  he  would  today.  After  parking,  Whitacre  reached  inside 
his  jacket  and  slid  the  switch  on  the  recorder.  Was  it  on?  He 
looked  inside  his  pocket  and  saw  the  red  light  glowing. 

"It's  currently  7:30  a.m.,"  he  said  into  the  recorder,  staring 
at  a  wall  as  he  spoke.  "I'm  just  getting  ready  to  go  into  my  of- 
fice." Whitacre  knew  that  Terry  Wilson,  head  of  corn  process- 
ing, and  lim  Randall,  ADM's  president,  might  come  right  by. 
The  night  before,  he  was  supposed  to  have  spoken  with 
Masaru  Yamamoto  of  Kyowa  Hakko,  Japan's  second-largest 
lysine  company,  after  Ajinomoto.  Yamamoto,  whom  ADM  ex- 
ecutives called  Massy,  had  not  been  in,  but  his  colleagues 
might  want  a  report. 

He  spoke  to  no  one  as  he  made  his  way  to  his  office.  Sit- 
ting at  his  desk,  he  looked  at  his  watch.  "Seven-thirty-three 
a.m.,"  he  said.  He  shuffled  some  papers,  glancing  up  when  he 
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heard  someone  approach. 

"Well,  Terrance  Wilson,"  he  announ 
Wilson  was  in  no  mood  for  pleasantries. " 
you  talk  to  Massy?"  he  asked. 

"Yeah,  I  called,  uh,  Massy.  He  wasn't  in.' 
Whitacre  mentioned  that  afterward,  he 
heard  from  Kanji  Mimoto  of  Ajinomoto, 
the  two  had  argued  about  whether  ADM 
promised  to  cut  production.  He  and  Wilson 
only  agreed  to  raise  the  idea  with  ADM  mam 
ment  if  lysine  rose  to  $1.10  a  pound — wri 
never  happened. 

"I  said,  as  long  as  prices  are  as  low  as  they  are,  we 
nothing,"  Whitacre  continued.  "We're  not  gonna  go  to 
management  and  look  silly  to  'em." 
"What'd  he  say?" 

"He  said,  'We  understand  it's  a  promise.  We  feel  you've 
neged  on  your  promise.'  " 

As  they  spoke,  Randall  walked  into  the  room.  White 
started  his  story  again.  "We  got  a  call  last  night,"  he  said. 

"You  did?"  Randall  asked.  "From  the  Japs?" 

"Yeah,"  Whitacre  said.  "Got  a  call  on  my  voice  mail  to  c 
and  I  did,  from  a  pay  phone." 

Randall  scrunched  his  nose.  The  FBI  had  been  callec 
months  ago,  about  allegations  of  sabotage  at  ADM.  But  t 
were  gone  now. 

"Your,  uh,  tap's  off  your  phone,  you  know,"  Randall  s: 
"The  FBI  is  out  of  it,  and  they  took  the  tap  off  the  phone." 

"Okay,"  Whitacre  said.  "I  still  think  the  pay  phone  is 
way  anyway."  Whitacre  told  Randall  of  the  Mimoto  convei 
tion.  "What'd  he  threaten  to  do?"  Randall  asked. 

"He  said  there'd  never  be  peace,  and  the  price  would  s 
where  it  is,"  Whitacre  said.  Wilson  laughed.  Neither  of  th 
was  much  concerned  about  Mimoto's  complaint.  They  l 
ured  it  was  all  just  negotiating  strategy.  Randall  headed  ou 

"They're  tricky,  you  know,"  Whitacre  said. 

"Bet  you  they  are,"  Wilson  responded.  "Plus,  in  1992 
did  exactly  what  we  said  we'd  do,  volume-wise.  Exactly." 

Whitacre  fiddled  with  a  pen,  containing  his  exciteme 
Wilson  had  just  admitted  that  ADM  had  promised  Ajinomi 
to  hold  to  a  set  volume  in  1992.  The  conversation  came  to 
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end,  and  Wilson  headed  out  the  door. 

"Just  had  Jim  Randall  and  Terry  Wilson  in  my  of- 
fice," he  announced  to  the  tape  recorder.  For  a  few 
minutes  Whitacre  summarized  the  conversation. 

"By  the  way,"  he  added,  "there  was  no  discussion 
with  Mimoto  last  night.  That  was  for  illustration  pur- 
poses only.  That  was  all  for  illustration  purposes 
only.  '     t  u  ting  to  repeat  himself;  his  excitement 

was  getting  to  him.  But  Whitacre  was  always  hyperactive 
when  he  threw  himself  into  a  new  job. 

The  day  had  imbued  him  with  an  awesome  sense  of 
power.  He  had  taped  at  ADM,  and  no  one  had  suspected.  Now, 
he  had  an  unvarnished  portrait  of  ADM's  corporate  ethic  for 
the  FBI. 

The  next  morning,  Whitacre  headed  to  Wilson's  office. 
Mick  Andreas — the  son  and  heir  apparent  to  ADM's  power- 
ful chairman,  Dwayne  Andreas — was  there  discussing  a  re- 
cent business  deal.  For  several  minutes  the  men  hashed  it 
through.  "Now,  on  the  lysine  thing,  totally  different  subject," 
Andreas  said,  looking  at  Whitacre.  "When  do  the  Japanese 
see  you?" 

"The  small  company  wants  to  see  me  on  the  15th  in 
Chicago,"  Whitacre  said,  referring  to  Kyowa  Hakko. 

"In  the  meantime,"  Andreas  said,  "they're  callin'  and 
dropping  hints." 

"Definitely."  The  Japanese,  Whitacre  complained,  were 
pushing  on  this  supposed  promise  by  ADM  to  cut  back.  But 
no  such  promise  had  been  made,  he  said. 

"I  think  that's  a  good  line  for  you,"  Andreas  said.  "When 
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they  come  to  me,  I'm  just  gonna  say,  'Look,  fii 
all,  we  don't  make  deals.'  "  That,  Andreas  coi 
ued,  should  be  followed  up  by  blaming  the  Japa 
for  poor  prices.  "You  should  just  say  to  him,  'L 
these  prices  are  so  shitty,  and  you  guys  are  so  d 
ganized  that  I  don't  know  what  kind  of  shit  yc 
managing."' 

Whitacre  nodded.  Andreas'  words  were  perfect  fo 
case.  ADM's  vice  chairman  was  telling  him  to  chastise  a 
petitor  for  bad  prices.  Whitacre  felt  excited. 

From  behind  his  desk,  Wilson  spoke.  "The  market's  b 
than  we  originally  said  it  was.  We  just  took  it.  So  we're  n> 
violation  of  nothin'." 

Days  later  Special  Agent  Brian  Shepard  set  dowr 
headphones  after  hours  of  listening  to  the  two  latest  t 
from  inside  ADM.  The  sound  quality  was  poor, 
Whitacre  talked  too  much.  Shepard  needed  to  speai 
him  about  that. 

Still,  everything  was  falling  into  place.  And  the  tapes 
devastating.  With  them,  the  state  of  the  lysine  conspi 
seemed  clear.  A  price  agreement  of  sorts  had  been  reachec 
previous  year  at  meetings  in  Mexico  and  Paris.  But  the 
spirators  did  not  trust  each  other.  So  when  prices  falte 
everyone  sold  more  to  keep  up  their  revenues. 

A  production  limit  was  critical  to  the  scheme, 
control  of  the  market's  natural  forces  of  supply  and! 
mand.  Shepard  knew  that,  at  some  point,  the  consp 
tors  would  have  to  hammer  out  a  new  deal.  If  everytl 
went  well,  the  FBI  would  be  listening  in.  But  first 
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needed  to  try  new  ways  to  gather  evidence. 

A  few  nights  later,  as  dusk  was  changing  into 
night,  Whitacre  came  in  the  front  door  of  ADM's 
headquarters  sometime  after  7:30,  accompanied  by  a 
man  the  guard  didn't  recognize.  The  man  was 
dressed  in  a  suit  and  carried  a  large  briefcase. 

"Just  bringing  in  one  of  our  clients,"  Whitacre 
said  to  the  guard.  The  guard  nodded,  and  Whitacre  signed  in. 
On  the  next  line  of  the  sheet,  he  wrote  a  name  for  his  guest: 
Dwight  Armstrong,  an  executive  with  Carl  S.  Akey  Inc.,  an 
Ohio  feed  company.  The  two  men  headed  to  Whitacre's  of- 
fice. Shutting  the  door,  Whitacre  closed  the  window  drapes. 
Me  glanced  at  his  guest. 

"Just  talk  about  business,"  the  guest  said. 

"You  know,  Dwight,  our  lysine  business  is  really  going 
great,"  Whitacre  began,  sitting  at  his  desk.  As  Whitacre  spoke, 
his  guest  stood  on  a  chair,  pushed  up  a  ceiling  tile  and  looked 
inside.  Whitacre  watched  as  his  guest  shifted  a  foot  onto  his 
desk.  The  guest  replaced  the  tile  and  climbed  down  and 
picked  up  his  briefcase.  He  removed  an  electronic  device, 
switched  it  on  and  analyzed  a  radio  frequency. 

About  an  hour  later,  the  men  were  back  in  the  parking  lot, 
climbing  into  Whitacre's  Town  Car.  Whitacre  drove  past  the 
front  gate.  "So,"  he  said,  "any  luck?"  The  guest,  Special  Agent 
Thomas  Gibbons,  an  FBI  technology  specialist,  shook  his 
head.  "Nothing  we  can  do,"  Gibbons  said.  "We  can't  broad- 
cast a  signal  out  of  the  building." 

Whitacre  nodded.  The  FBI  had  hoped  to  place  a  transmit- 
ter inside  ADM  that  would  allow  agents  to  monitor  price-fix- 
ing meetings.  But  something  was  blocking  the  signal.  The  FBI 
would  have  to  rely  on  Whitacre's  tapes. 

On  the  morning  of  Apr.  15  Whitacre  walked  into  Mick 
Andreas'  office,  ready  to  talk  about  a  meeting  scheduled  in 
Chicago  later  that  same  day  with  Yamamoto  of  Kyowa  Hakko. 
The  pocket  microcassette  recorder  was  running. 

"Well,  today's  the  big  day,"  Whitacre  announced. 

"Today's  the  little  day,"  Andreas  said,  smiling.  Kyowa  Hakko 
was  the  little  Japanese  company,  Ajinomoto  the  big  one. 

"The  little,  yeah,  the  little  day,"  Whitacre  said.  "The 
little  Jap." 

Andreas  reminded  Whitacre  that  he  should  just  be  going 
there  to  listen,  but  that  didn't  mean  he  should  forget  to  let  Ya- 
mamoto know  ADM's  position.  "Tell  him  how  terrible  it  is 
that  they  never  got  the  price  up,"  he  said. 

"Yeah,"  Whitacre  said. 

Yamamoto  had  to  be  kept  on  the  defensive.  "Go  up  to  him 
and  say,  well  you  know,  we  tried  pulling  back,"  Andreas  said, 
"and  all  that  happened  was  the  price  went  down." 

"Yeah,"  Whitacre  said,  "the  price  went  down." 

"Who's  leading  the  price  down?"  Andreas  asked  rhetori- 
cally. "They're  leading  the  price  down." 

Whitacre  glanced  at  Andreas'  saltwater  aquarium,  absent- 
mindedly  watching  the  fish.  After  a  few  minutes,  the  meeting 
broke  up.  Whitacre  headed  back  to  his  office. 

Sitting  down  at  his  desk,  he  checked  his  watch.  "Eight- 


thirty  a.m.,  Apr.  15,"  he  announced.  He  expla 
that  he  had  just  seen  Mick  Andreas.  "For  the  ma 
ing  orders." 

§t9  Hours  later  Shepard  and  fellow  agent 
Weatherall  glanced  around  a  room  on  the  1 8th 
of  the  Chicago  Marriott  Downtown.  The  Chi 
technical  team  had  done  a  good  job.  Everyt 
looked  normal,  nothing  out  of  place.  The  table  lamp,  witl 
hidden  video  camera  inside,  matched  the  decor. 

The  agents  went  to  the  command  center  in  room  ll 
The  technical  team  was  hooking  up  a  monitor  that  w 
allow  them  to  watch  the  Yamamoto  meeting.  When 
turned  it  on,  Shepard  and  Weatherall  noticed  a  problem 
camera  was  stationary,  but  no  chair  was  in  front  of  it. ' 
walked  back  to  the  meeting  room,  moving  furniture  aro 
until  they  were  satisfied. 

Soon  Whitacre  showed  up  at  the  command  center,  A 
introducing  him  to  the  technical  agents,  Shepard 
Weatherall  took  him  to  the  meeting  room.  "Now,  Mark 
camera  is  right  over  there,"  Shepard  said,  pointing  at 
lamp.  He  walked  over  to  one  of  the  chairs.  "This  is  the  s 
Make  sure  Yamamoto  sits  right  here."  Shepard  glanced  a 
watch.  It  was  5:45.  Time  for  everyone  to  take  their  places 
Whitacre  waited  in  the  lobby.  At  6:05  Yamamoto  c 
through  the  revolving  door.  "Massy,"  Whitacre  said,  "goo 
see  you  again.  Welcome  back  to  Chicago." 

Whitacre  guided  Yamamoto  to  the  hotel  bar,  where 
sat  down  and  ordered  drinks.  An  FBI  agent  watched  as  thfl 
ecutives  talked,  drank  and  ordered  dinner. 

Just  past  7:30  Whitacre  and  Yamamoto  paid  their 
walked  to  an  elevator  and  stepped  in.  As  the  doors  clo 
an  agent  posing  as  a  hotel  guest  picked  up  a  house  ph 
and  dialed  the  FBI  command  room.  "On  their  way  up, 
agent  said. 

Whitacre  and  Yamamoto  stepped  off  on  the  18th  fit 
Another  surveillance  agent  followed.  Once  the  two  exa 
tives  walked  inside  the  meeting  room,  the  agent  picked  up 
pace.  He  slid  a  card  key  into  the  electronic  lock  for  the 
command  room  and  opened  the  door.  "They're  in," 
agent  said. 

An  agent  sitting  in  hi 
of  the  black-and-white 
III  wK  ■  vision  monitor  turnec 

knob  and  pushed  do 

not  mng  we     buttons  on  a  video- reco 

Mn  flu  in§  device-  The  gra| 

image  of  chairs  in  the  ni 

room  appeared  on 

screen.  Whitacre  was 

ing  beside  them. 
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mamoto  would  have  to  take  the  chair  directly  in  front 
of  the  camera.  He  was  exactly  where  the  FBI  wanted 
him  to  be. 

In  the  command  room  Shepard  and  Weatherall 
stood  beside  the  monitor,  watching  the  flickering  im- 
ages. Shepard  listened  to  the  conversation  on  head- 
phones. Even  without  hearing  a  word,  Weatherall  was 
impressed  at  how  easily  Whitacre  had  navigated  Yamamoto 
into  die  right  chair. 

Good  job,  Mark,  he  thought.  Good  job. 

The  talks  dragged  on  for  almost  two  hours  as  the  men  de- 
bated production  limits.  At  9:33  they  stood,  having  agreed 
only  to  meet  again.  Minutes  later,  a  knock  came  at  the  door  of 
the  FBI  command  room.  It  was  Whitacre,  looking  excited  and 
proud.  He  walked  over  to  Shepard. 

"Did  you  hear  how  we  talked  about  all  the  other  meet- 
ings?" Whitacre  said.  "We  went  into  all  of  them.  He  talked 
about  everything."  Shepard 
clapped  Whitacre  on  the   tfiif   j  " 
shoulder.    "Excellent    job,      WG  TG  gOMg 
Mark,"  he  said.  "Fantastic."         -  ■ 

Every  successful  federal  TU 
criminal  case  is  the  product  of 
teamwork  between  investiga- 
tors and  prosecutors.  The  rela- 
tionship can  be  delicate;  at 
some  point,  agents  have  to 
hand  off  their  case  and  hope 
that  the  lawyers  can  carry  it         *  H 

across  the  goal  line.  As  a  result,      OT  3  Jllfy«  

the  greatest  moments  of  ten- 
sion emerge  when  the  agents  trot  out  evidence  for  their  pros- 
ecutors. The  agents  hope  to  hear  praise,  all  the  time  fearing 
that  their  work  will  be  greeted  with  a  dismissive  wave. 

The  day  for  the  first  presentation  of  evidence  in  the  ADM 
case  arrived  on  Apr.  27,  a  Wednesday.  That  morning  Robin 
Mann,  the  prosecutor  from  the  Chicago  office  of  the  Antitrust 
Division  who  was  handling  the  case,  pushed  open  the  glass 
doors  to  the  FBI's  Springfield  office.  John  Hoyt,  the  assistant 
Special  Agent  in  charge,  came  out  and  escorted  the  prosecu- 
tors to  a  conference  room.  Shepard  and  Weatherall  arrived  a 
few  minutes  later.  The  agents  were  brimming  with  excite- 
ment. They  discussed  the  case,  saying  that  they  had  secured 
the  cooperation  of  a  highly  placed  source. 

Mann  threw  in  some  caution.  "It's  good  somebody's  co- 
operating. But  we're  going  to  need  more.  We're  going  to  need 
documents  and  witnesses  to  corroborate  everything."  Shep- 
ard and  Weatherall  proceeded  with  the  history  of  the  investi- 
gation, including  the  background  of  their  cooperating  wit- 
ness. Mann  could  sense  that  the  agents  were  wary  of  her;  even 
though  everyone  in  the  room  knew  Whitacre's  identity,  they 
wouldn't  refer  to  him  by  name,  instead  calling  him  "the 
source."  Finally  Shepard,  with  videotape  in  hand,  stepped 
over  to  a  VCR  that  had  been  set  up  in  the  room. 

"We  want  to  show  you  excerpts  from  a  consensual  record- 


some  real 
trouble  with 
this  in  front 


ing  made  last  week  in  Chicago,"  he  said.  Sh 
turned  on  the  video.  The  grainy  image  of  a  m 
peared  on  the  screen.  Mann  watched  carefully,  oc 
sionally  writing  quotes  on  a  yellow  pad.  After  a 
minutes  she  grew  concerned  about  the  tape, 
mamoto's  accent  was  too  thick.  She  couldn't  un< 
stand  what  he  was  saying. 
"What  was  that?"  she  asked  at  one  point. 
Shepard  stopped  the  tape.  He  explained  what  Yamam 
had  just  said,  and  rewound  the  tape  so  Mann  could  hea 
again.  She  listened  for  another  few  minutes,  and  exhaled  he 
ily.  "I  don't  know,"  she  said.  "We're  going  to  have  some 
trouble  with  this  in  front  of  a  jury.  It's  really  hard  to  hear. 

There  were  other  problems  as  well.  To  convict  on  pri 
fixing,  she  said,  a  jury  would  have  to  find  that  there  had  t> 
an  agreement;  this  tape  seemed  all  dispute,  no  agreement 
The  room  was  turning  testy.  The  agents  had  planned 
Mann  to  be  blown  away.  All  they  seemed  to  be  heari 
though,  were  problems.  After  the  tape,  the  group  reviev 
other  details.  Shepard  mentioned  that  Whitacre  and  Will 
were  scheduled  to  meet  in  Chicago  the  next  day  with  1 
French  executives  from  Ajinomoto  affiliates.  With  the  meet 
scheduled  for  a  restaurant,  videotaping  would  be  too  diffiq 
but  Whitacre  would  be  wearing  multiple  recorders. 

The  meeting  wound  down  by  the  end  of  the  day.  Mi 
was  shown  to  the  lobby.  As  she  rode  down  the  elevator, 
couldn't  help  thinking  that  the  case  looked  fairly  pro  mis 
Back  upstairs,  the  agents  gathered  in  Hoyt's  office.  The  mc 
was  sullen  and  disappointed.  They  had  hoped  for  cheers 
whistles  and  had  received  only  questions  and  concerns. 
"Well,"  Hoyt  said,  "that  was  a  whole  lot  of  nothing." 
The  first  floor  of  the  Best  Western  Shelton  Inn  in  Deca 
was  empty  early  on  the  morning  of  Apr.  28.  Whitacre  wal 
down  the  hallway  looking  for  room  143.  Finally,  he  saw  it, 
tapped  on  the  door;  Shepard  answered  almost  instandy. 

Walking  into  the  room,  Whitacre  nodded  a  hello  to 
Gibbons,  the  agent  he  had  escorted  on  the  nighttime 
of  ADM.  Gibbons,  who  was  fiddling  with  some  equiprrn 
returned  the  greeting.  Whitacre  knew  he  was  about  toi 
ceive  his  best  recording  equipment  yet.  Today,  Wi 
would  be  at  the  meeting  with  Philippe  Rollier  and  / 
Crouy  from  Ajinomoto's  European  affiliates.  It  woul< 
the  first  chance  to  tape  Wilson  with  competitors,  and 
one  wanted  to  miss  a  word. 

Shepard  brought  out  shaving  cream  and  a  razor.  "M 
I'm  going  to  need  you  to  take  off  your  shirt." 

"Oh,  yeah,"  Whitacre  said,  removing  his  jacket.  She 
had  told  him  days  before  that  this  new  recorder,  called  a  bi 
Nagra,  would  be  strapped  on  to  his  back  under  his  shirt.  Sfl 
wires  with  multidirectional  microphones  would  run  froral 
device  to  his  chest.  Recordings  from  a  body  Nagra  would 
far  better  than  from  his  other  recorders  and  would  minin 
the  problem  of  clothing  brushing  the  microphone. 

Whitacre  laid  his  shirt  across  the  bed.  Shepard  smootl 
cream  on  his  chest  and  shaved  portions  of  his  skin  smod 
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Gibbons  handed  Shepard  the  microphones,  which 
he  secured  to  Whitacre's  chest  with  pieces  of  tape. 

Using  a  white  belt  lined  with  Velcro,  the  agents 
strapped  the  body  Nagra  around  Whitacre.  The  de- 
vice, resting  in  the  small  of  his  back,  felt  huge;  Shep- 
ard assured  him  it  was  difficult  to  detect,  but  warned 
him  to  be  careful  when  sitting  down.  The  device 
could  make  a  clunking  sound  if  it  hit  a  metal  chair.  "Now, 
we're  going  to  need  to  cut  a  small  hole  inside  your  pants 
pocket,"  Shepard  said.  "It  will  help  you  operate  the  device." 

Whitacre  took  off  his  pants,  and  Gibbons  quickly  snipped 
open  a  front  pocket.  Then,  he  slid  a  tiny  wire  through  the  hole 
before  handing  the  pants  back  to  Whitacre.  Gibbons  in- 
structed him  on  how  to  use  the  recorder.  In  his  pants  pocket, 
Gibbons  said,  was  a  tiny  switch.  All  Whitacre  had  to  do  was 
flick  die  switch  to  turn  on  the  device.  Whitacre  tested  it  out;  it 
seemed  easy.  As  Whitacre  dressed,  Shepard  brought  out  the 
FBI  briefcase.  They  wanted  Whitacre  to  use  two  recorders  that 
day  to  insure  that  nothing  was  missed. 

Hours  later  a  Beech  King  Air  B300  turboprop  touched 
down  at  Merrill  C.  Meigs  Field  near  downtown  Chicago  and 
taxied  to  a  hangar.  Seated  in  the  spacious  cabin,  seven  ADM 
executives  waited  for  the  propellers  to  stop  spinning  before 
heading  for  the  exit.  The  first  off  was  Richard  Reising.  The 
ADM  general  counsel  had  come  to  Chicago  with  other  lawyers 
for  a  dinner  with  investment  bankers.  Whitacre  and  Wilson 


- 


had  tagged  along,  agreeing  to  meet  later  for  the 
home.  Whitacre  was  the  last  to  reach  the  tari 
With  the  body  Nagra  on,  he  didn't  want  anyom 
hind  him  as  he  walked  off  the  plane. 

The  executives  headed  out  in  search  of  a 
With  everyone  else  distracted,  Whitacre  leaned  di|  .  i 
as  if  checking  something  in  his  briefcase.  A  ft 
structed,  he  touched  the  latches.  Behind  a  false  top 
recorder  sparked  to  life.  Every  sound  within  range  was 
being  taped. 

Whitacre  stood.  "Not  easy  to  get  a  taxi  down  here,  \i 
he  said. 

Wilson  looked  over  to  the  cab  and  raised  his  arm.  "Th 
one,  yeah." 

The  lawyers  had  plenty  of  time,  one  of  them  said,  o 
ing  the  cab  to  Wilson  and  Whitacre.  "Yeah,  thank  you," 
son  said. 

The  two  executives  walked  to  the  taxi.  Whitacre  climb 
first  and  scooted  across  the  rear  seat.  One  of  the  lawyer 
minded  them  that  the  plane  would  head  back  to  Decatu 
fore  dark.  "We'll  be  here  about  9  to  9:30,"  Whitacre  respon 

Reising  leaned  toward  the  taxi.  "Pat  'em  di 
for  wires,"  he  said  to  Wilson.  What  was  that?  Whit 
could  not  see  who  was  talking. 

"Huh?"  Wilson  said. 

"Pat  'em  down  for  wires,"  Reising  repeated. 
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jilson  laughed  as  the  cab  pulled  away.  Whitacre  looked  at 
>!  nd  asked  what  Reising  had  said.  "Pat  'em  down  for 
|  Wilson  replied. 

\this  serious?  Whitacre  thought.  If  ADM  insisted  on  pat- 
B,  the  Europeans  might  reciprocate.  It  wouldn't  be  hard 
fern  to  find  the  recorder  strapped  on  his  back, 
if  robably  should,"  Whitacre  laughed.  Wilson  instructed 
l  iver  to  take  them  to  O'Hare  Airport,  where  they  were 
i'uled  to  meet  Rollier  and  Crouy.  Whitacre  slid  his  hand 
(lis  pocket,  found  the  switch  for  his  body  Nagra,  and 
|l  it  on.  He  wanted  a  backup,  to  be  sure  that  this  conver- 
1  was  recorded.  "So,  Reising  must  know  who  we're 
In'  with,  huh?"  Whitacre  asked. 

didn't  tell  him,"  Wilson  replied.  "He  just  figures  who 
Imeetin'  with." 

•>x  more  than  an  hour  the  cab  crawled  through  stop-and- 
I  flic.  Whitacre  shut  off  his  recorders  to  save  tape.  Finally, 
hulled  up  to  the  O'Hare  Hilton  Hotel.  After  paying  the 
hey  headed  through  the  lobby  toward  the  Gaslight  Club, 
Istaurant  where  they  were  scheduled  to  meet  the  French 
[tives.  Whitacre  slid  his  hand  into  his  pocket  and  turned 
!>dy  Nagra  back  on. 

he  restaurant  seemed  a  surreal  holdover  from  the 
I — part  Playboy  Club,  part  Edwardian  steak  house.  The 
fllo-red  decor  was  highlighted  with  velvet;  the  waitresses 
|;d  in  fishnet  stockings  and  sequined  black  bodysuits. 


Scattered  among  the  customers  were  FBI  agents  from  the 
Chicago  surveillance  unit. 

Outside  the  bathroom,  Whitacre  ran  into  the  French  exec- 
utives, and  the  group  headed  for  a  table.  A  scantily  clad  wait- 
ress appeared.  "Good  evening,"  she  said.  "I'm  Teri.  I'll  be  your 
Gaslight  girl  this  evening." 

In  a  few  minutes,  the  men  were  offering  toasts  and  were 
ready  to  talk  business.  "Well,  how  about  you  guys?"  Whitacre 
asked.  "Are  you  satisfied  the  way  things  are  going  for  lysine?" 

"Not  completely,"  Crouy  said.  Despite  their  agreements, 
prices  were  starting  to  go  down,  so  his  division  was  stepping  up 
sales  to  compensate  for  the  lost  revenue.  The  men  haggled  over 
prices  and  volumes  around  the  world.  Rollier  and  Crouy 
blamed  ADM  for  almost  every  problem.  Wilson,  already  on  his 
second  scotch,  fought  back  by  reminding  them  of  an  earlier 
meeting. 

"We  told  everybody  as  plain  as  we  could  tell  them  that  by 
the  end  of  October  1993,  we  intend  to  be  as  big  as  Ajinomoto. 
We  said  it  openly."  The  fact  that  prices  held  for  a  while  in  Eu- 
rope was  meaningless,  Wilson  continued.  "Alain,  we  cannot 
have  one  section  of  the  world  where  it  works  and  the  rest  of 
the  world  where  it  doesn't.  It  will  not  last." 

Getting  dose.  Without  using  the  words,  Wilson  was  openly 
talking  about  price-fixing.  The  liquor  seemed  to  be  loosening 
everyone's  tongues.  Crouy  said  that  he  had  left  the  Paris  meet- 
ing in  October  with  the  impression  that  few  competitors 
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wanted  a  production  agreement.  The  men  argued 
about  the  responsibility  for  falling  prices. 

"Weil,  one  can  point  a  lot  of  fingers,"  Whitacre 
said,  setting  down  his  glass  of  Chardonriay.  "I  guess 
the  thing  is,  what's  the  solution?"  A  strategy  could  be 
adopted,  suggested  Wilson,  in  which  each  company 
reported  sales  numbers  to  the  other  producers.  That 
way,  competitors  would  know  which  company  was  pushing 
down  prices  by  selling  too  much.  That  company  would  be  al- 
located fewer  sales  for  the  following  month.  If  the  companies 
cooperated,  everyone  would  receive  a  fair  share,  and  prices 
would  hold.  "You  have  monthly  reporting,"  Wilson  said. 

Whitacre  knew  that  Wilson  was  describing  the  system 
used  by  ADM  and  its  competitors  to  fix  prices  in  the  huge 
market  for  citric  acid.  Shepard  had  been  pushing  him  to  tape 
Wilson  talking  about  citric.  Whitacre  figured  this  was  his 
opening.  "That's  how  it's  done  in  citric,  isn't  it?"  Whitacre 
asked.  "Yeah,"  Wilson  replied.  Confirmation. 

But  Crouy  didn't  like  the  idea  of  sharing  numbers.  "That 
doesn't  work  with  Asian  people,"  he  said.  Rollier  agreed.  "We 
would  obviously  play  that  game.  But,  uh,  the  Koreans  and  the 
Japanese — " 

"You  will  never  get  them," 
Crouy  interrupted. 

"It'll  never  work,  then,"  Wil- 
son grumbled.  If  everyone  shared 
sales  numbers,  Wilson  repeated, 
they  would  know  exactly  who  was 
producing  too  much.  Through- 
out the  year,  each  company 
would  be  allowed  to  adjust  sales 
as  each  month's  numbers  were 
distributed.  "If  we're  ahead,  then 
we've  gotta  cut  back,"  he  said. 
"It's  so  goddamn  simple." 

Again,  the  French  executives 
said  that  the  Koreans  would  not 
cooperate.  They  would  cheat. 
Whitacre  suggested  that  sales 

numbers  could  be  audited  by  an  accounting  firm  hired  by  the 
lysine  producers.  "We  do  that  in  citric,"  Wilson  added. 

Rollier  and  Crouy  encouraged  Wilson  and  Whitacre  to  at- 
tend more  meetings.  Even  without  agreements  to  limit  vol- 
ume, the  meetings  helped.  Wilson's  face  was  hard.  "Well,  I 
don't  know." 

Crouy  leaned  in.  "Let's  not  forget  that  if  prices  went  up  in 
Europe,  it's  because  we  talked  in  Mexico  first."  Wilson  agreed. 
"You  made  it  happen,"  Wilson  said.  "I  mean,  it  didn't  just  go 
up  like  that."  Whitacre  tried  not  to  breathe.  Crouy  and  Wilson 
had  just  confessed:  Lysine  prices  went  up  because  competitors 
met  in  Mexico.  They  made  it  happen. 

The  executives  drank  coffee  after  dinner.  Past  8:30, 
Whitacre  checked  his  watch.  He  and  Wilson  needed  to  leave, 
or  they  would  miss  their  plane.  Wilson  and  Whitacre  hurried 
to  a  cab.  Later,  shortiv  before  1 1:20,  Whitacre  was  back  at  the 


met 


"I  used  the 
recorder 
just  like 
Tom  said. 
I  think 
everything 
worked 
fine."  


Best  Western,  barely  able  to  contain  his  excite 
"Brian,  you're  not  going  to  believe  it,"  Whi 
breathed.  "They  talked  about  everything.  They  1 
about  Mexico.  Terry  told  them  all  about  citric, 
they  do  it." 

Shepard  held  up  a  hand.  Whitacre  was  a  litt) 
excited.  He  needed  to  slow  him  down.  "That's 
Mark,"  he  said.  "Let's  take  this  one  step  at  a  time.  Did  yc 
everything  on  tape?" 

"I  used  the  recorder,  just  like  Tom  said.  I  think  it  was 
I  think  everything  worked  fine." 

"That's  super.  Why  don't  we  get  the  recorder  off  firsl 
then  we  can  talk."  Whitacre  shucked  off  his  suit  jacket  1 
Brian,"  Whitacre  said,  grinning.  "You're  gonna  love  it  Yl 
just  gonna  love  it" 

The  next  morning,  Shepard  and  Weatherall  dro1 
Springfield  to  turn  in  the  latest  tapes.  Soon,  after  ma 
duplicates,  they  were  listening  to  them,  noting  the 
phrases. 

Pat  'em  down  for  wires.  That  could  spell  trouble, 
needed  to  make  sure  everything  was  being  done  to  pn 
WTiitacre.  We  do  that  in  citric.  Perfect.  Now  the  case  invol 
citric  was  making  progress.  // prices  went  up  in  Europe,  it} 
cause  we  talked  in  Mexico  first.  Mann  would  want  to 
about  that  portion.  It  was  as  close  to  an  admission  as  an) 
could  hope. 

By  about  3:00  Shepard  and  Weatherall  hustled  dowi 
hallway  to  find  John  Hoyt,  the  FBI  supervisor.  This  \» 
huge  breakthrough.  For  several  minutes  the  two  ag) 
briefed  him  on  the  new  tape.  Hoyt  offered  congratulat 
and  handshakes.  After  they  left,  Hoyt  pulled  out  his 
planner,  where  he  kept  a  record  of  important  meetings 
flipped  to  the  page  for  Apr.  29.  "Brian  and  Joe  re:  ADM,) 
scribbled.  Hoyt  smiled  and  summarized  the  briefing  ini 
word:  "Homerun!!" 

Two  years  later  the  secret  investigation  went  public,  with 
by  the  FBI.  All  of  the  conspiring  corporations  and  a  numbt 
foreign  executives  would  eventually  admit  their  guilt,  or  pro 
e\-idence  of  their  participation  in  the  scheme  as  part  of  a] 
deal.  .ADA!  held  out  the  longest,  eventually  pleading  guilty 
paying  a  S100  million  criminal  fine.  No  allegations  of  htohj 
ing  were  ever  brought  against  Reising  or  Randall.  But  in  thet 
other  ADM  executives,  including  Mick  Andreas  and  Terry  \ 
son,  either  were  convicted  of  price-fixing  or  admitted  their  ra 
the  government.  Andreas  and  Wilson  are  currently  awaiting 
sentencing  and  face  a  maximum  of  three  years  in  prison.  M 
Whitacre,  the  FBI  eventually  learned  that  he  was  embem 
money  e\'en  during  his  time  as  a  cooperating  witness.  Whitl 
pleaded  guilty  to  fraud,  his  immunity  in  the  price-fixing  case] 
waived,  and  he  joined  Andreas  and  Wilson  at  the  defend* 
table.  He,  too,  was  convicted  of  the  price-fixing  charges. 
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•commerce  just  got  bigger, 
o  you  know  how  big? 

Jay  e-commerce  isn't  just  about  having  a  website  to  sell 
m.  It's  about  positioning  yourself  to  take  advantage  of  new 
ine  business  opportunities-like  establishing  your  own 
ine  marketplace.  Nobody  can  help  you  do  that  better 
in  Intershop.  Offering  e-commerce  application  software 
signed  with  everything  from  Java  and  XML  to  WAP  and 
E,  our  solutions  are  flexible  enough  to  create  selling  sites, 
ile  handling  more  complex  business  transactions  and 
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Presidential  Medal  Of  Ignorance 


THE  U.S.  GOVERNMENT'S  HIGHEST  CIVILIAN  AWARD 
is  the  Presidential  Medal  of  Freedom.  It  goes  to 
people  the  President  believes  have  made  "espe- 
cially meritorious  contributions."  Why,  then,  did 
President  Clinton  recently  give  this  prestigious 
award  to  John  Kenneth  Galbraith?  The  official  citation  says 
it's  because  Galbraith  "has  made  complex  economic 
theories  and  processes  comprehensible  to  a  wide  audience 
and  highlighted  the  social  and  ethical  impacts  of  economic 
policies." 

In  fact,  Galbraith  has  spent  his  career  peddling  nonsense. 
His  work,  long  scoffed  at  by 
serious  economists  of  all  po- 
litical stripes,  has  been  utterly 
discredited  by  the  experience 
of  the  past  several  decades. 

His  influential  1967  book, 
The  New  Industrial  State,  de- 
clared that  Western  corporate 
managers  and  Soviet  planners 
were  doing  basically  the  same 
thing:  maintaining  the  eco- 
nomic certainty  that  large- 
scale  investment  requires. 
Market  competition  is  dead, 
he  said,  killed  by  technology 
and  large-scale  development. 

"The  enemy  of  the  market 
is  not  ideology  but  the  engi- 
neer," he  wrote.  "In  the  Soviet  Union  and  the  Soviet-type 
economies,  prices  are  extensively  managed  by  the  state.  Pro- 
duction is  not  in  response  to  market  demand  but  given  by 
the  overall  plan.  In  the  Western  economies,  markets  are 
dominated  by  great  firms.  These  establish  prices  and  seek  to 
insure  a  demand  for  what  they  have  to  sell....  The  modern 
large  corporation  and  the  modern  apparatus  of  socialist 
planning  are  variant  accommodations  to  the  same  need." 

It's  as  though  Ronald  Reagan  had  given  a  Medal  of  Free- 
dom to  his  wife's  astrologer.  But  Nancy  Reagan  presumably 
trusted  her  infamous  adviser.  Even  the  Clinton  Administra- 
tion does  not  believe  Galbraith's  economics. 

From  its  earliest  days,  for  instance,  the  Administration 
has  been  acutely  aware  of  the  power  of  international  capital 
markets.  Neither  business  investment  nor  government  bor- 
rowing can  escape  the  pressures  of  competition.  Galbraith, 
by  contrast,  saw  an  easy  way  out  for  companies — just  rely  on 
retained  earnings,  which  he  considered  completely  under 
management's  control. 
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Galbraith  has 
spent  his  career 
peddling  non- 
sense. His  work 
has  been  utterly 
discredited  by  the 
experience  of  the 
past  several 
decades. 


A  firm  that  "has  a  sec 
source  of  capital  from  its  q 
earnings"  can  avoid  all 
of  problems,  he  wrote.  "Il| 
longer  faces  the  risks  of 
market.  It  has  full  control  ( 
its  own  rate  of  expand 
over  the  nature  of  that  expj 
sion  and  over  decisions 
tween  products,  plants  \ 
processes." 

Back  in  the  real  world 
Clinton  Administration  takes  pride  in  an  entrepreneu 
boom.  Along  with  a  host  of  well-funded  startups,  todl 
economy  is  marked  by  mature  enterprises — Microsoft,  III 
Oracle  and  so  forth — that  are  still  closely  connected  to  tl 
owners  and  founders. 

And  the  quality  of  individual  leaders  makes  an  enj 
mous  difference  in  how  companies  of  all  vintages  perforj 
Impossible,  declared  Galbraith.  A  bureaucratic  "To 
nostructure"  had  taken  over  business.  The  Technostrud 
insulated  firms  from  competition  and  manipulated  cj 
sumers  with  ease.  And  it  had  no  place  for  entreprenei 
They  might  run  the  corner  dry  cleaner,  but  entreprend 
could  not  run  any  business  that  required  capital  and  pB 
ning.  "The  entrepreneur  no  longer  exists  as  an  individ 
person  in  the  mature  industrial  enterprise,"  he  wrote. 

Galbraith  spoke  in  a  tone  of  resigned  superiority 
though  reciting  obvious  facts  that  other,  less-sophistica 
sorts  were  too  romantic  to  face.  "There  is  no  more  pleas 
fiction  than  that  technical  change  is  the  product  of] 
matchless  ingenuity  of  the  small  man,"  he  wrote  in  his  15 
book,  American  Capitalism.  "Unhappily,  it  is  a  fiction,  IS 
nical  development  has  long  since  become  the  preserve  of  I 
scientist  and  the  engineer.  Most  of  the  cheap  and  simple  | 
ventions  have,  to  put  it  bluntly,  been  made." 
Well,  that  certainly  explains  Napster. 
More  to  the  point,  Galbraith  could  not  conceive  of  | 
vestors  spreading  risk  capital  over  numerous  companies! 
an  invention  couldn't  be  self-financed  in  a  garage,  he  si) 
posed,  it  needed  a  research  lab  in  a  bureaucratic  monopa 
In  short,  the  man  got  pretty  much  everything  wrong.  I 
he  told  mandarins  what  they  wanted  to  hear — that  "pl^ 
ning"  was  easy  and  markets  a  myth.  That  was  his  "merita 
ous  contribution"  to  American  life. 

Virginia  Postrel  (vpostrel@reason.com)  is  editor-at-large  of  Reason 
magazine  and  the  author  of  The  Future  and  Its  Enemies,  recently 
published  in  paperback  by  Touchstone. 


Our  finance  and  accounting  expertise,  Leading  Process*  solutions  and  innovative 
technologies  will  help  you  identify  and  eliminate  trouble  areas  that  may  be  lurking 


Is  trouble  lurking  out  there? 


in  your  organization.  Let  us  show  you  how  back-office  outsourcing  can  help  you. 
Call  us.  1-888-588-LEAP.  Or  visit  us  at  www.leapsource.com. 


source 

Insightfor  decision-making 


<e  screen, 

ipable, 

Itimate  escapism. 


movie  theater-like  screen 
ly  hints  at  how  different 
itachi  UltraVision's  digital 
ide-screen  TV  is.  What  lies 
ahind  it  is  far  more  telling: 
itachi's  exclusive  signal 
ocessing  technology 
grades'  today's  picture, 
ovides  future  HDTV 
ipability,  and  improves  DVD 
lagery;  while  UltraVision's 
dustry-leading  optical  system 
akes  the  picture  even  more 
agnificent  with  a  six  element 
ns  system  (most  projection 
s  utilize  five  lenses). and 
.  elusive  Hitachi  high 
erformance  picture  tubes, 
dd  in  Dolby  Digital  5.1  and 
o  Logic®  Surround  Sound 
d  you  have  a  home  theater 
stem  that  can  take  you 
meplace  else. 

Dr  more  information,  visit 
>  at  www.hitachi.com/tv 
r  call  l-800-HITACHI. 


ILTRAVISION 


HITACHI 


2000  Hitachi,  Ltd.  UltraVision  is  a  registered  trademark  of  Hitachi  Home  Electronics  (America),  inc.  UltraVision  Digital  is  a  registered  trademark  of  Hitachi 
orne  Electronics  (America),  Inc.  Dolby  Pro  Logic  and  Dolby  Digital  are  registered  trademarks  of  Dolby  Laboratories  Licensing  Corp. 


BY  WILLIAM  P.  BARRETT 

MARC  POLLICK  DOESN'T  LIKE  TO  STRESS  THIS  PUBLICLY, 
but  he  benefits  every  time  a  scandal  hits  the  news 
about  some  celebrity's  charitable  foundation.  "The 
bad  press  helps  us,  no  question,"  Pollick  says  in  his  somewhat 
disheveled  office  near  the  docks  in  Boston.  "It  makes  people 
receptive  to  what  we  do." 

Pollick  runs  the  Giving  Back  Fund,  an  umbrella  nonprofit 
that  manages  foundations  of  athletes,  entertainers  and  oth- 
ers. In  business  just  three  years,  Pollick  expects  to  take  in  $10 
million  in  charitable  contributions  and  disburse  roughly  the 
same  in  grants.  Among  his  29  clients,  not  all  famous:  singers 
Britney  Spears  and  lustin  Timberlake;  actor  Jon  Seda;  skaters 
Nancy  Kerrigan  and  Eric  Flaim,  and  pro  athletes  Doug  Flu- 
tie,  Val  Whiting  and  Dee  Brown.  Causes  range  from  aiding 
kids  to  fighting  diseases. 

Pollick's  pitch  is  simple:  quick  startup,  low  overhead  and  no 
scandal.  That  can  look  good  to  celebrities  worried  about  bad 
press  over  things  like  relatives  on  the  payroll,  financial  impro- 
prieties and  high  fundraising  expenses  (FORBES,  March  20). 
Though  his  name  hardly  suffered,  basketball  legend  Michael 
Jordan  long  ago  closed  his  own  foundation  because  of  such 
difficulties.  With  Pollick,  a  celebrity  need  only  sign  papers  and 
write  a  check  to  Giving  Back.  The  celebrity,  not  Pollick,  de- 
cides what  donations  to  make.  Pollick  guarantees  noncharita- 
ble  overhead  will  be  no  higher  than  5%  for  the  minimum  do- 
nation of  $250,000,  down  to  1%  for  a  $5  million  gift. 


find  fancy  furniture  in  Pollick's  a 

How  so  cheap?  One  rei 
economies  of  scale.  "It  really  makj 
sense  for  a  small  foundation  to  ha 
own  office  and  staff,"  says  Pollick, 
has  eight  employees.  Pollick  has 
gotten  overhead  services  cut-rate  < 
free.  As  charitable  gestures,  En 
Young  supplies  auditing  and  acco 
ing  services;  Boston's  Hale  &  Don 
vides  legal  help.  Pollick  hopes  ev< 
ally  to  raise  his  own  endowme 
cover  costs  and  keep  down  fees  ch 
to  celebrities. 

Other  advantages:  By  making 
ing  Back  a  public  charity  rather  d 
private  foundation,  Pollick  avoids 
federal  excise  tax  on  assets, 
donors  get  a  bigger  tax  writei 
highly  appreciated  assets  are  dor 
Plus,  the  public  setup  facil: 
fundraising  by  the  celebrities.  Pof 
using  the  model  of  a  community 
dation,  where  charities  in  a  geogr 
area  operate  as  a  single  tax-exemj 
tity.  The  apparently  unique  twist 
lick  is  applying  this  nationally. 

Pollick,  47,  came  upon  this  calling  by  accident.  A  C 
land  native,  he  earned  two  liberal  arts  degrees  from  the 
versity  of  Chicago.  He  came  to  Boston  University  to 
with  Nobel  laureate  Elie  Wiesel  for  a  doctorate  (so  fai 
completed)  in  Holocaust  studies  and  helped  Wiesel  pk 
own  institute.  That's  when  Pollick  started  realizing  the  p 
of  a  celebrity.  While  raising  funds,  "I  would  mention 
name,  and  doors  would  open,"  he  says. 

Eventually,  Pollick  hit  upon  the  idea  of  creating  his 
foundation  to  push  the  charitable  causes  of  celebritie 
didn't  take  a  salary  for  two  years,  relying  on  savings,  a  se 
mortgage  and  his  wife's  income.  Now  he  gets  $84,000  a 
A  first-class  schmoozer  and  a  big  name-dropper  who  sj 
a  lot  of  time  flying  around  the  country  to  see  his  celeb 
Pollick  gets  new  clients  mainly  by  word  of  mouth, 
through  sports  agents. 

Giving  Back  is  still  small  beer  in  charitable  circles,  b 
aggressive  Pollick  thinks  big.  He's  opening  a  Los  Angel 
fice  and  is  trying  to  start  a  Philanthropy  Hall  of  Fame, 
plete  with  a  nationally  televised  ceremony.  He's  also  dn 
up  plans  to  ask  companies  to  allow  employees  to  conti 
by  payroll  deduction  to  any  Giving  Back  subaccount, 
could  pit  him  against  the  giant  United  Way  system  (a: 
receipts,  $3.7  billion),  which  operates  through  local  affi 
But  Pollick  figures  he  can  offer  better  efficiency  than  L 
Way's  14%  overhead. 
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■ "Small  business 
has  to  stick  together. 
We  are  very  important 
to  the  economy." 

cy  Duron,  Iguana  Studios 


lerican  Express  Small  Business  Services 
invites  you  to  interact  in 
a  unique  online  community. 

Get  the  answers  you  need  from 
small  business  experts 
• 

Exchange  information  with 

key  leaders  and  business  owners 

in  online  forums 
• 

Make  connections  with  other 

small  business  owners 
• 

Get  up  to  speed  on  small  business  news 
• 

Find  out  about  upcoming 
Town  Hall  events 

Tap  into  a  broad  range  of 
small  business  resources 

On  the  Agenda: 
"Small  Business  in  the  Digital  Age/' 
National  Town  Meeting  on  October  11th. 


LOGON. 

SPEAK  UP. 

GET  CONNECTED. 


Now  there's  a  way  to  exchange  ideas  and  information  for 
millions  of  small  business  owners  in  America.  It's  called 
Voices  from  Main  Street  and  it  was  created  by  American 
Express  Small  Business  Services  to  help  put  small 
business  issues  on  the  national  agenda.  Scores  of  small 
business  owners  have  participated.  Their  questions  have 
been  answered,  their  network  has  expanded  and  their 
voices  have  been  heard.  So  log  on  and  join  this  vital 
online  community.  We  can  only  grow  stronger  through 
your  participation. 


Voices 

from  Main  Street 


Small  Business 
Services 


Log  on  to 
americanexpress.com/voices 


Bodies,  Black  Ink 

Oshkosh's  specialty  vehicles  help  it  roar  ahead  despite  industry  blal 


BY  MARK  TATGE 

WHEN  FIREFIGHTERS  ORDER  A 
truck  from  Oshkosh  Truck 
Corp.'s  Appleton,  Wis.  plant, 
it's  an  event.  They  travel  to  the  plant  to 
watch  the  vehicle,  which  may  cost  as 
much  as  $800,000,  take  shape.  Some 
bring  along  paint  chips  so  they  can  cus- 
tomize the  color  of  their  fleet.  Others 
are  content  just  to  admire  the  vehicles, 
down  to  the  water  tanks  and  hideaway 


ladders.  "Some  chiefs  even  bring  their 
wives;  we  encourage  it,"  says  John  W. 
Randjelovic,  president  of  Oshkosh's 
firefighting  unit,  Pierce  Manufacturing. 
"Buying  a  fire  truck  is  a  very  personal 
thing."  Indeed,  Pierce  customers  are  in 
town  so  often  the  Holiday  Inn  renamed 
its  lounge  the  Hook  and  Ladder. 

Who  would  have  guessed  firefight- 
ers were  such  fussbudgets?  But  this  at- 
tention to  detail  is  helping  Oshkosh 


Truck  clean  up  in  the  often  messy 
ness  of  manufacturing  fire,  garbag 
ment  and  military  trucks.  It  has 
given  Oshkosh  an  edge  over  its 
guishing  larger  rivals.  Oshkosh  tr 
sales  in  three  years  to  $1.16  billio: 
year.  Earnings  tripled  over  the  sam 
riod,  to  $31.13  million,  and  the 
increased  300%. 

Other  truck-  and  enginema 
such  as  Paccar  and  Navistar  Inte 
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al  (both  about  $9  billion  in  sales) 
lamming  on  the  brakes  in  the  in- 
ry's  worst  slump  in  years.  Rising 
:1  fuel  costs,  driver  shortages  and  a 
of  used  trucks  mean  orders  for  new 
are  dropping.  Navistar  predicts  in- 
rywide  truck  sales  will  fall  by  ]  3% 
year  to  405,000  units.  Feast  or 
ne  has  always  been  a  problem  in 
business. 

)shkosh  Chief  Executive  Robert  G. 
faced  the  same  predicament  four 
ago  when  he  took  Oshkosh  on  a 
)in  turn.  Until  then  military  sales 
?een  the  company's  bread  and  but- 
iccounting  for  60%  of  sales.  But 
made  Oshkosh  vulnerable  to  de- 
e  spending  cuts,  so  Bohn,  47,  de- 
d  to  branch  out  into  other  busi- 
es, while  selling  bus  and  motor- 
ie  chassis  operations  at  a  loss.  "That 
the  year  we  decided  to  clean  out  the 
ge,"  says  Bohn,  who  became  chief 
utive  in  1997.  Next  he  went  shop- 
,  buying  fire-truck  maker  Pierce 
ufacturing  in  1996  and  McNeilus 


The  secret 
to  Oshkosh's 
success  is  mass 
customization.  

Cos.,  a  concrete  and  refuse  truck  com- 
pany, two  years  later. 

Defense  sales  are  now  just  19%  of 
revenue.  Fire  equipment  sales  are  at 
27%,  and  concrete  mixers  and  garbage 
trucks  make  up  the  rest.  Bohn,  who  ran 
Johnson  Controls'  European  operations 
before  joining  Oshkosh  as  its  vice  pres- 
ident of  manufacturing  in  1992,  stream- 
lined the  factories.  Oshkosh  now  takes 
28  days  to  assemble  a  fire  truck,  down 
from  50  days  when  he  took  over.  Bohn 
reclaimed  an  acre  and  a  half  of  floor 
space  from  inventories  of  transmissions, 
engines  and  other  truck  parts,  and 
shifted  it  to  work  on  the  assembly  line. 

The  biggest  secret  to  Oshkosh's  suc- 


cess is  mass  customization — an  ability 
to  combine  moderately  high-volume 
production  with  options.  Firefighters, 
for  example,  can  choose  from  19,000 
options.  A  stripped-down  fire  truck 
costs  $130,000,  but  75%  of  Oshkosh's 
customers  order  extras  like  hideaway 
stairs,  ladders,  special  doors,  compart- 
ments, and  firefighting  foam  systems 
for  those  difficult-to-extinguish  fires. 

Think  of  how  empowered  the 
owner  of  a  ready-mix  plant  feels  when 
he  finds  out  that  he  can  get  a  concrete 
mixer  with  a  discharge  chute  at  either 
the  front  ($140,000)  or  the  rear 
($100,000).  In  the  refuse  market, 
Oshkosh  offers  cool  styling — the  city 
of  Philadelphia  just  ordered  60  trash 
haulers  with  curved  payloads  for 
added  capacity  and  easier  mainte- 
nance. "We  like  the  way  this  business 
smells,"  jokes  Bohn. 

It  smells  good  to  Bohn  precisely 
because  it  doesn't  smell  good  to  big- 
ger truckmakers  like  Paccar  and 
Navistar.  F 


Introducing 


Stoc  kt^Solutions 

v  From  Montgomery 


TM 


\n  investment  innovation  designed  to  meet  the  needs  of  today's  savvy  investor. 

tock  Solutions  from  The  Montgomery  Funds  combines  our  experts'  top  stock  picks 
nth  fast  access  to  up-to-date  stock  information  online. 

he  first  offering  in  the  Stock  Solutions  series,  Montgomery  U.S.  Select  20,  is  a  con- 
entrated  stock  portfolio  containing  20  to  30  of  the  best  ideas  from  Montgomery's 
lighly  respected  experts.  You  can  access  current  details  about  those  holdings  along 
with  our  buy-and-sell  rationale  —  right  from  your  desktop,  24/7. 

Visitwww.montgomeryfunds.com  or  call  1  -800-572-FUND  [3863] 

for  a  current  prospectus  and  account  application*  I  800. 572. FUND  [3863] 


Invest  wisely. 
The  Montgomery  Funds 


www-montgomeryfunds.com 


(or  more-complete  information  about  Montgomery  U  S  Select  20  Portfolio,  including  fees,  charges  and  expenses,  visit  our  Web  site  or  call  for  a  prospectus  to  read  carefully  before  you  invest  Portfolios 
lal  concentrate  their  investments  in  a  specific  industry,  sector  or  relatively  small  number  of  stocks  are  sub|ecl  to  a  higher  degree  of  risk  than  more-diversified  portfolios  Stock  Solutions  portfolios  may 
<ot  be  suitable  for  all  investors 

Aontgomery  intends  to  post  portfolio  holdings  every  week,  which  could  pose  the  risk  of  investors  using  such  information  to  the  detriment  of  the  Portfolio  In  order  to  help  mitigate  this  potential  risk,  the 
iformation  will  only  be  provided  to  the  Portfolio's  current  shareholders  and  will  be  posted  on  a  time-delayed  basis  of  approximately  two  weeks 

Investments  in  Stock  Solutions  portfolios  can  only  be  made  directly  through  The  Montgomery  Funds  FUNDS  DISTRIBUTOR,  INC  04/00 


Casita  es  su  Casita 

Mexico  has  millions  of  eager  young  home  buyers,  but  a  mortgage 
industry  straight  out  of  the  1930s.  Pulte  Corp.  is  jump-starting  thingl 
by  bnnging  in  U.S. -style  housing  finance. 


BY  DANIEL  FISHER 

N  THE  OUTSKIRTS  OF  CHALCO,  A 
j  dusty  town  east  of  Mexico  City, 
U.S.  home  builder  Pulte  is  throw- 
ing up  thousands  of  colorful  town 
houses  amid  cornfields  that  have  been 
cultivated  since  Aztec  times.  The  tiny 
concrete  homes  are  spare  by  North 
American  standards,  with  a  mere  600 
square  feet  of  living  space  and  no  car- 
peting or  appliances.  But  they  cost 
$1 1,000,  less  than  some  of  the  enter- 
tainment centers  Pulte  installs  in  its 
U.S.  homes.  And  if  the  new  owners  get 
to  feeling  cramped,  they  can  always  ex- 
pand— Pulte  designs  the  houses  so  that 
a  third  story  or  a  walled-in  patio  out 
back  can  easily  be  added. 

It  is  only  by  such  accommodations 
to  local  conditions  that  Pulte,  the  sec- 
ond-biggest U.S.  home  builder,  has 
been  able  to  break  into  the  Mexican 
market.  It  plans  to  build  7,500  houses 
in  Mexico  this  year,  up  from  6,500  in 
1999.  Even  at  that  pace  it's  hardly  meet- 
ing demand.  Mexico's  98  million  peo- 
ple— average  age,  24;  average  annual 
income,  $3,850— form  700,000  new 
households  a  year,  compared  with  1.3 
million  in  the  U.S.,  which  has  almost 
three  times  the  population. 

"The  issue  isn't  really  building  the 
houses — there's  plenty  of  opportunity 
and  plenty  of  resources,"  says  Robert 
Burgess,  chairman  of  Bloomfield  Hills, 
Mich.-based  Pulte  (1999  revenues,  $3.7 
billion)  "The  key  is  getting  the  buyer 
into  the  house." 

Years  of  high  inflation  have  ravaged 
Mexico's  mortgage  market,  leaving  it  in 
about  the  same  shape  as  the  U.S.  market 
in  the  1930s.  More  than  half  of  all 
houses  are  still  built  by  their  owners 
with  cash.  There  is  virtually  no  financing 
for  homes  costing  more  than  $40,000. 


Pulte  began  looking  at  the  Mexican 
market  in  the  early  1990s  and  quickly 
realized  that  the  only  way  to  sell  houses 
was  to  provide  financing,  too.  So  in  1995 
it  invested  $900,000  for  a  23%  interest  in 


Su  Casita  ("Your  Little  House"),  a  f 
vate  mortgage  company  started  by  a  f 
mer  Banamex  official,  Jose  Man 
Agudo,  and  Manuel  Campos,  a  gradu 
of  MIT's  Sloan  School  of  Business. 
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When  was 


THE  LAST  TIME 


YOU  LOOKED 


FORWARD 


TO  FLYING? 


Asians  Airlines 

The  Jewel  of  Asia. 


Glorious,  wasn't  it?  Soaring  back  and  forth,  not  a  care  in  the  world. 
Which  perfectly  describes  any  Asiana  Airlines  flight.  Our  staff  won't 
just  cater  to  you.  They'll  pamper  you.  Our  fleet  is  one  of  the  newest 
in  the  air,  with  all  the  modern  amenities.  Just  sink  back  into  your 
seat  -  all  the  way  back  to  1800  in  Sleeper  First  Class  -  and  enjoy. 
A  rewarding  experience,  especially  since  the  miles  you  fly  with  us 
can  be  credited  to  your  American  Airlines  /^Advantage'  account. 
Next  time,  fly  Asiana.  After  all,  why  should  kids  have  all  the  fun? 
Call  your  travel  agent  or  Asiana  at  800-227-4262.  Or  visit  www.flyasiana.com. 


LINSK  •  SYDNEY  .  GUAM 


BEIJING  •  BANGKOK  •  MANILA  •  SINGAPORE  •  YECHON  •  SHANGHAI  •  YANTAI 


Terrible  timing — 
the  Mexican  govern! 
ment  had  just  devalued 
the  peso,  throwing  the 
economy  into  chaos. 
But  Pulte  force  ;iead, 
convinced  that  the 
long  term  outlook  was 
good.  Since  then  Su  Ca- 
sita  has  issued  more 
than  26,000  mortgages, 
iuiating  $450  mil- 
lion in  assets. 

Su  Casita's  main 
source  of  money  so  far 
has  been  Fondo  de  Op- 
eracion  y  Financia- 
miento  Bancario  a  la 
Vivienda,  or  FOVI,  a 
World  Bank-backed 
agency  that  has  poured 
SI. 2  billion  into  low- in- 
come-housing finance  in  Mexico.  Even 
with  FO\Ts  support,  however,  lending 
is  difficult.  Few  of  Pulte's  Mexican  cus- 
tomers have  much  of  a  credit  history. 
So  Su  Casita  sets  up  a  sort  of  synthetic 
mortgage,  in  which  would-be  borrow- 
ers pay  money  into  a  savings  account 
for  six  months  to  establish  their  credit- 
worthiness. Su  Casita  also  has  a  net- 
work of  branch  offices  where  borrow- 
ers can  pay  in  cash — few  Mexicans  have 
bank  accounts — and  Su  Casita  employ- 
ees can  go  knock  on  doors  if  a  payment 
is  late. 

The  mortgages  themselves  are  mar- 
vels of  financial  engineering  (see  box), 
designed  to  protect  borrowers  and 
lenders  against  high  inflation.  But  from 
Pulte's  perspective,  they  solve  only  part 


►  By  The  Numbers 


Mexico  has  plenty  of  demand  for 
houses.  The  problem  is  getting  loans  to 
build  them  all. 


Mortgaging  The  Future 
M 


exico  has  a  huge  demand  for  housing;  the 
problem  is  designing  a  30-year  mortgage 
that  can  survive  the  country's  rotten  currency. 
"In  a  high-inflation  market  somebody's  going  to 
go  broke,  either  the  lender  or  the  borrower," 
says  Michael  Marez,  head  of  Latin  American 
operations  for  Pulte  Mortgage  Corp.  Unless  the 
mortgage  balance  is  indexed  to  inflation,  the 
value  of  the  lender's  investment  will  erode.  But 
if  inflation  and  interest  rates  rise  faster  than 
wages  do.  borrowers  won't  be  able  to  keep  up 
with  the  payments.  That's  what  happened  fol- 
lowing the  peso  devaluation  in  1994,  when  in- 
terest rates  spiked  past  50%  at  the  same  time 
as  wages  fell  37%. 

The  solution  is  a  "dual-index"  mortgage,  in 
which  the  principal  balance  is  indexed  to  infla- 


tion, and  payments  are  indexed  to  Mexi 
government-decreed  minimum  wage, 
seemingly  impossible  scheme  works,  thank 
a  sinking  fund  that  compensates  lenders  if 
two  indexes  go  in  opposite  directions.  This  f 
adds  2  full  percentage  points  to  rates,  brinj 
them  to  12  points  above  inflation,  or  21%  tot 
Not  cheap.  But  Mexico's  government  pays  I 
and  compared  to  paying  cash  for  a  hous 
something  more  than  half  of  all  Mexicans 
forced  to  do— it's  a  pretty  good  deal. 

With  Mexican  inflation  currently  runr 
about  9%  and  falling,  borrowers  are  actu 
seeing  their  principal  balances  shrink, 
process  reverses  if  inflation  heats  up  again, 
that's  when  the  sinking  fund  kicks  in  to  nv 
up  the  difference. 


Mexico. 


per  capita  income  in 


households  created 


each  year. 

new  houses  paid  for  in  cash. 

Sources.  International  Marketing  Data  &  Statistics; 
Mexican  Housing  Overview. 


of  the  problem.  For  political  reasons 
FOVI  supports  only  low-income  hous- 
ing. If  Pulte  ever  wanted  to  build  mid- 
dle-class houses,  Su  Casita  would  have 
to  issue  mortgage-backed  bonds  as  U.S. 
lenders  do.  Fortunately  Mexico  has  in- 
stituted a  pension  plan,  financed  with  a 
5%  tax  on  wages,  that  will  invest  in  pri- 
vate instruments  including  mortgage- 
backed  bonds.  The  plan  already  has 
more  than  S12  billion  in  as- 
sets; the  shift  toward  long- 
term  investments  may  stimu- 
late housing  construction  and 
stabilize  Mexico's  boom-bust 
economy. 

Su  Casita  was  built  with 
this  day  in  mind.  With  the  help  of 
Pulte's  mortgage  unit  in  Denver,  the 
company  set  up  its  systems  to  meet  the 
standards  of  U.S.  ratings  agencies  like 
Fitch  Investors  Service,  which  earlier 
this  year  gave  it  an  AA  rating.  "Three 
years  from  now  I  don't  want  to  find  out 
they've  got  10,000  mortgages  and  every 
one  of  them  is  missing  'x'  that  is  re- 
quired to  get  an  institutional  rating," 
says  Michael  Marez,  senior  vice  presi- 
dent in  charge  of  Latin  American  oper- 
ations at  Pulte  Mortgage  Corp. 

Marez,  a  Harvard  Law  School  gradu- 
ate who  studied  the  Latin  American 
housing  market  for  three  years  as  a  Kel- 


logg Foundation  fellow,  is  convinced  t 
U.S.-style  mortgage  financing  can  h 
relieve  the  region's  housing  shorta 
While  Pulte  is  building  some  of  the  le 
expensive  homes  in  Latin  America* 
says  buyers  still  need  a  mortgage  if  d 
are  to  afford  them  on  a  worker's  waJ 
45,000  pesos  a  year,  or  S375  a  month! 

Su  Casita's  efforts  to  jump-start) 
market  moved  ahead  in  June  when  | 

For  workers  earning 
$375  a  month, 
creative  home  f inane 


company  issued  the  first  mortgat 
backed  bond  in  Mexico.  The  offeri 
was  tiny  by  U.S.  standards,  only  $7  va 
lion,  compared  with  Fannie  Mae's  pa 
of  S 1 1  billion  a  month.  But  it  represa 
a  critical  step  toward  establishing  t 
link  between  institutional  investors  ai 
home  buyers — critical  to  developin| 
viable  mortgage  market.  Campos  like 
it  to  the  kite  a  young  boy  flew  across  t 
Niagara  River  in  1847  to  deliver  the  ft 
strand  of  what  became  a  suspensii 
bridge  linking  the  U.S.  and  Canad 
"This  is  our  kite,"  he  says.  "Now  d| 
we've  established  the  fact  that  we  ( 
do  it,  there  will  be  manv  more." 
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Sell  mobile  homes 
to  yuppies: 


sales  f 


•com 


BE     THAT  GOOD. 


iucing  the  Web  service  that  streamlines  the  sales  process 
du  and  your  team  can  close  more  deals.  Faster.  With 
rated  tools  to  help  you  manage  and  forecast  your  sales, 
ary  or  sales  skills  articles  from  experts  such  as  Tom  Hopkins 


and  Zig  Ziglar,  targeted  leads  from  Dun  &  Bradstreet,  and 
everything  else  you  and  your  team  need  to  be  killer  closers.  How 
can  it  work  for  you?  Find  out  more  today.  Call  toll-free 
1-877-809-7025  or  register  online  at  www.sales.com. 


©  2000  Sales  com,  Inc  Sales  com  and  "BE  THAT  GOOD  "  are  trademarks  o(  Sates  com,  Inc  All  other  brand  or  product  names,  marks,  and  logos  may  be  trademarks  or  registered  t  ademarks  ol  other  companies 


W  online  services,  we  live  by  a  simple  motto:  "only  the  paranoid  survive."  because 
Dur  business,  total  obsessiveness  is  what  separates  the  never-miss-a-blip  from 
merely  attentive,  we  take  over  2,000  measurements  of  website  performance 
ry  hour,  we  monitor  the  entire  end-to-end  path  from  you  to  your  customers 
over  40  countries  around  the  world,  and  we  have  a  team  of  web  and 
ilication  hosting  specialists,  certified  in  over  35  web  and  networking  standards, 
your  disposal  around  the  clock,  because  in  the  surge  economy,  a  lot  can 
pen  between  tick  and  tock.  to  take  the  first  step,  visit  us  online  or  call 
77-320-2662.  (  web  hosting  for  the  surge  economy  -»  intelonlineservices.com/info) 


0*  ^ 


BY  PETER  BRIMS  UW 

Guns, 
Drugs 
And 
Insider 
Trading 

John  Lott  is  famous  for 
his  work  on  gun  control. 
But  he's  got  some 
equally  compelling 
thoughts  about  other 
aspects  of  government's 
intrusions  on  our  lives. 

JOHN  LOTT  HAS  FEW  EQUALS  AS  A  PERCEPTIVE  ANA- 
lyst  of  controversial  public  policy  issues,"  says 
Nobel  laureate  Milton  Friedman.  "Controversial"  is 
putting  it  mildly.  The  tall,  gangling  Lott,  42, 
a  senior  research  scholar  at  Yale  Law  School, 
specializes  in  applying  economic  analysis  to  such  matters  as 
why  governments  provide  education  (indoctrination,  con- 
cludes Lott);  why  campaign  contributions  are  increasing 
(higher  government  spending);  and  whether  enfranchising 
women  means  bigger  government  (yes;  see  chart,  p.  124). 

FORBES  interviewed  him  in  his  Swarthmore,  Pa.  home, 
where  his  wife,  Gertrud  Fremling,  an  economist  born  and 
raised  in  Sweden,  home-schools  their  four  sons.  Ironically, 
she  tried  banning  toy  guns,  but  the  boys  used  dolls  as  sub- 
stitute weapons.  We  began  by  asking  about  his  latest  thun- 
derbolt: More  Guns,  Less  Crime  (University  of  Chicago 
Press,  2000). 
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John  Lott:  Bad  things  happen  with  guns.  But  guns  also  n 
it  easier  for  people  to  prevent  bad  things  from  happet 
And  the  question  I  ask  is,  what  is  the  net  effect? 

Only  one  kind  of  gun  control  law  seems  to  produce 
systematic  benefit — so-called  right-to-carry  laws,  whicj 
up  objective  rules,  after  which  a  permit  is  automatii 
given.  With  the  other  gun  laws,  you  see  either  no  impao 
crime  rates  or  increases  in  crime.  The  Brady  law,  the 
tional  waiting  period,  seems  to  be  associated  with  a  relj 
increase  in  rape  [the  increase  was  3.6%  in  affected  stati 
the  first  three  years]. 

Forbes:  Is  this  argument  making  progress  politically? 

It's  not  really  my  purview  to  judge.  But  it's  had  an  impai 
academia.  Quite  a  few  academics  have  told  me  how  much  i 
changed  their  opinion.  Academics  at  44  universities  have  a 
for  the  data. 


/A  D   1   ^CJD   I  I  ,  

More  generally,  why  the  recent  drop  in  crime? 

Lots  of  reasons — increases  in  arrest  rates,  conviction  rates, 
prison  sentence  lengths. 

But  one  of  the  big  factors  has  been  the  change  in  the  drug 
market.  Clinton  cut  the  drug  interdiction  budget  by  about 
two-thirds.  So  you  see  a  drop  in  drug  prices,  an  increase  in 
drug  use,  drugs  coming  in  from  many  more  sources.  But  the 
returns  to  gangs  fighting  to  control  turf  have  declined.  The 
highest  murder  rate  we  ever  had  was  in  1933,  the  last  year  of 
Prohibition.  As  soon  as  Prohibition  ended  we  had  about  a 
60%  drop  in  murder.  We  haven't  had  drug  legalization,  but 
the  reduction  in  enforcement  has  meant  a  reduction  in  in- 
centives for  gangs  to  fight. 

Does  an  academic  consensus  ultimately  affect  policy? 

Look  at  antitrust.  [Robert]  Bork  had  a  huge  impact  with  his 
book  [The  Antitrust  Paradox,  1978].  By  1980  the  received 
wisdom  among  academics  was  that  much  antitrust  interven- 
tion didn't  pay. 

But  then  the  economics  profession  moved  away  from 
that.  There  was  the  rise  of  game  theory,  associated  with  peo- 
ple like  Paul  Milgrom  and  John  Roberts,  who  are  at  Stanford 
University  now.  They  wanted  to  make  things  "richer,"  by 
having  strategic  interactions  between  parties,  questions 
about  who  knows  what  when.  They  would  try  to  think  of 
stories,  so-called  possibility  theorems,  under  which,  for  ex- 
ample, predation  was  possible — -potential  competitors  could 
be  persuaded  not  to  enter  a  market  because  they  saw  the  mo- 
nopolist was  willing  to  lose  the  farm  to  maintain  market 
share.  Economists  didn't  have  evidence  that  this  was  occur- 
ring. It  was  just  a  story  about  something  that  might  happen. 

And  you  come  to  today.  The  Clinton  Administration  has 
been  much  more  active  in  antitrust.  We  have  the  Microsoft 
case,  which  is  really  a  predation  case.  But  it  was  preceded  by  al- 
most 20  years  of  academic  research,  following  after  Bork,  try- 
ing to  make  the  case  that  in  theory  there  could  be  abuses. 

There  is  a  natural  affinity  among  professions  for  ideas 
that  increase  their  roles.  If  somebody  says  he  has  a  theory  for 
why  the  government  should  get  involved,  that  person  is 
going  to  be  very  attractive. 

It's  sad.  The  amount  of  wealth  that  has  been  de- 
stroyed by  the  Microsoft  case  has  been  huge.  And  I  own 
five  Macintosh  computers.  I  wish  everybody  used  Macs! 


said,  "Well,  poor  people."  I  tried  to  distinguish  for  th 
Well,  maybe  somebody  who  already  has  an  apartment  is 
ter  off.  But  what  about  the  people  who  don't?  And  whenl 
have  this  below-market  price,  people  are  just  going  to  q 
pete  in  other  ways. 

It  didn't  go  down  well  at  all.  It  was  obvious  that  theyi 
not  even  thought  about  these  issues. 

Later  that  same  day  I  complained  to  a  professor  who| 
been  teaching  microeconomics.  And  he  said,  "Well,  you] 
think  about  things  in  terms  of  supply  and  demand  curvq 

And  nobody  else  does— which  may  mean  that  the  enthusiasm 
for  intervention  could  extend  well  beyond  antitrust.  Do  you  th 
that  the  lessons  of  the  1970s  will  have  to  be  relearned? 
That  we  could  get  more  price  controls?  Gas  lines  again? 

Look  at  pharmaceuticals — a  big  issue  in  this  election.  Thfl 
still  this  notion  of  centralized  control.  And  if  you  put  p 
controls  on,  it's  going  to  be  incredibly  hard  to  get  ru 
them.  It  will  be  four  or  five  years  before  we  stop  seeing  i 
drugs  coming  into  the  market.  Ten  years  from  now  are 
going  to  say,  we  haven't  had  new  drugs  coming  on,  we  she 
get  rid  of  price  controls — because  in  another  ten  years  v 
start  seeing  new  drugs?  The  call  then  will  be  for  more  s 
ernment  involvement  in  research,  subsidies,  what  have 

Do  you  see  other  areas  where  government  is  intervening  more 

Sure.  The  crackdown  on  white-collar  crime.  In  1987  ah1 
3%  of  prisoners  in  federal  prisons  were  white-collar  cri) 
nals.  Now  it's  over  10%.  I  was  chief  economist  for  the  \ 
Sentencing  Commission,  and  it  makes  no  sense  in  terra) 
the  other  consequences  white-collar  criminals  suffer.  Aci 
punishment  disparities  have  increased,  judges  have  sinj 
been  deprived  of  discretion. 

It's  not  even  clear  to  economists  that  insider  trad 
should  be  a  crime  at  all.  Yet  the  Securities  &  Exchange  Q 
mission  successfully  resisted  a  clear  definition  of  insider  ttj 
ing.  They  wanted  to  keep  things  vague  so  they  could  prose« 
more  easily.  That's  arbitrary  power,  not  the  rule  of  law. 


And  you  think  game  theory  is  having  a  bad  effect 
on  economics  education? 

I  was  teaching  at  UCLA  in  the  early  1990s.  Saddam  Hus- 
sein invaded  Kuwait,  and  the  price  of  oil  skyrocketed. 
One  day  I  ran  into  a  group  of  graduate  econ  students. 
One  of  them  commented  how  price  controls  on  gasoline 
would  make  it  more  affordable  for  everybody. 

I  was  just  shocked.  I  mean,  this  was  the  same  place 
I'd  gone  to  undergraduate  and  graduate  school.  And 
we  got  into  a  discussion  about  price  controls.  I  said, 
"Who  do  you  think  benefits  from  rent  controls?"  They 


Gender  Gap? 


Women  got  the  vote  in  U.S.  states  1869-1920— and,  on  average, 
government  grew  thereafter.  Arguably,  politicians  were  respondir 
to  different  attitudes  to  risk  and  security  among  the  new  voters. 
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Source:  John  R.  Lotl  &  Lawrence  W.  Kenny,  "Did  Women's  Suffrage  Change  the  Size 
and  Scope  of  Government?"  Journal  of  Political  Economy,  December  1999. 
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Helps  fight  cavities. 


DIRECT 

REIMBURSEMENT 


Helps  fight  costs. 


Two  simple  ways  to  put  the  cap  on  the  cost  of  dental  benefits. 


With  Direct  Reimbursement,  nearly  every 
dollar  goes  toward  covering  actual  dental  care, 
and  the  money  you  save  can  go  right  to  your 
bottom  line.  Direct  Reimbursement  (DR) 
reduces  the  excessive  paperwork  and  high 
administrative  costs  typical  of  outside  insurers. 
There  are  no  monthly  premiums.  Instead, 


your  company  pays  when  actual  treatment 
is  received.  What's  more,  your  employees  can 
see  any  dentist  they  choose  with  typically 
no  exclusions  in  coverage.  Call  the  American 
Dental  Association  today  to  learn  more  about 
DR,  or  to  request  a  cost  estimate  of  a  DR  plan 
designed  to  meet  the  needs  of  your  company. 


1-800-232-7698  ext.228 

Or  visit  our  web  site  at  www.ada.org/DR 
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American  Dental  Association 


If  You  Can't 
Beat  'em,  Buy  'em 

Korean  automakers  are  making  quick  inroads 
into  America's  small-car  market.  Which  is 
just  fine  as  long  as  Detroit  buys  them. 


BY  ROBYN  MEREDITH 

LOOK  OUT  THE  WINDOW  OF  YOUR 
Chevy  Suburban  or  Lincoln  Navi- 
gator these  days  and  down  below 
you'll  see  little  cars  with  funny  names: 
Nubira,  Sephia,  Leganza,  Tiburon. 

Those  newcomers  represent  the  phe- 
nomenally successful  efforts  of  Korean 
automakers,  whose  cheapo  cars  with 
long  warranties  are  busy  taking  over  the 
U.S.  market  for  small  cars,  defined  as  ve- 
hicles selling  for  less  than  $15,000. 

Is  this  an  invasion  that  General  Mo- 
tors, Ford  and  DaimlerChrysler  should 
worry  about?  Definitely,  except  for  the 
convenient  fact  that  the  Korean  auto- 
makers are  in  terrible  financial  shape.  So 
the  Big  Three  have  decided  that  if  you 
can't  beat  'em,  buy  'em.  Just  like  their 
products,  these  companies  are  eminently 
affordable. 

Daewoo  will  most  likely  be  the  next 
division  of  Ford  Motor,  which  is  waiting 
on  bended  knee  while  Daewoo's  credi- 
tors think  over  its  $7  billion  bid.  That 
price  tag  comes  to  $14,344  per  annual 
unit  of  output,  compared  with  the 
$17,197  per  unit  Ford  paid  for  the  Land 
Rover  brand.  If  Ford's  bid  for  the  bank- 
rupt Korean  carmaker  fails,  GM  is  next 
in  line.  Meanwhile,  DaimlerChrysler  is 
taking  a  10%  stake  in  Hyundai,  which  in 
turn  controls  Kia. 

The  Big  Three's  pursuit  of  Korean 
companies  solves  several  problems.  They 
can  use  Korean  factories  to  supply  entry- 
level  cars  for  their  own  nameplates.  They 
could  also  leave  things  much  as  they  are 
but  pocket  some  of  the  Koreans'  profits 
on  small  cars.  More  importantly,  they 
could  head  off  the  expansion  of  Korean 
brands  into  the  more  profitable  parts  of 


the  market — sport  utility  vehicles,  family 
sedans  and  minivans.  Finally,  the  deals 
give  them  a  stronger  foothold  in  Asian 
markets. 

Here's  what  alarmed  the  Big  Three: 
The  three  Korean  companies  selling  cars 
in  the  U.S. — Hyundai,  Kia  and  Dae- 
woo— have  seen  their  sales  nearly  double 
in  a  year,  to  329,600  last  year,  according 
to  Ward's  AutoInfoBank.  That's  only  2% 
of  the  entire  U.S.  car  market,  but  up  from 
1.1%  the  year  before — a  giant  gain  in  an 
industry  in  which  even  the  biggest  play- 
ers scrap  for  every  tenth  of  a  point  of 
business.  And,  more  pointedly,  the  Ko- 
rean share  of  the  U.S.  small-car  segment 
zoomed  from  6.5%  in  1998  to  14.9%  so 
far  this  year,  biting  into  U.S.,  European 
and  Japanese  business.  This  happened, 
by  the  way,  despite  the  generally  lousy 
quality  of  Korean  cars. 

The  Koreans  rushed  into  a  near-vac- 
uum. The  American  makers  build  small 
cars  now,  but  none  are  cheaper  than 
$12,000,  and  they  have  no  plans  to  take 
their  brands  further  down  the  pricing 
scale,  where  profits,  at  least  for  a 
U.S.-manufactured  vehicle,  are  hard  to 
come  by. 

"We're  not  going  to  pour  billions  of 
dollars  into  a  tiny  segment  in  the  U.S. 
that  doesn't  make  money,"  says  James  P. 
Holden,  chief  executive  of  Daimler- 
Chrysler Corp.,  the  American  branch  of 
DaimlerChrysler.  You  can't  blame  him. 
The  Big  Three  have  record  profits  to 
show  for  their  decision,  even  as  their 
share  of  the  small-car  market  has  slid 
from  62%  in  1997  to  56%  so  far  this  year. 

Why  does  Detroit  bother  to  build 
small  cars  at  all?  Two  reasons:  to  com- 
ply with  federal  fuel  economy  regula- 


HYURDI 
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Headed 
To  Ford 

Daewoo  Chief 
Dong  Jin  Lee  has 
led  the  company's 
wildly  successful 
U.S.  introduction. 
Consumer  Reports 
gives  Daewoo— 
unlike  Hyundai  and 
Kia— high  marks  for 
quality.  Yet  for  all 
its  trouble  Daewoo 
may  be  Ford's  next 
acquisition. 


Hyundai's 
Hopes 

Chief  Finbarr 
O'Neill  is  counting 
on  the  brand's 
first  sport  utility, 
the  Santa  Fe,  to 
give  Hyundai  a 
piece  of  the  highly 
profitable  SUV 
market.  Hyundai's 
on  pace  to  double 
U.S.  sales  in  two 
years  since  bot- 
toming out  in 
1998  at  90,217. 
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Yes,  Korean 


Overriding  a  reputation  for  poor  quality,  Korean  automakers  are  gobbling  up  a 
chunk  of  the  U.S.  small-car  segment.  Alas,  their  parents  are  in  trouble  back  he 


85% 


U.S.  Small-Car  Market 


Change  in 
unit  sales 

(1997  to  1999) 


Japan 


Market  share1 


Korea 


'Seven  months  through  July  2000.  Source:  Ward's  AutolnfoBank. 


tions  and  to  "get  'em  and  grow  'em." 
Yet  even  these  reasons  are  becoming 
less  important.  Engineering  advances 
are  improving  gas  mileage  on  ever-big- 
ger cars,  so  that  some  large  sedans  now 
get  30  miles  to  the  gallon  on  the  high- 
way. And  car  executives  doubt  that  the 
most  price-conscious  car  buyers  are  as 
likely  as  they  once  were  to  make  their 
next  purchase  a  more  expensive  car 
from  the  same  company. 

"They  will  go  where  the  next  deal 
comes  from,"  says  Martin  Inglis,  vice 
president  of  Ford  North  America,  dis- 
missing the  notion  of  loyalty  for  those 
buyers.  "That  doesn't  help  me." 

Following  the  formula  pioneered  by 
Japanese  automakers  30  years  ago,  Ko- 
rean automakers  got  on  Americans' 
shopping  lists  by  selling  dirt  cheap  com- 
pact cars  in  the  U.S.  while  keeping  their 
home  market  closed  to  imports.  And 
they  claim  to  do  it  profitably  in  the  U.S., 
notwithstanding  American  doubts. 
"They  whine,"  says  Dick  Macedo,  Kia 
Motor  America's  executive  vice  president 
of  marketing  and  sales.  "We  can  build 
them  cheaper."  How?  Far  lower  labor 
costs,  both  white  and  blue  collar. 

Hyundai's  U.S.  sales  have  recorded  a 
remarkable  turnaround.  Two  years  ago 
its  executives  were  weighing  whether  to 
turn  out  die  lights.  But  sales  have  risen 
from  a  nadir  of  90,200  in  1998  to  164,200 
last  year  and  are  expected  to  hit  220,000 
this  year.  It  now  sells  four  models,  with 
base  prices  ranging  from  $9,400  to 
$15,400.  It's  going  upstream  this  month 


with  its  promising  Santa  Fe  sport  I 
(starting  price:  $16,900)  and  its  Xl 
large  sedan  in  October  ($23,900). 

Hyundai's  success  is  due  in  pa; 
micromarketing.  It  buys  lots  of  aq 
Spanish-language  television  stations 
sponsors  such  groups  as  the  Amej 
Youth  Soccer  Organization. 

Kia,  based  in  Irvine,  Calif.* 
pushed  sales  from  82,900  in  199 
134,600  last  year.  It  plans  to  sell  thej 
tima  mid-size  sedan  in  October  a 
minivan  next  summer. 

Perhaps  the  strongest  of  the  1 
Daewoo,  which  sells  three  models 
base  prices  in  the  $9,000  to  $14 
range.  Daewoo  only  began  selling  ca 
the  U.S.  in  1998,  but  sales  grew  to  30 
last  year  and  could  hit  400,000  by  2 
says  Dong  Jin  Lee,  chief  executive  of] 
woo  Motor  America  in  Compton,  () 
Daewoo  plans  to  add  a  sport  utility  | 
hide,  the  Korando,  to  next  year's  lin 

Don't  bet  on  seeing  a  Ford  Korc 
or  Mercury  Leganza  soon.  All  of  1 
woo's  suitors  have  agreed  to  keep 
nameplate  alive  to  preserve  the  q 
pany's  Korean  identity. 

The  biggest  worry  for  U.S.  m% 
might  be  quality.  It  has  improvedj 
customers  still  worry  that  their  cars 
fall  apart.  Hyundai  introduced  a 
year  warranty  in  1998,  and  its  cousifl 
later  matched  it.  Still,  if  quality  rem 
low,  these  warranties  could  prove  al 
burden  for  Hyundai — or  for  Dain 
Chrysler,  soon  to  be  a  part-owner  o 
company. 
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ision  and  knowledge. 
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BY  DYAN  MACHAN 


The  Modest  Media  Mogu 

Why  doesn't  the  world  know  much  about  Jim  Kennedy,  the  power 
behind  Cox  Enterprises?  Because  he  likes  it  that  way. 
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)ON'T  LIKE  BIG  SHOTS,"  SAYS  JAMES 
Cennedy,  52,  chief  executive  of  $6.1 
)illion  (1999  sales)  Cox  Enter- 
>rises,  about  halfway  through  our 
unch.  We  could  have  guessed, 
rting  a  golf  shirt,  the  heir  to  the 
media  fortune  is  still  pumped  up 
his  workout  in  an  Atlanta  athletic 
club.  His  manner  is 
that  of  a  slightly  awk- 
ward teenager  being 
made  to  talk  to  the 
teacher.  He  may  be  the 
most  unmogul-like 
mogul  we've  ever  met. 

It  pains  him  to  take 
credit  for  anything. 
Like,  for  instance,  qua- 
drupling Cox  revenues 
from  $1.7  billion  to 
near  $8  billion  since  he 
took  over  in  1988  and 
leading  the  company 
firmly  into  the  Internet 
age.  "The  top  guys  get 
too  much  credit,"  he 
insists,  shaking  his  head 
and  smiling  that  em- 
barrassed smile.  At 
least  he's  consistent.  A 
friend  reports  that 
Kennedy  hates  cocktail 
parties  and  small  talk 
and  is  happiest  when 
behind  the  wheel  of  his 
off-road  vehicle. 

He  even  makes  a 
case  for  being  not  so 
great  by  bringing  up 
two  small  failures:  a 
minor  investment  in 
Blockbuster  Entertain- 
ment and  a  stumble 
into  the  movie  business 
through  Rysher  Enter- 
tainment. "I  also  de- 
serve credit  for  things  I 
didn't  do  well,"  he  says, 
pronouncing  "credit" 
emphatically. 

Fair  enough,  but 
Kennedy  cannot  en- 
tirely shun  the  spotlight 


while  amassing  the  capital  he  needs  to 
compete  in  media  like  newspapers, 
broadcasting,  cable  television  and  the 
Internet.  Cox  Enterprises  is  privately 
held,  but  it  owns  roughly  65%  of  two 
public  companies — Cox  Communica- 
tions, in  cable,  and  Cox  Radio,  one  of 
the  country's  largest  radio  operators 
with  81  stations.  Together  the  two  have 
a  market  capitalization  of  $25  billion.  A 
third  Cox  entity,  AutoTrader.com,  the 
leading  online  used-car  marketplace,  is 
planning  to  go  public  this  year. 

Cox  Enterprises  is  not  for  sale, 
Kennedy  emphasizes.  Still,  he  suggests, 
without  much  enthusiasm,  that  more 
pieces  of  the  enterprise  may  need  to 
find  public  markets  in  order  to  raise 
capital.  And  there's  nothing  like  a  trad- 
able security  to  attract  option-hungry 
talent. 

Kennedy  oversees  both  private  and 
public  companies.  He  is  in  the  unique 
position  of  reporting  to  his  mother  and 
aunt,  two  of  the  richest  women  in  the 
world,  whose  trusts  own  98%  of  Cox 
Enterprises.  Kennedy's  mother,  77,  is 
the  intensely  private  Barbara  Cox  An- 
thony, of  Honolulu.  His  aunt  is  Anne 
Cox  Chambers,  80,  the  Democratic 
fundraiser  and  former  ambassador  to 
Belgium  (see  box,  p.  134).  The  sisters' 
shares  in  the  company  are  worth  more 
than  $10  billion  apiece. 

In  1898  Kennedy's  grandfather, 
James  Cox,  bought  his  first  newspaper, 
Dayton  Daily  News,  which  became  a 
foundation  of  the  family's  media 
wealth.  He  was  a  three-term  governor 
of  Ohio  and  the  1920  Democratic 
nominee  for  president,  with  Franklin 
D.  Roosevelt  as  his  running  mate.  In  its 
102 -year  history,  the  company  had  only 
four  chairmen:  grandfather,  uncle,  step- 
father and  Kennedy. 

Kennedy's  parents  were  divorced 
when  he  was  a  child,  and  he  grew  up 
in  Hawaii  with  very  little  awareness 
that  he  was  from  a  family  of  means.  "I 
was  a  howlie,  the  native  word  for  for- 
eigner, and  I  only  wished  my  skin 
would  tan  darker  to  fit  in,"  he  says.  He 
had  one  glimpse  of  his  family's  stature 
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The  Cox  Sisters  Speak 


Barbara  Cox  Anthony,  who  has  at  least  $10  billion, 
c  The  richest  women  in  the  world,  lives 
anonymously  in  Honolulu, 
Hawaii.  If  townsfolk  know  her  at 
ali  it's  fci  her  driving  skills.  Even 
at  77,  she  has  a  metal  foot  and 
can  be  seen  careening  around 
corners.  She  moved  to  Hawaii 
decades  ago,  she  says  in  a  rare 
interview,  because  "it  was  just 
so  beautiful"  and  unspoiled. 

While  Anthony  has  led  a 
quiet  adult  life,  her  childhood 
was  far  from  regular.  She  re- 
calls visits  by  Franklin  Roo- 
sevelt (her  father's  running 
mate  in  1920)  and  a  doting  fa- 
ther who  nonetheless  ruled 
with  an  iron  will.  She  recalls 
being  stuck  in  Oklahoma  City 
years  ago  trying  to  fly  out  with 
"Jimmy."  who  was  five  months 
old.  Because  of  inclement 
weather,  her  father  forbade  her 


making 
almost 


^4 


9 


to  make  the  flight.  "Not  with  my  grandson,"  he  decree 
I  washed  Jimmy's  diapers  in  the  hotel  bathtub." 

Anne  Cox  Charr 
80,  has  led  a  more  p 
life.  An  active  Demoi 
fundraiser,  she  was  th 
bassador  to  Belgium  ir 
and  one  of  the  earlie 
male  members  of  the  I 
Cola  board.  In  additi 
politics,  her  passion  i: 
dening.  And  when  she 
tending  a  trowel  in  her  j 
case  garden  at  her  ho 
Provence,  she's  in  th 
behind  her  brick  house 
door  to  the  Georgia  g 
nor's  mansion  in  Atlant 
Chambers  sees  a 
ness  between  Kenned- 
her  dad.  "Like  my  fath' 
has  the  great  gift  of  tre 
everyone  he  meets  equ 


Doting  daddy 
and  sisters 
Anne,  left,  and 
Barbara. 


in  1957,  when,  as  a  bewildered  9-year- 
old,  he  was  flown  to  Dayton  to  dedi- 
cate the  Dayton  Daily  News  building 
with  his  grandfather.  But  the  trip  had 
little  impact.  "As  soon  as  I  came  home, 
it  was  back  to  taking  out  the  garbage," 
he  says.  Observes  his  mother,  Barbara 
Anthony,  "Jim  worked  from  the  time 
he  was  young."  He  had  virtually  no 
contact  with  his  father,  whose  family 
founded  Hawaiian  Airlines. 

Anthony  pushed  him  into  sports.  It 
took.  Kennedy  works  out  every  day. 
Today,  before  lunch,  he  spent  90  min- 
utes bicycling  and  lifting  free  weights. 
In  1992  he  led  a  four-man  bicycle  team 
in  a  race  across  the  U.S.,  winning  in  five 
days,  ten  hours.  An  advantage  of  ath- 
letic competition:  "No  one  could  ac- 
cuse me  of  getting  help  from  my  fam- 
ily," he  says. 

Kennedy  didn't  even  think  of  join- 
ing the  family  company  until  he  was  at 
the  University  of  Denver.  At  age  25, 
with  no  other  plans,  Kennedy  started 
as  a  production  assistant  for  Cox's  At- 


lanta newspapers.  He  was  whisked 
through  jobs  as  reporter,  copy  editor 
and  space  salesman,  and  eventually  was 
named  executive  vice  president  and 
general  manager  of  the  family's  two  At- 
lanta papers.  In  1987,  when  his  step- 
father, Garner  Anthony,  was  ready  to 
step  down  as  chief  executive,  Kennedy 
got  the  job. 

His  first  instinct  was  to  do  nothing. 
"I  built  walls  to  defend  ourselves,"  says 
Kennedy.  "I  knew  it  wasn't  the  right 
way,  but  I  didn't  yet  have  the  confi- 
dence to  do  anything  else."  Then  came 
a  defining  moment.  In  1990  Capital 
and  Ford  Motor  Credit  stomped  into 
the  automotive  auction  market  with  a 
company  called  GECARS.  This  was  Cox 
turf,  ruled  by  car  wholesaler  Manheim 
Auctions,  which  Cox  had  acquired 
in  1968. 

The  next  interloper  was  the  New 
York  Times  Co.,  which  started  the 
presses  whirring  for  a  paper  aimed 
at  Atlanta's  wealthy  suburbs.  "Oh,  gulp, 
here  we  go,"  says  Kennedy,  recalling 


that  time.  Kennedy  found  s 
confidence. 

In  the  auction  market  Kennedy 
the  pressure  on,  and  when  GE  and 
realized  they  would  probably  neve 
to  first  place,  they  sold  out  to  Q 
1991.  As  for  the  New  York  Times 
Kennedy  zeroed  in  on  the  suburbs 
a  new  daily,  spending  heavily  on  a< 
reporters  and  sales  staff.  "We  ki< 
their  butt  and  ran  them  out  of  to 
he  smiles.  That  set  the  tone 
Kennedy's  reign,  and  it  would  not 
passive  one. 

Working  through  our  salads, 
cide  to  spoil  the  buoyant  moot 
pointing  out  that  with  the  Inte 
looming,  the  newspaper  business 
be  headed  for  the  obits  itself.  Cox 
terprises  owns  16  daily  and  15  w< 
newspapers  and  just  bought  2  da 
and  several  more  weeklies  in  Ohio, 
viously  Kennedy  doesn't  share 
gloom,  yet  he  admits  to  some  w< 
"The  people  who  preceded  me 
every  bit  as  nervous  about  how  r 
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2;oing  to  impact  newspapers  as  I 
bout  how  the  Internet  is  going  to 
:  everything." 

0  Kennedy  hasn't  stood  still.  In 
Cox's  Atlanta  Journal-Constitution 
me  of  the  first  papers  to  be  avail- 
online.  Cox  also  has  Web-based 
guides  in  30  locations,  with  its 
case  site,  AccessAtlanta.com.  Cox 
•prises  invested  in  entities  like  Ex- 
.tHome  (1996),  Ivillage  (1998), 
com.  (1999),  Realtor.com.  and 
(1999).  Companies  like  these  are 
loing  particularly  well  these  days 
/all  Street.  Cox's  stake  is  worth  a 
)ined  $1.8  billion,  down  from  last 
>  $3  billion. 

1  a  move  that  might  protect  the 
)any  from  the  loss  of  classified  ad- 
;ing,  Kennedy  bought  up  loads  of 


in  value  double  digits  for  the  last  three 
years." 

Besides,  he  says,  he'd  have  a  huge 
tax  bill  if  he  sold  the  properties.  He'd 
rather  stay  in  the  business.  Cox  just 
bought  a  station  in  San  lose  and  is  in 
the  process  of  buying  two  outside  of 
Pittsburgh. 

Cable  faces  competition  from  all  di- 
rections, like  satellites  and  wireless 
links.  But  Cox  Communications,  run 
by  James  Robbins,  is  in  a  strong  posi- 
tion to  fend  it  off.  With  its  shares  at  a 
recent  $37,  enterprise  value  (debt  plus 
market  cap)  is  at  $30  billion,  which 
comes  to  an  enviable  $5,000  per  sub- 
scriber and  to  24  times  operating  in- 
come (in  the  sense  of  net  before  depre- 
ciation, interest  and  taxes). 

Cox  is  investing  heavily  in  technol- 


was  a  howlic,  the  native  word 
)r  foreigner,  and  I  only  wished  my 
kin  would  tan  darker  to  fit  in." 


ly  shopper  publications.  Cox  and 
mark  Communications,  in  a  joint 
|  later  bought  United  Advertising 
ications,  which  puts  out  similar 
cations  for  the  real  estate  market. 
;r  Publishing,  the  joint  entity,  will 
have  revenues  of  $1  billion  a  year, 
la  30%  operating  margin.  Cox's 
papers  run  at  about  20%  operat- 
largins. 

earning  about  the  lucrative  used- 
narket  also  led  to  one  of  Cox's 
r  ventures.  The  largest  online  list- 
f  used  cars,  AutoTrader  attracted  5 
Dn  unique  visitors  in  July, 
ut  all  these  new-media  enterprises 
I  alter  the  fact  that  Kennedy  has  a 

the  family  wealth  tied  up  in  some 
I  ones.  Cox  Enterprises  owns  15 
ations.  That  isn't  a  terrific  busi- 
tany  more,  is  it?  The  networks  are 
inding  cash  from  affiliates  they 

to  pay  to  run  programming, 
ledy  disagrees.  "I've  been  hearing 
a  bad  business  for  ten  years,  but 
•roadcast  properties  have  gone  up 


ogy.  Their  cable  systems  have  167,000 
telephone  subscribers  in  places  like 
Phoenix,  San  Diego  and  Omaha  and 
offer  high-speed  Internet  connections 
and  digital  video  in  23  cities.  As  for 
wireless  competition,  Kennedy  insists 
that  cable  will  remain  the  more  "ro- 
bust" connection  into  the  home.  As  a 
hedge,  Kennedy  invested  $800  million 
in  1994  in  Sprint  PCS,  a  stake  now 
worth  $5  billion. 

Eventually,  ownership  of  the  com- 
pany will  pass  to  Kennedy,  his  sister 
and  three  cousins.  Some  years  ago 
Kennedy's  grandfather  set  up  a  gener- 
ation-skipping trust  to  put  their  share 
of  the  wealth  with  the  next  generation, 
all  now  over  40.  Kennedy  now  has  to 
figure  out  how  to  protect  the  next 
generation  from  the  currently  high  es- 
tate taxes. 

For  the  present,  however, 
Kennedy's  position  is  secure.  Says 
Chambers,  "As  a  leader,  he's  perfect." 
Adds  Anthony:  "He's  got  the  job  as 
long  as  he  wants  it."  F 
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of  Cards 

Gus  Boulis  built  a 
casino  boat  business 
on  street  smarts  and 
bank  debt.  Will  a  string 
of  lawsuits  sink  it? 

BY  MICHAEL  FREEDMAN 

ON  A  SUNNY  WINTER  DAY  JN 
December  1998  state  and  county 
authorities  boarded  the  Sun  Cruz, 
a  casino  boat  in  Hollywood,  Fla.,  and 
seized  slot  machines,  roulette  wheels 
and  nearly  $1  million  in  cash.  Florida's 
attorney  general,  Robert  Butterworth, 
filed  a  civil  suit  alleging  the  casino  com- 
pany engaged  in  illegal  gambling.  Then 
the  owner  of  the  vessel,  Konstantinos 
(Gus)  Boulis,  arrived.  "I  started  scream- 
ing," he  recalls.  "I  said,  'What  are  you 
guys  doing?'  They  said  it  belongs  to 
them  now.  So  I  called  my  lawyers." 

He  ought  to  have  their  number  on 
speed-dial.  Gambling  is  illegal  in 
Florida,  with  certain  exceptions  for  In- 
dian reservations.  But  state  jurisdiction 
ends  3  nautical  miles  off  the  Atlantic 
coast  and  9  off  the  Gulf  Coast.  So 
Boulis'  ships  cruise  into  international 
waters  before  allowing  any  wagers.  It's- 
an  old  loophole.  Back  in  1939  then  Cal- 
ifornia state  attorney  general  Earl  War- 
ren shut  down  a  handful  of  gambling 
boats  running  3  miles  off  the  coast.  But 
Boulis  has  bigger  plans  than  any  prede- 
cessors. He  has  ten  boats  in  Florida,  one 
in  South  Carolina  and  wants  to  expand 
into  Texas  and  New  York  City. 

These  boats  may  be  legal.  But  since 
the  Greek  immigrant  started  in  this 
business  in  1994,  he's  fought  civil  and 
criminal  lawsuits,  filed  by  city,  state  and 
federal  authorities,  that  allege  fraud,  il- 
legal gambling  and  destruction  of  nat- 
ural resources.  Now,  a  suit  filed  by  the 
Florida  Attorney  General's  office  alleges 


that  these  "cruises  to  nowhere"  violate 
a  Florida  law  that  prohibits  having 
gambling  paraphernalia  such  as  slot 
machines  on  state  property — in  this 
case,  the  slip  used  by  Boulis  in  Ponce 
Inlet,  a  historic  beach  community  just 
south  of  Daytona  Beach. 

So  why  isn't  he  worried?  Boulis  has 
a  knack  for  staying  afloat.  In  Holly- 
wood, for  instance,  while  the  illegal 
gambling  suit  lingers,  a  judge  com- 
pelled the  state  to  return  the  seized 
property,  allowing  the  casino  to  con- 
tinue operating.  In  Ponce  Inlet  there 
could  be  years  of  litigation  before  the 
state  gets  its  relief.  And  what's  to  stop 
Boulis  from  anchoring  casino  boats  in 
the  Atlantic  and  running  tenders  to 
pick  up  customers? 

Meanwhile,  business  thrives.  Last 
year  Boulis'  casino  operations  earned 


he  embattled  El 
ring  his  casino  I 
lewYortTsmdll 


an  estimated  $13  million  on  $85 
lion  in  sales.  Legal  battles?  "I  leave 
things  to  the  lawyers,"  says  Boulis, 
Born  the  third  of  four  childre 
the  coastal  Greek  town  of  Ka 
Boulis  joined  the  shipping  indi 
after  grade  school,  as  his  father 
done.  It  was  not  an  easy  life,  and 
dreams  of  finding  something  bette 
himself  and  his  family,  he  jumped 
near  Halifax,  Nova  Scotia  in 
Within  six  months  Canadian  imm 
tion  caught  up  with  him,  and  Bi 
fled  to  Toronto,  where  even  a  p| 
English  speaker  could  blend  intc 
Greek  community.  There,  in  the  t 
hippie  Yorkville  section  of  the 
Boulis  took  a  job  as  a  short-order  ■ 
at  a  Mr.  Sub.  Again,  immigration 
cials  caught  up  with  him,  landing 
a  week  in  the  slammer.  He  fough 
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;rnment's  extradition  attempts, 
ried  a  16-year-old  Greek-born 
idian  citizen  and  got  citizenship, 
/leanwhile,  as  Mr.  Sub  expanded,  so 
toulis'  role  there.  He  helped  sell  the 
pany's  concept  to  franchisees,  ex- 
ling  the  company  to  200  restau- 
s  in  Canada  and  the  U.S. 
Vhen  Mr.  Sub's  three  founders 
;ht  out  Boulis'  equity  stake  for  an 
sclosed  sum  in  1979,  he  moved  to 
ida.  With  a  $50,000  loan  from  a 
idian  bank,  Boulis  leased  and  reno- 
i  a  dilapidated  restaurant  in  Key 
j  Two  years  later,  with  a  $2.5  mil- 
overdraft  from  a  local  bank,  he 
his  first  hotel  in  Key  Largo.  (He 
owns  eight.)  He  bought  the  bank, 
-which  helped  in  1990  to  finance 
ni  Subs,  a  chain  of  192  submarine  - 
wich  restaurants,  notable  for  their 
ni  Vice-style  neon  decor  and  Dom 
;non  on  the  menu.  Miami  Subs 
ater  merged  with  a  struggling  pub- 
iain  of  Mexican  fast-food  restau- 
;  and  was  sold  to  Nathan's. 
:  was  while  taking  300  Miami  Subs 
loyees  on  a  corporate  retreat 
rd  a  Florida  gambling  boat  that 
is  found  his  true  calling.  Never  one 
gonize  over  business  decisions, 
is  that  week  paid  $2  million  cash 
he  Sir  Winston,  a  100-foot  cruise 
The  boat  was  an  immediate  suc- 
Sailing  from  the  marina  at  a 
is-owned  hotel  in  Key  Largo,  the 
Jinston  sold  out  the  first  week  with 
passengers  a  night.  Three  weeks 
,  with  backing  from  a  banker 
d,  Boulis  ordered  a  350-passenger 
for  $5  million. 

ince  then,  he  has  raised  the  ante  in 
;ue  industry.  The  main  source  of 
due  for  the  few  casino  boats  in 
da  before  Boulis  were  admission 
)f  as  much  as  $70  a  person.  Boulis 
xket  prices  to  $10  to  $15  per  pas- 
it,  and  began  letting  regular  bet- 
bn  board  gratis.  By  buying  expen- 
•illboard  advertising  and  luxurious 
;  at  prices  up  to  $20  million,  he  has 
d  competitors  to  scale  down  their 
ations.  At  Europa  Cruises,  sales 
ped  79%  to  $709,000  in  the  first 
ter  of  2000;  in  Hollywood  alone, 


Boulis'  slot  machine  revenues  came  to 
$2.2  million  during  the  same  period. 
"Banks  love  me,"  he  says. 

Lawyers  do,  too.  A  federal  suit,  for 
instance,  claims  Boulis  made  false 
statements  to  the  U.S.  Coast  Guard 
when  he  first  applied  for  the  ship  li- 
cense in  the  mid-1990s.  In  February 
his  companies  paid  $2  million  to  re- 
solve criminal  and  civil  suits  sur- 
rounding the  allegations. 

Neighbors  don't  have  much  use  for 
him  either.  A  suit  in  Port  Richey  al- 
leges that  the  Sun  Cruz  has  been 
dredging  a  hole  in  the  middle  of  the 
Pithlachascotee  River  bed.  Another 
suit  claims  a  boat  in  the  shallow  Crys- 
tal River  caused  "irreparable  harm"  to 
plants  and  animals.  In  South  Carolina, 
where  there  is  no  casino  gambling, 
Boulis'  50-50  partner  is  Harold  De- 
wayne  Williams,  a  casino  operator 
who  lost  his  gambling  license  in  Mis- 
sissippi in  the  early  1990s,  and  was  in- 
dicted by  a  federal  grand  jury  there  on 
a  charge  of  failing  to  provide  U.S.  Cus- 
toms officers  with  cash  receipts  and 
then  lying  to  investigators.  He  later 
pleaded  to  a  lesser  misdemeanor 
charge  of  contempt. 

In  Florida,  where  Boulis  sells  more 
than  a  million  tickets  a  year,  the  author- 
ities are  clearly  looking  to  bring  him 
down.  "This  is  a  cash  business  and  all 
the  things  that  go  along  with  that  are 
potential  problems,"  says  Jonathan 
Glogau,  an  assistant  attorney  general. 
"I'm  talking  about  coming  on  a  boat 
with  a  suitcase  of  money;  no  one's 
doing  the  books,  no  one  knows  what's 
going  on  out  there."  Following  the 
money  is  a  good  lead.  In  the  midst  of  a 
divorce  suit  Boulis  listed  a  net  worth  of 
$90  million  as  of  June  30, 1997  and  $47 
million  nine  months  later. 

It  pays  to  hire  well-connected 
lawyers.  Lawrence  Crow,  who  has  de- 
fended Boulis  in  suits  filed  by  Florida's 
Department  of  Environmental  Protec- 
tion, is  a  state  representative;  Ralph 
Haben,  a  former  speaker  of  the  Florida 
House,  is  lobbying  on  behalf  of  the 
cruise-to-nowhere  crowd.  A  betting 
guy  might  put  at  least  some  chips  on 
Gus  Boulis.  F 
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Use  PlaceWare  Web 
Conferencing  to  deliver 
interactive  Web  seminars  to 
a  global  audience. 

Now,  when  you  want  to  present  your 
ideas  to  a  global  audience,  you  don't 
need  an  auditorium.  Or  a  podium. 
All  you  need  is  a  phone  and  a  Web 
browser.  With  PlaceWare  Conference 
^Center  2000  you  can  deliver  Web 
seminars  to  up  to  2500  people 
anywhere  in  the  world. 

You  presented. 
The  world  watched  and  listened. 
Your  seminar  was  a  success. 
And  the  walls  came  down. 
www.placeware.com 


Silicon-Valley-casual 
be  damned:  There's 
never  been  a  better 
time  to  be  in  the 
high-end  menswear 
business. 


BY  RICHARD  HELLER 

A FUNNY  THING  IS  HAPPENING  IN 
the  menswear  business.  For  years 
the  fashion  pundits  have  been  pre- 
dicting that  the  phenomenon  known  as 
dressing  down  would  clobber  the  up- 
market men's  clothingmakers.  It  hasn't 
happened.  If  anything,  the  reverse  is 
true.  Men  with  money  to  burn  are  buy- 
ing expensive  casual  clothes — cashmere 
sweaters,  suede  jackets,  supple  sports 
coats — but  they're  also  buying  suits. 
Maybe  not  as  many  suits,  but  they're 
buying  much  more  expensive  ones.  Re- 
sult: The  producers  of  expensive 
menswear  have  never  had  it  so  good. 

Worldwide,  men's  clothing  is  worth 
about  $180  billion  a  year  at  retail. 
Roughly  30%  of  that  is  spent  on  cloth- 
ing for  work,  and  about  10%  of  that — 
$5  billion  a  year  in  round  numbers — is 
spent  by  businessmen  on  office  garb. 
Talk  to  the  people  responsible  for  de- 
signing, manufacturing  and  selling  that 


top  slice  of  menswear  and  you'll  hear  a 
common  refrain:  Business  is  terrific 
and  getting  better. 

Tom  Ford,  the  designer  and  busi- 
nessman who  with  Domenico  De  Sole 
has  doubled  Gucci's  market  value  (to 
nearly  $1 1  billion)  in  the  past  two  years, 
reports  that  sales  at  Gucci's  $75  million 
(estimated  annual  revenues)  menswear 
division  are  growing  30%  a  year — 
roughly  twice  the  growth  of  its  much 
larger  womenswear  operations. 

There's  a  similar  story  at  $150  mil- 
lion (revenues)  Brioni.  This  Rome- 
based  brand  of  luxury  menswear  makes 
ready-to-wear  suits  that  retail  at  $3,500 
to  $5,500  and  custom  suits  from 
$12,000  to  $15,000.  Oracle  Chief  Execu- 
tive Larry  J.  Ellison  is  a  frequent  cus- 
tomer, as  is  U.N.  Secretary  General  Kofi 
Annan.  Brioni's  revenues  have  grown 
25%  a  year  for  the  past  two  years.  At 
Hugo  Boss  menswear  sales  were  up  a 
more  modest  14%  in  the  first  half  of  this 


Well  suited:  Under  design  chief  Tom  F 
Gucci's  menswear  sales  grew  30%  las 

year,  but  from  a  much  larger  base 
menswear  revenues  were  $800  mi] 

It's  not  that  Silicon  Valley  hasn' 
influential.  No  one  thinks  the  fut 
bright  for  the  $350  off-the-ract 
striped  suit — the  kind  men  used  t 
home  three  or  four  at  a  time 
Brooks  Brothers.  Ford  gives  the 
and-T-shirt  crowd  in  Silicon  Vails 
credit  for  destroying  the  old  rules 
men's  fashion  game.  "In  terms  of 
ness  dress,  I  believe  Silicon  Valle 
done  more  to  change  fashion  tha 
other  force,"  he  says.  "Today,  just  be 
you're  wearing  khakis  and  a  polo  s 
doesn't  mean  that  you're  not  won 
Hons  of  dollars  and  are  very  powe 

Bill  Gates  is  known  for  his  fr 
sweaters,  but  he  has  moved  mor< 
suits  of  late.  Perhaps  most  no' 
same-store  sales  at  Gap,  which  has 
one  of  the  biggest  beneficiaries 
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have  to  hear  "i'll  get  back  to  you"  again. 


customer  relationships 


1.888517.8884  ibm-siebel.com 


Who's  Where  in  Menswear  

These  houses  stand  to  benefit  handsomely  from  the  new  trends  in  men's  fash 
Revenues  from      Suit  prices2 


Company 

menswear  ($mil) 

($) 

Ownership 

Armani 

4501  , 

2,000-5,000 

Part  of  Armani  SpA,  a  closely  held  company 

Brioni 

150 

3,500-5,500 

Closely  held  company 

Burberry 

35 

700-1,800 

Subsidiary  of  Great  Universal  Stores  (LSE  list 

Gucci 

75 

1,400-2,500 

Listed  in  Amsterdam  and  New  York 

Hugo  Boss 

800 

600-825 

Traded  on  Frankfurt  and  Stuttgart  exchanges 
Italy's  Marzoto  owns  52% 

Paul  Smith's 

125 

600-900 

Closely  held  company 

Zegna 

330 

1,500-3,000 

Closely  held  company 

'Includes  wholesale  sales  by  third-party  distributors.  'Ready-to-wear.  Source:  Forbes  estimates. 

sua]  work  attire,  continue  to  slide,  the 
decline  has  prompted  Chief  Executive 
Millard  Drexler  to  take  drastic  steps, 
such  as  handing  out  consumer  coupons' 
for  the  first  time.  He  has  also — surprise, 
surprise — announced  plans  to  expand 
into  more  elegant  lines.  It  seems  even 
Gap  realizes  that  its  customers  don't 
want  to  look  like  average,  anonymous 
Joes  anymore. 

What's  happening  here?  Wasn't  Sil- 
icon-Valley-style  casual — adapted  now 
by  the  whitest  of  white-collar  law  firms 
and  investment  banks — supposed  to 
run  suitmakers  into  their  pinstriped 
graves? 

Giorgio  Armani,  chief  executive  of 
the  eponymous  Italian  fashion  house, 
says  dressing  down  is  not  going  away. 
"This  is  definitely  not  a  passing  fad,"  he 
says  from  his  yacht  off  the  coast  of 
Turkey.  "There  is  a  great  sense  of  liber- 
ation and  experimentation  in  the 
menswear  arena  today.  It  should  be  cel- 
ebrated as  a  significant  shift  in 
attitudes." 


In  this  era  of  experimentation,  men 
still  need  suits,  but  these  days  when 
they  buy,  they  spend  big.  Says  Hugo 
Boss'  boss,  Werner  Baldessarini:  "Peo- 
ple are  tired  of  buying  ten  [suits]  at  a 
cheap  price.  They  are  buying  fewer 
pieces  but  at  a  higher  price  and  spend- 
ing more  overall." 

"The  funny  thing  about  the  dress- 
ing-down movement  is  that  it  has  dri- 
ven [up]  our  suits  sales,"  says  Simon 
Cundey,  32,  director  of  Henry  Poole 
&  Co.,  the  venerable  custom  tailor  on 
London's  Savile  Row,  where  suits  go 
for  as  much  as  $3,500.  "We  are 
getting  younger  men  in  business,  cus- 
tomers whom  we  never  would  have 
seen  before.  And  that  is  due  to  the  fact 
that  although  they  need  fewer  suits, 
they  want  much,  much  better  suits." 
Sales  of  $2,000  sport  coats  are 


booming,  Cundey  says. 

The  suit  is  still  "the  ultimate  stage  of 
evolution  in  men's  attire,"  says  Brioni 
Chief  Executive  Umberto  Angeloni. 
"The  higher  you  go  up  the  corporate 
ladder,  the  more  you  see  suits."  Andrea 
Pesaresi,  the  North  Europe  managing 
director  for  Italy's  Zegna,  agrees:  "The 
time  when  99.9%  of  people  wore  a  suit 
to  the  office  every  day  is  gone,  and  I 
don't  think  it  will  ever  return,"  she  says. 
"But  we  are  selling  much  better  suits  at 
higher  prices  than  before." 


That  translates  into  handsome  prof- 
its. Ready-to-wear  suits  are  marked  up 
215%  from  the  manufacturers'  price;  a 
suit  that  costs  $700  to  make,  sells  to 
Saks,  for  example,  for  $1,000,  and  to  the 
consumer  for  $2,200.  Accessories  are 
even  more  profitable:  a  $75  Gucci  neck- 
tie might  cost  Saks  $29  to  buy  and  $13 
to  make — a  475%  jump. 

"In  the  last  few  years  men  have  be- 
come much,  much  more  fashion-ori- 
ented and  less  classic  in  their  dress 
tastes,"  says  Gucci's  Ford.  "And  the 
thing  about  fashion  is  that  things  be- 
come obsolete,  out  of  style;  so  fashion 
customers  buy  and  throw  away.  So  they 
need  more  clothes.  As  men  more  and 
more  become  fashion  consumers,  there 
is  an  inherent  built-in  growth  factor  in 
menswear  as  a  business." 

That  means  more  than  just  suits; 


the  suit  may  be  the  icon,  bii 
smartest  minds  in  the  busines 
gearing  up  for  years  of  strong  gi 
in  high-priced  menswear  ite 
across  the  board. 

David  Bonderman  heads  Tex; 
cific  Group,  the  U.S.  private  equit; 
that  has  been  making  waves  in  Ei 
A  year  ago  it  paid  $250  millio 
Switzerland's  Bally.  Anticipat: 
menswear  boom,  the  luxury  sho 
accessories  maker  will  laum 
menswear  collection  in  October. 

Meanwhile,  Gucci's  Tom  For 
Domenico  De  Sole  have  big  pk 
further  build  Gucci  group's  men 
revenues.  This  fall  they'll  introc 
new  Ford-designed  collection  unc 
Yves  Saint  Laurent  menswear 
which  Gucci  picked  up  as  part  of 
billion  purchase  of  Sanofi  Beaute  i 
uary.  Once  a  menswear  powerhou 
YSL  brand  languished  for  ten  years 
it  was  licensed  to  third  parties.  Foi 
De  Sole  think  now  is  the  perfect  ti 
resuscitate  the  posh  brand. 

What  does  Ford  wear  to 
"Whenever  I  have  a  bad  da} 
replies,  "I  put  on  a  suit.  Because  i 
armor.  A  suit  makes  you  stai 
straighter.  You  can't  slouch.  "5 
much  more  forceful  in  a  suit." 

Burberry  Chief  Executive 
Marie  Bravo  agrees  with  Ford 
offers  a  slightly  different  explan 
"There's  a  reason  [the  suit  has] 
this  long,"  she  says,  "and 
because  guys  look  good  in  a  suit, 
a  woman's  point  of  view — I'i 
speaking  as  a  CEO  now — there's 
ing  more  handsome  than  a) 
in  a  suit!" 


"The  funny  thing  about  the  dressing- 
down  movement  is  that  it  has  driven 
[up]  our  suits  sales."  
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Something  for  Everyone 

ime  is  your  most  valuable  asset  today, 9  says  Sergio  Zyman, 
mer  chief  marketing  officer  at  The  Coca-Cola  Company  and 
w  principal  of  Z,  a  new  marketing  consulting  company.  "But 
iou  really  look  at  the  return  on  your  investment,  a  business 
craft  saves  much  more  than  time.  It  gives  you  the  ability  to 
>rk  more  efficiently  and  to  do  more. " 


There's  no  question  about  it, 
business  aircraft  are  powerful 
business  tools.  This  year  more  than 
ever  before,  the  advantages  of  busi- 
ness aircraft  have  become  more 
accessible  and  affordable,  creating 
vast  opportunities  for  the  business 
traveler.  Now  you,  too,  can  take  con- 
trol of  time. 


Thanks  to  a  flood  of  e-commerce 
providers  that  are  offering  refreshing 
new  business  travel  solutions,  the 
vast  resources  of  thousands  of  char- 
ter aircraft  across  the  nation  are  now 
just  a  mouse  click  away. 

Integrated  corporate  travel  solu- 
tions, one-way  charter  and  a  host  of 
other  options  are  also  available 
through  round-the-clock  services 
focused  on  maximizing  the  value  of 
your  business-travel  dollar. 

One  of  the  hottest  ideas  for  gaining 
business  aircraft  advantages  is  fraction- 
al ownership,  a  revolutionary  scheme 
conceived  by  NetJets  founder  Richard 
Santulli  that  poses  the  question,  why 
buy  a  whole  airplane  when  you  only  need 
one  some  of  the  time? 


Written  and  produced  by  Mark  Patiky 


The  answer  is  simple:  For  a  fraction 
of  the  cost  of  a  whole  aircraft,  a  buyer 
receives  all  the  benefits  and  tax  advan- 
tages but  not  the  operational  concerns 
and  overheads.  A  one-eighth  share 
gives  a  buyer  100  hours  of  occupied 
flight  time  a  year;  a  quarter  share,  200 
hours.  Fractional  owners  also  pay  a 
fixed  monthly  management  fee  plus 
direct  operating  costs  for  onboard  flight 
hours  (but  not  for  empty  return  flights). 
With  fractional  ownership,  you  buy  time 
and  productivity,  and  your  aircraft  is 
anywhere  you  are:  Owners  are  guaran- 
teed an  aircraft  at  their  disposal  from 
any  one  of  more  than  5,000  airports  in 
the  U.S.  In  addition,  owners  can 
exchange  hours  for  larger  or  smaller  air- 
craft or  call  for  two  planes  at  the  same 
time.  Demand  for  fractional  ownership 
is  enormous,  and  as  new  providers 
emerge,  market  interest  is  swelling 
even  further.  This  year  many  new  com- 
panies are  offering  a  refreshing  array 
of  unique  and  exciting  programs. 

Another  favorite  of  domestic  and 
multinational  companies  seeking 
greater  business  travel  efficiency  is 
the  corporate  shuttle  —  a  private, 


scheduled  flight  that  flies  directly 
between  a  company's  plants  and 
facilities.  Corporate  shuttles  can 
save  a  company  millions  of  hours 
and  tens  of  millions  of  dollars  a  year 
over  commercial  airfares. 

Business  aircraft  manufacturers 
have  also  addressed  the  needs  of  the 
dynamic  and  demanding  market  with 
an  abundance  of  new  products.  They 
have  recognized  that  business  travel- 
ers want  real-time  communications 
via  phone,  fax  and  data,  as  well  as 
business  news  and  financial  updates 
via  live  TV  or  satellite  connections  — 
all  the  time  and  from  anywhere  in  the 
world.  As  a  resuit,  they  have  made 
business  aircraft  not  just  timesaving 
transportation  tools,  but  also  com- 
fortable and  efficient  extensions  of 
the  office. 

WHAT  CAN  A  BUSINESS 
AIRCRAFT  DO  FOR  YOU? 
•  PRESERVE  PRECIOUS  TIME 

One  of  the  greatest  advantages  of 
a  business  aircraft  is  saving  time. 
Avoid  delays,  fly  direct  to  more  than 
5,000  communities  in  the  U.S.  alone 


and  land  just  minutes  from  your  fii 
destination.  A  typical  one-  to  two-h( 
trip  in  a  business  aircraft  could  tai 
four  hours  or  more  via  airlines 
road,  and  most  of  a  day  if  a  change 
planes  is  required. 

•  TRAVEL  ON  YOUR  SCHEDULE 
NOT  AN  AIRLINE'S 

With  a  business  aircraft  you  operj 
on  your  schedule  —  not  an  airline's, 
arrive  —  and  leave  —  when  you  needl 

•  MAKE  TRAVEL  TIME  USEFUL  TIN 

Business  aircraft  provide  a  seci 
environment  to  discuss  confidenl 
business  issues,  and  they're  desigij 
so  you  can  work  in  comfort  and  staj 
constant  touch.  In  addition,  the  qi 
cabin  is  a  perfect  environment 
which  to  think,  relax  and  rejuvenal 

•  SAVE  THE  MARRIAGE 

When  excessive  traveling  impal 
family  life,  employee  products 
declines.  By  eliminating  nights  av 
from  home  and  allowing  families  tc 
together  when  the  workday  er 
business  aircraft  can  have  an  imi 
tant  influence. 

•  TRAVEL  SAFELY  AND  SECURELY 

On  a  business  aircraft,  you  know 
and  what  are  aboard,  as  well  as  wh 
flying  the  plane  and  how  it  is  mi 
tained.  Furthermore,  statistics  pn 
that  business  aircraft  flown  by  a  i 
person  flight  crew  have  impecc. 
safety  records. 

These  are  just  a  few  of  the  bem 
that  business  aircraft  provide.  Reai 
and  learn  more  about  how  small 
large  companies  are  reaping  impor 
business  travel  advantages  thrc 
business  aircraft,  and  how  you, 
can  easily  obtain  these  benefits. 


NetJets: 
For  People 
Who  Value  Experience, 
Choice  and  Time. 


:e  Counts 

cecutive  Jet,  Inc.  introduced  the 
ctional  aircraft  ownership  program, 
zing  business  aviation  and  making 
ordable  than  ever  before.  This  year, 
are  than  180,000  flights  to  over  90 
d  support  our  NetJets  fractional 
ners.  You  buy  only  what  you  need 
jr  transportation  requirements. 
|  costs  and  a  buyback  of  your  asset 
teed. 

latter 

ers  12  different  types  of  the  world's 
;t  and  most  reliable  light,  midsize  and 
aircraft  to  meet  our  owners'  varying 


needs.  In  2000,  we  will  operate  over  330  aircraft 
to  support  our  NetJets  owners.  Since  1997, 
NetJets  has  ordered  40%  of  the  world's  business 
jets  (over  600  aircraft  worth  $13  billion). 

Time  Counts 

NetJets  owners  gain  time  and  efficiency  while 
balancing  their  business  and  personal  lives. 
NetJets  programs  are  available  in  the  U.S., 
Europe  and  the  Middle  East.  Owners  can  fly  in 
any  NetJets  program  on  an  interchange  basis 
without  having  to  purchase  additional  shares. 

The  industry  Leader 

Since  1963,  we  have  gained  more  corporate 
aviation  experience  than  any  other  company. 
With  the  most  advanced  management  software 


system  in  corporate  aviation,  NetJets  provides 
you  with  the  world's  most  personalized  service. 
Benefit  from  our  experience...  have  more  aircraft 
choices...  and  gain  valuable  time.  Choose  NetJets 
and  find  out  how  affordable  the  ultimate  in 
business  and  personal  transportation  can  be. 

1-800-821-2299 

www.netjets.com 

NetJets^ 


The  pioneer  and  worldwide  leader  in 
fractional  aircraft  ownership.1"' 

Executive  Jet  is  a  Berkshire  Hathaway  Company 


WE  NEVER  CLOSE 

InnCal 

Carl  Thompson  keeps  busy.  From 
his  headquarters  in  Stockton, 
Calif.,  Thompson  keeps  close  tabs  on 
his  small  chain  of  11  hotels,  shopping 
centers  and  a  Home  Depot  that  is  under 
construction.  "We  are  a  small  company 
and  everyone  must  operate  at  maxi- 
mum efficiency,"  says  Thompson,  who 
works  with  a  headquarters  staff  of  15 
and  is  on-call  24  hours  a  day,  but  his 
Cessna  Citation  V  Ultra  business  jet 
allows  him  to  take  the  job  in  stride. 

Shuttling  regularly  between  Mon- 
terey, Santa  Cruz,  Reno,  Los  Angeles 
and  Stockton,  Thompson  provides 
backup  support  to  office  staff,  visits 
with  managers  and  brings  needed 
equipment  and  maintenance  expertise 
to  the  hotels,  which  are  dotted 
throughout  Nevada  and  California. 
"Sometimes,  when  we  can't  wait  for 


FedEx,  we  use  the  aircraft  as  a  sports 
utility  vehicle  loaded  with  supplies," 
says  Thompson.  It's  an  18-minute  flight 
to  Monterey,  compared  with  a  two-and- 
a-half-  or  three-hour  road  trip.  "Flying  in 
our  jet  is  the  only  way  we  can  be  in  two 
places  at  once,"  he  adds. 

ADDING  HOURS  TO  THE  DAY 

Thompson  states  that  if  it  weren't 
for  the  airplane,  he  never  would  have 
embarked  on  such  an  ambitious 
expansion  plan  for  the  company. 
Sacramento,  the  closest  commercial 
airport,  is  an  hour  away.  Even  the  best 
commercial  schedule  to  anywhere 
takes  a  half  to  a  full  travel  day  and 
nearly  as  long  as  the  road  trip.  "You 
could  wear  yourself  out  in  no  time." 
says  Thompson.  Los  Angeles,  five 
hours  away  by  airline,  takes  55  min- 


utes in  the  Citation.  "That's  a 
difference,"  he  notes. 

In  a  business  where  there  ai 
enough  hours  in  the  day,  the  airr. 
adds  vital  flexibility.  "We  can  f 
Monterey  in  the  morning,  Reno  in 
afternoon  and  be  in  Stockton 
evening,"  says  Thompson.  "Thi< 
terrific  time-saver  and  a  wond 
business  tool.  You  get  a  lot  of  plea 
starting  the  day  knowing  that  yoi 
accomplish  so  much." 


BUILDING  ON  A  GREAT  IDEA 

Flight  Options 


Just  two  years  ago  Cleveland,  Ohio- 
based  Flight  Options  was  the 
newest  company  in  the  highly  com- 
petitive fractional  ownership  market. 
Today  it's  one  of  the  hottest.  "We  are 
flying  at  the  rate  of  about  60,000 
hours  per  year,"  says  company  Presi- 
dent Kenn  Ricci.  Flight  Options  offers 
fractional  shares  in  a  fleet  of  pre- 
owned,  completely  refurbished  busi- 
ness jets  —  six  different  aircraft  in 
fact,  including  the  Bombardier  Chal- 
lenger 601,  the  Dassault  Falcon  50, 
the  Raytheon  Beechjet  400A  and 
midsize  Hawker  800,  and  the  Cessna 
Citation  II  and  midsize  Citation  III.  In 
addition,  Ricci  has  taken  a  bold  step 


forward  by  offering  fractional  shares 
in  new  versions  of  the  Fairchild 
Dornier  Envoy  7,  an  aircraft  that 
boasts  a  cabin  as  huge  as  the  largest, 
ultra-long-range  business  jets. 

What  is  driving  the  interest  in  frac- 
tional ownership?  "I  believe  it's  the 
simplicity  of  the  operation  that  makes 
it  so  attractive,"  says  Ricci.  "It's  easy 
to  understand,  and  although  it  may  not 
be  the  least  expensive  way,  it's  a. 
simple,  straightforward  program  where 
all  costs  are  known  in  advance." 

Flight  Options'  own  success,  Ricci 
believes,  has  to  do  with  added  value. 
For  a  price  similar  to  a  fractional  share 
in  a  new,  small-cabin  aircraft,  Flight 


Options  customers  can  purcha 
share  in  a  fully  updated,  pre-owne 
craft  with  a  much  larger  cabin 
coast-to-coast  range.  There  is 
another  advantage,  says  Ricci. 
can  buy  on  the  used  market  whc 
need  today  without  having  to  wa 
airplanes  to  come  off  produt 
lines."  Even  with  heavy  demand, 
is  able  to  place  customers  in  ai 
plane  within  four  months  or  less. 

BUYING  TIME 

In  addition  to  a  profusion  of 
Flight  Options  customers,  Ricci  re 
a  considerable  increase  in  the  nu 
of  hours  each  customer  purchasi 


well  as  an  increase  in  the  purchase  of 
multiple  shares  in  different  aircraft. 
"People  are  realizing  the  tremendous 
benefits  of  business  aviation  and  uti- 
lizing this  opportunity  as  much  as  they 
can,"  he  says. 

Flight  Options  will  be  the  first  to  offer 
fractional  shares  in  the  Fairchild  Dornier 
Envoy  7.  The  aircraft,  with  its  60-foot- 
long,  16-seat  cabin  and  transatlantic 
range,  can  accommodate  conference, 
meeting,  galley  and  stateroom  areas. 


Ricci  believes  that  the  highly  functi 
aircraft  will  have  significant  appe.l 
European  travelers.  However,  he  p 
to  provide  other  aircraft,  which  are 
ideally  suited  for  short  distances  ac 
the  continent,  for  passengers  once 
arrive  in  Europe.  Also  in  the  wings 
international  program  designed  sp 
cally  for  U.S.  fractional-share  ow 
abroad.  Still  in  the  planning  sts 
Ricci  says  it  will  be  organized  b\ 
time  his  first  Envoy  7  arrives  in  20 


AT  YOUR  SERVICE 

The  Hudson  Companies 


Located  in  Troy,  Ala.,  The  Hudson 
Companies,  with  500  employ- 
ees, comprise  a  food  manufacturing 
and  transportation  business  that  sup- 
plies restaurants  throughout  the 
country.  Years  ago.  the  company  pur- 
chased a  turboprop  aircraft,  but  it 
was  discouraged  by  the  operational 
overhead.  Paul  Hudson,  chairman  and 
chief  executive  officer,  wanted  the 
services  a  business  aircraft  could 
provide  but  not  the  headaches  or  the 
large  capital  investment.  "There  is 
not  a  lot  of  access  to  major  airports 
where  we're  located,  so  you  spend  a 
lot  of  time  traveling  to  a  place  just  to 
catch  an  airline  flight,"  he  says. 

"Flight  Options  solved  a  significant 
problem  for  us,"  adds  Hudson,  who  pur- 
chased 200  hours  of  jet  time  —  a  one- 
quarter  share  —  in  a  Cessna  Citation  II, 
although  he  regularly  exchanges  hours 
for  the  Raytheon  Beechjet  and  midsize 
Hawker.  "The  type  of  plane  you  buy  is 
not  an  issue.  It's  the  fact  that  you  can 
fly  the  aircraft  best  suited  to  your  needs. 
It  just  may  cost  a  little  more  to  do  it." 
Essentially,  Hudson  has  three  planes  for 
the  cost  of  a  fraction  of  one. 


Hudson's  closest  commercial  airport 
is  in  Montgomery,  Ala.,  which  requires 
an  hour-and-a-quarter  road  trip,  plus  a 
flight  to  Atlanta  to  connect  to  anywhere 
else.  "We  have  a  facility  in  Stuart,  Fla.," 
he  explains.  "It's  a  seven-  or  eight-hour 
trip  Dy  airline,  but  with  our  own  jet,  we 
can  fly  direct  from  the  local  airport  in 
Troy  and  land  in  Stuart  an  hour  and  15 
minutes  later." 

KEEPING  IN  TOUCH  WITH 
CUSTOMERS 

Division  and  senior  managers  use  the 
aircraft  frequently  to  visit  customers 
and  the  Stuart  plant 
and  to  bring  cus- 
tomers to  Hudson 
facilities.  "Our  people 
can  go  back  and 
forth  to  these  differ- 
ent locations  with 
ease,  and,  depending 
on  how  many  are 
traveling  and  how  far. 
we  can  use  an  air- 
craft with  more  room 
or  greater  range." 
remarks  Hudson.  His 


managers  also  have  the  flexibility  to 
two  airplanes,  going  to  different  pi 
at  the  same  time  —  something! 
can't  do  with  one  of  your  own.  "Th 
a  tremendous  benefit,"  he  says. 

What  about  the  cost?  Hu< 
emphasizes  that  it  isn't  a  questi« 
cost.  "It's  a  question  of  value, 
says.  "Who  can  afford  to  spend 
days  traveling  to  accomplish 
day's  work?  If  we  can  fly  out  ir 
morning,  work  a  full  day  and  get  I" 
that  evening,  we  multiply  our  pre 
tivity  by  three  —  it's  a  major  cor 
ience  and  a  time-saver." 


SHRINKING  TIME  AND  SPACE 

■toeing  Business  Jets 


"Void  the  moment  the  Boeing  Busi- 
.  ness  Jet  (BBJ)  was  announced, 
Jers  for  it  have  been  increasing  at  a 
te  that  surprised  even  Boeing.  The 
5J  is  a  product  of  the  global  econo- 
/,  designed  for  companies  that  see 
b  value  of  shrinking  time  and  space, 
e  aircraft,  a  derivative  of  the  Boeing 
>7-700  airliner,  has  a  range  roughly 
9  distance  between  Tokyo  and  New 
Irk  City,  which  means  it  can  fly  any- 
lere  in  the  world  with  a  maximum  of 
single  refueling  stop, 
fhe  high-tech  BBJ  cabin  was  specif- 
illy  designed  for  flights  that  will  keep 
aloft  for  up  to  14  hours,  and  it 
;ludes  a  dizzying  array  of  voice,  data 
d  fax  communications;  DVD  players; 
e  TV;  real-time  news,  weather  and 
orts  updates;  computer  networking 
pability;  and  the  newest,  most  capa- 
;  satellite  communications  technol- 
iy.  Aloft  or  on  the  ground  anywhere 
the  planet,  passengers  will  have 
ery  office  and  boardroom  conven- 
ice  available,  and  a  great  deal  more, 
rhis  new  corporate  jetliner  offers  cus- 
ners  tremendous  design  flexibility, 
owing  for  16  to  46  seats,  private 
ices,  relaxation  space  and  meeting 
;as,  and  dining  and  sleeping  areas, 
e  BBJ  is  a  great  deal  more  than  an 
plane:  it's  an  all-in-one  airborne  office 
Ite,  hotel,  restaurant,  communica- 
f\s  center  and  globe-straddling  trans- 
lation tool. 

3oeing  Business  Jets  President 
rrge  Boeskov  feels  that  in  addition 
Kits  top-level  executive  role,  there  is 
bo  a  niche  for  the  BBJ  as  a 
fmsoceanic  corporate  shuttle.  The 
lie  raft,  configured  for  as  many  as  46 
rssengers,  would  be  ideally  suited 


for  direct,  nonstop  flights  between 
transatlantic  locations,  offering  first- 
class  comfort  levels,  considerable 
time-savings  and  greatly  enhanced 
passenger  productivity.  It  would  also 
eliminate  debilitating  and  inconven- 
ient plane  changes. 

STOCKHOLDER  VALUE 

"Our  intention  from  the  start  was  to 
build  a  family  of  airplanes,"  says 
Boeskov.  "It  is  just  growing  faster  than 
we  expected."  Overwhelming  demand 
prompted  Boeing  to  announce  a  follow- 
up  version  called  the  BBJ-2.  The  new 
model  offers  25%  more  cabin  space 
than  its  sibling,  four  times  the  baggage 
area  and,  amazingly,  only  slightly  less 


range,  making  nonstop  flights  between 
the  Middle  East  and  anywhere  in  Asia, 
Africa  or  Europe  routinely  possible. 

Even  before  the  BBJ-2  reaches  the 
market,  Boeskov  is  discussing  a  BBJ-3, 
which  might  be  based  on  the  Boeing 
757  airliner.  "We  are  also  looking  at 
the  potential  for  a  supersonic  business 
jet,"  he  adds. 

Companies  with  global  business 
interests  want  to  travel  in  teams  of  six 
or  eight  people,  says  Boeskov.  "They 
want  to  have  the  same  capability  that 
they  have  at  the  corporate  office. 

"The  second  thing  is  that  these 
airplanes  may  be  flying  for  12  to  14 
hours,  and  you'll  want  to  do  some 
work,  have  dinner,  sleep  properly  in 


DIRECT  FLIGHTS  NOW 


www,  flex  jet,  com 


AVAILABLE  TO  THE  MIDDLE 
OF  NOWHERE 


With  access  to  over  5,000  airports  and 
schedules  designed  around  your  specific 
business  needs,  fractional  owners  of 
Learjet®  and  Challenger®  business  jets 
can  operate  from  virtually  anywhere.  We 
offer  the  most  complete  range  of  latest 
technology  aircraft  available  today.  So 
while  there  may  be  other  options  to 
Flexjet,  there  can  only  be  one  choice. 
Flexjet.  For  more  information  on  the 
many  affordable  benefits  of  fractional 
ownership  and  our  unprecedented  level 
of  personal  service  and  attention  t 
detail,  call  1-800-FLEXJET. 


BOMBARDIER 

AEROSPACE 


Flexjet  is  a  Bombardier  Aerospace  program. 


a  real  bed  and  nave  a  shower  before 
you  land  and  be  ready  to  go  when 
you  arrive,"  he  says.  Global  flights  in 
the  BBJ  could  i  educe  international 
trips  to  perhaps  four  days,  instead  of 
eight  or  nine  days  in  a  conventional 
long-range  aircraft.  If  a  group  of  top- 
level  global  executives  can  save 
their  enterprise  30  to  40  days  a 
year,  that's  real  stockholder  value, 
concludes  Boeskov. 


GLOBAL  BUSINESS  DEMANDS  INTENSIVE  TRAVEL 

United  Technologies  Corporation 


United  Technologies  Corporation 
(UTC),  which  is  based  in  Hart- 
ford, Conn.,  has  more  than  $24  billion 
in  revenues,  1,900  locations  in  183 
countries  and  division  headquarters 
throughout  its  home  state.  Its  execu- 
tives must  move  with  the  utmost  effi- 
ciency. That's  one  of  the  reasons  the 
company  operates  eight  business  air- 
craft, including  two  Sikorsky  helicop- 
ters, three  Raytheon  Hawkers,  a 
Cessna  Citation,  two  global-range 
Gulfstreams  and  a  three-eighths  share 
in  an  Executive  Jet  NetJets  Raytheon 
Hawker  1000. 

The  aircraft  are  used  by  top  man- 
agement for  "on-demand,  senior- 
level,  strategic  use  only,"  says 
Steven  Brechter,  vice  president  and 
general  manager  of  UTFIight,  the 
company's  in-house  aviation  depart- 
ment. Executives  from  UTC  head- 
quarters or  the  Hamilton  Sundstrand, 
Pratt  &  Whitney,  Sikorsky,  Otis  and 
Carrier  divisions  fly  thousands  of 
hours  annually.  They  call  upon 
UTFIight  when  they  need  to  move 
quickly.  A  trip  might  be  planned 
weeks  in  advance  or  pop  up  on  two 
hours'  notice.  "There  is  no  pre- 


dictability and  that's  the  essential 
advantage  of  business  aviation," 
says  Brechter. 

Because  the  divisions  are  geo- 
graphically separated,  Brechter  also 
uses  the  NetJets  Hawker  to  eliminate 
empty  positioning  flights.  "For  trips 
that  don't  originate  or  terminate  here, 
the  fractional  share  is  the  perfect 


days  back."  Using  the  company  I 
copter,  executives  can  be  in  New 
City  in  less  time  than  a  crosstown  c 
mute.  At  UTC's  senior  level,  s 
Brechter,  that  time  is  priceless. 

While  some  believe  the  Inter 
Age  will  temper  the  need  to  tra 
Brechter  disagrees.  "Senior  exe 
tives  do  business  the  traditional  y 


"We  can  take  a  five-day  airline  trip,  convert 
two  or  three  days  on  a  corporate  aircraft  an 
the  executive  two  days  back. " —  Steven  Bre 
Vice  President  and  General  Manager,  UTFIight 


answer,"  he  says.  "It  is  an  essential 
supplement  to  the  flight  operation." 
The  NetJets  aircraft  is  also  used 
during  peak  demand  periods  when  the 
other  aircraft  are  unavailable. 

AS  TIME  GOES  BY 

"We  are  here  to  create  time  when 
it's  needed  most,"  Brechter  points  out. 
"We  can  take  a  five-day  airline  trip,  con- 
vert it  to  two  or  three  days  on  a  corpo- 
rate aircraft  and  give  the  executive  two 


by  meeting  face  to  face.  They  b 
long-term  relationships  by  getting 
there  and  visiting  with  the  custom 
he  says.  "Face-to-face  relations!- 
build  trust.  You  just  don't  close  bill 
dollar  deals  with  e-mail." 

With  the  company's  vast  overs 
business  interests,  its  Gulfstream 
and  Gulfstream  GIV  are  pressed 
intercontinental  service  regularly.  E| 
pean  and  Asian  trips  cover  several  ci 
and  return  in  a  few  days,  Brechter  sj 


You  won't  see  it  in  a  novel  by  H.G.  Wells.  But  you  will  find  it  all  over  today's  record 
books.  The  fastest  aircraft  ever  built  for  business  is  so  swift,  it  is  measured  against  the  forces 
of  nature  itself.  At  Mach  .92,  the  Citation  X  flies  just  8/100ths  below  the  speed  of  sound. 

What  could  you  do  with  that  kind  of  speed?  What  if,  instead  of  being  a  slave  to  time, 
you  could  become  its  master?  What  sort  of  extraordinary  things  could  you  accomplish  if 
being  in  two  places  at  once  were  very  nearly  within  your  reach? 

We  have  answers.  Let's  make  the  time  to  talk  about  them.  Call  1-800-4-CESSNA. 
Or  go  to  www.CitationX.Cessna.com. 


Cessna 

A  Textron  Company 


"Our  executives  see  as  many  cus- 
tomers and  make  as  many  stops  as 
possible  in  the  r-ncrtest  time." 

En  route  time  aloft  is  productive 
time.  "We  have  outlets  to  power  lap- 
tops, data  ports,  telephone  and  fax 
capability  and  printers,  so  the  cabin 
becomes  a  self-contained  work  envi- 
ronment. They  can  do  just  about  any- 
thing that  they  can  do  in  their  office," 
says  Brechter.  The  Gulfstream's  large 


cabin  is  also  a  secure  environment  for 
confidential  discussions  that  would 
not  be  held  in  a  public  environment. 
In  addition,  Brechter  points  out,  exec- 
utives often  take  advantage  of  the 
quiet  cabin  to  think,  plan  and  expand 
their  minds.  It's  a  commentary  on  the 
fast-paced  business  world  on  the 
ground,  which  leaves  precious  little 
time  for  strategic  planning  and  long- 
range  thinking. 


REVOLUTIONIZING  BUSINESS  TRAVEL 

Executive  Jet  Inc. 


When  he  created  Executive 
Jet's  NetJets  fractional  own- 
ership program  over  a  decade  ago, 
Richard  Santulli  revolutionized  access 
to  the  advantages  of  business  air- 
craft. He  made  business  aircraft  ben- 
efits affordable  and  allowed  compa- 


nies to  expand  their  horizons  and 
better  manage  their  time.  Last 
year  alone,  NetJets  owners  logged 
250,000  worldwide  flights. 

Today,  Executive  Jet  remains  the 
largest  and  most  diversified  fractional- 
share  provider,  offering  10  aircraft 


types  ranging  from  the  entry-l 
Citation  V  Ultra  to  the  ultra-long-r. 
Gulfstream  GV  and  the  Boeing  E 
ness  Jet.  Two  outstanding  new 
craft  will  be  available  shortly: 
Raytheon  Hawker  Horizon  and  Ce. 
Citation  Sovereign. 

Explosive  interest  in  fractional 
ership  continues,  and,  althougl 
overwhelming  percentage  of  Net 
customers  are  first-time  buyers,  n 
are  opting  for  larger,  faster  and  lor 
range  aircraft.  These  custon 
require  the  timesaving  capability, 
they  only  need  a  limited  numbe 
flight  hours  annually.  Fractional  c 
ership  makes  it  possible  to  buy  ex 
ly  what  they  need. 

MYRIAD  ADVANTAGES 

Today's  business  jet  is  also  a  g 
deal  more  than  a  timesaving  trs 
portation  tool.  The  high-speed  pac 
business  demands  an  airborne  w 
ing  environment,  and  NetJets 
tomers  underscore  that  point 
demanding  business  tools  that  al 
them  to  be  much  more  effective  w 
they  travel.  En  route  Internet  acc 
is  essential,  so  all  NetJets  aircraft 


LET  US  RE-INSERT  A 
LONG  FORGOTTEN  WORD 
INTO  YOUR  VOCABULARY... 


pped  with  computer  ports  in  addi- 

j  to  conventional  flight  phones.  The 

|er  intercontinental  aircraft  have 

fellite  communications,  allowing 

Kant  voice,  data  and  fax  capabili- 

round  the  world. 
I 

|ie  new  NetJets  aircraft  are  equally 
equipped  with  the  latest  flight-deck 
nology  for  safety  and  efficiency.  But 
latter  how  sophisticated  the  tech- 
gy,  there  is  nothing  more  important 
i  a  well-trained  flight  crew:  All  Net- 
pilots  undergo  rigorous  airline- 
idard  training  regimens  for  a  mini- 
i  of  22  days  annually. 
;ecutive  Jet's  exponential  growth 
i  market  that  appears  without  limit 
now  global.  After  successfully 
iiblishing  fractional  ownership  pro- 
ps in  Europe  and  the  Middle  East, 
;company  is  contemplating  new 
>s  such  as  the  Far  East/Pacific 
j  and  South  America.  The  interna- 
ial   programs   provide  NetJets 
lers  with  a  distinct  advantage. 
ks  can  be  exchanged  for  use  of  air- 
It  in  any  part  of  NetJets'  world, 
ph  means  that  an  owner  in  the 
I  could  travel  to  Europe  or  the 
die  East,  and  then  use  a  NetJets 
iraft  to  reach  thousands  of  loca- 
ls that  are  often  inaccessible 
ugh  commercial  means.  Owners 
abroad  have  equal  access  to  the 
,-e  U.S.-based  NetJets  Fleet, 
jet  Jets'  success  has  not  only 
j.'n  the  attention  of  Warren  Buffett, 
purchased  the  company  two 
is  ago,  but  it  has  also  encouraged 
iod  of  competitive  offerings.  While 
Berkshire-Hathaway  acquisition 
I  considerable  financial  resources, 
jjring  the  company's  continued 
j/th,  the  competitive  presence  only 
oer  substantiates  the  value  of  frac- 
tal ownership. 


FEW  THINGS  CAN  COMPARE  TO  FLYING  IN  YOUR  OWN  BUSINESS  JET.  AND,  IF  YOU  COUPLE  THAT  FEELING 
WITH  THE  MOST  RESPECTED  NAME  IN  AVIATION  SERVICES. .  .AND  THEN  ADD  GREAT  PRICING,  YOU  GET 
THE  MOST  COMPETITIVE  OFFERING  IN  THE  INDUSTRY.  THAT'S  WHAT  JETONE  IS  DOING  RIGHT  NOW. 
With  fractional  jet  ownership  from  JetOne,  you  purchase  a  portion  of  the  jet  that  best  fits  your  flight 
needs.  And  you  get  flight  operations  from  DaimlerChrysler  Aviation,  the  company  that's  served 
Heads  of  State,  entertainment  luminaries,  and  business  leaders,  flawlessly,  for  36  years.  Contact 
JetOne  today. 

Simply,  the  best  value  in  the  business. 

VALUE  PRICING, 

PREMIUM  PERFORMANCE 


Flight  Operations  provided  by: 

DaimlerChrysler 


www.jetone.com 
877-G0.JET0NE  (465.3866) 


ON  THE  FAST  TRACK  TO  NEW  BUSINESS  OPPORTUNI 

Marino  (Capital 


TT\  oger  Marino  embodies  the  entre- 
XVpreneurial  spirit  of  the  computer 
age.  After  co-founding  Boston-based 
EMC  Corporation,  a  leader  in  com- 
puter data  storage  technology, 
Marino  retired  —  but  only  briefly.  He 
purchased  the  Pittsburgh  Penguins 
ice  hockey  team,  sold  it  a  few  years 
later  and  launched  Marino  Capital,  a 
venture  capital  company  focused  on 
high-tech  startups. 

During  the  Penguins  years,  Marino's 
high-frequency  commute  between 
Boston  and  Pittsburgh  was  grueling. 
Flight  schedules  rarely  matched  the 
Penguins'  game  schedule,  and  the  hour- 
plus  drive  to  the  airport  only  exacer- 
bated Marino's  disenchantment  with 
commercial  airline  service.  He  turned 
to  Executive  Jets'  NetJets  fractional 
ownership  program  for  critical  travel 
solutions,  and  purchased  a  one-eighth 
share  —  100  hours  —  in  a  Cessna  Cita- 
tion V  Ultra,  a  one-sixteenth  share  in 
a  Raytheon  Hawker  800XP  and  a  one- 
sixteenth  share  in  a  Gulfstream  GIV  SP. 

Now  he  drives  right  up  to  the  air- 
plane at  the  local  airport  just  min- 
utes away.  "You're  on  board  in  a 
minute  and  taxiing  out  a  minute 
later.  When  you  land,  a  car  picks  you 
up  and  there  is  no  waiting,"  says 


Marino.  "The  benefits  are 
just  one  right  after  anoth- 
er, but  until  you  try  frac- 
tional ownership,  you 
can't  begin  to  realize  all 
of  the  advantages.  I  can 
leave  when  I  need  to,  and 
I'm  not  pressured  by  an 
airline  schedule." 

A  WINNING 
COMBINATION 

As  owner  of  the  Pitts- 
burgh Penguins,  Marino 
would  fly  in  his  Citation  or  Hawker, 
arrive  in  time  for  the  game  and  return 
that  night.  "Flying  commercially,  I 
would  either  miss  the  game,  or  see 
the  game  and  come  home  the  next 
morning.  The  time-saving  is  phenom- 
enal," he  says.  On  his  own  jet,  he  can 
be  in  Pittsburgh  in  less  time  than  it 
takes  to  drive  across  Boston. 

"With  my  three  shares,  I  have  a 
choice  of  airplanes,  depending  on 
where  I'm  going  and  how  many  are 
traveling  with  me,"  says  Marino.  "I  can 
also  use  any  other  aircraft  in  the  Net- 
Jets  fleet,  depending  on  what  I  need." 

Recently,  Marino  launched  a  film 
that  will  be  shot  in  Italy.  "We  are 
filming  near  Venice,  and  with  the 


Gulfstream  I  can  fly  direct,  whi 
impossible  on  international  corr 
cial  flights."  Requiring  him  to  fly 
New  York,  then  Rome  and  fi 
Venice,  the  commercial  option  v 
double  Marino's  traveling  time. 

With  plans  for  extended  s 
abroad,  Marino  will  also  take  a« 
tage  of  the  NetJets  Europe  prog 
"That's  the  tremendous  bonu 
me,"  he  says. 

Multiple  business  interests  ! 
Marino  on  a  fast  track.  "With 
tional  ownership,"  he  underscc 
"it's  the  inherent  flexibility  tr 
so  important  to  me.  I  can  ch; 
my  plans  whenever  I  need  to, 
that's  vital." 


BRANCH  OFFICE  IN  THE  SKY 

Fair  child  Dornier 


Fairchild  Dornier,  well  known  in  the 
airline  world  for  its  growing  family 
of  fine  regional  jetliners,  has  taken  off 
in  the  corporate  world  in  a  big  way. 
From  its  32-seat  turboprop  came  the 
highly  popular  regional  jetliner  called 


the  Dornier  328JET,  which  Fairchild 
Dornier  skillfully  transformed  into  the 
corporate  Envoy  3.  With  its  spacious 
interior,  which  can  accommodate  an 
extensive  variety  of  layouts,  the  Envoy 
3  becomes  a  true  corporate  airborne 


office  suite.  Seating  can  vary 
12  passengers,  arranged  in  sepc 
areas,  to  a  23-  or  even  32-passe 
corporate  shuttle.  A  quick-chs 
interior  is  also  possible,  enabling 
aircraft  to  operate  as  a  shuttle  t« 


TRAVEL  TIME  SHALL 


NOT  BE  WASTED  TIME. 


It's  time  for  a  new  way  to  fly. 


%5  .  ~*£  - 


The  new  global  economy  has  put  undue  pressure  on  business  travelers  to  perform  at  a  much 
higher  level.  A  level  that  demands  efficient,  flexible-  travel  options.  And  that's  where 
FlightTime.com  is  your  greatest  asset.  Our  global  programs  offer  customized  solutions  to 
.meet  your  company's  needs.  It's  like  a  "virtual  private  airline"  at  your  fingertips.  24-hour  online 
access  to  a  full  range  of  aircraft  from  Learjets  to  Boeing  Business  Jets.  And  unique  to  the 
industry  is  FlightTime's  Freedom  Plan,  offering  guaranteed  availability  and  "occupied  hours"  pric- 
ing with  no  ownership  costs.  With  1 5  years  of  experience  and  a  keen  understanding  of  the  needs 
of  today's  stressed-out  business  traveler,  it's  no  wonder  FlightTime.com  is  the  way  to  work. 

US  1  888  CHARTER     WWW.FIightTime.COITI     Europe  +44  (0)207  405  0077 


®  FlightTime.com 

THE  WAY  TO  WORK 


and  become  a  12-passenger  flying 
boardroom  tomorrow. 

Because  of  ics  cabin  size  and  con- 
figuration flexibility,  the  Envoy  3  is  ide- 
ally suited  for  business.  It  provides 
space  to  move  around  in  as  well  as 
separate  work,  meeting  and  dining 
areas,  all  of  which  are  equipped  with 
entertainment  and  communications 
technology  that  are  second  to  none.  In 
addition,  the  Envoy  3  flies  at  airliner 
speeds  with  a  range  of  up  to  2,300  sm 
(statute  miles)  depending  on  its  load. 
Despite  its  size,  the  aircraft  can  land 
at  local  airports  typically  available  only 
to  much  smaller  jets,  which  translates 
into  extraordinary  travel  flexibility. 

SPACE,  RANGE,  RELIABILITY 

Johnson  Controls  Incorporated,  which 
has  operated  corporate  shuttles  for 
more  than  20  years,  recently  acquired 
a  Dornier  328JET  with  a  quick-change 
interior.  The  shuttle  will  fly  on  as  many 


as  nine  flights  daily  in  a  32-seat  airline 
configuration  and  convert  to  a  16-seat 
executive  interior  when  needed.  The 
transformation  can  be  done  overnight. 
Evolving  from  a  regional  airliner  her- 
itage, both  the  328JET  and  the  Envoy  3 
were  designed  for  intense  utilization 
many  times  greater  than  typical  corpo- 
rate use.  Johnson  Controls  was  partic- 
ularly attracted  to  the  aircraft  because 
it  needed  the  combination  of  high  com- 
fort levels  and  airliner  reliability. 

Based  on  the  success  of  the  Envoy 
3,  Fairchild  Dornier  has  taken  an  even 
bigger  step  —  transforming  its  72-pas- 
senger  jetliner  into  the  corporate 
Envoy  7.  The  larger  sibling  has  a 
transoceanic  range  of  4,500  sm, 
which  is  equivalent  to  the  distance 
between  New  York  City  and  Rome.  The 
Envoy  7  also  offers  extraordinary  cabin 
possibilities.  A  typical  interior  might 
include  a  conference/dining  table  with 
seating  for  six,  a  separate  area  with  a 


divan,  additional  areas  with  club  seat- 
ing, a  fuli-service  galley  and  private 
staterooms  with  a  shower. 

With  the  addition  of  stereo  sound 
systems,  CD,  DVD  and  cassette  play- 
ers, and  an  array  of  high-tech  business 
tools  to  rival  any  office  on  the  ground, 
the  Envoy  7  is  focused  on  productivity. 
It  is  essentially  a  branch  office  that  canl 
be  taken  anywhere.  Cleveland-basedi 
Flight  Options  ordered  25  Envoy  7s  for) 
its  fractional  ownership  program. 


CREATING  COST-EFFECTIVE  ONE-WAY  CHARTERS 

eBizfets 


EBizJets  is  transforming  business 
aviation  charter.  Through  a  poten- 
tial network  of  a  thousand  or  more  air- 
craft, available  through  top-quality  char- 
ter operators,  eBizJets  is  bridging  the 
gap  between  fractional  ownership  and 
charter  with  one-way  flights  at  one-way 
prices,  guaranteed  reliability  and  no 
monthly  fees  or  long-term  investment. 

"The  driving  force,"  says  eBizJets 
President  Jeff  Creed,  "is  the  recogni- 
tion that  fractional  ownership  is  very 
attractive  because  it  offers  one-way 
travel  when  and  where  one  needs  it, 
but  it  has  a  downside  —  a  capital 
investment,  monthly  management  fees 
and  a  commitment  to  a  specified 


number  of  annual  flight  hours."  eBiz- 
Jets eliminates  the  capital  investment, 
monthly  fees  and  long-term  commit- 
ment, therefore  adding  greater  flexi- 
bility to  these  business  travel  options. 

Creed  saw  that  thousands  of  busi- 
ness travelers  acknowledge  the  pro- 
ductivity and  timesaving  benefits  of 
private  jet  transportation,  but  are  dis- 
suaded by  the  major  investment  that 
fractional  ownership  requires,  and  are 
put  off  by  the  high  cost  of  conventional 
charter  when  priced  on  a  rcund-trip 
basis.  eBizJets  solves  that  dilemma  by 
taking  advantage  of  the  hundreds  of 
unoccupied,  one-way  flights  available 
daily  in  the  nationwide  charter  market. 


Working  with  a  preferred  group  of  chari 
ter  firms  with  established  records  foi 
quality,  service,  safety  and  reliability} 
eBizJets  offers  those  empty  flights  tc 
its  own  customers  at  preferential  rates 
Available  flights  are  listed  on  the 
eBizJets.com  Web  site,  but  even  if  i 
route  doesn't  appear  in  the  listings,  viri 
tually  any  route  can  be  organized.  B\ 
speaking  to  an  eBizJets  custome 
service  representative  on  the  compa 
ny's  24-hour  800  number,  traveler; 
can  learn  that  a  flight  from  Miami  i 
New  York,  for  example,  might  be  wel 
suited  for  someone  flying  betweei 
Savannah  and  Philadelphia,  since  thi 
aircraft  will  cover  that  same  route. 


GLOBAL  EXPRESS 


IN  FACT,  IT'S  THE  ULTIMATE  BUSINESS  JET. 


INSIDE,  YOU'LL  KNOW  WHY. 

Step  inside  the  Global  Express*  and  you'll  know  why  it's  the  ultimate  business 
aircraft.  No  other  business  jet  offers  a  cabin  environment  that  so  succinctly 
addresses  the  needs  of  global  travel.  The  fact  is,  the  Global  Express  is  the  only 
business  jet  designed  specifically  for  the  needs  of  the  21st  century.  Providing 
personal  space  that's  optimized  for  the  utmost  in  comfort  and  productivity. 
And  the  proven  advantages  of  advanced  technology.  In  fact,  the  Global  Express 
has  set  world  records  in  speed,  range  and  performance.  Ultimate  productivity. 
Ultimate  performance.  The  Global  Express. 


BOMBARDIER 


BOMBARDIER 

AEROSPACE 


i  out  more.  In  North  America,  call  1-80Q-2Ba-0D3Q.  Elsewhere,  call  C514]  B55-"7B3B.  www.aero.bombardier.com 
tered  trademark  of  Bombardier  Inc.  ©  2000  Bombardier  Inc.  All  rights  reserved.  Ask  us  about  Smart  Parts  Plus. 
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ADDED  VALUE 

While  the  occasional  charter  cus- 
tomer will  pay  a  rate  considerably 
lower  than  the  round-trip  cost,  the  price 
may  necessarily  include  a  positioning 
charge  to  accommodate  the  itinerary. 
To  help  further  reduce  costs  and  add 


value,  eBizJets  created  the  Worldwide 
Travel  Card  ProgramSM. 

The  plan  is  simple.  Customers  make 
a  fully  refundable  deposit  applied  as  a 
debit  balance  against  future  travel.  In 
return,  the  customer  receives  guaran- 
teed pricing  at  discounted  hourly  rates 
and  pays  only  for  the  time  aboard,  elim- 
inating the  positioning  costs  that  an 
occasional  charter  customer  might 
incur.  This  brings  yet  another  fraction- 
al ownership  advantage  to  charter. 

All  Travel  Card  Program  customers 
also  receive  a  fixed  number  of  free 
upgrades  to  larger  aircraft,  and 
accrue  more  free  upgrades  based  on 
the  number  of  trips  taken.  Companies 
can  purchase  eBizJets  Worldwide 
Travel  Cards  that  can  be  used  by  any 


authorized  travelers,  further  increa^ 
ing  the  availability  of  economics 
fixed-rate,  one-way  travel. 

Some  upgrades  accrue  by  chanc 
For  instance,  a  customer  may  requ 
a  midsize  jet,  but  a  larger  aircraft  mig 
be  more  readily  available  at  the  depa 
ture  airport.  This  arrangement  ma 
make  more  logistical  and  economii 
sense  for  eBizJets,  so  the  customfl 
accrues  the  advantage. 

eBizJets'  rapid  growth  since  it 
launch  three  years  ago  caught  th 
attention  of  the  Credit  Suisse  Firs 
Boston  private  equity  investmeri 
group.  Now  a  major  investor,  C red 
Suisse  First  Boston  provides  final! 
cial  stability  and  resources  for  col 
tinued  growth. 


LISTENING  TO  WHAT  THE  CUSTOMER  HAS  TO  SAY 

International  Paper 


International  Paper,  the  world's 
largest  paper  and  forest  products 
company,  is  headquartered  in  Purchase, 
N.Y.,  has  425  facilities  in  50  countries 
and  services  customers  in  130  nations. 
To  maintain  close  tabs  on  its  global 
operations  and  build  strong  customer 
relationships,  the  company  employs  a 
Dassault  Falcon  900  and  five  Falcon  50 
aircraft,  which  jointly  log  more  than 
3,000  flight  hours  annually.  The  planes 
are  available  to  anyone  with  a  need  to 
fly  and  approval  from  a  vice  president. 

"International  Paper's  success  is 
based  on  a  continuous  dialogue  with  its 
customers,  and  the  Falcons  provide  a 
tremendous  advantage  in  reaching 
them,"  says  Robert  Cassidy,  the  com- 
pany's chief  pilot.  "Because  of  the 
nature  of  our  business,  customers  and 
facilities  are  often  located  in  rural 
areas  and  smaller  communities  not 


well  served  by  airlines,  and  you  can 
lose  the  better  part  of  a  day  trying  to 
get  there  commercially,"  he  says.  "By 
using  the  smaller  airports  and  getting 
closer  to  where  our  people  need  to  go, 
we  can  add  hours  to  the  day.  The 
advantage  is  that  we  can  do  more  with 
fewer  people." 

The  flights  not  only  save  time,  they 
also  provide  a  highly  productive  envi- 


ronment for  completing  work  en  rout  I 
"On  any  flights,  the  briefcases  and  la 
tops  come  out,  and  you  can  have  foil 
or  six  people  grouped  around  a  tabl 
going  over  charts  and  documents.  Yt 
could  never  do  that  in  an  airliner.  Tl 
security  and  confidentiality  aboard  oi 
aircraft  are  phenomenal,"  he  says. 

CORPORATE  SHUTTLE 

In  addition  to  regular  daily  flighl 
that  crisscross  the  nation,  Intern 
tional  Paper  runs  an  eight-passeng 
shuttle  three  times  a  week  betwet 
White  Plains,  N.Y.,  and  Memphi 
Tenn.  The  shuttle  is  open  to  everyo; 
who  needs  to  go. 

For  long-range  trips,  the  Falci 
900  provides  essential  space  ai 
comfort,  and  the  cabin  can  be  se 
tioned  off  to  form  a  dedicated  re 
area  while  others  continue  to  woi 


Corporate  Shuttle 
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Introducing  the  new  Corporate  Shuttle. 
Executive  comfort.  Airliner  reliability. 


A  special  variant  of  the  328JET,  the  new  regional  jet 
that's  at  the  forefront  of  the  regional  airline  revolution. 
Configured  to  seat  up  to  32  passengers,  it  becomes 
the  ideal  corporate  shuttle  -  a  unique  combination  of 
business  jet  comfort  and  airliner  reliability. 
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"After  a  day  in  the  office,  passen- 
gers can  get  on  the  airplane,  have 
dinner,  sleep  and  hit  the  ground  run- 
ning," says  Cassidy.  "There  is  no 
wasted  time,  and  they  operate  on 
their  own  schedule." 


These  business  aircraft  also  play 
an  important  role  in  hiring  and  retain- 
ing employees.  "If  I  car)  give  them  a 
full  day's  work  and  bring  them  back 
home  in  the  evening,  that's  impor- 
tant," stresses  Cassidy.  "In  order  to 


attract  and  retain  quality  people 
have  them  move  to  out-of-the 
locations,  you  have  to  have  S| 
thing  to  offer.  The  quality  of  life 
these  airplanes  provide  can  me 
great  deal." 


CUSTOMER  SERVICE  AT  JET  SPEED 

Inducto  therm 


Henry  Rowan,  with  his  wife's 
help,  built  the  first  Induc- 
totherm  furnace  in  his  garage  in 
1953.  Today,  the  Rancocas,  N.J., 
firm  is  the  world's  largest  manufac- 
turer of  induction  melting  systems 
with  manufacturing  facilities  in  14 
nations.  Although  Rowan  attributes 
his  success  to  excellent  product 
design,  superior  reliability  and  out- 
standing customer  service,  business 
aircraft  also  have  played  a  pivotal 
role.  From  the  start  Rowan  used  a 
plane  to  visit  customers  and  organ- 
ized a  highly  mobile  service  team 
around  a  fleet  of  small  aircraft. 

Inductotherm  currently  operates 
two  Bombardier  Learjet  31s  in  addi- 
tion to  10  piston  twin-engine  air- 
craft, some  of  which  are  based  at 
the  private  strip  behind  the  Ranco- 
cas plant.  The  airplanes  are  avail- 
able to  anyone  in  the  company.  "It 
really  depends  on  the  value  of  the 
trip,  rather  than  on  the  value  of  the 
person,"  says  Rowan.  "If  it  means 
bailing  out  a  customer,  of  course 
anyone  can  fly.  That  will  eventually 
sell  more  furnaces,"  he  says.  "If  our 
equipment  is  down  it's  costing  the 
customer  tens  of  thousands  of  dol- 
lars an  hour  in  losses.  If  we  can  save 
a  few  hours  or  a  day  by  sending  a 
technician  and  parts  immediately, 
it's  worth  a  lot  of  money  to  the  cus- 


tomer," says  Rowan.  "A  little  old 
airplane  flight  for  a  couple  of  thou- 
sand dollars  is  peanuts  to  get  him 
back  in  business." 

GET  TO  KNOW  THE  CUSTOMER 

The  Learjet  is  used  to  bring 
prospects  and  customers  to  Ran- 
cocas to  see  the  plant,  fly  to  an 
actual  site,  which  is  often  in  a  rural 
location,  and  return  home  that 
evening.  "If  a  customer  is  going  to 
buy  their  primary  melting  system 
from  you,  they  are  going  to  want  to 
get  to  know  your  company,"  says 
Rowan.  "If  they  had  to  fly  commer- 
cially, the  trip  would  require  two  or 


three  days,  and  they  might 
invest  that  kind  of  time. 

"Our  business  aircraft  arel 
only  tools  to  save  time.  They 
our  people  increased  opportunil 
meet  with  customers  face-to-f 
I  am  certain  that  has  increasec 
sales  success  rate  substantia 
he  says.  "Take  a  sales  manj 
who  has  an  inquiry  from  a  custc 
in  Chattanooga:  Chattanoogi 
hard  to  get  to  commercially,  s< 
tries  to  handle  it  on  the  phone 
loses  a  million-dollar  order.  I 
many  million-dollar  orders  do 
have  to  lose  to  pay  for  the  coa 
your  airplane?" 


Jet  Aviation  Charter 
The  Cost-Effective  Way  To  Fly 


ur  business  horizon,  jnow  you, 
dy  discover  the  benefits  of  business  jet 
:re  are  no  monthly  fees,  capital  invest- 
annual  flight-hour  requirements  with 
l's  private  charter  fleet  of  the  world's 
ift. 

than  three  decades,  Jet  Aviation  has  been 
xecutive  business  travelers  with  exceptional  air 
vice.  Now,  Jet  Aviation  is  taking  air  charter  to 
gher  standard  by  offering  you  our  own  private  fleet 
pm  a  twin-jet  helicopter  to  intercontinental  Gulfstream  and 


jets  throughout  the  US,  Europe  and  the 
Middle  and  Far  East.  Each  aircraft  is  similarly 
equipped  with  elegant,  new  interiors  and  the 
latest-  technology  communications  and  entertain- 
ment systems. 

With  global  capability  on  four  continents, 
Jet  Aviation  is  the  largest  provider  of  aviation  services  in 
the  world.  Come  to  the  leader  when  you  require  the 
ultimate  in  comfort,  safety  and  reliability  plus  the  flexibility  to 
go  when  and  where  you  need  to.  That  means  that  you  can  focus  on 
business  while  we  focus  on  providing  the  most  cost-effective  travel  available. 


ift  nvmrioiu 

THE  ONLY  GLOBAL  BUSINESS  AVIATION  SERVICE  COMPANY, 


North  &  South  America 

Jet  Aviation  Business  Jets,  Inc. 
Teterboro,  New  Jersey  •  USA 
Tel.  (1-800)  736  8538  •  Fax  (1-201)  288  3195 


Europe,  Middle  &  Far  East 

Jet  Aviation  Business  Jets  AG 
Zurich  •  Switzerland 
Tel.  (41-1)  816  4898  •  Fax  (41-1)  816  4866 


Jet  Aviation  Facilities  Worldwide: 

ord,  Bermuda,  Buenos  Aires,  Burbank,  Chicago,  Cologne,  Dallas,  Dusseldorf,  Geneva,  Hannover,  Islip,  Jeddah,  Kassel,  Leesburg,  Lima,  Lugano, 
h,  Moscow,  Munich,  Pontiac,  Riyadh,  Rochester,  Saarbrucken,  Singaporejeterboro, Washington, West  Palm  Beach, Waterford, White  Plains,  Zurich 

www.jetaviation.com 


SENSIBLE  TRAVEL  CHOICES 


iliqhtTime.com 


\  /C  atching  the  thousands  of  air- 
i. V A  planes  available  for  charter 
around  the  world  with  prospective 
customers  was  a  challenge  Jane 
McBride  took  up  15  years  ago.  Her 
goal  v»as  to  somehow  consolidate  the 
vast  resources  of  the  highly  frag- 
mented air-charter  market.  The  result 
was  FlightTime.com,  a  global  aviation 
network  providing  worldwide  air  char- 
ter and  customized  services  to  small 
businesses,  individuals,  corporations 
and  sports  teams. 

After  a  long  history  and  solid  repu- 
tation for  creating  innovative,  cost- 
effective  business  travel  solutions, 
McBride's  company  continues  to 
accelerate  on  an  upward  growth  path, 
taking  quality  air  charter  to  great 
heights.  Although  "dot-com"  was 
recently  added  to  the  name,  McBride 
is  quick  to  point  out  that  there  is  a 
good  deal  more  here  than  just  an 
online  reservation  system. 

McBride's  initial  success  providing 
quality  charter  in  large  aircraft  for 
groups  such  as  symphonies  and  sports 
teams  continues,  but  FlightTime.com 
can  organize  charters  in  any  size  air- 
craft for  individuals  as  well  as  corpo- 
rate travel  departments.  The  compa- 
ny's experienced  charter  experts, 
available  24  hours  a  day,  provide 
detailed  information  and  guide  users 
through  alternative  travel  solutions. 
The  Web  connection  is  merely  a  facil- 
ity to  enhance  the  speed  and  simplic- 
ity of  the  service. 

BRINGING  CHARTER  UNDER  A 
SINGLE  UMBRELLA 

McBride's  company  gained  the  tech- 
nology to  research  all  of  the  charter 


aircraft  available  for  a  given  itinerary 
through  itsAirCharter.com  aquisition. 
This  empowers  customers  to  log  onto 
the  Web  site  and  match  their  needs 
with  available  flights.  There  was  a 
small  drawback,  however,  because  air 
charter  companies  range  from  superi- 
or to  not  so  hot. 

In  order  to  allay  customer  concerns, 
McBride  went  a  step  further  and 
incorporated  data  from  Wyvern  Ltd., 
an  independent  charter-auditing  firm. 
Wyvern  consultants  provide  industry- 
standard  evaluations  of  charter  oper- 
ators worldwide.  "We  demand  a  high 
level  of  professionalism,  and  it  is  an 
essential  part  of  our  business  that  cus- 
tomers feel  safe,  secure  and  comfort- 
able," says  McBride. 


Next,  FlightTime.com  took  anoth- 
er leap  forward:  It  acquired  MACH-1, 
a  software  firm  that  provided  the 
basis  for  charter  companies  — 
which  met  the  Wyvern  standard  — 
to  integrate  their  flight  activity 
online.  The  result  was  real-time  infor- 
mation on  aircraft  availability  from 
top-notch  charter  firms  worldwide. 
The  alliance  of  these  charter  com- 
panies under  the  FlightTime.com 
umbrella  provides  customers  with 


access  to  accurate  data  on  a  glc 
fleet  of  audited  aircraft. 

Corporate  travel  departments 
other  needs,  however.  Charter  mi 
not  be  cost-effective  for  one  or 
people,  but  if  six  people  were  makin 
similar  trip,  charter  could  make  a  Ic 
sense.  So  FlightTime.com  created 
erary  Flagging,  a  proprietary 
sophisticated  cost-justification 
gram.  As  travel  planners  input  iti 
aries  in  an  airline  reservation  syst 
the  program  automatically  flags  th 
that  are  charter-appropriate.  W 
McBride  created  is  a  comprehens 
fully  integrated  system  for  lint- 
supply  with  demand  —  providing  hij 
optimized  business  travel  solutions' 
incorporate  safety,  efficiency  and  va 

In  a  move  to  further  reduce  busir 
travel  costs,  McBride  has  carved 
another  market  niche:  FlightTime.c 
is  supplying  specially  configured  ai 
ers  as  corporate  shuttles.  McBric 
company  recently  established  a  c 
tomized  travel  program  for  Procte 
Gamble  using  an  Airbus  A320  airli 
configured  with  56  first-class  se. 
that  operates  four  times  a  w 
between  Procter  &  Gamble's  Cim 
nati,  Ohio,  and  Brussels,  Belgium,  hi 
quarters.  Using  the  shuttle  result 
staggering  savings  for  the  comp; 
amounting  to  a  significant  percent 
of  its  annual  travel  budget. 

"We  can  analyze  a  company's  trj 
patterns  and  needs,  and  put  the  ti 
in  their  hands  to  enable  them 
become  more  productive,  to  hav 
more  efficient  use  of  air  travel  aft 
gain  better  value  in  the  wr 
process,"  says  McBride.  Procte 
Gamble  heartily  agrees. 


$3.2  Million* 
Competitor's  Hawker  800 


$2.1  Million* 
light  Options  Hawker  800 


million  saved  is  a  million  earned. 


ijht  Options  has  made  jet  ownership  truLy  affordable.  As  the  first  company  to  take  fractional  jet  ownership  into  the 


select  from  the  most  requested  jets  flying  today:  Citations,  Beechjets,  Hawkers,  Falcons,  Challengers  or  Gulfstreams. 
ry  jet  features  five-star  amenities  such  as  oversized  leather  seating,  ample  work  space,  DVD  movies,  digital  CD  music, 
■the-art  electronics  and  business  services.  When  you  need  the  flexibility  to  maximize  every  day,  turn  to  Flight  Options. 
;  information,  call  us  today  at  877.703.2348.  We've  got  your  options. 

'  *  Hawker  8Q0  approximate  purchase  price  for  1/4  share. 
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TAG  Aviation 

eneva,  S  ,  .tzerland-based  TAG 
VJ Aviation  nay  be  a  new  name  to 
the  U.S.,  but  the  companies  it 
recently  acquired  are  two  of  the 
most  highly  regarded  charter  and  air- 
craft management  firms  in  the  U.S., 
with  more  than  45  years  of  experi- 
ence. This  new  company  brings 
together  some  of  the  top  aviation  tal- 
ents to  form  one  of  the  largest  air- 
craft charter  companies  in  the  world, 
with  an  outstanding  reputation  for 
quality,  safety  and  reliability. 

With  a  global  fleet  of  120  aircraft  in 
the  U.S.  and  30  in  Europe,  TAG  offers 
worldwide  charter  in  large  and  midsize 
aircraft,  plus  domestic  flights  in  small- 
er jets  and  helicopters.  Currently, 
managed  and  charter  aircraft  are 
based  at  more  than  50  locations 
across  the  U.S. 


tS  GO  GLOBAL 

In  addition  to  its  managed  fleet, 
TAG  offers  independently  owned  cor- 
porate aircraft  for  charter  under  a 
program  called  Charter  Allies.  TAG 
COO  Jim  Christiansen  says,  "We  have 
selected  some  of  the  nation's  pre- 
mier flight  departments,  where 
safety  and  quality  are  second  to 
none,  and  created  a  broad-ranging 
opportunity  for  customers  across  the 


country  to  obtain  fast,  cost-effec 
and  reliable  access  to  some  of 
nation's  best  charter  aircraft." 

TAG  and  Cessna  Aircraft  announ| 
a  joint  venture  to  form  a  regie 
fractional  ownership  program  ca 
CitationShares.  The  new  compan) 
focused  on  the  light  end  of  the  b 
ness  jet  market  and  will  be  the  firsl 
offer  fractional  ownership  in  twd 
Cessna's  entry-level  aircraft  — 
popular,  six-passenger  CitationJet 1 
and  the  eight-passenger  Citai 
Bravo.  The  aircraft  will  be  capabli 
1,000  sm  to  1,500  sm  flights  i 
service  area  from  the  East) 
seaboard  to  the  Mississippi  River.  C 
tionShares  creates  jet  aircraft  aco 
sibility  for  a  broad  range  of  compan 
and  individuals  that  previously  conji 
ered  it  economically  unfeasible. 


REGIONAL  FRACTIONAL  OWNERSHIP 
WITH  NATIONAL  ASPIRATIONS 

JetOne 


JetOne,  based  in  Waterford,  Mich.,  is 
one  of  the  latest  startups  in  the  rap- 
idly growing  business  jet  fractional  own- 
ership market.  The  company  was  cre- 
ated a  little  more  than  a  year  ago  as  a 
small,  regional  provider  of  fractional 
shares  in  pre-owned,  fully  refurbished 
small-cabin  jets,  but  its  recent  deal  with 
DaimlerChrysler  Aviation  will  help 
advance  JetOne  into  the  national  arena. 

"We  began  with  three  aircraft  in  the 
local  market,  but  intense  interest  from 
the  business  community  led  us  to  direct 
our  focus  over  a  wider  area,"  says  Pres- 
ident John  Scicluna.  "We  plan  to  have 
eight  aircraft  in  our  fleet  by  the  end  of 


the  year;  currently  we  are  offering 
Cessna  Citation  II  and  midsize  Cessna 
Citation  III  aircraft.  Our  pre-owned  Cita- 
tions bring  outstanding  value  to  the  pro- 
gram and  allow  a  lower  price  point  with 
absolutely  no  sacrifice  in  quality  and 
reliability." 

DaimlerChrysler  Aviation,  one  of  the 
nation's  foremost  aviation  mainte- 
nance, charter  and  aircraft  manage- 
ment organizations,  will  manage  and 
operate  JetOne's  fleet  and  provide  the 
infrastructure  to  serve  more  customers 
with  the  highest  level  of  service, 
efficiency  and  safety,  says  Scicluna. 
DaimlerChrysler  also  will  supervise  and 


coordinate  the  refurbishment  of) 
JetOne  aircraft  interiors,  as  well( 
handle  Federal  Aviation  Administral 
compliance.  "Our  intention  is  to  hi 
state-of-the-art  flight-deck  instrurr 
tation  and  the  latest  airborne  comi 
nications,"  says  Scicluna.  The  Dairr 
Chrysler  completions  will  ensure 
ultimate  in  safety  and  in-flight  efficiei 
Since  the  vast  majority  of  fracti 
al  owners  are  new  to  business  al 
tion,  Scicluna  feels  a  turnkey  b| 
ness  travel  solution  is  hig 
desirable.  "I  think  it's  going  to  ml 
a  big  difference  where  markets 
getting  larger,  competition  is  gett 


Fly  when,  where,  and  in  the 
aircraft  you  prefer  -  the 

flexibility  of  fractional  without 
the  cost  of  ownership.  With  an 
eBizJetsSM  Travel  Card*,  you'll 
board  one  of  over  750  luxury 
private  aircraft  anywhere  in 
North  America  within  5  hours 
or  less.  Guaranteed.  eBizJets. 
There  is  a  better  way. 


1-888-393-2853 


ets.com,  Inc. 


scarce  commod- 
ity," he  says. 

prog  n  will  allow  companies 
and  individuals  to  be  much  more  effi- 
cient in  the  way  they  travel  and  more 
effective  in  the  way  they  manage  their 
time,"  he  adds.  "Quality  of  life  is  anoth- 
er important  issue.  If  you  can  do  more 
in  iess  time,  go  to  a  series  of  meetings 
in  different  cities  and  still  be  home  for 
the  kids'  soccer  games,  that's  added 
value.  Companies  that  use  business 
travel  tools  like  ours  can  be  much  more 
competitive  in  drawing  top  talent  in  a 
very  tight  labor  market." 


CHARTER  MADE  SIMPLE  ON  THE  INTERNET 

ejets.com 


Booking  a  charter  might  be  easy 
if  you  know  the  local  charter 
company  that  you're  dealing  with. 
But  what  happens  when  you've  just 
traveled  to  an  unfamiliar  place  and 
need  to  get  somewhere  else,  and 
fast?  eJets.com  is  just  a  few  simple 
mouse  clicks  away.  This  online  char- 
ter reservation  system  allows  cus- 
tomers to  charter  jets  from  hundreds 
of  different  operators,  takes  the 
guesswork  out  of  charter  and  adds  a 
high  level  of  efficiency. 


Your  initial  steps  at  the  eJets.com 
Web  site  are  to  select  your  city  pairs, 
then  the  departure  time  and  finally, 
the  number  of  passengers.  The  next 
screen  provides  a  range  of  aircraft 
from  which  to  choose  and  the  associ- 
ated costs.  "This  is  real-time  avail- 
ability and  real-time  pricing,"  says 
Rick  Robinson,  eJets.com's  co-founder 
and  president.  "It's  the  actual  cost,  so 
what  you  see  is  what  you  pay.  We  also 
offer  as  many  options  as  possible  for 
customers  so  they  can  select  the  air- 


craft that  best  meets  their  need! 
terms  of  cost  and  cabin  amenitie 
Robinson  adds  that  eJets.com  oi 
can  save  customers  money  ovej 
independent  charter  search.  "If 
call  an  individual  charter  operate 
may  have  to  reposition  aircraft 
charge  you  for  it,"  he  explains, 
offer  a  wide  selection  of  aircraft 
are  closest  to  the  point  of  departu 

Charter  customers  also  can  b 
flights  on  an  800  number  24  hou 
day  and  speak  directly  to  eJets.cc 
concierge  service  desk,  which 
arrange  ground  transportation,  ca 
ing  and  other  requirements. 

How  about  safety?  "We  carel 
assess  the  charter  firms  that  we  v 
with,"  says  Robinson,  "but  we 
have  contracted  an  independent  a| 
ing  service  that  verifies  and  subs 
tiates  the  quality  of  operators." 

eJets.com  is  funded  by  ThinkT 
LLC,  an  Internet  incubator  starte 
Scott  Blum,  who  launched  the  Ir 
net  retailer  buy.com. 
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HE  LEADER  SHIP 


op£\>t\vo  years,  Ciulfstrcam  has  Served  hcacty  halt  61  all  Fortune  500 
allies;  more-  than  >0  world  Ljovernments,  a  host  of  prominent  individuals 
iHiritk*ss  military  and  scientific  missions  around  the  world*  In  that  time,  we 
come  to  understand  and  appreciate  the  rigors  of  leadership  -  its  challenges 
s  requirements.  It  von  are  a  husincss  leader  or  a  player  on  the  world  statue, 
1  Ciultstream  can  provide  you  w  ith  -legendary  safety,  reliability,  comfort  and 
nuance.  Perhaps  now  is  the  best  time  to  experience  The  Leader  Ship, 
tream  -  the  aircraft  ot  choice  tor  business  and  world  leaders  since  195cS. 

arn  more,  call  Joe  Walker,  Senior  Vice  President,  Worldwide  Sales,  at 
965-5555  (joe.walker@gulfaero.com)  or  visit  us  at  www.gulfstream.com. 


THE  WORLD  STANDARD!" 

Gulfstream 

A  GENERAL  DYTM/VrVTICS  COMPANY 


PERSPECTIVE  ON  CHARTER 


Jet  Aviation 


Xet  Aviation  is  the  largest  global 
I  provider  or  business  aviation  ser- 
vices. With  four  decades  of  experience 
and  bases  on  four  continents  providing 
maintenance,  outfitting  and  refurbish- 
ing, fixed-base  operations  and  aircraft 
management,  it  is  uniquely  positioned 
to  set  a  new  standard  for  charter. 

Because  you  only  pay  for  what  you 
need  when  you  need  it,  charter  is  the 
most  cost-effective  and  flexible  way  to 
take  advantage  of  business  aviation 
benefits.  In  contrast,  fractional  owner- 
ship requires  a  capital  investment, 
monthly  management  fees  and  annual 
usage  commitments.  However,  frac- 
tional ownership  provides  highly  con- 
sistent, reliable  service  in  the  same, 
well-appointed,  high-quality  aircraft. 

Jet  Aviation  has  created  a  solution 
that  combines  the  best  advantages  of 
charter  and  fractional  ownership. 
Called  the  Private  Fleet,  these  charter 
aircraft  are  all  Jet  Aviation-owned, 
newly  refurbished  and  thoroughly 
updated  inside  and  out,  including  the 
latest  avionics  and  safety  equipment. 

The  U.S.  Private  Fleet  consists  of 
seven  recently  acquired  Gulfstreams 
with  the  speed,  comfort  and  range 
for  as  many  as  12  people  to  travel 
nonstop  coast-to-coast  or  to  Europe. 
Each  interior  is  designed  to  look  and 
feel  alike  so  surroundings  are  con- 
sistent each  time  you  charter.  All  of 
the  aircraft  have  been  outfitted  with 
the  latest  business  amenities, 
including  DVD  players,  computer 
ports,  video  monitors  and  fax,  data 
and  voice  communications.  Desig- 
nated crews,  which  include  two 
pilots  and  a  flight  attendant,  are 
assigned  to  each  aircraft,  and  fac- 


tory-trained Jet  Aviation  technicians 
perform  all  maintenance. 

The  new  Private  Fleet  is  appealing 
because  it  provides  consistent,  on- 
demand  service  with  exactly  the 
same  conveniences  every  time  you 
fly,  so  whether  you  board  in  Los  Ange- 
les or  New  York,  you  always  travel  in 
familiar  surroundings.  The  Private 
Fleet  Gulfstreams  are  particularly 
popular  because  their  wide  cabins 


than  10  minutes,  and  flights  betw< 
downtown  Manhattan  and  Bostor 
Washington,  D.C.,  are  about  an  h 
and  10  minutes. 

To  complement  the  U.S.  Privi 
Fleet,  Jet  Aviation  also  operate 
similar  program  in  Europe  that  c 
sists  of  Bombardier  Challengers  a 
Cessna  Citations.  Customers  traj 
ing  on  either  side  of  the  Atlantic  e 
take  advantage  of  the  same  Priv) 


offer  spaciousness  and  comfort  for  a 
large  group,  and  their  long-range 
capability  provides  greater  flexibility 
in  planning  trips  with  multiple  stops. 

Recently,  Jet  Aviation  added  to  the 
Private  Fleet  a  completely  refur- 
bished Sikorsky  S-76  helicopter, 
which  will  serve  customers  through- 
out the  Boston-to-Washington,  D.C., 
corridor.  No  other  form  of  trans- 
portation can  save  the  kind  of  time  a 
helicopter  on  flights  across  congest- 
ed metropolitan  areas  can  save.  Typ- 
ical flight  times  between  New  York- 
area  airports  and  Manhattan  are  less 


Fleet  services.  In  addition,  Jet  A 
tion  offers  more  than  140  cha 
aircraft  worldwide  through  its  m 
aged  fleet. 

Through  its  hubs  in  the  New  N 
metropolitan  area,  West  Palm  Be. 
Fla.,  Los  Angeles,  Boston  and  Cr 
go,  Jet  Aviation  can  provide  ser 
from  or  to  virtually  any  locatio 
the  U.S.  or  the  world.  In  addition, 
company  operates  throughout  Eui 
and  the  Middle  East  from  its  cha 
base  in  Basel,  Switzerland, 
serves  the  Far  East  through  its  f 
ity  in  Singapore. 


ME  IS  MONEY 

^  ne  Midwest-based  financial 
1/  services  conglomerate  discov- 
ii  the  benefits  of  business  aviation 
;e  than  35  years  ago.  Today,  this 
or  financial  organization  operates 
ntercontinental  Dassault  Falcon 
I  EX  in  support  of  business 
iughout  the  Americas  and  Europe. 

fly  about  400  hours  per  year, 
nly  to  large  metropolitan  areas, 
many  of  these  are  not  places  that 

I  can  get  to  nonstop  by  airline  from 
location,"  says  the  company's 
;f  pilot.  "With  a  plane  change, 
lnrtercial  travel  will  kill  an  entire 

going  anywhere."  Most  of  the 
iipany's  flights  in  the  Falcon  take 

than  the  time  needed  to  get  to  an 
ne  departure  gate. 
~\  route,  the  Falcon  900  EX  cabin 
ornes  a  working  environment  with 
about  every  amenity  one  could  find 
n  office,  plus  more.  This  includes 
met,  fax  and  data  connections  and 

satellite  communications  phones 

II  of  which  can  operate  simultane- 
y.  With  satellite  communications, 
group  remains  in  touch  on  the 
jnd,  in  the  air  or  over  the  ocean, 
aircraft  is  also  equipped  to  receive 
ither  and  sports  updates,  news  and 
o-the-minute  market  data  —  par- 


ticularly useful  for  a  company  in  the 
financial  services  industry. 

The  Falcon  is  also  a  people-mover, 
and  flexibility  and  convenience  are 
some  of  its  top  benefits.  At  times, 
groups  of  up  to  14  people  will  travel; 
other  times,  it's  a  core  group  of  two 
or  three  top-level  executives.  A  group 
consisting  of  attorneys,  marketing 
people  and  technology  people  might 
make  five  or  six  stops  in  a  week  with 
flights  arranged  around  their  schedule. 
Such  itineraries  by  commercial  means 
would  take  twice  as  long. 

HOTEL  IN  THE  SKY 

With  a  5,000  sm  nonstop  range, 
equivalent  to  the  distance  between 
Peoria,  III.,  and  Rome,  Italy,  the  Falcon 
900  EX  provides  significant  benefits 
on  European  flights.  On  these  interna- 
tional trips  the  Falcon  cabin  offers  a 
great  advantage,  becoming  not  only  an 
office,  but  also  a  hotel  in  the  sky.  On 
arrival,  groups  can  easily  visit  several 
international  cities  and  flight  times  are 
generally  less  than  an  hour.  Saving 
time  has  tremendous  value  to  this 
company,  whose  profits  are  impacted 
by  swings  in  the  financial  markets.  "In 
our  business,"  says  the  company's 
chief  pilot,  "time  is  money." 


Everyday  we  deliver  a  higher 
promise  to  our  customers: 
Operational  excellence  and 
customized  personal  service. 
That's  why  TAG  is  the  world's 
largest  corporate  charter 
and  management  company, 
operating  nearly  150  aircraft 
at  50  locations. 
Look  to  TAG  Aviation. 
A  higher  altitude. 

Aircraft  Management, 
Charter,  Sales,  Acquisition  and 
Fractional  Ownership 
Geneva  +41  22  717  0000 
San  Francisco  1-800-332-2145 
New  York  1  -800-331-1930 
or  www.tagaviation.com 


Aviation 

A  higher  altitude 
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<JG  THE  RANGE  OF  BUSINESS  TRAVEL  CHOIC 

Raytheon  Travel  Air 


As  thousands  of  companies  discov- 
er the  benefits  of  business  aircraft 
and  interest  in  fractional  ownership  con- 
tinues to  spiral  skyward,  Raytheon  Travel 
Air  has  been  reaping  the  harvest.  The 
company  is  uniquely  positioned  to  offer 
fractional  shares  in  a  complete  range  of 
Raytheon  aircraft,  including  the  ever- 
popular  King  Air  B200  turboprop.  Cur- 
rently, there  are  three  aircraft  available 
in  the  Travel  Air  program:  the  King  Air, 
Beechjet  400A  and  Hawker  800  XP. 

The  Premier,  Raytheon's  all-new, 
entry-level  jet,  is  expected  shortly,  and 
the  Hawker  Horizon,  with  its  transat- 
lantic range  and  additional  cabin  com- 
forts, will  follow. 

Owners  of  single  aircraft  shares  can 
exchange  hours  for  larger  or  smaller 
aircraft  in  the  program,  based  on  avail- 
ability. But  because  each  of  the  aircraft 
in  the  Raytheon  family  is  unique,  many 
customers  are  opting  for  multiple 
shares  in  two  or  three  different  aircraft 
so  they  can  enjoy  the  full  benefits  that 


each  one  offers.  Many  corporate  trans- 
portation departments  are  also  finding 
fractional  ownership  to  be  an  excellent 
tool  and  are  using  it  to  supplement 
their  existing  fleets. 

Combined  with  shares  of  the  transcon- 
tinental Hawker  800  XP,  the  King  Air,  for 
example,  is  perfect  for  shorter,  local 
flights  once  one  arrives  from  a  cross- 
country trip.  The  King  Air  provides  fast, 
economical  service  to  some  of  the  small- 
est airfields,  which  are  often  inaccessi- 
ble to  larger  jets. 

The  Beechjet  400A  has  proved  to  be 
the  most  popular  aircraft  in  the  Travel  Air 
program.  Although  slightly  smaller  and 
with  less  range  than  the  Hawker,  the 
Beechjet  is  fast,  comfortable  and  fuel- 
efficient,  offering  customers  excellent 
value  at  reasonable  cost. 

All  aircraft  are  equipped  with  the 
latest  flight-deck  technology,  and  their 
cabins  are  equally  high-tech.  They  fea- 
ture in-flight  telephones,  and  the  Beech- 
jets  and  Hawkers  are  equipped  with 


computer  ports.  Hawkers  are  also  o 
fitted  with  DVD  players. 

Realizing  that  a  customer's  needs  r 
change,  Raytheon  Travel  Air  will 
back  shares  at  fair  market  value,  les 
small  remarketing  charge.  The  compd 
also  offers  attractive  financing,  as  vi 
as  a  lease  program  providing  off-balar 
sheet,  100%  financing. 

Raytheon  Travel  Air,  which  prides  itl 
on  excellent  customer  assistance,  un« 
stands  that  business  travel  means  do 
to-door  service.  So  in  addition  to 
flight  schedule,  all  catering,  special  tre 
and  ground  transportation  needs  are  fi 
coordinated.  Travel  Air  makes  it  sim 
—  all  the  customer  has  to  do  is  call. 


i 


HOME  RUN 

Albert  B.  Glickman  and  Associates 


Long  ago,  Albert  Glickman  of  Albert 
B.  Glickman  and  Associates,  a  real 
estate  development  firm  with  offices  in 
Maine  and  California,  realized  the  need 
for  a  business  jet.  But  he  had  concerns 
about  the  expense  and  operating 
responsibility.  Aircraft  charter  was,  of 
course,  an  option,  but  it  proved  too 
costly,  as  charter  rates  are  based  on  a 
round-trip  flight  and  many  of  his  flights 
were  one-way. 

Then  Glickman  discovered  Raytheon 
Travel  Air's  fractional  ownership  pro- 


gram. "It's  an  ingenious  idea  — just  fab- 
ulous," he  says,  "because  you  buy  what 
you  need."  Glickman  purchased  a  one- 
sixteenth  share  —  50  hours  —  in  a 
Beechjet  400A,  which  he  uses  for  short- 
er flights,  and  a  one-sixteenth  share  in  a 
Raytheon  Hawker  800  XP,  which  he  uses 
for  cross-country  trips,  or  when  a  large 
number  of  people  must  travel. 

"An  important  issue  for  me  is  that  I 
can  call  for  the  plane  from  anywhere  in 
the  country,"  says  Glickman.  "It's  as 
easy  to  have  the  plane  if  I'm  in  Los 


Angeles  as  it  is  when  I'm  in  Maine, 
operated  my  own  aircraft,  I  would 
have  that  flexibility." 

Although  some  of  his  properties  are 
larger  cities,  many  are  in  small  Califor 


What  you  pay  for. 


What  you  get. 


erating  your  business  more  efficiently  is  now  easier  than  ever.  Buy  a  fraction  of  a  King  Air  B200, 
eechjet  400A  or  a  Hawker  800XP,  and  have  the  ability  to  fly  in  all  three.  You'll  have  the  flexibility 
i  need  to  use  the  most  efficient  aircraft  for  every  mission,  Raytheon^ 
3  price  you  can  afford.  All  from  the  company  that  builds  the  jLlfox/G^yilZZ^ 
)lanes  and  backs  the  program  -  Raytheon  Aircraft  Company..  ^ — 

,  From  the  world's  leading  business 

8-824-6359oryvww.RaytheonTravelAir.com  aircraft  manufacturer. 


From  the  world's  leading  business 
aircraft  manufacturer. 


Raytheon  Travel  Air  is  a  Raytheon  Aircraft  company. 


towns  such  as  Paradise,  Merced, 
Modesto  3nc  G^ss  Valley,  where  com- 
mercial travel  options  are  limited.  With 
his  Beechjet  or  Hawker,  Glickman  can  fly 
direct.  "It  is  a  great  time-saver,"  says 
Glickman.  "It's  given  me  the  ability  to  get 
there,  get  the  job  done  and  move  on  to 
something  else.  That's  an  astronomical 
benefit.  We  can  also  visit  two  or  three 
locations  in  a  day  instead  of  one,  and  that 
adds  to  our  efficiency.  It  makes  it  possi- 
ble to  do  a  great  deal  more  business." 


AIRLINE  FLIGHT  CANCELED 

"What  do  you  do  when  the  last 
flight  is  canceled  and  you  have  to  be 
there  tomorrow  morning  for  a  meet- 
ing?" Glickman  asks.  He  still  flies 
commercially,  but  finds  the  wear  and 
tear  debilitating.  His  Travel  Air  jet 
gives  him  peace  of  mind,  knowing  he 
can  change  plans  as  needed.  "You 
don't  have  to  worry  about  an  airline 
schedule,"  he  says.  "You  can  contin- 
ue a  negotiation  on  your  terms,  with- 


out being  pressured  about  time.  Wi 
you're  through,  you  go  to  the  air; 
and  get  on  your  airplane." 

The  benefits  continue  to  moi 
"There's  no  question  that  I'm  goini 
have  to  upgrade  my  share.  I'm  us 
it  a  great  deal  more  than  I  initii 
thought,"  says  Glickman.  "There 
so  many  advantages,  and  I 
pleased  with  the  service.  I  just 
for  my  plane  and  it's  there.  This 
home  run." 


DELIVERING  CUSTOMER  SERVICE  AT 
THE  SPEED  OF  SOUND 

Townsend  Engineering 

If  you've  eaten  one  of  the  50  billion    year,  it  was  probably  made  with  the  help  machinery  used  by  customers  in  nt 

frankfurters  —  enough  hot  dogs  to    of  Townsend  Engineering  equipment.  than  100  countries  worldwide.  Wi' 

stretch  to  the  moon  and  back  seven       Located  in  Des  Moines,  Iowa,  small  staff  of  160,  owner  and  C 

times  —  consumed  by  Americans  each    Townsend  manufactures  food-processing  Executive  Officer  Ted  Towns 


IT    MAKES    OTHER    BUSINESS  JETS 


<es  the  company's  business  air- 
Ft  work  as  hard  as  his  employees 
k.  Townsend  operates  a  twin- 
ine  turboprop  and  a  Cessna  Cita- 
X  —  the  world's  fastest  subsonic 
Nan  jet. 

Dne  of  the  great  things  that  built 
I  company  is  our  approach  to  per- 
al  relationships,  and  that  can 
er  be  done  with  a  computer 
aen,"  says  Townsend.  "Getting  out 
ne  marketplace  is  essential."  Cus- 
lers  and  plants,  however,  are  locat- 
'n  rural  communities  across  North 
erica,  and  flying  commercial  air- 
s  could  mean  two  or  three  stops 
a  full  day  of  travel, 
nyone  in  the  company  can  use  the 
raft:  engineers  supporting  customer 
ds,  sales  staff  visiting  prospects 
Townsend  managers  flying  in  visi- 
;  to  see  the  plant. 


QUALITY  TIME 

"We've  found  that  face-to-face  time 
with  customers  is  invaluable.  We  listen, 
and  then  we  invent  from  their  ideas.  We 
can  pick  them  up  anywhere  in  the  U.S. 
and  get  them  home  the  same  day," 
says  Townsend,  emphasizing  that  the 
Citation  X  can  fly  from  Los  Angeles  to 
Des  Moines  in  2  hours  and  25  minutes. 
"With  the  Citation  X,  we  fly  faster  than 
the  fastest  commercial  jets,  and  we 
don't  have  to  make  any  stops.  Over  the 
course  of  a  week,  I  can  see  more 
people  than  I  could  in  more  than  twice 
that  time  flying  commercially." 

If  a  customer's  equipment  breaks 
down,  Townsend  engineers  move 
quickly.  A  large  plant  can  run  16  hours 
a  day,  making  50,000  frankfurters  an 
hour.  "That's  a  lot  of  franks,"  says 
Townsend,  "and  when  they  break 
down,  they're  out  big  dollars. 


"Saving  time  is  just  one  of  the  sev- 
eral benefits  we  derive  from  the  air- 
craft," he  continues. 

The  quality  of  life  for  Townsend 
employees  is  also  important.  "We 
employ  families,  and  with  the  con- 
venience and  speed  of  the  business 
aircraft,  we  can  have  someone  back 
home  with  their  family  instead  of  in 
a  hotel  room  for  an  extra  night  on 
the  road." 


executive  team  work  like  they  never  left  the  office.  The  Boeing  Business  Jet. 


Boeing  Business  Jets 

Boeing  &  General  Electric 


LEX28LITY  TO  BUSINESS  TRAVEL  SOLUTIOI 


Bo  Flexjet 

Bombardier  Flexjet,  a  major  force  in 
the  fractional  ownership  revolu- 
tion, has  maintained  its  phenomenal 
50%  growth  rate  since  its  inception, 
underscoring  the  intense  interest  in 
obtaining  business  aircraft  benefits. 
Last  year,  Flexjet  expanded  across  the 
Atlantic,  and  it  is  providing  business  air- 
craft benefits  in  Europe  to  U.S.  Flexjet 
owners  that  travel  abroad. 

Flexjet  offers  shares  in  the  complete 
range  of  Bombardier  aircraft,  including 
the  Learjet  31A,  45  and  60,  the  Chal- 
lenger, the  all-new  Continental  and  the 
globe-shrinking  Global  Express.  The 
Learjet  45,  which  recently  entered  the 
fleet,  offers  midsize  aircraft  range  and 


speed,  and  cabin  comforts  combined 
with  small-jet  operating  economics.  The 
new  Bombardier  Continental  bridges 
the  gap  between  the  midsize  Learjet  60 
and  the  wide-body  Challenger.  The  Con- 
tinental offers  transcontinental  range 
and  large-cabin  comfort  but  at  a  mid- 
size aircraft's  acquisition  cost. 

Although  the  Global  Express,  with  its 
New  York-to-Tokyo  nonstop  capability, 
is  in  heavy  demand,  owners  are  as  inter- 
ested in  speed  as  they  are  in  range.  On 
intermediate-range  trips,  they  want  an 
aircraft  that  can  get  them  to  their  des- 
tination quickly  and  provide  them  with 
comfortable  amenities  for  work  and 
rest.  Based  on  customer  demand,  the 


Flexjet  Global  Expresses  are  being  \ 
fitted  with  "e-cabins,"  which  inch 
sophisticated  communications  syst4 
with  multiline  satcom,  high-speed  11 
way  Internet  access,  videoconferfl 
ing,  networked  servers  and  a  rangj 
services  to  keep  passengers  tot 
connected  anywhere  across  the  glo 


CREATING  A  NEW  BUSINESS  STRATEGY 

Z 


Sergio  Zyman,  entrepreneur,  mar- 
keting consultant,  author,  public 
speaker  and  chief  executive  officer  of 
Z,  is  his  own  boss.  When  the  former 
Coca-Cola  marketing  mastermind  — 
the  man  who  turned  the  New  Coke 
fiasco  into  one  of  the  greatest  market- 
ing triumphs  —  created  his  own  mar- 
keting consultancy  two  years  ago,  he 
knew  that  owning  a  business  jet  would 
be  a  tremendous  benefit.  But  he  also 
knew  it  would  be  a  difficult  investment 


to  justify.  Zyman  was  reluctant  to 
assume  the  operational  responsibilities 
and  overheads.  Bombardier's  Flexjet 
fractional  ownership  program  provided 
the  perfect  solution. 

"When  you  look  at  fractional  owner- 
ship, it  is  perfect  for  a  company  need- 
ing a  limited  number  of  flight  hours  a 
year,"  says  Zyman.  "The  important  thing 
for  me  is  access  —  being  able  to  go 
from  place  to  place,  and  being  able  to 
go  to  two  or  three  places  the  same  day 
—  but  I  don't  need  to  buy  a  whole  air- 
craft to  do  it.  I  can't  afford  it,  and  I  just 
don't  need  it." 

Zyman,  who  is  based  in  Atlanta,  still 
flies  commercially  when  schedules, 
timing  and  destinations  make  sense, 
but  he  uses  the  Flexjet  aircraft  when  it 
provides  the  maximum  benefit.  "It  is  an 
incredible  time-saver,"  he  says.  Zyman 


often  travels  around  the  country  \i 
two  or  three  people  from  his  consuli 
company  using  a  Learjet  31A  or  a  Lj 
jet  60.  His  one-eighth  share  of  e 
accrues  100  occupied  hours  annui 
"With  a  business  aircraft  you  teni 
work  more  as  opposed  to  less,"  Zyn 
says.  "You  can  work  en  route  anc 
things  that  you  never  could  do  i n i 
office,  because  it  is  a  quiet  envii 
ment  where  you  can  focus.  It's  a  gi 
place  to  come  up  with  new  ideas, 
you  can  do  so  much  more.  I  publis 
a  book  a  year  ago,  and  I  think  I  wr 
half  of  it  on  the  plane." 

As  far  as  Flexjet  service  is  d 
cerned,  Zyman  could  not  be  rr 
delighted.  "The  great  thing  about  F 
jet,"  he  concludes,  "is  that  you  call, 
plane  arrives  and  you  go  where 
you're  going.  That's  it!" 


ORJ^RpFESSIONALS 


THE  PRINCIPLES  OF 
AVIATION 

In  the  demanding  world  of 
aeronautics,  every  single 
component  must  be  officially 
approved  and  certified.  We 
apply  the  same  principle  to  the 
manufacturing  of  our  wrist 
instruments. 

Our  movements  meet  all  the 
precision  and  reliability  criteria 
required  to  obtain  chronometer 
certification.  Moreover,  every 
last  detail  of  our  watches  is 
designed  for  intensive  use. 
One  simply  does  not  become 
an  aviation  supplier  by  chance. 


hm:      mg  profits 

Deere  &  Company 


A  [though  many  associate  Moline,  III.- 
JMLbased  Deere  &  Company  with 
those  familiar  green  and  yellow  farm 
tractors  and  combine  harvesters,  the 
any  Is  known  the  world  over  for  its 
wide  range  of  agricultural,  construction, 
forestry,  and  lawn  and  turf  equipment. 
The  company  has  enjoyed  the  benefits 
of  corporate  aircraft  since  1940  and 
operates  a  Bombardier  Challenger,  a 
globe-spanning  Gulfstream  GV  and  two 
Cessna  Citation  Vis. 

These  corporate  airplanes  are  an 
essential  element  of  Deere's  global  suc- 
cess. "We  deal  with  customers  in  160 
nations  around  the  world,  and  we  meet 
regularly  with  companies  that  manage, 
market  and  support  the  equipment  that 
we  manufacture,  says  Scott  Lucas, 
Deere's  manager  of  aviation.  "We  couldn't 
do  that  as  frequently  or  as  well  without 
the  airplanes." 

The  Gulfstream  GV,  with  7,400  sm, 
nonstop  capability,  logs  an  extraordinary 
750  hours  annually  and  makes  routine 
trips  to  Brazil,  Argentina,  Eastern  Europe 
and  the  CIS.  "The  airplane  is  amazingly 
effective  on  these  flights,"  says  Lucas. 
"We  can  take  six  or  eight  people  who 


will  conduct  a  lot  of 
business  over  a  three- 
or  four-day  period,  and 
because  they  can 
work,  relax,  eat  and 
sleep  on  board,  they 
are  far  more  efficient." 

Lucas  points  out  that  because  the 
Gulfstream  GV  has  such  great  nonstop 
capability,  managers  make  trips  they 
might  not  have  made  otherwise.  "It 
speeds  the  time  line  on  projects,"  he 
says,  "and  that  has  a  positive  impact  on 
profits.  We  underestimated  what  a  pow- 
erful tool  this  would  be." 

SHRINKING  THE  CONTINENT 

The  four  company  aircraft  fly  more  than 
2,400  hours  annually,  and  they  are  used 
regularly  to  bring  customers  to  the 
Moline  headquarters,  plants  or  to  anoth- 
er customer's  sites  —  perhaps  in  the 
farmlands  of  Kansas  or  Nebraska.  In  addi- 
tion, Deere's  factories  are  located 
throughout  America's  farmlands  and  deal- 
ers are  located  from  coast  to  coast.  Typ- 
ically, small  local  airports  serve  these 
rural  locations.  Although  the  Challenger 
has  transoceanic  capability,  its  wide, 


comfortable  cabin  can  seat  as  man 
10  people  and  is  used  frequently  on  tl 
North  American  trips.  "The  aircraft 
really  critical  for  moving  people  thrq 
out  our  system  because  so  many  of  t| 
places  are  not  served  well  —  or  at  a 
by  airlines,"  says  Lucas. 

Time-saving  is  an  important  advant 
but  Lucas  also  emphasizes  that  Dl 
passengers  can  do  a  great  deal  of  vj 
while  they  travel.  All  of  the  aircraft 
well  equipped  with  the  latest  comnj 
cations  technology,  including  compj 
links  to  the  company  intranet,  voice) 
fax  capability  and  onboard  printers. 

The  Challenger  and  Gulfstrj 
GV  have  satellite  communicatij 
onboard  LAN  and  conference-call  | 
bility.  "The  communications  suites 
a  critical  resource,"  says  Lucas,  f 
managers,  particularly  on  the  long 
and  12-hour  international  flights, 
them  constantly." 


SAFETY  AND  SECURITY 


Business  aviation  is  benefiting  from 
phenomenal  safety  and  efficiency 
features  that  are  a  by-product  of  the 
cyber  age.  Today's  corporate  aircraft 
are  equipped  to  levels  of  sophistication 
often  exceeding  those  of  the  latest- 
generation  airliners. 

Standard  on  the  flight  deck  of  vir- 
tually every  new  business  aircraft 
model  is  high-tech  traffic,  ground  and 


weather-avoidance  equipment,  which 
warns  pilots  well  in  advance  of  possi- 
ble dangers  ahead.  New-generation 
satellite  receivers  provide  ultrapre- 
cise,  3-D  navigation  anywhere  on  the 
earth's  surface. 

Ocean  routes  are  no  longer  commu- 
nications gaps:  In  our  24-hour  global 
economy,  satellite  communications 
allow  passengers  to  phone,  fax  or  e-mail 


from  or  to  anywhere  on  the  eart 
above  it  —  day  or  night.  These  dev 
also  allow  pilots  to  obtain  real-t] 
weather  radar  images  of  their  desl 
tion  hours  in  advance  of  arrival. 

All-digital  flight  instruments 
graphic  systems  information  \ 
pilots  monitor  all  aircraft  functic 
Moving  map  displays  show  the  cur 
position,  as  well  as  navigation,  fli| 


fther,  traffic  and  terrain  informa- 
I,  adding  unprecedented  levels  of 
ty  to  the  flight.  Military-style  head- 
;uidance  systems,  now  common- 
e  in  the  largest  global  jets,  enable 
;s  to  simultaneously  look  outside 
view  essential  flight  data,  making 
it  and  low-visibility  approaches 
r  than  ever  before, 
iiere  is  a  downside,  however,  to  all 
>e  enhancements  —  a  "high-tech 
lilies'  heel."  With  the  increasing 
iber  of  electronic  devices  come 
s  of  wiring  and  electrical  circuitry, 
j  increased  chances  of  installation  or 
htenance  errors,  which  can  lead  to 
[  heating  and  possibly  smoke  in  the 
|<pit.  What's  the  answer? 
|/AS,  or  emergency  vision  assurance 
jem,  is  a  simple  and  effective 
em  that  is  making  a  critical  differ- 
e  in  aviation  safety.  Invented  by 


Bertil  Werjefelt,  president  of  Vision  Safe 
Corporation,  EVAS  is  a  self-contained, 
low-tech  solution  to  the  high-tech  prob- 
lem of  smoke  in  the  cockpit.  The  EVAS 
system  comes  in  a  case  the  size  of  a 
phone  book,  expands  like  an  automo- 
bile airbag  and  forces  a  clear  bubble  of 
air  against  the  instrument  panel  and 
windscreen.  This  gives  the  pilot  a  clear, 
unobstructed  view  of  the  flight  path, 
vital  instruments  and  emergency  check- 
lists, even  in  the  presence  of  dense, 
continuous  smoke. 

While  the  percentage  of  smoke  inci- 
dents is  low,  commercial  and  general 
aviation  statistics  confirm  that  at  least 
one  precautionary  or  emergency  land- 
ing occurs  daily  in  the  U.S.  alone. 
Although  aviation  regulatory  authorities 
have  not  fully  addressed  the  smoke 
issue,  EVAS  has  been  tested  and  certi- 
fied by  the  Federal  Aviation  Administra- 


tion, and  it  is  quickly  finding  its  way  to 
the  flight  decks  of  some  of  the  latest 
business  aircraft. 

A  long  list  of  corporate,  charter  and 
fractional  ownership  providers  have 
equipped  their  business  aircraft  with 
EVAS.  Although  smoke  in  the  cockpit 
may  never  occur,  there  is  no  way  of  pre- 
dicting whether  an  incident  will  take 
place.  EVAS  is  an  excellent,  low-cost 
insurance  policy. 


YOU'RE  IN  A 
CLASS  ALL  BY 
YOURSELF. 

Use  eJets  to  schedule  your  next  private  flight  and 
experience  a  new  class  in  travel  service.  You're  in 
control  with  access  to  thousands  of  private  jets 
worldwide,  real-time  quotes,  and  the  knowledgeable 
support  of  friendly  industry  professionals.  Next  time, 
fly  the  best.  Go  eJets.com. 

/ 

Copyright  2000  ejels.com  Inc.  All  rights  reserved,  "ejets.com"  ond  "executive  air  travel"are  trademarks 
or  servicemarks  of  ejets.com  Inc. 
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"pfe  usiness  aircraft  are  providing 
AJ  essentia!  solutions  to  the 
myriad  ms  of  business  travel. 

The  business  aviation  industry's  wide 
range  of  unique  product  and  service 
benefits  .;.able  it  to  satisfy  diverse 


corporate  needs.  Not  .only  can  a 
business  aircraft  serve  you  well 
today,  its  array  of  choices  and 
options  will  continue  to  serve  you  as 
your  business  grows  and  changes. 
The  flexibility  of  business  aviation 


"There's  smoke  in  the  cockpit!" 


At  least  once  every  day,  somewhere  in  North 
America,  a  plane  has  to  make  an  emergency 
landing  because  of  a  smoke  condition  in  the 
cockpit.  It's  simple... if  your  pilot  can't  see  his 
instruments,  he  can't  land  the  plane.  And  the 
patented  EVAS  (Emergency  Vision  Assurance 
System)  is  the  only  safety  system  available  which 
is  FAA  tested  and 
certified  that  ensures 
your  pilot  can  maintain 
his  vision  when  dense 
smoke  in  the  cockpit 
can't  be  stopped. 


In  just  seconds,  EVAS 
deploys  an  Inflatable 
Vision  Unit,  forming  a  plastic  "window"  around  the 
instrument  panel  and  windscreen  that's  filled  with 
clear  air.  In  scores  of  EVAS  simulations,  pilots  have 
landed  safely  with  smoke  in  the  cockpit  so  thick 
they  couldn't  see  their  hand  in  front  of  their  face. 


EVAS  requires  no  installation  or  downtime. 


Bristol-Myers  Squibb,  Lucent,  GE  and  Executive  Jet  are  all  believers. 
Can  you  afford  to  wait?  Just  call  1  800.724.0274  and  we'll  bring  an 
EVAS  demonstration  right  to  you. 


EVAS  If  You  Can't  See,  You  Can't  Fly 

Aircraft  Services  Group 

545  island  Road,  Ramsey,  Nj  07446 
201.995.9570 


allows  you  to  select  the  diffe 
tools  that  serve  you  best. 

More  than  ever  before,  ther 
something  here  for  everyone. 

i  n 


To  learn  more  about  how  essent 
business  aircraft  can  be  for  your  c 
pany,  contact  the  National  Busir 
Aviation  Association  (N8AA),  the 
eral  Aviation  Manufacturers  Assc 
tion  (GAM A)  or  the  National  Air  Tf 
port  at  ion  Association  (NAT A), 
based  in  Washington,  D.C.  A  per 
place  to  start  is  the  NBAA  annual 
vention,  where  you  can  see  all  oftt 
aircraft,  learn  more  about  their  ad 
tages  and  hear  more  about  the  set 
es  that  business  aviation  prov'n 
This  year,  the  53rd  annual  NBAA  < 
vention  will  be  held  in  New  Orlei 
La.,  October  10  to  12.  Don't  miss 
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he  Confidence  Question 


N  ECONOMIST  IS  "SOMEONE  WHO  SEES  SOME- 
A  thing  happen  and  wonders  whether  it  would  work 
fk  in  theory,"  as  Ronald  Reagan  used  to  say.  The  old 
A  quip  contains  a  lot  of  truth.  Indeed,  economists' 

fH  obsessive  pursuit  of  theory  has  led  them  into  a 

e-sac,  detached  from  reality. 

[hat's  absent  from  today's  economic  discourse  is  the  con- 
|f  consumer  and  investor  confidence  in  a  nation's  gov- 
knt  and  economy.  This  wasn't  always  the  case.  As  the 
ridge  don  John  Maynard  Keynes  put  it:  "The  state  of 
ence,  as  they  term  it,  is  a  matter  to  which  practical  men 
e  closest  and  most  anx- 
ttention."  Another  Cam- 
e  economist  of  his  era, 
ick  Lavington,  identified 
ence  as  a  key  component 
business  cycle.  His  1922 
rade  Cycle  described  the 
ency  for  confidence  to 
'ito  errors  of  optimism  or 
nism,"  which  triggers 
s  and  busts. 

i  see  how  misguided  eco- 
:  theories  have  laid  waste 
ifidence  lately,  look  at  Ar- 
ia. Consumers,  investors 
usinessmen  are  gloomy, 
:>  with  the  government's 
es.  Foreign  direct  invest- 
has  fallen  66%  in  the  last  year.  The  economy  is  flat,  ris- 
st  0.9%  in  this  year's  first  quarter,  compared  to  the  first 
zr  of  1999.  There  are  even  dire  warnings  of  debt  default, 
le  problem  began  in  December  1999,  when  Fernando  de 
i  became  Argentina's  president.  His  administration's  new 
imic  plan,  the  brainchild  of  the  IMF,  was  supposed  to 
interest  rates  and  produce  a  boom.  How?  By  raising  taxes, 
was  meant  to  reduce  the  government's  deficit.  But  added 
ler  built-in  problems  in  Argentina's  economic  system, 
-conceived  plan  has  produced  a  mess.  Its  timing  was 
:  World  interest  rates  were  on  the  rise.  So  Argentina's  rates 
nth  the  rest. 

ow  can  confidence  be  reestablished?  A  big  bang  is  the  only 
iut.  That's  what  I  said  in  my  keynote  address  at  the  an- 
neeting  of  the  Institute  of  Financial  Executives  in  August 


Argentina  suffers 
from  a  lack  of 

confidence.  The 
only  way  to  cure  it 
is  with  a  big  bang, 
as  Thatcher  did  in 
Britain.  Cut  taxes 

and  government 
spending  to  start. 


at  the  Bariloche  mountain  re- 
sort. My  counsel:  Argentina's 
unorthodox  currency  board 
fixes  the  dollar  at  a  1-to-l  rate. 
But  peso  interest  rates  remain 
higher  than  dollar  rates.  Elimi- 
nate the  peso  and  adopt  the 
greenback.  This  would  bring 
Argentinean  interest  rates  down 
to  U.S.  levels,  a  confidence- 
building  headline-grabber. 
The  second  leg  of  the  big 
bang:  supply-side  reforms.  The  tax  code  should  be  simplified 
and  tax  rates  reduced.  Argentina's  unemployment  rate  has 
been  trending  upward  since  the  mid-1980s  (it's  now  15%)  be- 
cause the  tax  bite  is  so  large.  Deregulate  the  health  care  sys- 
tem, labor  markets  and  utilities.  This  would  allow  prices  and  the 
economy  to  become  more  flexible  and  competitive,  as  in  Hong 
Kong.  Fiscal  reforms  would  constitute  the  third  leg.  Govern- 
ment spending  has  increased  by  an  average  of  10%  a  year  since 
1 99 1 .  It  must  be  slashed,  and  the  government  must  follow  New 
Zealand  and  produce  an  annual  balance  sheet  and  income 
statement.  This  would  provide  for  transparency  and  thereby 
rein  in  corruption. 

My  proposals  were  enthusiastically  received  by  the  Argen- 
tinean financial  community,  but  not  by  the  mainline  Argen- 
tinean and  Wall  Street  economists.  This  doesn't  bother  me.  It 
reminds  me  of  Margaret  Thatcher's  1981  dash  for  confidence 
and  growth.  To  restart  the  economy,  Thatcher  instituted  a  fierce 
attack  on  the  British  deficit,  coupled  with  an  expansionary 
monetary  policy.  Her  moves  were  immediately  condemned  by 
364  distinguished  economists.  In  a  letter  to  the  Times  of  Lon- 
don, they  wrote:  "Present  policies  will  deepen  the  depression, 
erode  the  industrial  base  of  our  economy  and  threaten  its  so- 
cial and  political  stability."  Thatcher  was  quickly  vindicated. 
No  sooner  had  the  364  affixed  their  signatures  than  the  econ- 
omy boomed.  People  had  confidence  in  Britain  again. 

A  big  bang  would  produce  similar  results  in  Argentina. 
Foreign  capital  would  immediately  start  flowing  inward.  And 
with  a  dollarized  monetary  regime,  it  would  cause  the  M3  mea- 
sure of  broad  money  to  soar  from  its  current  anemic  annual 
growth  rate  of  about  6%  to  between  20%  and  30%.  Economic 
growth  would  rapidly  match,  or  surpass,  the  7%  rate  realized 
in  the  1996-97  period.  F 


i.  Hanke  is  a  professor  of  applied  economics  at  Tlie  Johns  Hopkins  University  in  Baltimore  and  chairman  . 
"riedberg  Mercantile  Group,  Inc.  in  New  York.  Visit  his  forum  at  www.forbes.com/columnists/hanke  or      *  m.  ^  k 
ir  supplied  C.A.T.  scanner  on  the  UPC  code  (right)  to  take  you  there  instantly.  Bk>  \W\V"oi"oo"oooio? 
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The  more  thev  cost,  the  more   


they 

obsolete  their  technology, 
the  more  you  want  one. 
What  is  it  about  Swiss  watches? 

PHOTOGRAPHS  BY  BENOIT  DECOUT/  REA / SABA 


BY  JOSHUA  LEVINE 

IN  LATE  JULY  FINANCIERE  RICHEMONT,  A  HOLDING  COM- 
pany  for  costly  Swiss  watch  brands,  paid  $1.86  billion  to 
acquire  Les  Manufactures  Horlogeres,  another  Swiss 
watchmaker.  The  price  works  out  to  nearly  nine  times 
sales.  Was  it  fancy  technology  that  Richemont  got?  Far 
from  it.  With  Horlogeres  it  picked  up  the  167-year-old 
movement-maker  laeger-LeCoultre,  along  with  watch  brands 
IWC  and  A.  Lange  &  Sohne,  which  means  it  got  its  hands  on 
a  collection  of  workshops  where  men  in  white  aprons  con- 
struct tiny  little  spring-wound  timekeeping  mechanisms  ac- 
curate to  within  eight  seconds  a  day.  That  isn't  even  as  accu- 
rate as  a  $10  quartz  Timex.  Horlogeres  is  not  high  tech.  It  is 
what  the  Swiss  call  "high  mech." 

To  understand  why  brands  of  mechanical  watches  are  so 
sought  after  you  have  to  understand  why  the  watches  are 


The  big  take  on  the  lake:  great  days  for  Geneva's  watchmake 

sought  after.  To  do  that  you've  got  to  look  at  people  like 
Ehrmantraut.  Now  37,  Ehrmantraut  knew  nothing 
watches  when  his  employer,  Sunnyvale,  Calif.-based  Ne 
Appliance,  went  public  in  1995,  and  he  suddenly  founc 
self  with  lots  of  money.  All  he  knew  was  that  lames 
wore  a  Rolex  Submariner,  so  Ehrmantraut  bought  one 

That  was  just  the  beginning.  Today  he's  a  watch  j 
with  80  fancy  mechanical  watches  and  counting.  "I  dl 
ered  that  for  the  price  of  a  Ferrari  or  two,  I  could  put  to; 
a  pretty  good  collection,"  says  Ehrmantraut.  His  lates 
chase  is  a  handmade  $69,000  Tourbillon  by  F.R  Journe 
makes  only  a  few  dozen  watches  a  year. 

"It's  an  antidote  to  the  technology  I  work  with  every 
says  the  semiretired  techie.  "These  things  are  made  by  p 
sitting  at  benches,  not  computers.  When  you  look  at  c 


"1  offemd  $130  million  for  Ebel  and  it  was  worth  maybi 
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things  through  a  magnifying 
you  can  see  that  a  human  being 
?d  on  it.  It  can  never  match  a  $50 
h,  but  I  really  like  the  futility  of 
-there's  something  noble  and 

about  it." 

ot  so  tragic  if  you  live  along  the 
i  of  Lac  Leman,  where  Geneva's 
mech  moguls  keep  their  low-key 
s.  Two  decades  since  it  was  left  on 
me  dust  heap  as  the  manual  type- 
r  and  the  rotary  phone,  the  $5.5  billion,  400-year-old 
watch  business  suddenly  looks  as  frisky  as  a  wireless 
ip. 

)day  there  is  even  the  rare  newcomer  Swiss  luxury 


Corum 

GOLDEN  BRIDGE 

Price:  $12,900 

You  want  distinction?  The 
golden  bridge  is  the  watch's 
sole  match-size  cylinder  for 
winding  and  moving  the 
hands— a  departure  from 
the  usual  two  shafts  of 
other  mechanical  watches. 


Gucci  paid  him  $150  million  not  to 
flood  the  market  with  its  watches. 


brand,  which  says  a  lot  in  a  business  where  a  centuries-old 
pedigree  counts  for  everything.  Christian  Bedat,  35,  launched 
Bedat  &  Co.  three  years  ago  (see  box,  p.  180).  "If  you  tried  to 
do  this  ten  years  ago,  they  would  lock  you  up,"  says  Bedat. 

A  quartz  watch  that  serves  its  purpose  well  enough  can 
come  from  anywhere.  But  the  high-priced  mechanical 
watches  almost  all  come  from  Switzerland.  Sales  of  mechan- 
ical Swiss  watches  are  up  80%  in  the  U.S.  since  1996,  to  $377 
million  (wholesale).  This  is  exclusively  the  province  of  lux- 
ury-goods makers.  The  average  wholesale  price  in  this  seg- 
ment is  $1,000. 

Why  is  this  archaic  consumer  product  doing  so  well?  The 
roaring  economy  has  a  lot  to  do  with  it,  of  course,  but  there 
are  other  things  going  on.  Swiss  watches  took  on  their  mys- 
tique only  when  they  were  obsolete  technologically.  That 


Dn,  LVMH  buys  it  for  around  $300  million-insanity!" 
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e  Upstart 


runs  on  jealousy,  and  the  air  inside 
exhibition  hall  is  always  thick  with  it 
ig  the  annual  watch  fair.  "Wear  a  red 
in  your  lapel  to  ward  off  evil  thoughts,"  a 
weil-wisher  warns  young  Christian  Bedat.  "You 
have  no  idea  how  much  envy  is  going  around  this 
room  toward  you." 

That's  because  young  Bedat,  35,  is  an  upstart 
in  a  business  where  pedigree  is  everything.  In 
Geneva  "founded  in  1997"  sounds  pretty  cheeky. 


Bedat 

CHRONOPOCKET 
Price:  $5,000 

The  chameleon:  Can  be  worn 
with  a  wristband  or  a  chain, 
or  displayed  as  a  table  clock. 


sounds  paradoxical,  but  you  have  seen  this  before.  It  was  ob- 
solescence that  made  horses  and  fountain  pens  into  status 
symbols. 

Another  psychological  factor  in  the  frenzy  may  be  a  per- 
ception of  scarcity — a  perception  artfully  exploited  by  the 
vendors.  When  Rolex  put  its  Daytona  back  on  the  market  in 
1991,  after  three  years  of  having  none  for  sale,  the  waiting  list 
grew  to  six  years. 

And  then  there  is  the  peacock-feather  explanation.  The 
tail  feathers  aren't  for  flight  but  for  displaying  to  other  birds 
that  the  possessor  has  biological  resources  to  spare.  Among 


Worse,  he's  an  upstart  who's  making  it.  Bedal 
sold  some  $5  million  worth  of  watches  in  191 
first  full  year  in  business.  It  sold  $12  million  las 
and  it's  on  its  way  to  sales  of  $20  million  thi 
Bedat's  watches  aren't  cheap.  They  sell  for  ar 
age  of  $5,000  and  can  go  as  high  as  $30,00 
they  look  a  lot  spunkier  than  the  traditional  C 
ist  watch  template. 

"He's  a  huge  part  of  our  plans,"  says  Ti 
Braun,  associate  divisional  merchandise  ma 
for  jewelry  at  the  Neiman  Marcus  chain.  "Ml 
tomers  are  looking  to  bring  some  new  name 
the  conversation.  They  feel  like  they've  made  it  if  they 
duce  a  little  ...  tension." 

Still,  giant  predators  like  LVMH  and  Vendome  are  pn 
the  shores  of  Lac  Leman,  and  they  eat  brands  like  Bedat  1 
jeuner.  "The  big  groups  kill  the  chicken  while  it's  still  in  th 
I'm  not  flying  yet,  but  I've  cracked  my  shell,"  says  Bedat  v, 
easy  grin  that  sets  him  apart  among  the  frown-happy  Sw 
Bedat  inherited  his  charm  from  his  mother.  In  1975  Si 
Bedat  helped  Raymond  Weil  create  Raymond  Weil  S.A., 
that  by  the  end  of  the  1980s  had  grown  to  become  the 
largest  export  brand,  with  sales  of  some  600,000  units  I 
worth  roughly  $80  million. 

Christian  Bedat  joined  the  business  in  1990,  but 
son-in-law  has  been  there  since  1984,  and,  well,  you 
how  these  family  things  go.  In  1995  Madame  Bedat  sol 
24%  stake  in  the  company  back  to  Raymond  Weil.  A  yeai 
Bedat  mere  et  fils  left  the  company. 

Then  Simone  Bedat  put  her  shrewdness,  her  small  fa 
and  the  huge  goodwill  she'd  amassed  in  Geneva  at  Chris 
disposal— and  stepped  out  of  the  limelight.  It's  about  Chr 
Bedat  now.  Who's  Raymond  Weil? 

It's  a  good  story,  but  it's  still  a  story  with  some  bi 
going  ahead.  The  business  has  already  soaked  up  som 
million  of  the  family's  money,  and  that's  hardly  the  end. 
sion  can  be  stronger  than  reason,"  says  Bedat.  "But  I  knov 
thing.  I  must  never  be  in  the  position  of  a  beggar." 


higher  animals,  jewelry  serves  this  purpose.  Men  gene 
don't  wear  jewelry  around  their  necks  or  ears,  but  the)  I 
feel  very  comfortable  displaying  a  $13,000  Bedat  on  a  wl 

In  Europe  and  Asia  wrist  hardware  goes  a  long  wa  l 
ward  ranking  one  guy  in  an  expensive  suit  over  anoflw 
Italy  the  average  adult  owns  five  watches,  and  at  least 
glossy  magazines  cover  the  latest  models  and  trends. 

It's  unlikely  the  U.S.  will  ever  end  up  as  watch-m; 
Italy,  but  it's  beginning  to  move  that  way.  A  cool  wati 
becoming  a  kind  of  hot  rod  for  the  wrist.  With  om 
difference.  "If  you're  18  years  old,  are  you  going  to  b 
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Jean-Claude  Biver. 
Blancpain  hasn't  made  a  quartz 
watch  since  1735;  for  part  of  that 
time  it  didn't  make  any  watch. 


nsion  of  the  maxim 
j  can  never  be  too 
oo  thin.  The  Ultra- 
aliber  21  movement 
73mm  thick.  Patek 
!  uses  a  version 
rrathin  models. 


BMW  or  a  $1,500  Tag  Heuer?"  says 
Susan  Nicholas,  chief  executive  of  Tag 
Heuer,  U.S. 

It's  a  guy  thing.  "When  the  people 
who  buy  these  things  were  kids,  they 
hid  under  the  covers  with  a  flashlight 
looking  at  car  magazines,  not  Play- 
boy," says  Richard  Paige,  who  closed 
his  California  jewelry  stores  four  years 
ago  and  started  his  watch  Web  site, 
Timezone.com,  in  1996. 
ist  year  Timezone  offered  an  online  course  in  watch  re- 
Even  Page  was  shocked  when  800  guys  signed  up  just  so 
could  tinker  under  the  hood.  "I  mean,  in  the  U.S., 
'ing  how  to  fix  a  watch  used  to  be  about  as  glamorous  as 
;  a  plumber,"  he  says. 

viss  watch  sales  might  have  climbed  higher  still,  but 
•  just  aren't  enough  master  watchmakers  left,  even 
gh  young  Swiss  are  now  rushing  in  to  replenish  their 
'  depleted  ranks.  "We  could  have  sold  20%  to  25%  more 
les  in  each  of  the  last  few  years  if  we  could  have  pro- 
d  them,"  says  Henry  Edelman,  president  of  Patek 
?pe  in  the  U.S.  "You  walk  through  our  workshops  and 


you  see  people  over  50  and  people  under  35  and  no  one  in 
between.  The  Swiss  felt  there  was  no  future  in  it.  All  of  a  sud- 
den it  became  a  career  again." 

Edelman  remembers  peddling  Pateks  in  the  late  1970s 
and  fending  off  job  offers  from  retailers  who  promised  to 
hire  him  when — not  if — Patek  went  under.  Now  Edelman  is 
telling  many  of  these  same  retailers  to  place  their  Patek  or- 
ders now  for  the  year  2002  or  risk  getting  shut  out. 

It  takes  eight  to  nine  years  to  train  the  workmen  who 
make  the  newest  Patek  Philippe  model,  due  to  arrive  in  stores 
this  November.  These  artisans  have  broken  new  ground  with 
a  nonautomatic  mechanism  that  carries  a  240-hour  power 
reserve,  breaking  the  current  standard  by  a  full  day.  A  hun- 
dred twizzles  of  the  thumb  and  index  finger  and  you're  good 
for  well  over  a  week.  Patek  is  only  making  3,000  of  these 
"Ten-Day"  watches,  which  cost  $27,500  and  up. 

Patek  Philippe  has  been  owned  by  the  Stern  family  of 
Geneva  since  1932,  and  the  current  chairman,  Philippe 
Stern — his  father  named  him  after  the  watch — vows  to  keep 
it  that  way.  But  Stern  is  part  of  a  shrinking  minority.  In  the 
past  few  years  the  titans  of  the  luxury-goods  trade  have  been 
swallowing  up  the  tiny,  family- run  watchmakers  that  dot  the 
Vallee  de  Joux  and  other  mountain  hamlets  around  Geneva. 


ur  watchmakers  WIT  J,  WORK  IN  FARMHOUSES!" 
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"AtSOfM**  point,  mathematics  stops  and  the  nose  takes  <j 


There  are  still  hundreds  of  them,  and  many  of  them  have 
been  there  ever  since  the  16th  century,  when  the  austere  Jean 
Calvin  banned  the  wearing  of  jewelry  and  so  pushed  the 
goldsmiths  of  Geneva  into  the  unflashy  business  of  making 
pocket  watch.'.  The  migration  of  the  device  from  pocket  to 
wrist  took  place  only  around  1900.) 

The  brightest  jewels  in  the  Swiss  watchmaking  crown 
have  already  oeen  bought  and  parceled  out  among  three 
groups  (see  diagram,  p.  185).  Even  the  most  sober-minded 
arc  hard  put  to  resist  the  prices  being  paid.  "I  offered 
$130  million  for  Ebel,  and  it  was  worth  maybe  $90  million," 
says  Severin  Wunderman,  who  owns  Corum  watches.  "In- 
stead, LVMH  buys  it  for  around  $300  million — insanity!" 

Not  that  Wunderman  is  complaining.  He  was  the  distrib- 
utor for  Gucci  watches  in  the  U.S.  when  Francois  Pinault's 
Pinault-Printemps-Redoute  bought  a  white-knight  stake  in 
Gucci  last  year.  Among  other  things,  the  big  groups  are  cut- 
ting out  the  army  of  watch-distribution  middlemen,  who  (in 


most  arrangements)  keep  a  fairly  hefty  gross  margin  but 
to  foot  significant  advertising  bills  out  of  it. 

Wunderman  knew  he  faced  the  same  fate  as  other  agi  f 
but  he  had  no  intention  of  walking  away  empty-han 
when  his  contract  expired.  "I  took  the  Gucci  people  to 
factory  vault  and  showed  them  one  million  watches,"  he 
in  an  accent  that  falls  somewhere  between  Paris  and 
bush.  "I  told  them  that  for  the  sale  of  every  box  of"— 
Wunderman  names  a  personal  hygiene  product  that  he 
not  be  mentioned  in  print — "I  will  sell  a  Gucci  watch  ml 
you  buy  me  out  of  my  contract  tomorrow."  He  says  Q 
bought  him  out  for  $150  million.  "These  are  wonde) 
times,"  says  Wunderman,  who  was  recently  treated  for  ca| 
and  is  now  back  selling  watches 

Among  the  big  boys  the  battle  lines  have  now  b 
drawn.  With  the  three  brands  it  just  acquired,  Richenj 
now  controls  an  estimated  19%  to  22%  of  the  market 
watches  priced  over  $1,500.  It  also  owns  Cartier,  Vachi 


As  Tight  as  an  Oyster 

When  the  first  wristwatches  appeared  in  1900  every- 
body thought  they  were  among  the  dumber  ideas  to 
greet  the  new  century.  People  figured  that  between 
rain,  dirt  and  hard  knocks,  the  poor  watch  on  the  wrist  didn't 
stand  a  chance. 

Chief  among  the  newfangled  device's  defenders  was  a 
headstrong,  slightly  mad-looking  Bavarian  named  Hans  Wils- 
dorf,  who  started  selling  them  in  1905.  In  1908 
Wilsdorf  registered  the  brand  "Rolex,"  following  a 
vogue  credited  to  Kodak  for  punchy— if  meaning- 
less—names. 

Hans  Wilsdorf  systematically  addressed  the 
wristwatch's  most  vulnerable  points  and  overcame 
them.  His  research  led  to  the  first  truly  waterproof 
case.  In  1926  Rolex  produced  its  first  Oyster— Wils- 
dorf came  up  with  this  name  after  wrestling  with  a 
particularly  stubborn  mollusk  at  a  dinner  party.  He 
turned  out  the  first  reliable  self-winding  watch  in 
1933,  the  Oyster  Perpetual. 

Since  then  Rolex  has  continually  made  its  own 
myriad  refinements,  but  otherwise  changed  as  little 
as  possible  about  its  industrial-chic,  indestructible 
timepiece.  "Our  Submariner  is  a  diver's  watch— what  is  it  you 
want  to  change?"  challenges  Walter  Fischer,  chief  executive  of 
Rolex,  U.S. 

This  year  Rolex  has  come  up  with  a  new  lubricating  oil  that 
allows  for  regular  watch  maintenance  every  five  years,  instead 
of  annually.  Don't  expect  this  news  to  show  up  in  an  ad.  "We 
don't  mention  technological  improvements,"  says  Fischer. 
"People  who  buy  a  Rolex— they  know." 

The  aloofness  carries  through  to  the  company  itself: 
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Rolex 

GOLD  DAYT0NA 
Price:  $20,450 
Snobby  secondary  market: 
Hot  models  of  this  Rolex 
have  changed  hands  for 
more  than  list  price.  In  the 
1980s  the  I8kt  "Paul  New- 
man" fetched  $35,000. 


When  most  Swiss  watchmakers  panicked 
tried  to  beat  the  Japanese  at  the  quartz  gam 
the  1970s,  Rolex  stuck  resolutely  to  its  mechaf 
guns,  even  though  it  had  developed  its  own  qu 
mechanism. 

That's  the  period  when  Rolex  broke  out  o 
niche  and  emerged  as  the  preeminent  Swiss  lie 
watch  brand  in  the  world.  Today  hot  models  like 
Daytona  chronograph  often  change  hands  for 
eral  thousand  dollars  more  than  what  they  sel 
in  stores. 

After  his  wife  died  in  1944,  the  childless  V 
dorf  transferred  his  shares  into  a  nonprofit  foundation  wfi 
beneficiaries  are  said  to  include  a  vocational  school  in  his 
tive  Kulmbach,  a  watchmaking  school  in  Geneva  and  wa 
makers'  widows.  Wilsdorf  died  in  I960. 

What  are  Rolex's  revenues?  Or  profits?  Company  finar 
are  hermetically  sealed  from  public  view,  but  marketingt 
sultant  Interbrand  pegs  the  value  of  the  Rolex  brand  m 
alone— never  mind  real  estate  or  other  assets— at  $3.5  bil 


tantin,  Piaget  and  the  trendy  Ital- 
|avy  watch,  Officine  Panerai. 
:eft  gnashing  his  teeth  is  Bernard 
j.ult,  the  head  of  French  luxury 
irrhouse  LVMH,  which  has  amassed 
jtimated  10%  of  the  prestige  mar- 
ist  year  by  buying  Tag  Heuer  (for 
l  to  $1  billion),  Ebel,  jeweler 
timet  and  movement-manufac- 
.  Zenith.  Arnault  griped  about  the 
[wiss  coziness  of  the  Richemont 
but  he  got  little  sympathy.  "Where 
ne  from,  we  have  a  saying — cow- 
don't  cry,"  was  the  reported  re- 
se  from  Richemont's  South 
a-born  chairman,  Johann  Rupert, 
nother  formidable  competitor  is 
,ch  Group,  better  known  for  the 

0  plastic  watches  that  helped  save 
serland  when  the  quartz  revolu- 
looked  as  if  it  would  relocate  the 
e  watch  industry  to  the  Far  East, 
adays  the  fun  little  plastic  Swatch 
ing  a  beating,  but  the  company  is 

1  just  fine,  thanks  to  the  mechani- 
ratches  Swatch  rescued.  Last  year 
ch  bought  watchmaker  Breguet, 
h  was  founded  in  1775.  It  also 
>  Omega,  Blancpain,  Longines, 
i  and  movement  maker  ETA. 
/hich  leaves  only  Rolex,  an  un- 
able force  that  holds  25%  of  the 
-end  market  with  basically  one 
"h,  the  Oyster,  while  keeping  the 
pany's  inner  workings  almost 
Dletely  hidden  behind  a  gold-clad 
ress  in  Geneva  {see  box,  p.  182). 
pc  sells  an  estimated  650,000 
hes  a  year,  worth  perhaps  $1.4  bil- 
at  retail.  But  unlike  other  manu- 
irers  that  are  constantly  cutting 
dies  for  new  models,  Rolex  has  far  lower  costs. 
Everybody  is  afraid  of  Rolex,  but  the  true  afi- 
ido  knows  that  it  makes  what  is  pretty  much 
idestructible  watch,"  says  Jeffrey  Hess,  who 
vritten  an  unauthorized  history  of  the  com- 
with  fames  M.  Dowling.  "We  mind  our  own 
less,"  says  a  Rolex  spokesperson,  explaining 
l  interview  with  FORBES  why  the  company 
basically  not  comment  about,  well,  anything. 
:  must  be  a  good  business,  to  judge  from  the 

about  watch  economics  that  can  be  teased 
i  other  players  in  the  industry.  A  steel  case  v/ith  a  sap- 
|  crystal  can  be  bought  from  an  outside  supplier  for  be- 
n  $40  and  $250.  Movements  will  run  from  $10  to  as  high 


Parmigiani  Fleurier 

T0RIC 

Price:  $49,500 

Bet  your  Timex  doesn't  fea- 
ture automatic  perpetual-ret- 
rograde calendar  and  phases 
of  the  moon.  Before  he  started 
making  his  own  watches, 
Michel  Parmigiani  was  a 
restorer  of  antique  clocks. 


as  $2,000.  And  then  the  numbers  get  interesting. 

The  manufacturer  may  double  its  manufactur- 
ing cost  in  arriving  at  a  wholesale  price  to  the  dis- 
tributor. The  distributor  in  turn  doubles  its  price 
in  selling  to  the  retailer,  who  doubles  the  price 
once  again  to  the  consumer.  Before  you  know  it,  a 
watch  that  cost  $500  to  manufacture  ends  up  with 
a  price  tag  between  $4,000  and  $5,000. 

Complain,  if  you  want,  about  the  giant  mark- 
up, but  that  is  beside  the  point  for  a  buyer  who  per- 
ceives that  he  is  acquiring  a  work  of  art.  You  may  as 
well  complain  that  Matisse  marked  up  his  oil  paintings. 

Image  is  everything  in  today's  watch  business,  pushing  up 
marketing  costs  dramatically.  Omega  spent  $2.3  million  on 
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advertising  in  1995.  It  spent  $10  million  last  year. 
Five  years  ago  Tag  Heuer  could  get  its  sports  watch 
into  a  Hollywood  feature  simply  by  giving  it  away 
to  the  stars.  Today  it  often  bids  against  Omega, 
Breitiing  and  Rolex  for  the  privilege  of  paying  be- 
tween $2  million  and  $3  million  for  the  timekeep- 
ing role  in  a  big  feature.  Omega  got  James  Bond, 
but  Tag  scored  Shaft.  "If  you  can  get  the  brand 
onto  the  right  wrists,  you  can  get  a  kind  of  cult  fol- 
lowing," says  LVMH's  U.S.  watch  chief,  Susan 
Nicholas. 

Whatever  it  does,  the  Swiss  business  goes  first 
class.  You  can  see  the  industry's  opulence  at  the  trade  fair  it 
mounts  each  spring  in  Basel.  Within  the  vast  exhibit  hall  the 
lords  of  horology  hold  court  in  miniature  crystal  palaces, 
many  costing  as  much  as  $5  million.  ("That's  a  bit  mislead- 


Chopard   

QUATTRO 
Price:  $19,000 

This  model's  gimmick:  The 
movement's  four  barrels  are 
coupled  in  series,  each 
making  II  revolutions  yielding 
power  reserve  of  54  hours. 
A  total  of  44  turns  provide 
216  hours  of  power  reserve. 


ing,"  protests  one  company  h 
"We  use  the  same  booth  over 
over  again.")  Severin  Wunderrrj 
booth  displays  some  painting 
owns — a  Degas,  a  Picassq 
Toulouse-Lautrec,  among  other: 
side  the  wood-paneled  Choj 
booth,  guests  recline  on  velvet 
tees,  sipping  1984  Chateau  La  ( 
seillante  while  white-gloved  alj 
dants  pass  around  Be 
caviar — about  $17,000  worth  fo 
five-day  show.  A  perfect  arral 
ment  of  white  roses  graces  \ 
table,  where  retailers  whisper  t 
orders  for  the  coming  year. 

Chopard,  owned  by  the  Schei 
family  since  1963,  is  still  best  km 
for  jewelry  and  women's  watches) 
it  is  trying  hard  to  change  that 
alyzed  the  business  in  1995,  and 
only  thing  to  do  was  to  create 
own  movement  and  be  recognizti 
a  manufacture"  says  Karl-Fried 
Scheufele,  the  fourth-general 
scion  vice  president  of  Chop 
"Everybody  in  the  family  thoujj 
was  crazy." 

The  result  is  Chopard's  L.l 
Quattro — the  initials  stand  for  Lq 
Ulysse  Chopard— a  $19,000  w| 
with  a  216-hour  power  reserve. 
Quattro  was  a  huge  hit  at  the  I| 
show,  despite  its  having  a  win 
duration  one  day  shorter  1 
Patek's.  The  watch  has  a  four-bs 
power  plant  (is  this  beginnini 
sound  like  a  Pontiac  GTO?)  in  w] 
one  spring,  on  being  wound  do 
transfers  control  to  the  next.  "We  like  the  dime 
of  that,"  says  Scheufele  with  a  satisfied  smile. 

You  can  see  high  mech  up  close  at  Chops 
factory  in  Fleurier,  a  two-hour  drive  from  Gen 
Many  of  the  tiny  metal  pieces  are  cut  with  a 
mechanical  process  that  runs  electric  cur: 
through  a  hair-thin  filament.  The  design  of 
movement  itself  would  be  impossible  witH 
three-dimensional  computer  imaging.  "Ten  y 
ago  we  used  to  worry  about  what  the  Japai 
were  doing,"  says  Eric  Broulis,  the  technical  di 
tor  at  Fleurier.  "Now  we  don't  even  look." 
For  all  the  software,  however,  there's  plenty  of  old-f 
ioned  labor.  Alone  at  a  workbench,  a  woman  sits  etel 
nearly  invisible  striations  into  minuscule  pieces.  There  i: 
function  to  these  decorative  notches,  which  you  need  a 


iS4     FORBES"  September  18,  2000 


Led  to  worry  about  the  Japanese.  Now  we  don't  look/' 


loupe  to  see  clearly.  Moreover,  many  of  the  pieces  on 
they  are  engraved  will  be  hidden  away  deep  inside  the 
movement,  never  to  be  seen  by  anyone  again.  They  do 
way  because  that's  the  way  they  do  it. 
toss  the  road  from  Chopard  in  Fleurier  is  the  small 
hop  of  Michel  Parmigiani.  Now  50,  Parmigiani  spent 
)f  his  career  restoring  antique  clocks  and  creating  one- 
ind  pieces  for  collectors.  When  he  started  out,  it  could 
ive  been  a  worse  time  to  start  fiddling  with  flywheels, 
introduced  the  first  quartz  watch  on  Christmas  Day, 
and  everyone,  the  Swiss  included,  rushed  to  adopt  a 
)logy  that  was  at  once  more  reliable,  more  accurate  and 
cheaper  to  produce.  In  a  quartz  watch  a  battery  runs 
it  through  a  synthetic  quartz  crystal,  which  vibrates  at 
)  beats  per  second.  Before  long  Omega,  the  reigning 
brand,  was  melting  down  its  gold  mechanical  watches 
3uld  sell  the  metal. 

vas  depressing.  "Every  day  another  concern  failed,  and 
wspapers  were  black  with  bad  news,"  Parmigiani  re- 
till,  he  says,  he  followed  afil  rouge — a  red  thread — that 
n  unswervingly  toward  Switzerland's  grand  patrimoine 
rlogerie.  In  1996  the  Sandoz  family  backed  Parmigiani 
,?nture  to  sell  watches  under  his  own  name.  He's  pro- 
1  1,500  a  year,  but  he  doesn't  want  to  go  beyond  2,000. 
me  point,  mathematics  stops  and  the  nose  takes  over," 
as  the  master  watchmaker.  You  can  buy  Parmigiani's 
"  platinum  chronograph  with  automatic  perpetual  ret- 
[e  calendar  for  $54,900. 

rmigiani  was  in  the  U.S.  recently  to  deliver  a  one-of-a- 
ninute  repeater  to  a  client  in  Chicago.  The  price: 
jOO.  "You  never  talked  to  the  watchmaker  before — his 
was  one-foot  square,"  says  Joseph  C.  Thompson,  editor 

Watch  Power 


What  do  you  get  when 
you  drop  $27,000  for 
a  timepiece?  Well,  in 
he  case  of  Patek  Philippe's 
Ten-Day  Power  Reserve,  you 
;et  a  high  polish  on  each  of  the 
vatch's  175  parts— including 
nside  the  grooves  on  the  400- 
nicron-by-600-micron  screw 
hat  holds  down  the  bridge 
wer  the  hairspring.  It  has  a  240-hour  power  reserve,  which 
neans  incredible  tension  is  placed  on  the  springs.  The  two 
)arrels  that  hold  these  springs  deliver  close  to  an  inch-pound 
)f  torque.  The  watch  is  also  tested  in  five  positions  to  control 
he  effects  of  gravity  on  its  accuracy.  Only  3,000  units  of  this 
nodel  are  being  made.  How  do  we  know?  Because  Patek 
5hilippe  says  it  will  destroy  all  the  tools  and  dies.        —  J.L 


of  American  Time,  a  trade  publication  that  has  just  converted 
to  consumer  readership.  "Now  he's  suddenly  sexy — an  artist." 

If  one  person  deserves  the  credit  for  keeping  this  flame 
flickering  when  it  was  about  to  go  out,  many  people  would 
nominate  Jean-Claude  Biver,  albeit  reluctantiy.  Biver  happens 
to  be  a  Luxembourger  by  birth,  which  is  probably  a  lucky 
thing,  since  the  Swiss  are  a  lot  better  at  making  watches  than  at 
marketing  them.  Biver  is  one  of  the  great  marketers  of  all  time. 

In  1982,  with  the  Swiss  watch  business  gasping  and 
quartz  triumphant  everywhere,  Biver  bought  the  brand 
name  Blancpain  for  $12,000.  Blancpain  had  pretty  much 
stopped  making  watches  in  the  1970s — it  had  once  supplied 
diving  watches  to  the  U.S.  Navy — and  hadn't  been  much  of  a 


factor  in  the  industry  for  a  long  time  before  that.  What  it  did 
have,  however,  was  a  nominal  lineage  to  1735.  Biver  re- 
launched the  brand  with  the  inspired,  if  somewhat  mislead- 
ing, slogan:  "Since  1735  there  has  never  been  a  quartz  Blanc- 
pain watch.  And  there  never  will  be." 

The  Blancpain  booth  at  Basel  resembles  a  Swiss  moun- 
tain farmhouse  straight  out  of  Heidi,  as  does  the  company's 
Disneyfied  factory.  "Blancpain  was  nothing,  but  when  we 
bought  the  brand,  we  had  a  marketing  approach  where 
everything  was  in  line.  The  watchmakers  used  to  work  in 
farmhouses,  SO  WE  WILL  WORK  IN  FARMHOUSES!" 
screams  Biver,  his  watchmaker's  leather  apron  tied  around  a 
6-foot-2-inch  frame. 

In  1992  Swatch  Group  bought  Blancpain,  which  this  year 
will  produce  around  9,000  watches  priced  between  $15,000 
and  $700,000.  Biver's  got  a  much  bigger  soapbox  now. 
"Quartz  is  a  genius  child  of  technology  and  will  become  an 
ADULT  of  technology  and  WILL  DIE!"  he  yells,  the  veins  in 
his  neck  bulging.  "But  ART  WILL  NEVER  DIE!!!"  F 
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Hello,  Dad?  In  his 
old  firm  Jason 
apparently  took 
marching  orders 
by  phone  from 
dad  in  prison.  Is 
pop  managing  by 
mobile  now,  too? 


1.   S   ■   Scpt.  niher  lf;.iO»)ll 


bhn  Peter  Galanis 


S  THE  SUN  BEATS  DOWN 
on  the  patio  of  the 
Peninsula  Hotel  in  Bev- 
erly Hills,  Jason  Galanis 
presses  his  ear  to  his  cell 
phone  again.  A  call  from 
a  wealthy  Pakistani 
r.  He's  just  gotten  off  with  the  son 
imous  billionaire.  Before  that,  an 
d  dean.  Proof  that  those  who  dis- 
ci him  simply  because  his  father 
crook  have  been  wrong.  He  has 
d  hard  for  this  moment.  He  has 
artment  nearby  in  the  Beverly 
-lotel.  A  Rolex  glints  on  his  wrist, 
ngs  up  the  phone  and  confronts 
jrst  of  the  rumors, 
m  sure  people  are  saying  my  father 
)ls  everything,"  says  the  30-year-old. 
I've  snookered  a  lot  of  people." 
would  be  quite  a  feat  for  the  father, 
e's  spent  most  of  the  past  15  years 
ell  behind  double  rows  of  razor 
kit  depositions  and  interviews  with 
s  former  employees  suggest  that 
s  father,  John  Peter  Galanis,  who 
investors  of  $400  million  before 
s  thrown  in  the  slammer,  has  had 
if  not  controlling  influence  on 
s  businesses.  The  effect  has  not 
entirely  benign:  a  role  in  the  spec- 
r  blowup  of  a  Colorado  bank  and 
ns  of  losses  for  grain  giant  Cargill, 
i  mix-up  with  this  father-son  team 
een  kept  quiet  until  recently  by  a 
der. 

ost  troubling  is  Jason's  latest  ven- 
ncubator  Capital,  a  publicly  traded 
iet  credit  card  company  that  he  says 
ose  the  gap  between  the  Internet 
■  and  have-nots.  It  is  an  outfit 
bd  by  a  share-price  swing  and  self- 
lg  similar  to  that  of  companies  dad 
piled  at  the  start  of  his  criminal  ca- 
fhree  decades  ago.  Earlier  this  year 
increased  his  holdings  in  Incubator 
changing  its  shares  for  his  stakes  in 
fother  businesses.  The  Beverly  Hills- 


based  company  was  trading  hands  at  $5 
a  share.  Within  a  month  shares  rose  to 
$13,  valuing  Incubator  at  $250  million. 
The  shares  now  fetch  $2. 

It  doesn't  look  like  any  blue  chip  but 
it  has  some  distinguished  investors,  in- 
cluding Kevin  Washington,  a  son  of 
railroad  and  mining  magnate  Dennis 
Washington.  Gil  F.  Amelio,  the  former 
chief  of  Apple  Computer,  is  set  to  hop 
on  board,  too. 

Jason  blames  Incubator's  stock  drop, 
in  part,  on  short-sellers  in  Utah.  He  says 
he's  close  to  completing  a  $10  million 
private  placement.  Then,  when  the  stock 
rises  again,  he'll  issue  more  shares  in  a 
public  offering. 

"This  is  my  way  of  getting  out  of  a 
black  cloud,"  he  says.  "I  want  my  credit. 
I  deserve  my  credit." 

Does  he  talk  to  his  father  about  In- 
cubator? "I  do  talk  to  him.  About  busi- 
ness? No.  He's  got  his  own  problems." 

Jason's  father,  56,  is  on  work-release 
living  in  a  halfway  house  in  New  York 
City.  But  for  a  while  in  the  1980s  he  cut 
quite  a  figure  about  town.  Weighing 
nearly  400  pounds,  he  would  order  mul- 
tiple entrees  at  Lutece  restaurant  with 
his  eccentric  300-pound  business  part- 
ner, Jay  Botchman.  Brilliant,  blessed 
with  a  photographic  memory,  the  father 
was  also  a  quick  read  of  character,  able 
to  charm  even  the  most  cynical  of  men. 
He  doted  on  his  four  sons  from  his  sec- 
ond marriage,  once  hiring  a  stonemason 
to  build  a  20-foot  play  castle  for  them. 
Jason  got  a  Ferrari  for  his  16th  birthday. 
The  private  jet  and  the  80-foot  yacht 
bore  the  name  Jader,  after  Jason 
and  Derek,  the  two  oldest. 

He  lured  the  rich  and  famous 
into  his  schemes.  Before  he  was 
tossed  into  prison  for  the  first 
time,  in  1973,  he'd  convinced  the 
former  head  of  the  New  York 
Stock  Exchange  and  the  past  pres- 
ident of  RCA  to  invest  in  his  hedge 


fund.  He  used  their  money  to  buy  shares 
that  he  was  unloading  in  small  compa- 
nies he  had  hyped.  He  drove  the  stock  of 
one  company,  Hair  Extension  Center, 
from  $1  to  $10,  then  sold  out  for  a 
$750,000  profit  before  it  crashed.  He 
served  half  a  year  in  jail,  then  spent  the 
next  five  helping  the  feds  finger  other 
crooks.  His  life  of  crime,  prosecutors 
suggested  at  the  time,  was  over. 

His  second  feeding  on  the  gullible,  in 
the  1980s,  created  the  biggest  mess.  He 
sold  stakes  in  an  Atlantic  City  boardwalk 
project  that  was  never  built.  He  lured 
Eddie  Murphy,  Sammy  Davis  Jr.  and 
many  less  celebrated  names  into  phony 
real  estate  and  oil  and  gas  tax  shelters.  By 
the  time  he  was  convicted  in  1988  he 
had  pushed  four  banks  into  bankruptcy. 

His  27-year  sentence  was  then  be- 
lieved to  be  the  longest  ever  for  a  white- 
collar  criminal.  His  mansions  in  Green- 
wich, Conn,  and  Del  Mar,  Calif,  were 
seized.  But  almost  all  of  the  money  his 
victims  lost  was  never  found.  There 
were  hints  at  the  time  that  some  of  it 
was  squirreled  away  in  the  Netherlands 
Antilles  (FORBES,  Dec.  29,  1986). 

As  for  Jason,  his  first  business  was 
run  from  his  freshman  dorm  room  at 
the  University  of  California  at  Santa 
Barbara.  It  was  1988,  too  long  ago  to 
remember  how  he  stumbled  on  the 
idea,  he  says,  but  he  soon  found  him- 
self buying  up  credit  card  debt  gone 
bust.  His  first  purchase  was  $1.6  mil- 
lion of  receivables  for  nine  cents  on  the 
dollar,  or  $140,000.  He  got  the  money 
for  the  investment,  he  says,  from  a  trust 


set  up  by  his  gi  ndmother.  He  called 
the  debtors  and  tripled  his  money. 

"It  was  a  schlGcky  business.  Six  thou- 
sand coli  gencies,"  he  says.  "Ex- 
traordinary. The  banks  were  giving  away 
the  inventory  for  free." 

i  mother.  At  the  end 
of  his  second  semester  he  dropped  out 
and  moved  to  San  Diego  to  run  the 
business  ti.','  time.  He  says  he  needed  to 
mother.  His  younger  broth- 
ers slept  three  to  a  room. 

"He  was  the  father  of  the  household, 
yet  he  never  felt  sorry  for  himself,"  re- 
calls his  friend  Kevin  Washington,  who 
first  met  him  at  a  San  Diego  sushi  bar 
about  that  time.  "It's  been  a  rough  road, 
and  I've  seen  it  for  eight  years  now." 

Jason's  business  took  off  after  he 
teamed  up  with  a  then-51  -year-old 
lawyer  named  James  Panther.  Panther  was 
no  angel.  One  of  his  previous  companies 
had  been  barred  from  doing  business 
with  Freddie  Mac  after  having  sold  it  bad 
loans.  But  he  and  Jason  had  a  good  idea: 
Why  not  offer  a  Visa  card  to  customers 
to  entice  them  to  pay  off  their  debt?  Most 
had  long  been  blackballed  by  traditional 
banks  and  didn't  have  any  plastic.  Credit 
card  giant  Providian  Financial  is  now 
pumping  millions  into  a  similar  business. 
The  Credit  Store,  as  Panther  and  the 
young  Galanis  called  their  Oceanside, 
Calif,  company,  was  a  pioneer. 

The  new  company  faced  big  hurdles. 
It  had  to  find  a  bank  willing  to  issue  cards 
to  such  high-risk  borrowers.  After  one 
pulled  out,  and  another  went  bankrupt, 
the  two  partners  fell  into  the  arms  of 
T.  Alan  Boyd,  the  head  of  Colorado's  Best- 
Bank.  He  was  known  to  be  willing  to  take 
a  flier  on  virtually  any  credit  card  debt. 
Jason  and  Panther  would  pay  a  fee  for 


each  card  issued,  or,  if  they  sold  the 
receivables  to  the  bank,  take  a  cut  of 
the  profits  for  collecting  from  the 
debtors.  BestBank,  too,  went  under, 
but  not  for  another  two  years. 

So  BestBank  would  dangle  a 
new  card  soon  after  Credit  Store 
bought  an  applicant's  bad  debt  run- 
up on  a  previous  card.  But  Credit 
Store  didn't  have  the  capital  to  buy  a 
lot  of  card  receivables  for  cash.  So 
Jason  partnered  with  others.  For  ex- 
ample, he  found  two  Vancouver  part- 
nerships (owned  by  1,400  individuals) 
that  had  bought  $10  million  (face 
amount)  of  receivables  for  one  cent  on 
the  dollar.  He  got  them  to  hand  over 
part  ownership  of  the  debt  in  exchange 
for  collecting  on  it.  But  mostly  it  was  a 
struggle.  The  fact  that  his  father  was  in 
prison  didn't  help.  Jason  says  SunAmer- 
ica,  for  example,  nixed  an  investment 
after  two  months  and  15  meetings  when 
it  found  out  about  John  Peter  Galanis. 

"I'll  always  have  that  specter  out 
there,"  says  the  younger  Galanis.  "It's 
not  very  fair.  But  fair  doesn't  count." 

"It's  a  source  of  major  frustration," 
says  Milton  Datsopoulos,  a  director  of 
Dennis  Washington's  rail  company  who 
invested  $100,000  in  Incubator  last  year. 
"He's  trying  to  build  respect." 

In  1994  Jason  and  Panther  had  a 
turn  of  luck.  The  investment  arm  of 
Cargill  agreed  to  lend  up  to  $200  mil- 
lion. Over  the  next  year  the  two  part- 
ners borrowed  $18  million  and  were 
asking  for  more.  Then  an  anonymous 
letter  reached  the  hands  of  top  execu- 
tives at  the  unit's  headquarters  in  Min- 
netonka,  Minn,  with  a  startling  accusa- 
tion: Jason's  dad  was  running  the 
company  from  prison.  Cargill  sent 
down  a  team  of  investigators. 

"They  taped  up  all  the  filing  cabi- 
nets, like  the  Gestapo,"  says  Jason.  "They 
found  nothing." 

Well,  not  quite  nothing.  They  discov- 
ered a  box  of  phone  records  that  showed 
the  father  making  as  many  as  30  collect 
calls  a  day  from  prison,  staying  on  the 
line  for  as  long  as  seven  hours,  accord- 


Wednesday,  July  6.  jjMjj 

Galanis  Guilty  in 
Major  Tax  Shelter 
Fraud  Schemes 

Promoter  Convict  offing 
investors  Across  the  Nation 

from  Stall  ^WireRepom 

white  ru^j&r*?JZ£Z 

promoter  John  Peter  GaUnu <      ^  „, 

In  1988  John  Galanis,  right,  0. 
was  sentenced  to  27  years. 

His  son's  partner,  Kevin 
Washington,  below  with  his 
billionaire  dad  Dennis,  rejects 
rumors  that  the  ex-con  is 
involved  in  the  new  business. 

ing  to  sources  close  to  the  investig 
They  also  found  expense  reports  fa 
to  Terminal  Island  in  nearby  Long  ] 
where  the  father  was  imprisoned. 

Credit  Store  employees  signeo 
davits  stating  that  Jason's  father  | 
no  role  in  the  company.  But  now 
employees,  speaking  on  conditii 
anonymity,  tell  a  different  story.  On 
the  father  wrote  the  company's  pr] 
tional  brochures  and  direct -mail  l\ 
then  had  the  first  print  versions  bi\ 
to  him  for  final  editing.  "He  ws 
brains  behind  the  marketing,"  sa} 
employee.  Another  recalls  that 
magazines  were  sent  regularly  tc 
Volumes  on  offshore  treaties  wen 
into  the  prison,  says  a  third,  so  the 
could  set  up  partnerships  overseas, 
he  named  Eikos,  Thesseus  and  Ic 
"The  father  controlled  everything. 

Federal  rules  prohibit  prist 
from  doing  business  from  their  eel 

So  what  does  the  father  say  i 
the  calls?  "I  was  encouraging  my  s 
business.  I  was  not  a  consultant  t 
company."  He  says  he  was  limit 
four  calls  a  day  for  15  minutes 
closely  monitored  by  the  prisoi 
most  of  his  time  in  jail.  "I  was  • 
tioned  but  never  reprimanded 

What  about  those  affidavits?  E 
sitions  taken  later  for  various  lav 
involving  the  Vancouver  partner 


"You  had  to  sign  the  affidavits  ai 
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A  10%  stake  is  worth  $15  million  today. 
He  also  agreed  to  make,  to  each  of  them, 
performance-based  payments  over  the 
following  five  years  worth  as  much  as  $25 
million.  Botchman  has  since  pumped  $50 
million  into  the  business  not  including 
the  payouts  to  the  former  owners. 

It  was  a  generous  buyout  for  a  busi- 
ness that  was  losing  money.  Might 
Botchman  have  been  motivated  by  loy- 
alty to  Jason's  father?  After  all,  John 
Peter  Galanis  had  taken  the  fall  in  their 
tax-shelter  venture,  never  implicating 
his  partner.  The  government  never  laid 
a  glove  on  Botchman. 

Jason  dismisses  the  possibility.  He 
says  hooking  up  with  Botchman  was  a 
coincidence.  Their  common  past,  he 
says,  actually  worked  against  him.  Botch- 
man was  angry  that  the  father  had  tar- 
nished his  name.  Botchman  concurs:  "I 
wouldn't  give  John  Galanis  8  cents." 

Less  than  two  years  after  the  Botch- 
man deal,  Credit  Store  card-issuer  Best- 
Bank  failed  with  $285  million  of  receiv- 
ables, much  of  it  in  default.  The  bad 
debt  came  mostly  from  another  card 
outfit,  but  Jason's  businesses  were  the 
second-biggest  suppliers,  providing  $20 
million.  The  FDIC  has  had  to  pump 
$100  million  into  the  bank.  Regulators 
are  looking  into  two  other  banks  that 
did  business  with  Jason — Founders 
Trust  National  and  First  National  Bank 
of  Brookings,  both  in 

reat  of  losing  your  job."  banks  say  that  their  fi- 


t  on  them.  "Everyone  had  to  do 
lid  one  former  employee.  "You  had 
f  n  it  at  the  threat  of  losing  your 
I  Another  stated  that  the  father 
I  to  him  from  prison  and  told  of 
ithere  by  Ted  L.  Sanborn,  an  espe- 
|  loyal  Credit  Store  employee.  In 
ijiwsuit  the  Vancouver  partners  al- 
ii misappropriation  of  funds, 
pr  Cargill  it  was  a  potted  plant  that 
fd  the  last  straw.  "Hey,  this  thing  is 
ied  in,"  one  investigator  exclaimed 
sCredit  Store  room  where  the  team 
Sequestered  themselves  to  pore  over 
B  records.  He  traced  the  cord.  A 
recorder  was  at  the  end  of  the  line. 
\y  the  fall  of  1995  Cargill  had 
I  ed  a  setdement,  limiting  its  losses 
million.  The  grain  giant  agreed  not 
'blicize  the  settlement. 
I  the  months  that  followed  a  half- 
(i  potential  investors  visited  the  Credit 
i  now  in  serious  trouble.  In  the  spring 
i?6  a  savior  appeared:  Jay  Botchman, 
I  ponytailed  epicurean  buddy.  Botch- 
wasn't  just  a  family  friend;  he  was 
other's  chief  link  to  banks  that  fi- 
;d  the  tax  shelter  venture, 
istead  of  lending  money  to  Credit 
,  Botchman  decided  to  buy  it.  He 
$1  million  each  to  Panther  and 
L  He  also  agreed  to  give  each  of  them 
bns  to  buy,  at  a  price  of  $500,000, 
s  now  equal  to  10%  of  the  company. 


nances  are  sound. 

Is  Incubator  a  fresh  start  for  Jason? 
Maybe  its  stock  woes  are  simply  due  to 
the  bursting  of  the  Internet  bubble. 
Jason's  father  insists  he  has  had  no  influ- 
ence on  the  new  business.  But  a  10-K 
filed  earlier  this  year  shows  deep  ties  to 
Jason's  old  one.  InfoBase,  one  of  the 
companies  that  Incubator  bought  for 
stock  this  year,  was  recendy  owned  by  a 
man  named  Dennis  Alba,  according  to  a 
Dun  &  Bradstreet  file.  Jason  says  the  file 
is  wrong,  that  Infobase  was  owned  by  Ted 
L.  Sanborn  and  a  partner.  Remember 
Sanborn,  the  Credit  Store  employee  who 
made  frequent  prison  visits?  Alba,  who 
also  worked  for  the  Credit  Store,  was  in 
prison  with  the  father,  put  away  for  drug 
dealing,  say  Bureau  of  Prison  records. 

Then  there  is  a  worrisome  web  of 
overseas  companies  in  Incubator's  pub- 
lic filings.  Their  names  have  a  familiar 
ring:  Eikos,  Thesseus,  Ionian.  Jason  says 
these  were  set  up  mosdy  for  tax  reasons 
and  that  his  father  had  nothing  to  do 
with  them.  Public  records  reveal  a  tan- 
gled history:  a  Panamanian  outfit  linked 
to  a  Netherlands  Antilles  company 
through  their  ties  to  an  Isle  of  Man  com- 
pany which  was  apparendy  first  set  up  in 
Sark,  a  Channel  Islands  pile  of  rocks 
reached  by  a  four-hour  ferry. 

There's  another  connection  between 
Jason's  old  businesses  and  Incubator. 
Jason  Galanis  settled  his  dispute  with  the 
Vancouver  investors  by  eventually  giving 
them  1  million  Incubator  shares  at  a  time 
when  the  shares  were  worth  $10  apiece. 
He  can  afford  that;  he  has  options  on  2 
million  Incubator  shares,  most  of  them 
with  an  exercise  price  of  4  cents. 

Kevin  Washington,  an  Incubator  ex- 
ecutive vice  president  and  director,  pro- 
fesses optimism.  He's  nearly  finished 
helping  Jason  raise  the  $10  million  from 
rich  friends,  and  then  there's  that  deal 
with  Gil  Amelio.  Earlier  this  year  the  for- 
mer Apple  chief  agreed  to  sell  a  company 
in  which  he's  invested — Themeware — 
for  $135  million  in  Incubator  shares. 

The  rumors  about  a  connection  be- 
tween John  Peter  Galanis  and  his  son's 
affairs  are  just  "speed  bumps"  in  the 
road,  says  Washington.  "This  business  is 
going  to  override  everything."  F 
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For  many  years  we've  been  known  for  making 
machines  that  are  big  and  yellow. 

Now  we've  developed  a  new  mining  truck 
which — at  roughly  the  size  of  a  four-story  building — 
is  the  biggest  of  them  all. 

And  something  else,  it's  very  smart. 


The  797  truck  has  literally  miles  of  wiring  at 
hundreds  of  sensors  and  eight  linked  computer; 
can  make  decisions,  provide  ongoing  informatio 
the  operator  and  send  out  enormous  amounts  of 
time  data  and  telemetry  for  analysis  elsewhere. 

Now  that  is  one  smart  truck. 
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ressed  by  is  its  size. 


nd  it's  not  the  only  example  of  high-tech  equip- 
ivith  our  name  on  it.  We  make  wheel  loaders 
Smmunicate  with  satellites  to  find  out  where  to 
|tid  many  of  our  products  determine  and  keep 
|)f  their  own  maintenance  schedules,  and  signal 
(any  of  their  vital  operations  need  attention. 


So  the  next  time  you  think  of  Caterpillar,  don't 
just  think  big  and  yellow. 

Think  big  and  yellow  and  smart. 


DATERPILLAR 


Quick:  What's  the  biggest 
delivery  outfit,  after  the  U.S. 
Postal  Service  and  UPS? 
Hint:  It's  not  FedEx. 


BY  CHRISTOPHER  WATTS 

FRUSTRATED  GERMANS  USED  TO 
call  their  Deutsche  Post  postal  sys- 
tem the  Schneckenpost,  German 
for  snail  mail.  Klaus  Zumwinkel, 
Deutsche  Post's  chief  executive,  doesn't 
try  to  hide  the  system's  failings.  "It  was 
a  state-owned  bureaucracy  managed  by 
civil  servants,"  says  Zumwinkel,  56.  "I 
transformed  the  postal  bureaucracy 
into  a  normal  company." 

He's  being  modest.  In  the  decade 
since  he's  taken  it  over,  Zumwinkel  has 
positioned  Deutsche  Post  as  the  leading 
worldwide  competitor  against  United 
Parcel  Service,  whose  $67.4  billion  mar- 
ket capitalization  makes  it  the  world's 
richest  postal  company.  The  U.S.  Postal 
Service's  798,000  employees  hauled  in 
$62.7  billion  in  revenues  last  year,  but 
Deutsche  Post  is  suddenly  a  not-so-dis- 
tant third:  Last  year  it  recorded  a  net 
profit  of  $1.2  billion  on  revenues  of 
$23.8  billion.  A  planned  initial  public 
offering  in  November  will  raise  some 
$10  billion,  valuing  Deutsche  Post  at 
$30  billion — more  than  twice  the  mar- 
ket value  of  FedEx. 

Zumwinkel  has  held  the  reins  since 
1990,  when  Helmut  Kohl,  then  chancel- 
lor, plucked  him  out  of  the  private  sec- 
tor and  told  him  to  modernize  the 
Schneckenpost. 

Zumwinkel  vividly  recalls  the  mess 
he  found  when  he  ar- 
rived. There  were  no 
marketing,  sales  or  con- 
trolling departments;  let- 
ters often  took  four  days 
to  arrive.  Things  went 
from  bad  to  worse:  Ger- 


man unification  grafted  East 
Germany's  crumbling  postal 
system  onto  Deutsche  Post's 
ailing  empire,  known  for  its 
ubiquitous  canary-yellow 
delivery  trucks  and  mail- 
boxes. That  year  the  opera- 
tion lost  more  than  $386 
million  on  revenues  of  $10.7 
billion. 

Zumwinkel  took  an  ax 
to  the  system's  cost  struc- 
ture. He  closed  more  than  a 
thousand  old  postal  depots, 
replacing  them  with  83  high-tech  sort- 
ing centers.  He  shuttered  16,000  of 
Deutsche  Post's  30,000  retail  outlets 
and  cut  more  than  100,000  jobs.  Today 
95%  of  domestic  letters  are  delivered 
the  next  day,  up  from  around  80% 
in  1990. 

He's  also  been  on  an  acquisition 
binge,  spending  more  than  $5  billion 
since  1997  on  postal  and  logistics  com- 
panies in  Europe  and  the  U.S.  He 
bought  at  least  one  parcel  delivery  com- 
pany in  each  major  European  country; 
in  March  1998  he  paid  an  estimated 
$700  million  for  25%  of  Bermuda-based 
airfreight  firm  DHL  International.  In  the 
U.S.  he  acquired  overnight  delivery  firm 
Air  Express  International  for  $1.1  billion 
and  made  smaller  purchases  like  Ster- 
ling, Va.-based  direct-mail  leader  Global 
Mail.  "We're  on  our 
way  to  being  the 
number  one  logistics 
company  in  the 
world,"  Zumwinkel 
boasts. 

There's  one  big 
brown  obstacle  in  the 
way:  UPS.  The  Euro- 
pean Commission  is 
investigating  allega- 
tions by  UPS  that 
Deutsche  Post  has 
used  its  monopoly  of 


letter  delivery  to  subsidize  losse 
parcel  delivery  business,  which  ar 
to  receiving  illegal  state  aid.  A  i 
against  Deutsche  Post  could  mea 
dreds  of  millions  of  dollars  in  fir 

Even  if  the  commission  rule: 
favor,  Zumwinkel  faces  competi 
the  core  of  his  business.  Today  ea 
on  letters  and  direct  mail — wh 
count  for  46%  of  Deutsche  Pos 
enues  and  more  than  90%  of  it 
its — are  protected  by  its  monopc 
when  Germany's  postal  syste 
comes  liberalized  at  the  start  ol 
competitors  will  start  skimming 
chunks  of  that  business. 

Then  there's  the  threat  of  U 
croaching  on  the  Deutsche  Pos 
ket.  Just  13%  of  UPS'  revenues 
from  its  growing  international 
tions.  Analysts  say  a  European  a 
tion  is  likely,  a  move  that  would  { 
brown  machine  firmly  on  the 
machine's  turf. 

Zumwinkel's  most  likely  respo 
alliance  with  UPS'  U.S.  rival,  1 
whose  market  capitalization  is  ji 
billion.  FedEx  claims  it  has  no  p. 
expand  into  routine  postal  ship] 
and  Zumwinkel  says  he  plans  no  r 
quisitions  until  Deutsche  Post's  1. 
been  completed.  But  once  he's 
with  a  new  takeover  currency, 
holders  will  expect  him  to  deliver 


A  European  acquisition  would  put  UPS  firm 
on  Deutsche  Post's  turf.  Zumwinkel's  likely 
response?  An  alliance  with  UPS  rival  FedEx 
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imply  connecting  to  suppliers  and  customers  won't  guarantee 
our  place  in  the  new  economy. 

/bull  get  there  by  working  with  your  suppliers'  suppliers.  You'll 
et  there  by  improving  the  efficiency  of  your  extended  supply 
hain.  You'll  get  there  by  making  your  organization  more 
rofitable.  And  Atlas  Commerce"  will  help  you  make  it  happen. 

^et  beyond  the  bubble.  Learn  how  Atlas  Commerce  is  revolution- 
ing  the  way  supply  chains  operate.  Sign  up  now  for  our  webcast 
n  Supply  Chain  Innovation  at  www.ebusinessevolved.com/frb 
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Jealilyjaieck  By  Robert  H.  Nelson 

Abolish  The  Forest  Service 


■■HHH  H1N  OUT  SMALL  TREES  TO  PROTECT  F(  )RESTS  FRi  >M 
fire.  Not  a  bad  idea,  as  recently  floated  by  the  U.S. 
Forest  Service,  but  too  late  when  so  much  of  the 

H     we  stern  U.S.  is  already  burning.  This  is  only  the  lat- 

H  est  example  of  the  misjudgments  perpetrated  on 
the  American  public  by  the  U.S.  Forest  Service. 

Here's  another  idea:  Thin  out  the  federal  government. 
Get  rid  of  the  U.S.  Forest  Service.  Give  or  sell  its  misman- 
aged assets  to  state  governments  and  private  industry. 

Forest  fires  have  consumed  6  million  acres  and  more  than 
500  homes  so  far  this  year,  and  are  still  raging  across  Montana, 
Idaho  and  other  western  states. 
These  fires  are  not  random  acts 
of  nature.  They  have  been  dis- 
asters waiting  to  happen. 

The  leading  culprit  is  the 
U.S.  Forest  Service.  The  Los 
Alamos  fire  started  at  Bande- 
lier  National  Monument,  but 
soon  spread  to  the  Santa  Fe 
National  Forest.  Much  of  the 
area  now  burning  in  the  West 
is  national  forest  land. 

Smokey  Bear  was  the 
leading  symbol  of  the  Forest 
Service  for  decades,  teaching 
us  that  forest  fires  must  be 
prevented  at  all  costs.  It  turns 
out  that  Smokey  was  wrong. 
Suppressing  forest  fire  does  not  eliminate  the  threat  of 
fire  but  postpones  it.  As  wood  volumes  build  up,  any  fire 
that  results  will  burn  much  more  intensely,  creating  large 
risks  to  lives  and  property  and  the  forest  environment. 
Barry  Hill,  associate  director  of  the  U.S.  General  Ac- 
counting Office,  said  as  much  two  years  ago. 

This  was  not  the  first  such  warning.  In  1994  the  National 
Commission  on  Wildfire  Disasters  foresaw  fires  "so  hot  and 
fast-moving  that  control  by  human  means  is  impossible." 

The  Forest  Service,  nonetheless,  has  been  sharply  reduc- 
ing its  timber  harvests — from  12  billion  board  feet  in  1989 
to  less  than  3  billion  per  year  today.  By  the  Forest  Service's 
own  estimates,  60%  of  its  lands  nationwide  are  today  in  an 
unhealthy  and  fire-prone  condition.  They  are  going  to  get 
more  unhealthy.  The  Forest  Service  recently  announced  a 
moratorium  on  road  building  on  43  million  acres,  which 
will  further  limit  the  ability  to  reduce  excess  wood  loads. 

At  first  the  agency's  solution  to  the  problems  it  has  cre- 
ated was  a  much-expanded  program  of  "prescribed  burn- 
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A  private  owner  or 
more  accountable 
local  government 
unit  would  better 
protect  these 
precious  assets 
not  only  from  fire 
but  from  economic 
depredation. 


ing."  But  a  prescribed 
that  got  out  of  control  c^ 
the  Los  Alamos  fire, 
scribed  burning  is  also  ej| 
sive  and  causes  air  pollutl 
Now  there  is  a  tree- 
ning  plan,  which  would 
$825  million  a  year.  Thl 
something  terribly  w) 
here.  The  thinning  is  del 
ately  needed,  but  forests 
valuable  asset  and  shou 
yielding  a  return  to  the  taxpayer  in  timber  royalties 
recreational  fees.  But  under  the  Forest  Service  they  are  U 
even  without  this  latest  spending  plan.  In  1998  the  F 
Service  took  in  $788  million  in  revenue  while  spending 
billion  to  manage  its  assets. 

Things  have  been  getting  worse.  For  many  decade 
Forest  Service  sought  to  maximize  the  value  of  recrea 
timber,  water  and  livestock  grazing  on  their  lands,  i  j 
1990s,  however,  the  agency  adopted  "ecosystem  man 
ment."  The  goal  is  now  a  so-called  natural  forest  that  c 
sponds  to  ecological  workings  prior  to  European  settlen 
By  the  Forest  Service's  own  calculations,  not  only  ha 
level  of  timber  harvesting  fallen  precipitously,  but  the 
economic  value  of  all  human  uses  of  the  forest — inclu 
recreation — has  also  declined  by  more  than  60%. 

Many  people  in  the  West  reject  the  idea  that  the  nat 
forests  should  become  an  enormous  nature  preserve.  J 
forests  include  192  million  acres,  almost  10%  of  the  U 
Idaho  they  make  up  40%  of  the  state. 

A  private  owner  would  better  protect  their  precious  t 
not  only  from  fire  but  from  economic  depredation,  ii 
1980s  the  government  caved  in  to  loggers  who  welshe 
contracts  for  cutting  rights  for  which  they  had  overbic 
private  owner  would  sit  still  for  this.  Nor  would  a  pr 
owner  spend  millions  building  logging  roads  in  order  tel 
lect  much  less  in  cutting  fees — the  kind  of  mischief  tha 
characterized  many  Forest  Service  timber  sales  over  the ) 
Many  nations  today  are  privatizing  their  failing  s 
owned  enterprises,  or  at  least  handing  them  off  to  mor 
countable  state  and  local  government  units.  Let's  d<j 
same.  Abolish  the  U.S.  Forest  Service  and  give  its  respt 
bOities  to  state  governments  and  the  private  sector. 

Robert  H.  Nelson  ( rri29@umail.umd.edu)  is  a  professor  in  the  School  of 
Affairs  at  the  University  of  Maryland  and  senior  fellow  of  the  Competitive 
terprise  Institute.  He  is  the  author  of  the  recently  published  A  Burning  Issl 
Case  for  Abolishing  the  U.S.  Forest  Service  (Rowman  &  Littlefield). 
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ABOUND  MM 

A  former  NBA  star  is  determined  to  run  factories  in  a  depressed  urban  area. 


BY  TOMAS  KELLNER 

ONE  FRIDAY  LATE  LAST  SUMMER 
David  Bing  was  on  his  way 
back  to  his  office  when  he  saw 
a  building  at  his  30-acre  auto- 
parts  site  in  Detroit  engulfed 
in  billowing  smoke.  "Call  the  firemen, 
call  the  firemen!"  the  former  NBA  star 
yelled,  pounding  on  a  ground-floor  win- 
dow, to  no  avail.  Hours  later  the  60,000- 
square-foot  building,  where  car  bumpers 
and  seat  parts  were  made  for  Daimler- 
Chrysler  and  General  Motors,  was  a  pile 
of  charred  machinery  and  twisted  metal. 

The  disaster  cost  Bing  $5  million  and 
nearly  brought  his  business  to  its  knees. 
He  says  the  fire  was  set  by  a  disgruntled 
employee — a  suspected  cocaine  user 
Bing  had  hired  two  years  earlier  and 
trained  for  a  job.  But  Bing  isn't  daunted. 

Bing  launched  Bing  Steel  in  1980,  two 
years  after  retiring  from  the  Detroit  Pis- 


ers,  can't  be  drug  dealers,"  he  says. 

Bing  Group  supplies  everything  from 
metal  stamping  for  car  frames  to  sleek 
red-leather  seats  for  the  Chevrolet 
Corvette.  Last  year  it  racked  up  an  esti- 
mated $7  million  gross  on  $300  million 
in  revenue.  But  Detroit  is  a  tough  place  to 
do  business,  despite  all  the  subsidies 
available  to  an  employer  like  Bing  Group. 
(Among  them:  the  federal  welfare-to- 
work  credit.)  After  the  August  fire,  Bing 
pulled  strings  with  city  officials,  and  by 
the  next  day  was  moving  employees  dis- 
placed by  the  fire  into  a  partly  empty 
Coca-Cola  warehouse.  He  set  up  ma- 
chines and  tools  not  far  from  boxes  of 
the  cola  drink's  ingredients.  By  Sunday 
the  plant  was  humming.  "I'm  not  going 
to  allow  one  deranged  person  to  stop  my 
dream,"  he  says. 

Early  on,  Bing  wanted  to  be  in  busi- 
ness as  badly  as  he  wanted  to  play  ball. 


Not  one  to  live  it  up  in  the  of 
son,  Bing  spent  seven  summers  tra 
with  the  National  Bank  of  Detroi 
three  more  with  Chrysler  Corp.,  m 
connections  that  would  help  him 
on.  "I  wanted  options  in  life,"  Biriji 

After  quitting  the  NBA  Bing  w» 
work  at  a  small  steel  company  in  th 
tons'  home  city.  Itching  to  run  his 
business,  he  left  two  years  latei 
started  an  auto-supply  enterprise 
$500,000.  Half  of  it  came  from  hi* 
savings.  The  other  part  came  as  a 
from  some  of  his  banking  buddie 
used  the  money  to  buy  a  32,000-sq 
foot  factory  in  Detroit.  GM  donat 
obsolete  slitter.  Bing  flipped  on  the  s 
and  was  in  the  steel- service  busin 
cutting  cold- rolled  steel  to  size  for 
auto  factories. 

The  Pistons  fame  may  have  b 
much  as  it  helped.  "Most  peopl 


"ALL  OF  OUR  ROLE  MODELS  CANNOT  BE  ATHLETES,  CANNOT  BE  ENTERT 


tons.  In  the  beginning  he  had  only  four 
men.  Today,  expanded  and  diversified 
into  the  Bing  Group,  the  company  em- 
ploys 1,500  people,  80%  of  whom  are 
African-American.  Bing,  56,  wants  to  be 
an  example  for  them,  something  he 
thinks  is  more  important  now  that  he's  a 
businessman  than  it  was  when  he  was 
shooting  hoops.  It's  one  reason  he  situ- 
ated his  plant  across  from  gutted  family 
homes  and  boarded-up  stores  in  down- 
town Detroit.  "All  of  our  role  models 
cannot  be  athletes,  cannot  be  entertain- 


When  he  was  barely  out  of  grade  school, 
he  helped  his  dad  build  apartment 
houses  and  churches  in  run-down 
northeast  Washington,  DC.  In  1962  he 
went  to  Syracuse  University  on  a  basket- 
ball scholarship,  earning  a  degree  in  eco- 
nomics and  marketing  four  years  later. 
That  year  he  was  the  number  two  pick 
in  the  NBA  draft  and  joined  the  Pistons  as 
a  guard.  He  played  in  the  NBA  for  12  sea- 
sons, at  a  time  when  his  $250,000  a  year 
made  him  one  of  the  highest-paid  bas- 
ketball players. 


wanted  to  talk  basketball,"  he  says, 
ing  his  head.  If  they  showed  up  at ; 
wasn't  a  big  deal  for  business  conta 
cancel  on  me  without  letting  me  ki 
he  says.  "It  was  pretty  demeaning.  I  < 
feel  I  belonged  to  the  business  worl 
Bing  was  determined  to  pro 
could  succeed  off  the  court.  He  c 
draw  a  salary  for  six  months.  Al 
hired  two  white  executives  to  overst 
erations  and  finance.  He  says  he  m 
them:  "White  males  are  still  making 
decisions.  They  need  to  know  that  p 
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:he  right  kind  of  background  hold 
•y  positions  in  a  startup  business." 
ng  lost  money  the  first  year.  He 
lis  first  GM  contract  the  next,  and, 
IS1,  made  his  first  $60,000  on  $2  mil- 
i  sales.  In  1982  he  won  a  big  order 
t  steel  for  Ford  Motor  Co.  He  or- 
1  $150,000  of  steel  from  a  local 
'  for  the  job.  But  when  the  invoice 


came  in,  the  dealer  had  overcharged  by 
20%.  On  top  of  that,  he  asked  Ring  for 
cash-on-delivery,  a  potential  sinker  for  a 
fledgling  business.  "I  could  have  shut 
Ford's  line  down  if  I  didn't  deliver,"  Bing 
says.  "And  I  couldn't  afford  to  lose  a  cus- 
tomer. So  I  paid." 

It  paid  off.  Today  Ford,  which  bought 
goods  and  services  worth  $3.3  billion 


from  minority-owned  suppliers  in  1999, 
is  Ring's  largest  customer.  Ford  is  also  his 
co-partner  in  an  employee  training  cen- 
ter set  up  for  minorities  early  this  year. 
The  center  teaches  400  students  every- 
thing from  the  importance  of  punctual- 
ity to  the  intricacies  of  injection  mould- 
ing. The  Detroit  Housing  Department 
paid  for  60  welfare  recipients  to  partici- 
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pate  this  year;  Bing,  Ford  and  several 
nonprofits  shoulder  the  balance  of  the 
center's  $1.5  million  annual  budget. 

Bing  isn't  just  being  a  good  citizen; 
he's  also  desperate  for  able  workers  to 
staff  his  nine  plants,  eight  in  Detroit. 
"Being  in  the  inner  city  has  taken  its  toll, 
in  terms  of  trying  to  get  the  right  people 
with  the  right  skills,"  he  says.  To  weed 
out  bad  seeds,  he  automatically  sacks  any 
new  trainee  who  in  the  first  three  months 
misses  one  day  without  calling  in  or 
comes  to  work  late  four  times.  Turnover 
is  12%  to  15%  a  year.  Managers  start  get- 
ting equity  after  they  have  been  on  staff 
for  as  little  as  three  years.  So  far  Bing  has 
handed  out  a  19%  stake  in  the  privately 
held  company.  He  owns  the  rest. 

But  there  are  more  challenges  ahead. 
There  is  consolidation  in  the  auto-parts- 
supply  industry;  if  Bing  doesn't  sell 
out  he  will  need  capital  to  grow  on.  It 
doesn't  help  that  Bing's  new  plants,  which 
he  started  building  in  1990,  don't  appre- 
ciate in  value  because  of  their  location  "in 
the  middle  of  a  hellhole,"  Bing  says.  As  a 
result,  he  can  borrow  less  against  real  es- 
tate than  competitors  in  the  suburbs.  It 
took  him  ten  years  to  pull  together  $120 
million  worth  of  new  equipment  and 
plants,  such  as  his  June  purchase  of  a  fac- 
tory that  makes  exterior  mirrors  for  cars. 
"Money  is  a  commodity  like  steel,"  says 
Dennis  Meagher,  Bing's  manufacturing 
lieutenant.  "We  have  to  save  money  else- 
where to  compete." 

Or  make  money  elsewhere.  In  1998 
Bing  set  up  a  joint  venture  (revenue:  $50 
million)  with  Lear  Corp.  Bing  put  up  for 
a  51%  stake,  and  Lear  paid  the  rest.  Bing 
wants  to  buy  auto-parts  companies  in 
Mexico  or  South  America.  By  expanding 
abroad,  he  hopes  to  boost  revenues  to  $1 
billion  by  2005.  To  further  finance  the 
growth,  he's  considering  a  private  place- 
ment or  a  public  offering. 

Even  though  he  hopes  to  grow  be- 
yond Detroit,  Bing  doesn't  have  any 
plans  to  pull  up  company  stakes  there. 
"As  a  basketball  player,  you  get  instant 
gratification,  because  the  fans  are  yelling 
and  screaming,"  Bing  says.  "But  it's  a 
very  strong  feeling,  walking  around  the 
plant  and  seeing  the  faces  of  people 
everybody  else  quit  on."  F 


CORPORATE 
CHARADES 

All  the  business  world  is  a  stage  for  two 
thespians  who  now  act  as  corporate  doctors. 


BY  KEMP  POWERS 

RUMORS  OF  LAYOFFS  HAVE  MANY 
employees  on  edge  at  Andersen 
Consulting  in  Chicago.  One  ex- 
ecutive in  particular,  Kevin,  is  having 
difficulty  masking  his  distrust  of  senior 
management.  One  day  he  pulls  another 
colleague  into  his  office.  "You'd  better 
think  about  your  future,"  he  hisses. 
"Nobody  else  is  going  to  do  it  for  you, 
especially  not  the  firm.  You  don't  want 
to  be  the  last  rat  on  a  sinking  ship." 

It  could  be  a  real  corporate  mo- 
ment, or  a  scene  in  a  corporate  thriller. 
Actually  it's  both.  Kevin  is  an  actor 
who's  playing  out  scenes  from  the  ex- 
ecutive suite  at  Andersen.  In  this  case 
he's  also  showing  how  destructive  be- 
havior undermines  corporate  morale. 

Andersen  is  a  participant  in  the  lat- 
est fad  to  hit  corporate  consulting:  stag- 
ing plays  to  help  top  managers  deal 
with  sticky  issues  in  the  executive  suite. 
Playing  Brian  DePalma  here  is  the 
Breakthrough  Group,  a  Northbrook, 


Getting 
standing  0s 
consultants 
William 
Auerbach  ai 
Mitchell 
Litrofsky. 


111. -based  consultancy 
headed  by  Mitchell 
Litrofsky,  45,  and 
William  Auerbach,  40. 

These  two  ex-ac- 
tors oversee  a  troupe 
of  10  in-house  mediators  and  20  tlj 
pians  who  take  gigs  with  Breakthroi 
between  sporadic  showbiz  assignme) 
Among  their  clients:  Gap,  AT&T,  Gl 
eral  Motors,  Miller  Brewing,  Pepsifl 
Quaker  Oats  and  Pfizer. 

Breakthrough  is  there  to  help  ex 
utives  cope  with  problems  large  a 
small.  Some  clients  want  to  bols 
morale  after  a  dip  in  business  or  a  mi 
agement  shakeup.  Others  ask  Brq 
through  to  act  out  sexual  harassing 
or  age  discrimination  scenarios  so  u 
executives  don't  make  real-life  bltj 
ders.  Often,  actors  enlist  employeesl 
help  dramatize  corporate  strife. 

Overdone,  it  could  be  as  silly  al 
Jerry  Lewis  movie.  Done  right,  sa 
Litrofsky,  the  playacting  can  pay  < 
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>day,  we  have  mote  energy  than  ever 


\merican  Electric  Power  and  Central  and  South  West 
orporation  have  merged  to  create  a  newAEP.  We're 
w  one  of  the  largest,  strongest  and  most  diversified 
*rgy  companies  anywhere.  We've  always  offered 
able,  low-priced  electricity  and  top-notch  customer 
'ice.  That  won't  change.  But  now  we  offer  so 


much  more.  We're  a  leading  electricity  producer, 
trader  and  distributor  with  interests  in  fiber-optic 
networks  and  e-business  initiatives.  That  means  we 
can  offer  customers  a  range  of  innovative  energy 
solutions.  AEP  truly  has  more  energy  than  ever.  We 
look  forward  to  putting  it  to  work  for  you. 


AMERICAN 

ELECTRIC 
POWER 


www.aep.com 


ADVERTISEMENT 


dent's 


link  that 


jrance  only  covers 
accidents  or  .. 
most  disabilities 
lal  in  nature.That's 


icome  protection  to  also  focus 
>n  return -to -work  expertise 
nd  on  policies  and  programs 
lat  help  employers  and 
mployees  remain  productive.  J  J 

Redefining 
Disability  Insurance 


ction  Offering  To  attract  and  main] 
tain  a  motivated  workforce,  employers  must  offer  competitive  benefits  that  not  onN 
protect  employees'  health  and  incomes,  but  also  help  them  to  achieve  balance  between, 
their  professional  and  personal  obligations.  Unum's  newest  group  product  offering! 
LifePhasesSM,  is  a  comprehensive  package  that  offers  top-quality  income  protection! 
Unum's  extensive  return-to-work  support  services,  coverage  that  can  extend  to  th^ 
employee's  family,  transition  options  for  coverage  when  jobs  change,  and  other  benefit^ 

e  Unum's  cutting-edge  LifePhases  benefits  will  differential) 
your  company  from  your  competitors  in  a  tight  labor  market.  In  addition,  whether  hehl 
ing  an  employee  manage  a  problem  that  would  otherwise  cause  a  workplace  absenq 
or  helping  a  disabled  employee  return  to  work,  Unum's  programs  can  reduce  absei 
teeism,  increase  your  workforce  effectiveness  and  help  provide  employees  with  incorri 
protection.  For  larger  employers,  the  positive  results  of  these  programs  can  be  tracke 
through  a  unique,  Web-based  disability  reporting  and  analysis  feature  that  will  alloi 
you  to  track  how  the  program  is  affecting  your  workforce  and  how  your  results  compai 
with  those  of  other  companies  throughout  your  industry. 

iductivity  Unum  programs  providei 
resource  for  employees  through  all  phases  of  recovery,  rehabilitation  and  re-entry  ini 
the  workplace  while  protecting  their  incomes. 

For  employees,  Unum  offers  unique  services  designed  to  help  manage  the  everydl 
challenges  of  their  lives.  The  LifeBalance*  program,  a  part  of  LifePhases,  provides  3 
hour  access  to  expert  advice  and  professional  assistance  with  legal  and  financi 
issues,  eldercare  and  childcare  resources,  family  and  personal  counseling,  educatic 
housing  situations  and  more. 

The  Universal  Access  Card  is  an  easy-to-use  information  source  for  employees  ai 
family  members  with  comprehensive  details  about  Unum's  employee  support  service 
Transition  Options  enable  employees  undergoing  a  major  lifestyle  change  (i.e.,  reti 
ment  or  changing  jobs)  to  continue  coverage  in  ways  that  fit  their  needs.  Assist  americi 
a  24-hour  network  of  emergency  international  medical  and  legal  resources,  can  p 
vide  support  to  employees  and  their  families  when  traveling  over  100  miles  from  hon 


Doug  Frantzen 
SVR  Group  Product 
Management 
UnumProvident  Corp. 


Unum  is  your  company's  full-service  partner  in  develi 
ing,  implementing  and  monitoring  an  integrated  benefits  program  focused  on  return 
employees  to  work  following  an  injury  or  illness.  Unum  can  customize  a  program 
match  your  company's  needs  and  objectives.  Once  a  program  is  designed,  Unum 
help  you  implement  and  maintain  it  to  ensure  its  long-term  success.  Unum's  comp 
hensive  Customer  Care  Center  service  provides  both  your 
employees  and  benefits  management  team  with  industry- 
leading  claims  resources  assigned  by  type  of  impairment 
for  maximum  effectiveness. 

Unum  is  dedicated  to  protecting  what's  most  important 
to  you  and  your  employees. 


Unum, 


Protecting  everything  you  won 


Unum  representative,  or  visit  our  Web  site  at  www.unur 


HOW  MANY  INSURANCE  PROVIDERS 


DOES  IT  TAKE  TO  MAKE  SURE 


HIS  INCOME  IS  FULLY  COVERED? 


Unum. 

otecting  everything 
you  work  for" 


Work  with  Unum  and  you'll  have  access  to  a  full  range  of  disability  income  protection 
solutions  from  one  source.  A  disability  specialist,  Unum  helps  protect  employee  income 
with  a  wide  variety  of  coverages  designed  to  work  together,  be  simple,  and  provide  the 
financing  options  that  best  serve  your  company's  and  your  employees'  needs. 
There  are  companies  that  only  offer  group  plans,  or  that  just  focus  on  the  needs  of 
individual  employees.  But  it  shouldn't  take  a  long  list  of  providers  to  insure  your  employees' 
incomes.  At  Unum,  we  combine  group,  supplemental  and  executive  plans — which 
means  we  can  provide  higher  percentages  of  income  replaced  and  can  cover  bonuses  and 
other  compensation  not  covered  by  a  group  plan  alone.  All  within  a  program  emphasizing 
return-to-work  and  maximizing  employee  productivity. 

It's  all  just  part  of  a  consolidated  income  protection  insurance  program  from  Unum. 
Protecting  everything  you — and  your  employees — work  for.  For  more  information, 
please  visit  us  at  www.unum.com. 


big.  He  insists  a  skit  dramatizing  man- 
agement's point  of  view  once  kept  mem- 
bers of  a  union  from  filing  a  grievance. 

The  payoff  is  certainly  impressive  for 
Breakthrough.  It  charges  by  the  hour, 
with  project  fees  typically  falling  between 
$75,000  and  $  3  50,000.  It  handles  as  many 
as  75  consulting  projects  a  year.  This  year 
Litrofsky  expects  the  company  to  pull  in 
a  pretax  margin  of  19%  on  revenue  of 
$8  million.  What  if  the  economy  tanks? 
Management  upheaval  and  corporate 
downsizing  should  mean  all  the  more 
business,  he  maintains. 

A  former  actor  who  played  a  lawyer 
on  the  TV  soap  Search  for  Tomorrow  and 
the  title  role  in  The  Elephant  Man  on 
Broadway,  Litrofsky  got  his  idea  for 
Breakthrough  after  his  role  in  a  company 
buyout.  In  the  late  1980s  he  worked  as 
vice  president  of  sales  for  Bit-O-Gold,  a 
family-run  food  distribution  business  in 
Schiller  Park,  111.  The  company  was 
headed  by  his  father  until  he  sold  out  to 


a  large  public  company.  Litrofsky  decided 
to  fall  back  on  his  theatrical  training — 
this  time  as  a  corporate  doctor — after 
watching  the  two  cultures  clash. 

He  formed  Breakthrough  in  1989 
with  $75,000  in  savings,  and  loans  from 
friends.  With  few  expenses,  he  broke  even 
the  next  year  and  enlisted  his  friend 
William  Auerbach  to  come  aboard  as  his 
partner.  Litrofsky's  timing  was  good, 
since  the  economic  downturn  in  the 
early  1990s  caused  a  number  of  compa- 
nies to  stumble — and  pick  up  the  phone. 

"I  don't  know  a  single  employee  par- 
ticipant who  didn't  think  the  experience 
was  scintillating,"  says  Ellen  Merlo,  se- 
nior vice  president  of  corporate  affairs  at 
Philip  Morris,  which  has  given  Break- 
through ten  projects  since  1997,  begin- 
ning when  a  new  president,  Michael  Szy- 
manczyk,  took  over  and  executives 
needed  help  adapting. 

Breakthrough  once  worked  for  what 
Litrofsky  will  only  call  "a  large  public 


medical  corporation,"  where  some  n 
ical  representatives  on  the  board  \ 
concerned  that  company  bean  com 
were  jeopardizing  good  health  cart 
the  sake  of  profits.  "We  ended  up  re- 
aring a  board  meeting  with  our  ad 
then  performing  several  scenarios 
demonstrated  the  repercussions  of  J 
possible  decision  made  at  that  meed 
says  Litrofsky.  In  the  end  both  sides] 
humbled,  he  says. 

When  Breakthrough  is  brough 
its  employees  spend  as  much  as  1 2  w 
in  a  company,  talking  to  manager 
and  shadowing  employees.  Br) 
through  staffers  then  write  several 
gnettes  that  professional  actors  act  \ 

It  seems  to  have  worked  for  K« 
In  a  subsequent  scenario  he  ventec 
frustration  with  his  boss  at  Andersej 
stead  of  with  another  same-level 
ployee.  Happy  ending:  He  was  reassj 
that  his  job  was  safe. 

Too  bad  it's  only  make-believe. 


PARTY 
ANIMAL 

Need  fireworks  or  a  dancin 
elephant  for  your  corporati 
shindig?  Barton  G.  Weiss  ij 
the  man  you  want  to  call. 

BY  BRANDON  C0PPLE 

AT  THE  PGA  CHAMPIONSHl 
Valhalla  Country  Club  ouj 
Louisville  in  August,  aL| 
everyone's  eyes  were  glued  to  1 
Woods.  Barton  G.  Weiss  was  oblh 
to  the  action  on  the  green. 

Weiss,  44,  was  busy  surveyin 
course-side  hospitality  tents.  Bu2 
breathlessly  from  one  to  another 
golf  cart,  Weiss  inspected  every  d  I 
from  the  contents  of  the  custom- 
bars  to  the  flower  arrangements- 
loose  petals! — and  the  tablet 
creases.  When  he  needed  to  dart  ini 
closer  look,  he  scooted  around  asj 
bled  VIP  guests  with  the  grace  o| 


Under  the  big  top:  Weiss  in 
one  of  45  hospitality  tents  he 
created  for  PGA  sponsors. 
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Visit  this  Exhibition  of 
the  Latest  Technology, 
Tools  &  Trends 

Sybase  Presents:  \ 
•  Enterprise  Portals  as  the  digital  infrastructure 
for  the  enterprise  of  the  future 

•  Xerox:  Online  Documents:  The  future  of  the  office...  today 
•  Stamps.com:  Internet  Mailing  &  Shipping  Solutions 

•  EarthWeb:  IT  Professional  Knowledge  &  Career  Solutions 

Experience  first-hand  the  technologies  that  will  define  the  future 
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figure  skater  he  once  was. 

After  just  a  landful  of  years  on  the 
party- planning  circuit,  Weiss,  president 
of  BGW  Design,  is  a  sought-after  event 
choreographer.  In  an  industry  known 
for  its  excess,  Weiss  is  the  P.T.  Barnum 
of  party  planners,  filling  rooms  with 
belly  dancers,  feathers,  flamingos.  The 
more  outrageous  the  better.  And  the 


sophisticated  today  you  have  to  work 
hard  to  wow  them,"  says  Weiss. 

Weiss  is  as  offbeat  as  some  of  his 
fetes.  He  travels  to  events  in  a  motor 
home  so  his  diaper-clad  pet  chim- 
panzee can  tag  along. 

Weiss  came  late  to  party  planning. 
After  trading  his  figure  skates  for  a 
sketch  pad,  Weiss  spent  a  dozen  years  as 


person  staff.  Weiss  is  trying:  in 
he  hired  a  marketing  direct! 
opened  an  office  in  New  Yor: 
year  he  hopes  to  do  the  si 
Chicago.  But  it  isn't  easy  lettin 
the  PGA  he  either  designed  or  sij 
on  all  45  tents. 

For  Weiss,  the  PGA  is  an  un 
staid  affair.  But  a  lucrative  one. 


FOR  THE  LAUNCH  OF  TERRA.COM,  WEISS  ORDERED  UP  ACROBATS,  20 
AFRICAN  DRUMMERS,  LASER  PYROTECHNICS— AND  SET  A  BEACH  ON  Fl 


bigger  his  paycheck. 

For  $1,000  to  $1.5  million  apiece, 
Weiss  creates  300  bashes  a  year  for  cor- 
porations (clients  include  FedEx  and 
Merrill  Lynch),  museums  and  sports 
organizations.  The  event  maestro  says 
he  pulled  in  $25  million  in  sales  last 
year,  creating  and  managing  events  at 
the  Ryder  Cup,  the  U.S.  Open  and  the 
Super  Bowl.  There  was  even  the  odd 
bar  mitzvah.  In  September  Weiss  will 
host  13  events,  putting  $3  million  on 
his  top  line.  A  new  seven-event  contract 
ensures  the  company's  presence  at  the 
PGA  and  the  Ryder  Cup  through  2004. 

Weiss  says  the  business  has  been 
profitable  from  day  one.  The  bulk  of  his 
profits  come  from  the  design  business, 
where  clients  pay  for,  essentially,  Weiss' 
unique  creative  visions.  A  service  like 
catering  is  far  more  competitive  and 
less  lucrative.  But  even  in  food  service, 
the  more  lavish  a  client  wants  to  get,  the 
better  Weiss  does. 

And  in  a  boom  economy  the 
clients  get  very  lavish.  For  the  summer 
launch  of  Terra.com,  the  Hispanic 
Web  portal  operated  by  Telefonica 
S.A.,  Weiss  ordered  up  acrobats,  20 
African  drummers,  laser  pyrotechnics 
and  set  a  beach  on  fire — all  during 
cocktails — outside  a  Miami  hotel.  The 
tab:  $1  million. 

Animals  are  always  crowd  pleasers. 
For  a  black-and-white-themed  New 
Year's  Eve  party,  he  filled  a  client's  front 
yard  with  zebras.  Cost:  $1.5  million. 
And  then  there  were  the  dancing  ele- 
phants he  recruited  for  a  Miami  restau- 
rant opening  last  year.  "The  public  is  so 


a  costume  and  fashion  designer  in  New 
York  City,  dressing  the  outlandish  likes 
of  Cher  and  Chita  Rivera.  In  1993,  at 
the  age  of  36,  he  decided  to  retire.  He 
sold  a  hosiery  business,  Sock  Express,  to 
a  Lehman  Brothers  partner  for  an 
undisclosed  amount  and  fled  to  Miami 
from  New  York. 

But  retirement  didn't  suit  him.  Be- 
fore the  year  was  up  he  was  planning 
and  designing  an  ice-skating  extrava- 
ganza at  the  opening  ceremony  for  the 
Florida  Panthers'  inaugural  football 
game.  Soon  after,  he  started  getting  calls 
for  other  events  around  Miami.  In  1995 
he  designed  the  corporate  village  at 
Super  Bowl  XXIX  in  Miami. 

Weiss  started  his  party-planning 
business  from  a  bedroom  in  his  Miami 
condo  and  built  it  without  debt,  outside 
investors  or  equity  partners.  If  he  wants 
to  grow,  Weiss  must  start  delegating  re- 
sponsibilities to  members  of  his  240- 


The  Numbers 


Party  Favors 

Lavish  spending  on  events  is  booming, 
thanks  to  a  belief  that  splashy  schmooze- 
fests  win  friends  and  customers. 


spent  annually  by  U.S. 
companies  on  event  sponsorships. 


What  Anheuser- 
Busch,  the  biggest  event  sponsor, 
spends. 

of  water  in  40  fish 
tanks  at  a  $1  million  Weiss-hosted 
birthday  party. 


Sources.  George  Washington  University:  International 
Events  Group. 


six  companies  spent  at  least  $'. 
each  for  tents  this  year  thai 
designed,  built  and  furnishec 
floorboards  to  fauna.  Weis 
offered  upgrades — from  hide 
conditioning  to  hardwood  flo- 
original  sculptures — starting  at 
and  topping  out  around  $3! 
Robert  Clarkson,  a  Louisville 
ance  broker,  spent  about  $330 
the  tent  Weiss  adorned  with 
wall-to-wall  carpet  and  six  tell 
sets.  He  even  dressed  Clarkson 
sociates  in  screaming-yello 
fours.  Even  though  he  looke 
silly,  Clarkson  didn't  mind, 
thing  is  perfect,"  he  beamed,  sc 
the  tent  for  physicians  he  he 
sign  as  clients. 

The  cost-of-doing-business  i 
gious  excess?  Both,  apparentl 
commers,  seeking  attention  anc 
made  big  parties  an  everyday  t 
Silicon  Valley.  Feeling  similarly 
lot  of  traditional  companies  are 
ing  gee-whiz  events  to  woo  pro; 
clients.  "We  make  it  easier  to 
deal,"  Weiss  boasts. 

It's  something  he's  good  a 
himself.  Most  of  the  time.  For  la; 
Broadway  premiere  of  the  r 
Saturday  Night  Fever,  he  spent  i 
negotiating  unsuccessfully  with  < 
reaucrats  for  permission  to  clos 
42nd  Street  for  a  party.  The  ic 
that  John  Travolta  would  atteni 
reprise  some  of  his  dance-floor 
from  the  1 977  disco  flick. 

Perhaps  there  are  some  bunn 
left  in  Weiss'  hat. 
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InterShow  presents 


1 


ive  a  6  page  conference  brochure, 
lete  speakers  &  topics  list,  cruise 
erary,  and  to  reserve  your  cabin 


call  800/530-0770 

US  call  941/955-0323,  9:00  am  -  5:30  pm  EST) 

it  our  website:  www.intershow.com 


Produced  by 


Buenos  Aires  -  Valparaiso 
Crystal  Harmony 


Join  Steve  Forbes 
and  His  Family  for 
an  Investment 
Seminar  at  Sea 

I'd  like-  to  e^xtend  my  personal 
imitations  to  join  me-  omA  my 
tttwv  ojs  we-  cruue-  the-  South  American  coajst— 
January  29  -  February  10,  2001.  Don't  miss 
this  stimulating  akcL  informative-  Forbes 
Investment  Cruise-! 


Steve  Forbes 


-Spend  12 

breathtaking  days  surrounded  by  tropical 
colors,  majestic  fjords,  and  glacier  peaks. 

^2  Em£      -Enjoy  a  rare 

opportunity  to  gather  with  renowned  industry 
leaders  and  today's  most  sought-after 
investment  advisors. 

-Whether  you  are  looking  for  a 
sanctuary,  a  haven  of  tranquility,  a  center  of 
activity,  or  a  heavenly  nest,  you'll  find  it 
aboard  the  world's  finest  luxury  cruise  line. 

-Gain  specific  advice  to 
maximize  your  investment  portfolio. 

-View  the  steep  cliffs  and 
windswept  waters  of  Cape  Horn  while  relaxing 
and  networking  with  top  money  experts. 


M  NETHHITY  SERVERS 


THE  BOTTOM  LINE 


legiant  Media 


Diversity  has  moved  onto  the  top  priority  list  of 
chief  executive  officers  and  corporate  boards. 
Companies  now  seek  diverse  employees  to  serve 
a  growing  base  of  diverse  customers;  this  fact 
alone  ties  diversity  to  business  results  like  never 
before.  How  are  senior  managers  taking  ownership 
of  diversity  efforts  and  encouraging  buy-in  through- 
out the  organization?  Read  on  for  case  studies 
from  companies  that  are  making  it  happen. 
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Hard  facts.  Real  proof.  The  business  case 
for  diversity  at  www.Diversitylnc.com. 


Diversity  Delivers 
Marketplace  Success  at  IBM 

According  to  Ted  Childs,  IBM's  vice 
president  of  Global  Workforce  Diversi- 
ty, the  redefinition  of  IBM*s  business  in 
the  1980s,  from  selling  large-scale 
computer  systems  exclusively  to  cor- 
porate customers,  to  marketing  per- 
sonal computers  to  individuals  and 
small  businesses,  heralded  an  impor- 
tant rise  in  the  purchasing  power  of  a 
diverse  group  of  consumers. 
"In  the  U.S.  today.  38%  of  business 


owners  are  women;  they  spend  more 
than  $70  billion  on  technology," 
explains  Childs.  "Minorities  in  this 
country  have  $1.1  trillion  in  buying 
power.  By  the  middle  of  this  century,  the 
U.S.  will  be  50%  white,  25%  Latino  and 
25%  Asian,  African-American  and  other 
minorities.  In  order  to  compete  for  busi- 
ness in  these  rapidly  growing  markets, 
it's  critical  for  IBM  to  attract  and  retain 
a  diverse  workforce.  If  customers  go 
inside  our  company,  they  need  to  see 
people  who  look  like  them  at  all  levels." 


Linda  Stokes 
President  &  CEO 
PRISM  International.  Inc. 


Making  Diversity  Measurement  Work 

In  order  to  sustain  a  diversity  initiative  and  tie  it  into  such 
business-critical  issues  as  performance  criteria  and  com- 
pensation, the  progress  and  success  of  diversity  initiatives 
must  be  measured  and  monitored  like  any  other  business 
goal,  says  Linda  Stokes,  president  and  chief  executive  offi- 
cer of  PRISM  International.  Inc.,  a  diversity-consulting  firm 
based  in  Sanford.  Fla.  PRISM  has  developed  the  Diversity 
ScoreCard\  a  tool  that  companies  can  use  to  help  measure 
and  track  progress  in  their  diversity  and  human  resources  functions. 

The  computer-based  ScoreCard:  is  designed  to  be  flexible  and  customized  to  the  orga- 
nization's own  culture.  It  allows  users  to  provide  a  snapshot  of  data  at  any  point  in  time 
or  trends  over  time,  and  also  provides  a  comparison  across  business  units,  says  Dr. 
Mickey  Dansby.  senior  consultant  with  PRISM.  Consultants  help  the  company  determine 
what  to  measure  and  train  corporate  users  on  the  ScoreCard*.  which  is  customized  to 
each  company.  It  can  be  used  to  monitor  any  diversity  area  important  to  the  company, 
going  well  beyond  the  traditional  "how  many  do  we  have?"  approach. 

"It's  a  turnkey  operation."  says  Dansby.  "but  it's  set  up  so  that  a  company  can  modify 
it  as  the  measurement  criteria  change." 


To  help  stimulate  this  diversity,  II 
Chairman  and  Chief  Executive  Offil 
Louis  V.  Gerstner  Jr.  initiated  the 
mation  of  eight  executive  task  forq 
one  each  for  African-Americans.  Asia 
disabled  individuals,  gays  and  lesbia 
Hispanics,  Native  Americans,  wh 
males  and  women.  Executives  fr< 
each  of  these  groups  led  the  resp) 

tive  task  forces,  and  a  senior  vice  prt 

J 

ident  —  a  direct  report  to  Gerstnerf 
was  selected  to  sponsor  each  gro| 

"The  level  to  which  a  task  fo| 
reports  and  the  rank  of  its  members 
significant  factors."  says  Jeff  Howa, 
founder  and  chief  executive  officer  a 
Howard  &  Associates,  a  diversity  a 
human  resources  consulting  firm  baa 
in  Lexington.  Mass.  'The  most  sigr) 
cant  changes  occur  in  an  organizat) 
when  a  diversity  director  reports  dirfl 
ly  to  the  CEO  and  when  the  divers 
task  force  has  a  number  of  senior  le| 
ers  in  the  organization  in  its  ranks.  Q 
erwise,  you  are  sending  a  message  I 
diversity  initiatives  are  not  serious,] 
that  they  only  apply  to  people  in  lev 
ranks  in  the  organization." 

Each  of  the  IBM  task  forces  ri 
accomplished  lasting  change.  0ne< 
ample  of  their  impact  is  the  growth  in  1 
number  of  women  in  executive  positia 
at  IBM  since  their  formation  in  1995 

Globally,  women  now  comprl 
almost  18%  of  the  company's  won 
wide  executive  population,  up  fro 
11.5%  at  the  end  of  1995.  Overt 


OLD  WORLD  EXPLORERS  ASKED, 

"WHAT  CAN  I  DISCOVER?" 
TODAY'S  EXPLORER  MUST  ASK, 


- 


WHAT  CAN  I  DISCOVER 


BETWEEN  4:30  AND  6:00?" 


■ 


•  - 


■ 


You've  got  an  hour  maybe 
two,  to  find  something  novel. 
Fortunately,  at  Hyatt,  the  local 
pulse  is  always  at  your  fingertips, 
making  a  richer,  more  vivid 
experience  inevitable.  Someday, 
you'll  have  more  time  to  explore. 
Until  then,  choose  a  place  that 
does  some  of  the  work  for  you. 

For  reservations,  call  Hyatt 
or  your  travel  planner 


Ml  things  being  equal,  there's  more.  /  800 233  1234  or  www.hyatt.com 


HOTELS  &  RESORTS 


ind  Resorts'  encompasses  hotels  and  resorts  managed. franchised. or  operated  by  two  separate  groups  of  companies-Hyatt  Corporation  and  its  affiliates  and  affiliate;  of  Hyatt  tnternaoonal  Corporation  ©1999  Hyatt  Corp 
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Diversity  only  works  from  the  top  down. 
CEOs  explain  why  at  www.Diversitylnc.com. 


same  period,  representation  of  women 
at  executive  levels  has  increased  from 
1%  to  8%  in  the  company's  Asia-Pacific 
region;  from  zero  to  5%  in  Latin  Ameri- 
ca; and  from  2%  to  8%  in  Europe,  the 
Middle  East  and  Africa.  In  recognition 
of  this  success,  IBM  was  honored  this 
year  by  Catalyst,  a  leading  women's 
advocacy  group. 

Ford  Managers  Write  Diversity 
Leadership  Contracts 

Other  companies  in  the  midst  of 


change  also  keep  diversity  in  mind.  In 
July  1999,  300  senior  managers  of 
Ford  Motor  Company  from  around  the 
world  met  at  corporate  headquarters  in 
Dearborn,  Mich.,  to  discuss  what  it 
would  take  to  change  the  company 
from  a  manufacturing  mind-set  to  a 
consumer-based  company.  Diversity 
was  a  key  topic. 

Each  manager  completed  a  "Leader- 
ship Contract  on  Diversity,"  which  was 
sent  to  Jac  Nasser,  Ford's  president 
and  chief  executive  officer.  The  contract 


Kevin  Carter 

Director  of  Workforce 
Diversity 

National  City  Corporation 


Community  Outreach  Taps  Diverse  Work- 
force and  Consumers  at  National  City 

At  National  City  Corporation,  community  outreach  is  not  only 
helping  the  company  attract  a  diverse  workforce,  but  is  also 
establishing  the  Cleveland,  Ohio-based  financial-services 
company  as  an  economic  resource  among  diverse  con- 
sumers and  business  owners. 

"The  marketplace  is  becoming  increasingly  diverse," 
explains  Kevin  Carter,  who  became  National  City's  first  direc- 
tor of  Workforce  Diversity  in  October.  "Developing  a  culture  of 
inclusion  and  professional  development  is  essential  to  meeting  customer  needs." 

Community  programs  are  helping  National  City  build  and  grow  customer  relation- 
ships while  becoming  an  economic  asset  to  the  community.  For  example,  TechnoVen- 
ture  is  an  alliance  formed  with  Cuyahoga  Community  College  in  Ohio  that  provides  high- 
tech career  training  to  students.  "It's  highly  beneficial  to  the  community,  but  it's  also 
an  investment  in  our  future  —  priming  the  pump  for  a  talented  workforce,"  he  says. 

Community  outreach  has  already  had  an  impact  on  recruitment  efforts.  In  its  most 
recent  corporate  banking  classes,  more  than  40%  of  the  new  hires  were  minorities 
and  women,  Carter  says. 

Over  the  long  term,  Carter  says,  recruiting  and  retaining  a  diverse  pool  of  minority 
and  female  corporate  bankers  is  helping  the  company  "create  a  culture  where  dif- 
ferences and  similarities  are  leveraged  for  company  profitability  and  effectiveness." 


asked  managers  to  consider  howtlj 
would  relate  diversity  to  being  a  woi 
class  consumer  company  and  to  shq 
holder  value,  and  how  they  would  i 
diversity  an  integral  part  of  their  bd 
ness.  The  contract  also  instructed  m 
agers  to  devise  a  six-month  action  pi 
for  achieving  diversity  goals. 

Nasser  personally  reviewed  eal 
contract  and  returned  them  with  cd 
ments.  The  contract's  goals  th 
became  part  of  each  manager's  peri 
mance  objectives  for  the  year;  mi 
agers  were  also  expected  to  provi 
the  same  type  of  presentation  witj 
their  own  organizations,  thus  cascad 
the  commitment  down  through  tfl 
organization.  In  all,  more  than  6,0 
people  created  "Leadership  Contrai)' 
on  Diversity." 

In  October  1999,  Nasser  sent 
follow-up  letter  to  the  group  of  3i 
managers,  asking  them  to  identify  s| 
cific  diversity  measures  they  had  put) 
place  to  monitor  their  progress.  ^ 
ensure  that  we  achieve  our  goalj 
superior  shareholder  returns,"  Nas$ 
stated,  "we  must  track  our  progress 
creating  an  inclusive  environment  tn 
supports  our  individual  diversity  . 
must  work  together  to  create  an  er) 
ronment  that  values  the  contribution 
of  each  employee.  Employee  perf| 
mance  impacts  customer  satisfactkj 
customer  loyalty  and  growth." 

The  metrics  are  now  included 
managers'  performance  reviews  ai 


Absolutely  nothing. 

 WACHOVIA 


Dply  online  today  @  www.wachovia.com/careers 

Wachovia  is  an  equal  opportunity  employer  dedicated  to  promoting  diversity  in  our  workplace." 
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Winning  the  talent  war:  recruitment  and  retentiol 
tips  at  www.Diversitylnc.com. 


are  tied  to  compensation.  They  include 
both  quantitative  indicators,  such  as 
the  percentage  of  women  and  minori- 
ties representing  each  salary  level, 
and  qualitative  measures,  such  as  the 
percentage  of  employees  on  a  man- 
ager's team  who  are  involved  in  men- 
toring partnerships.  "It  is  up  to  us  as 
senior  leadership  to  accept  individual 
responsibility  and  accountability  for 
creating  an  inclusive  environment," 
Nasser  told  his  managers. 
David  Tulin,  president  of  the  Wyn- 


cote,  Pa. -based,  diversity-consulting 
firm  Tulin  DiversiTeam  Associates, 
believes  that  when  a  company  suc- 
cessfully integrates  its  diversity  strat- 
egy with  its  business  goals  and  cul- 
ture, it  strengthens  its  competitive 
advantage  as  both  the  "employer  of 
choice"  and  the  "provider  of  choice." 
"It's  not  simply  the  right  or  politically 
correct  thing  to  do,"  says  Tulin.  "It's 
also  the  necessary  bottom-line  busi- 
ness survival  and  growth  strategy  to 
pursue." 


AS 
FULL 
DIVERSITY 
PARTNERS 


Including  White  Men  in  Diversity  Efforts 

In  looking  to  address  diversity,  one  group  often  overlooked  is 
white  men.  White  men  frequently  interpret  diversity  work  as 
"antiwhite  male"  and  are  less  likely  to  support  it,  says  Bill 
Proudman.  president  and  founder  of  Inclusivity  Consulting 
Group  of  Portland,  Ore. 

Inclusivity  has  combined  its  expertise  with  Minneapolis, 
Minn. -based  EqualVoice  and  Herndon.  Va. -based  Integral 
Coaching  and  Consultation  to  create  a  program  called  White 
Men  as  Full  Diversity  Partners™  (WMFDP). 
The  program  includes  workshops,  consulting  services  and  executive  coaching  geared 
toward  reaffirming  white  men's  roles  in  diversity  and  aimed  at  completely  engaging  them 
in  their  organizations'  initiatives.  WMFDP  has  worked  with  the  U.S.  Army  Corp.  of  Engi- 
neers and  Shell  Oil  Company,  among  others. 

"Many  diversity  initiatives  in  organizations  are  stalling  because  the  relationship  between 
white  men  and  women  and  people  of  color  in  these  efforts  is  not  one  of  full  partnership." 
says  Proudman.  One  of  the  first  steps  is  for  white  men  to  see  themselves  as  members 
of  a  group  actively  working  on,  and  hence  personally  benefiting  from,  diversity  rather  than 
from  the  traditional  model  that  diversity  is  about  others,  not  white  men. 


Diversity  Initiatives  at 
Ernst  &  Young  Essential 
To  Connecting  With  People 

An  interest  in  developing  talent 
ensure  business  growth  is  also  evide| 
at  Ernst  &  Young.  "The  first  firm  thj 
can  capitalize  on  the  talent  of  all  peopi 
will  win.  It's  critical  to  our  success| 
says  James  S.  Turley.  deputy  chairmd 
of  Ernst  &  Young,  who  will  take  on  th 
role  as  chairman  next  year  upon  til 
retirement  of  Phil  Laskawy.  curren 
chairman  and  chief  executive  officer. 

The  firm's  senior-level  commitmentj 
attracting  and  retaining  top  talent  fron 
the  increasingly  diverse  population  wa 
evident  at  Ernst  &  Young's  first  Minors 
Leadership  Conference,  held  at  the  Rej 
istry  Resort  in  Naples.  Fla . .  in  June 
Turley  and  the  firm's  senior  manage 
ment  were  in  attendance  to  netwon 
and  meet  with  more  than  100  minoril 
partners,  principals  and  directors. 

Both  Laskawy  and  Turley  participate! 
on  a  panel  with  other  managemen 
committee  members,  including  Richari 
Bobrow,  incoming  chief  executive  office 
of  the  Americas,  and  Dennis  Purdum 
senior  vice  chair.  The  panel  member) 
emphasized  that  diversity  is  directl] 
linked  to  the  bottom  line:  Many  client) 
are  focused  on  diversity  and  prefe 
diverse  client-service  teams  to  work  wrfj 
their  diverse  teams.  "Progress  on  divei 
sity  matters  is  discussed  at  many  of  th* 
meetings  with  clients'  senior  executive; 
and  board  members."  notes  Turley. 
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Today's  students  are  tomorrow's  workforce. 
Find  the  future  today  at  www.Diversitylnc.com. 


Attendees  also  heard  from  a  panel 
of  the  firm's  minority  leadership,  includ- 
ing partners,  principals  and  directors. 
Members  of  this  group  said  that  when 
they  entered  the  corporate  world  more 
than  20  years  ago,  they  felt  the  need 
to  assimilate  to  advance;  however,  they 
noted  that  minority  professionals  enter- 
ing the  workforce  today  want  to  pro- 
mote their  differences.  The  panel  said 
that  Ernst  &  Young  must  recognize  and 
utilize  these  differences  to  develop  its 
people  and  to  benefit  the  firm. 


Allen  Boston,  partner  and  national 
director  of  the  Office  of  Minority 
Recruitment  and  Retention,  and 
Leslie  Jones,  national  director  of  Eth- 
nicity Diversity  Initiatives,  organized 
the  conference.  Says  Boston.  "Our 
people  want  to  work  for  an  organiza- 
tion that  values  diversity.  College 
recruits  want  to  start  their  careers 
with  an  organization  that  values  diver- 
sity. We  must  meet  the  challenge  to 
recruit  and  retain  the  best  and  bright- 
est." 


Goldman  Sachs  Partnerships  Help  Recruit  Top  Talent 

Global  investment  banking  and  securities  firm  Goldman  Sachs  believes  that  developing  a 
diverse  pipeline  for  its  workforce  begins  at  the  high-school  level.  The  firm  has  long-term  rela- 
tionships with  organizations  such  as  A  Better  Chance.  Prep  for  Prep  and  the  National  Action 
Committee  for  Minorities  in  Engineering,  each  of  which  works  with  talented  students  from 
underserved  communities  to  prepare  them  for  future  leadership  opportunities. 

"One  of  our  goals  is  to  contribute  to  preparing  promising  young  men  and  women  for  ful- 
filling and  challenging  academic  and  professional  careers."  says  Robert  Gottlieb,  manag- 
ing director  and  global  director  of  human  resources. 

At  the  college  and  graduate  levels,  Goldman  Sachs  partners  with  historically  black 
colleges  and  universities,  women's  colleges  and  other  universities  and  national  orga- 
nizations to  recruit  talented  women  and  minority  candidates  of  various  academic  back- 
grounds. The  firm  fosters  relationships  with  school  presidents,  key  staff  and  professors, 
as  well  as  students.  John  Thornton,  president  and  co-chief  operating  officer,  was  recent- 
ly appointed  to  the  Board  of  Directors  of  Morehouse  College,  and  Ruth  Simmons,  pres- 
ident of  Smith  College,  was  recently  appointed  to  Goldman  Sachs'  Board  of  Directors. 

"Recruiting  campus  students,  as  well  as  experienced  hires,  is  a  vital  function  of 
our  organization.  Just  as  important,  however,  is  our  dedication  to  supporting  all 
employees'  growth  throughout  their  careers.  We  encourage  and  enable  them,  regard- 
less of  their  seniority,  group  or  role  within  the  organization,  to  pursue  rewarding  career 
development  opportunities,"  says  Gottlieb. 


Wachovia's  Diversity  Council 
Guides  Strategy 

The  impetus  to  meet  that  challen 
must  start  at  the  top  of  a  company; 
Wachovia  Corporation,  one  of  the 
largest  financial  institutions  in  the  U. 
the  Corporate  Diversity  Council  is  1 
guiding  force  behind  the  comp 
diversity  efforts.  The  council,  compos 
of  30  senior  managers,  has  been 
place  since  1997. 

Veronica  Black.  Wachovia's  direa 
of  Workforce  Diversity,  explains  that  1 
council  has  a  senior-managem* 
focus  because  the  company's  divers 
emphasis  is  on  the  bottom  line.  "We 
responding  to  the  changing  den 
graphics  of  the  states  in  which  we  ofl 
ate,"  Black  says.  "Customers  want 
see  diversity  when  they  walk  into  c 
branches.  Potential  employees  want) 
see  diversity  when  they  come  into  1 
company,  and  they  want  to  see  th 
there  are  opportunities  for  them 
grow  within  Wachovia.  All  of  the 
things  allow  us  to  do  better  and  ma 
business  in  a  rapidly  changing  marke 

Four  subcommittees  headed  up 
council  members  accomplish  much 
the  council's  work.  The  committees 
which  focus  on  women,  minoritie 
employment  and  communications 
have  clear  goals  that  are  set  ea 
year.  The  women's  and  minority  co 
mittees  are  focusing  their  efforts  ft 
year  on  identifying  ways  to  retain  a 
develop  key  talent.  The  communic 


ong  individuals  make  a  stronger  team. 


At  Pfizer,  we  know 
that  with  diversity  comes  diverse  talents. 
We  realize  you  can  only  arrive  at  innovative 
thinking  by  taking  different  paths. 
And  so  we  hire  people  with  different 
backgrounds  and  have  built  a  broad, 
highly  diverse  supplier  base. 
We  reach  out  to  all  members  of  the  community. 

At  Pfizer,  we  know  what  it  takes 
to  be  an  innovative,  creative  company. 

It  takes  all  kinds. 


Life  is  our  life's  work. 

www.pfizer.com 
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Diverse  customers.  Diverse  customer  service.  It 
makes  sense.  Read  more  at  www.Diversitylnc.c 


tions  committee  is  working  on  com- 
municating diversity  initiatives  inter- 
nally, through  such  venues  as  the  cor- 
porate Intranet.  This  committee  is  also 
working  to  ensure  that  all  internal  and 
external  communications  reflect  the 
visible  diversity  of  Wachovia's  cus- 
tomers and  employees. 

The  council's  employment  commit- 
tee seeks  to  ensure  that  Wachovia's 
recruiting  efforts  at  five  large  colleges 
and  universities  yield  access  to  the 
top  minority  students.  To  help  achieve 


this  goal,  corporate  recruiters  have  set 
up  luncheons  with  the  presidents  of 
all  the  minority  organizations  on 
selected  campuses,  such  as  the  Uni- 
versity of  North  Carolina  and  Wake 
Forest  University.  "These  campus  lead- 
ers provided  a  number  of  good  ideas 
about  what  we  ought  to  do  to  tap  into 
top  minority  talent,"  says  Black. 

Senior  Executives  Spearhead 
Change  at  Hyatt 

A  diversity  council  at  Hyatt  composed 


Gary  M.  Reedy 
President 
Ortho  Biotech 


Diversity  Encourages  Better  Products 
At  Ortho  Biotech 

Although  he  has  been  president  of  Ortho  Biotech  for  just  three 
months,  Gary  Reedy  unwaveringly  believes  the  company's 
diversity  is  one  of  its  greatest  competitive  advantages. 

"For  me,  the  real  value  of  a  diverse  culture  is  that  you  get 
a  group  of  people  focused  on  an  issue  or  challenge,  and 
they'll  have  diverse  backgrounds,  perspectives  and  ideas.  I 
think  that's  absolutely  magical,"  he  says.  "When  you  have  the 
opportunity  to  hear  these  individuals  express  their  ideas,  concerns  and  aspirations,  you 
can  use  that  diversity  of  thought  to  say,  'Now  we've  got  an  even  better  way  to  move  for- 
ward and  a  better  way  to  proceed.'  I  think  that's  a  major  competitive  advantage." 

This  advantage  is  critical  in  the  biotechnology  field,  where  innovation  means  suc- 
cess. Indeed,  for  Ortho  Biotech,  which  was  formed  just  10  years  ago  to  market  spe- 
cialty biotechnology  and  pharmaceutical  products,  putting  together  a  diverse  work- 
force was  a  conscious  effort  from  the  start. 

"You  have  to  constantly  reinforce  the  value  of  diversity,"  Reedy  says.  "For  me,  it's 
critical  that  we  don't  talk  about  diversity  from  a  standpoint  of  hiring  a  certain  per- 
centage of  individuals  from  various  backgrounds,  nationalities  or  cultures.  Instead, 
we  talk  about  diversity  in  the  context  of  the  value  to  the  organization  and  the  com- 
petitive advantage  that  it  brings:  being  able  to  harvest  all  of  the  ideas,  concepts  and 
perspectives  that  encourage  better  products  and  service." 


of  top  executives  has  helped  to  poi 
tion  diversity  as  a  key  business  goal  1 
which  measurable  results  are  achieve 
Formed  in  1998,  the  Hyatt  Diversi 
Council  is  charged  with  increasir 
awareness  of  multicultural  issues,  sei 
ing  as  a  sounding  board  for  new  initi 
tives,  identifying  issues  and  recor 
mending  ways  to  address  ther 
Council  members  represent  all  areas 
Hyatt,  including  human  resources,  me 
keting,  culinary,  rooms,  sales,  purcha 
ing  and  accounting,  as  well  as 
number  of  general  managers. 

Salvador  Mendoza,  Hyatt's  director  t 
diversity,  notes  that  the  council  is  hel| 
ing  to  position  diversity  as  critical  to  tn 
company's  success.  "Our  commumtie 
and  the  marketplace  continue  to  tak 
on  new  images,"  says  Mendoza.  "As 
result,  we  are  challenged  with  unde 
standing  and  adapting  to  these  evel 
changing  consumer  and  labor  demands 
That  is  why  we  continue  to  work  o| 
strengthening  and  enhancing  our  bus 
ness  and  community  relations." 

Last  year,  the  diversity  council  inst) 
tuted  a  process  through  which  Divers 
ty  Management  by  Objectives  (MBOs 
became  part  of  Hyatt's  annual  incentive 
compensation  plan  for  divisional  offices 
and  senior  executives  at  every  hotel 
The  Diversity  MBOs  require  the  creation 
of  action  plans  to  increase  represents 
tion  of  women  and  minorities  at  al 
management  levels.  Each  hotel  is 
asked  to  focus  on  specific  areas  c? 


Idealists,  optimists  and  visionaries, 
your  is  over. 


inn 

BEST  COMPANIES  10  WORK  FOF 


We're  looking  for  people  like  you  to  join  us  on  our  exciting  quest  for 
for—  success  in  the  new  economy.  Here  you  will  team  with  people  from 
different  practices,  specialties  and  business  environments  to 
FORTUNE  accelerate  your  learning.  You  will  have  Web  based  access  to  all  the 
tools  you'll  need  and  be  given  opportunities  to  stretch  and  grow  your  capabilities.  You 
will  be  encouraged  and  empowered  to  solve  problems,  drive  change  and  develop  as  a 
leader  under  the  guidance  of  some  of  the  best  leaders  in  the  business.  And  you  should 
know  that  we've  been  recognized  as  one  of  the  100  Best  Companies  to  Work  For  in  a 
survey  by  FORTUNE  magazine.  So  for  growth  opportunities  and  a  fulfilling  career,  look 
to  us.  The  dream  is  real. 


Ml  Ernst  &  Young 


From  thought  to  finish: 
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Acting  globally?  Then  start  thinking  diversity 
at  www.Diversitylnc.com. 


underutilization.  At  the  divisional  level, 
Hyatt  is  working  to  increase  represen- 
tation of  women  and  minorities  at  the 
general  manager  and  managing  com- 
mittee levels  by  asking  divisional 
offices  to  identify  high-potential  individ- 
uals and  develop  action  plans  to  pro- 
vide the  necessary  education,  work 
experience  and  training  to  prepare 
them  for  future  openings.  After  just  one 
year  of  implementation,  the  plan  is 
yielding  results:  In  1999, 13%  of  new 
managing  committee  members  were 


minorities,  and  30%  were  women. 

Connie  Feick,  partner  at  Global  Lead 
Management  Consulting,  a  full-service 
management  consulting  firm  based  in 
Cincinnati,  Ohio,  agrees  that  diversity 
needs  to  be  a  part  of  the  overall  busi- 
ness. "If  diversity  is  weak  in  one  area  of 
the  business,  it  will  impair  the  success 
of  the  entire  organization,"  says  Feick. 
"Therefore,  diversity  must  be  an  over- 
riding philosophy  embodied  at  every 
level  and  in  every  part  of  a  company." 

To  keep  diversity  top-of-mind,  Hyatt 


Harrison  Tempest 
CEO 

ABN  AMRO  North  America 


Diversity  Is  Key  to  Winning  Customers 
At  ABN  AMRO 

"We  have  a  diverse  set  of  customers,  so  we  should  have  a 
diverse  set  of  employees  to  serve  those  customers.  It's  as 
simple  as  that."  So  says  Harrison  Tempest,  chief  executive 
officer  of  ABN  AMRO  North  America,  a  subsidiary  of  Nether- 
lands-based ABN  AMRO  Bank  N.V.  Tempest  is  committed  to 
keeping  diversity  at  the  top  of  the  agenda  for  his  managers. 
ABN  AMRO  North  America's  largest  subsidiaries  are  Chicago- 
based  LaSalle  Bank  and  ABN  AMRO  Incorporated,  an  investment  banking  and  securities 
firm.  Tempest  notes,  "In  Chicago,  if  you  don't  attract  Hispanic  employees  and  customers, 
you  do  away  with  22%  of  your  potential  employees  and  22%  of  your  potential  customers. 
So  if  you  don't  address  diversity,  you  cut  your  business  opportunities  down  to  about  80%." 

Similarly,  Tempest  says,  50%  to  60%  of  financial  decisions  are  made  by  women. 
"So  if  you  don't  have  women  in  key  positions,  you've  lost  half  of  your  market.  Diver- 
sity is  demonstrably  good  business." 

All  managers'  performance  reviews  include  a  qualitative  and  quantitative  diversity 
component.  To  aid  in  retention,  ABN  AMRO  has  formed  network  groups  for  African- 
Americans,  Hispanics,  Asian/Pacific  Islanders  and  women. 

"People  increasingly  work  for  more  than  just  money,"  Tempest  says.  "People  work 
for  the  culture,  for  how  they  feel  about  their  colleagues.  If  people  are  comfortable 
here,  we'll  retain  them.  That's  why  diversity  is  a  priority  for  us." 


managers  and  supervisors  have  d 
ticipated  in  "Workplace  Values"  tra 
ing,  which  covers  appropriate  workpla 
behaviors  and  emphasizes  an  enviri 
ment  where  all  employees  are  treat) 
with  respect.  Managers  also  particip; 
in  "Valuing  Differences"  training,  whl 
provides  understanding  of  the  value 
basic  human  differences  and  illustrao 
the  benefits  to  be  gained  when  peoj 
with  diverse  styles,  abilities  and  m<j 
vations  work  together. 

Pfizer  Inc: 
Respecting  People,  Valuing  Diversh 

Pfizer  Inc,  which  recently  completed  j 
merger  with  Warner-Lambert  to  becon 
the  world's  largest  pharmaceutic 
enterprise,  is  committed  to  maintain! 
its  growth  as  a  global  leader  in  the  d 
covery  of  health  and  consumer  prd 
ucts.  Chairman  and  Chief  Executi 
Officer  William  C.  Steere  notes  that  rt 
ognizing  the  importance  of  caring  i 
people  —  and  especially  the  people) 
Pfizer  —  is  critical  to  the  new  comn 
ny's  success.  "Diversity  will  play  a  H 
role  in  Pfizer's  drive  to  innovate  our  w 
to  the  future,"  says  Steere.  Indea 
Respect  for  People  is  one  of  the  ne 
company's  eight  core  values. 

Many  of  Pfizer's  diversity  progran 
and  policies  are  driven  from  the  tl 
down  and  are  positioned  as  high-prid 
ty  management  issues.  A  Corporal 
Diversity  Business  Council  is  made  I 
of  members  from  each  Pfizer  divisid 
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ie  council  members  serve  as  inter- 
I  advocates  for  diversity,  and  the 
tetings  provide  a  forum  for  members 
explore  issues  that  arise  in  their  own 
;siness  units,"  explains  Brenda 
hofield,  Pfizer's  director  of  equal 
•iployment  opportunity  affairs.  The 
jjncii  meets  bimonthly  and  address- 
strategic  diversity  issues  for  the 
anization  by  defining  the  meaning  of 
'ersity  at  Pfizer,  monitoring  the 
Dgress  of  diversity  efforts  and  indu- 
cing the  organization  to  incorporate 
ersity  into  all  aspects  of  business 
;isions.  In  addition  to  the  corporate 
jncil,  there  are  separate  diversity 
jncils  within  Pfizer  divisions,  includ- 
the  sales  force  and  the  central 
earch  division. 

Pfizer's  ongoing  management  train- 
t  programs  involve  diversity  content 
at  helps  managers  understand 
rersity  as  a  business  issue.  A  half- 
y  diversity  module  in  the  company's 
kding  Edge  2001  management 
*/elopment  program  focuses  on  the 
ention  and  development  of  minori- 
s  and  women.  Managers  also 
rve  as  informal  mentors  to  encour- 
e  advancement  and  retention  of  a 
I'erse  population,  says  Schofield. 
'e  are  encouraging  managers  to 
intor  people  within  their  organiza- 
jns  to  make  sure  these  individuals 
ve  the  necessary  support  to  be 
e  to  move  ahead  at  Pfizer,"  says 
hofield. 


Keep  track  of  people  on  the  move. 

Visit  Promoting  Diversity  at  www.Diversitylnc.com. 


Visteon  Promotes  Diversity  to 
Build  a  Strong  Company 

Positioning  diversity  as  an  issue  criti- 
cal to  management  is  evident  at  Vis- 
teon Corporation,  where  diversity  is 
viewed  as  a  competitive  advantage.  At 
Visteon,  diversity  creates  an  inclusive 
culture  that  recognizes  the  unique  tal- 
ents of  all  employees  and  allows  them 
to  succeed  and  retain  their  individuali- 
ty. Such  a  culture  develops  a  corporate 
passion  that  engages  everyone  to 
meet  business  goals. 


"Diversity  is  one  of  our  primary 
strengths  and  a  key  to  our  success," 
says  Peter  J.  Pestillo,  chairman,  presi- 
dent and  chief  executive  officer  of  the 
$20  billion  global  company.  "We  want 
the  very  best  people  with  diverse  tal- 
ents, from  diverse  backgrounds,  who 
represent  various  cultures  and  walks  of 
life.  Creating  an  inclusive  organization 
will  make  us  a  stronger  company  as  we 
accept  each  others'  individuality." 

That  is  one  of  the  cornerstones  of 
the  culture  Pestillo  plans  for  Visteon, 


Multiethnic  Health  Care:  Pfizer  Responds 

African-Americans  and  Hispanics  suffer  disproportionately  from  several  of  the  most 
devastating  diseases  of  modern  times,  including  heart  disease,  many  forms  of  cancer, 
diabetes,  asthma  and  HIV/ AIDS.  This  wide  disparity  has  been  recognized  as  a  national 
concern,  addressed  by  a  $400  million  presidential  initiative  headed  by  U.S.  Surgeon 
General  David  Satcher. 

Pharmaceutical  companies  play  a  critical  role  in  closing  the  gap,  and  Pfizer  Inc  is 
leading  the  movement.  Pfizer  addresses  the  health  concerns  of  the  multicultural 
market  through  targeted  promotions  and  partnerships  with  health  care  groups.  Com- 
munication is  key  in  raising  awareness  about  the  diseases  that  affect  minorities,  says 
Jucinda  Fenn-Hodson,  Pfizer's  director  of  multicultural  marketing. 

The  Guide  to  Healthy  Living  series,  a  Pfizer  program  launched  in  1998,  includes 
videos  that  offer  health  care  awareness  and  prevention  tips  with  celebrity  testimoni- 
als. There  are  two  guides  for  African-Americans  and  one  for  Hispanics.  Pfizer  has  dis- 
tributed more  than  150,000  copies  of  the  series  to  physicians  and  through  health 
fairs  and  community  centers. 

Pfizer  Inc  is  also  the  exclusive  sponsor  of  the  Web  site  Closing-the-Gap.com.  The 
site  provides  resources  for  health  care  providers  and  consumers  on  promoting  minor- 
ity health  through  culturally  relevant  care.  "Pfizer  is  strongly  committed  to  ensuring 
better  health  outcomes  for  devastating  and  costly  diseases  that  impact  the  multi- 
cultural consumer,"  says  Fenn-Hodson. 


webzine 

Daily  Diversity  News 

The  only  place  to  find  expanded,  c 
prehensive  and  breaking  diversity 
through  original  reporting,  exclu 
interviews  and  unparalleled  indu 
knowledge. 

Departments: 

Workforce:  Covers  issues  affecting 
employers  and  employees,  inclu 
recruitment  and  retention,  networking 
mentoring,  work/life  balance,  CEO 
files  and  our  new  weekly  feature  al  I 
people  on  the  move,  "Promoting  Diver 

I 

Suppliers:  Delves  into  the  rapidly  grot 
partnerships  between  corporations 
women-  and  minority-owned  busines 

Customers:  Cutting-edge  strategic;  I 
reaching  and  maintaining  new  mark 
including  the  $1  trillion  multie 
market. 

Investors:  Diversity  increasingly  im 
the  bottom  line.  Socially  response 
investing  experts  tell  why. 

Diversity  Resource  Guide:  Diver 
consultants,  management  consulta 
diversity  program  developers,  reci 
ing  consultants,  diversity  videos, 
and  books. 

Plus  . . .  in-depth  coverage  of  the  a 
motive,  pharmaceutical,  food  serv 
financial  and  utility  industries,  covet 
of  the  digital  divide  and  more. 
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which  was  spun  off  from  Ford  Motor 
Company  on  june  29.  He  sees  the 
launch  as  an  opportunity  to  create  a 
new  culture  —  one  with  a  global  focus 
given  Visteon's  presence  in  23  coun- 
tries. "We  can  leverage  the  differ- 
ences in  our  employees,  learn  about 
the  global  marketplace  and  turn  that 
knowledge  into  better  products  and 
marketing,"  Pestillo  says. 

The  Visteon  Diversity  Council  will 
play  a  major  role  in  developing  that 
culture.  Composed  of  Visteon  employ- 
ees across  a  range  of  levels  and 
departments,  it  is  co-chaired  by  Bob 
Marcin,  human  resources  senior  vice 
president,  and  Bob  Womac,  opera- 
tions executive  vice  president.  One  of 
its  first  priorities  is  to  create  a  system 
to  measure  diversity  success.  As  part 
of  that  program,  managers  will  be 
held  accountable  for  developing  their 
people,  just  as  they  are  for  quality  and 
safety.  "Diversity  can't  be  something 
that's  optional  or  a  stand-alone  item," 
Pestillo  says.  "It  needs  to  be  incor- 
porated into  all  aspects  of  the  busi- 
ness. Our  performance  is  tied  directly 
to  how  we  treat  people." 

The  company's  existing  employee 
resource  groups  will  be  an  important 
piece  of  the  company's  diversity  strate- 
gy. For  example,  the  women's  resource 
group,  Women  in  Visteon,  has  outlined 
ways  in  which  members  can  enhance 
the  company's  business.  "This  will  gen- 
erate excitement  in  being  a  part  of  Vis- 
teon," says  Pestillo.  "By  engaging  our 
people,  we  reap  business  gains." 


Measuring  the  business  gains  that 
diversity  can  bring  is  critical,  says  Terry 
Simmons,  president  of  Simmons  & 
Associates,  a  New  Hope,  Pa.,  company 
specializing  in  human  resources  and 
diversity  consulting.  Simmons  says  that 
being  able  to  demonstrate  "enhanced 
market  share,  improved  customer  ser- 
vice and/or  sales  effectiveness  due  to 
increased  attention  to  diversity  issues" 
is  the  ultimate  business  validation  of 
the  diversity  initiative.  "Every  component 
of  a  diversity  initiative  must  be  ground- 
ed in  the  notion  that  it  will  enhance  the 
organization's  ability  to  meet  business 
goals,"  he  adds. 

Positioning  diversity  as  a  management 
issue  is  becoming  the  norm  in  compa- 
nies that  understand  the  impact  diversi- 
ty initiatives  can  have  on  their  bottom 
line.  "A  business  case  for  valuing  diver- 
sity can  be  strongly  argued,"  says  Diane 
M.  Porter,  president  and  chief  executive 
officer  of  NTL  Institute,  an  organization 
that  structures  diversity  training  pro- 
grams for  corporations.  "Our  experience 
shows  that  businesses  that  understand 
what  it  really  means  to  value  diversity, 
rather  than  tolerate  it,  realize  a  direct 
impact  on  their  bottom  line." 

Diversity  will  continue  to  remain  a  top 
priority  for  business  leaders  as  the 
workforce  and  marketplace  continue  to 
diversify.  We  will  continue  our  look  at 
corporate  diversity  efforts,  emphasizing 
external  efforts,  in  the  November  13 
issue  of  Forbes.  Until  then,  check  out 
Diversitylnc.com  for  daily  breaking  diver- 
sity news.  ■ 
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Moving  from  a  p rou d  past 

to  a  promising  tdmorro% 


s  traveling  through  a  historic 
e  automotive  industry.  From 
ition  to  technology  advancements, 
ics,  e-commerce  and  a  more 
ing  marketplace,  our  business 
altered  forever. 

our  integrated  systems  solutions, 
■ach,  diverse  capabilities  and  our 
nent  to  listening  and  developing 
lucts  that  consumers  want,  Visteon 
ically  positioned  for  growth. 


Visteon  has  the  technologies  to  help 
customers  around  the  world  build  their 
business,  while  reducing  cost,  weight  and 
vehicle  complexity.  We  have  the  heritage, 
the  vision  and  the  will  to  become  the 
leading  supplier  of  integrated  automotive 
technology  systems. 

We  invite  you  to  join  us  by  visiting 
visteon.com  or  calling  1  800  VISTEON. 
We're  going  on  a  journey  to  where  the 
possibilities  are  endless. 


"One  of  the  big 
strengths  of 
Visteon  wilt  be 
their  technological 
capability.  They 
have  some  of  the  most  advanced  products  in  the  industry'' 
—  Michael  Ward.  Salomon  Smith  Barney,  April  2000 


M:  Visteon 


See  the  possibilities" 

Listed  as  VC  on  the  NYSE. 


■  HEN    BIOTECH  FIRM 
A  Jm  Genta  tried  last  fall  to 

1  l|  'ure 

mM   Raymond  Warrell  from 

'  mt    Memorial  Sloan -Ketter- 
I  tcer  Center,  his  first  thought  was 
n;  company's  approach  to  fight- 
jliors  was  doomed.  But  after  dig- 
|;o  Genta's  data,  Warrell  took  the 
i  :hief  executive.  He  saw  its  labs 
ide  a  breakthrough  in  attacking 
cells  in  a  totally  new  way:  by  en- 
ing  them  to  commit  suicide, 
y  Genta  of  Berkeley  Heights, 
t  the  forefront  of  an  intense  ef- 
design  drugs  that  target  newly 
ered  suicide  genes  inside  every 
licide  genes  produce  proteins 
)rmaily  help  a  cell  self-destruct 
iomething  goes  awry,  a  process 
as  apoptosis.  In  cancer  cells  the 
;  machinery  is  defective.  The 
m't  know  when  it  is  time  to  die. 
mtists  hope  the  new  drugs  will 
enough  of  the  missing  suicide 
o  that  tumors  can  be  finished  off 
motherapy  or  radiation.  Some- 
ere  may  be  drugs  that  directly 
apoptosis — and  thus  do  away 
:oxic,  and  sometimes  lethal, 
therapy. 

lis  is  one  of  the  hottest  fields  in 


Genta's  drug,  called  Genasense,  is  in 
final-stage  human  testing,  in  combina- 
tion with  chemo,  to  fight  melanoma. 
Researchers  at  Immunex  Corp.,  Abbott 
Laboratories,  Cell  Pathways  and  else- 
where are  testing  their  own  suicide  gene 
drugs,  though  many  of  the  other  ap- 
proaches are  still  in  the  lab. 

The  new  drugs  result  from  a  better 
understanding  of  cancer's  origin.  Scien- 
tists long  thought  cancer  was  simply  a 
matter  of  unchecked  growth.  That's  not 
the  whole  story.  Cancer  cells  also  don't 
die  when  they  should. 

Healthy  cells  contain  a  network  of 
molecular  sensors  that  trigger  death 
when  a  cell  has  either  outlived  its  pur- 
pose or  been  seriously  damaged.  But  can- 
cer cells  often  don't  heed  the  signals  be- 
cause the  suicide  apparatus  is  disabled. 
They  resist  chemotherapy  or  radiation. 

An  early  clue  to  all  this  was  the  dis- 
covery in  the  mid-1980s  of  a  cancer- 
promoting  gene  called  bcl-2,  so  named 
because  it  seemed  to  trigger  B-cell  lym- 
phoma, a  blood  cancer.  Unlike  previous 
cancer  genes,  bcl-2  didn't  promote  cell 
growth.  It  prevented  cell  death. 

Since  then  researchers  have  found  a 
family  of  genes  that  regulate  whether 
cells  live  or  die.  Some  amplify  the  cell 
death  signal.  The  bcl-2  protein  does  the 


blocking  bcl-2  might  lead  to  a  potent 
anticancer  therapy  was  John  Reed,  now 
scientific  director  of  the  Burnham  In- 
stitute in  San  Diego.  The  standard  way 
to  accomplish  this  would  be  to  block 
the  function  of  the  bcl-2  protein  by 
gumming  it  up  with  a  chemical.  But 
this  isn't  easy  because  bcl-2  doesn't 
have  an  obvious  target  to  gum  up.  Dr. 
Reed  came  up  with  the  idea  of  blocking 
the  production  of  bcl-2  protein  using  a 
then-new  technology  called  antisense. 
Antisense  involves  making  DNA-like 
molecules  that  slip  into  a  cell's  nucleus 
and  block  a  gene  from  producing  its 
protein.  Dr.  Reed  licensed  the  idea  in 
the  early  1990s  to  Genta,  one  of  a  few 
firms  that  had  sprung  up  to  pursue  an- 
tisense therapies.  "Bcl-2  may  be  a 
crutch  for  cancer  cells;  you  knock  it 
out,  and  they  fall  over,"  he  says. 

In  1994  Genta's  collaborators 
showed  that  their  bcl-2  drug  could  cure 
mice  with  advanced  lymphoma.  Ironi- 
cally, it  was  about  this  time  that  anti- 
sense  technology  fell  out  of  favor.  Top 
scientists  questioned  whether  antisense 
molecules  could  penetrate  enough 
human  cells  to  be  effective. 

By  1996  investor  interest  had  dried 
up,  and  Genta  was  on  the  brink  of 
bankruptcy.  The  company  laid  off  most 


ommit  Suicide 

:er  isn't  just  caused  by  rampant  growth.  Tumor  cells  can  forget  they're  supposed  to  die. 
m  wave  of  experimental  drugs  aims  to  let  them  know  it's  time  to  go.  by  robert  langreth 


:  biology.  The  ultimate  opportu- 
5  to  treat  any  patient  with  any 
r,"  says  Dr.  Warrell.  Adds  Allen 
who  heads  drug  discovery  at 
it  Pharmaceuticals:  "Every  drug 
iny  with  an  interest  in  oncology 
>uing  this."  Suicide  gene  research 
plications  beyond  cancer,  provid- 
es for  treating  stroke,  heart  fail- 
d  Lou  Gehrig's  disease. 


opposite.  It  sits  on  tiny  damage  sensors 
inside  cells  and  stops  the  damage  mes- 
sage from  registering  by  neutralizing 
other  proteins  that  pass  on  the  cell 
death  message.  Healthy  cells  have  small 
amounts  of  the  bcl-2  protein.  But  about 
half  of  all  cancers,  including  tumors  of 
the  prostate,  lung  and  colon,  contain 
very  high  levels  of  bcl-2. 

Among  the  first  to  realize  that 


of  its  staff  and  bet  everything  on  the 
cancer  drug.  The  handful  of  researchers 
left  vowed  to  keep  the  project  going 
until  money  ran  out. 

Separately,  university  researchers 
were  finding  intriguing  hints  of  efficacy. 
In  England  hematologist  Finbarr  Cot- 
ter tested  Genta's  drug  on  21  patients 
with  advanced  lymphoma.  Three  pa- 
tients' tumors  shrank  dramatically,  and 
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several  others  were  stabilized.  Af  the 
University  of"  Vienna,  6  of  14  patients 
with  incurable  melanoma  saw  their  tu- 
mors shrink  after  treatment  with 
chemo  and  Genta's  drug.  "It  was  excit- 
ing because  we  had  never  seen  re- 
sponses like  this,"  says  Burkhard 
Jansen,  who  led  the  Vienna  study.  The 
tests  confirmed  that  the  drug  was 
working  as  advertised,  slipping  inside 
cancer  cells  and  lowering  bcl-2  levels. 

Numerous  cancer  drugs  seem 
promising  in  preliminary  testing  only 
to  fail  in  large-scale  human  trials.  Genta 
turned  to  Dr.  Warrell,  who  has  helped 
develop  several  approved  drugs,  to 
shepherd  its  drug  through  the  arduous 
testing  process.  With  a  big  melanoma 
trial  under  way,  Genta  hopes  to  enter 
final-stage  testing  for  bone  marrow 
cancer,  leukemia  and  advanced  prostate 
cancer.  In  most  cases,  the  drug  will  only 
work  with  chemo. 

Genta's  drug,  which  must  be  in- 
jected, may  not  be  the  best  way  to  go.  A 
pill  that  turns  off  bcl-2  would  be  more 
convenient,  but  designing  such  a  pill  is 


Why  Cancer  Cells  Refuse  to  Die 


Radiation  Chemotherapy 
Create  DNA  damage 


Radiation  Chemothei 
Create  DNA  damage 


NORMAL 
CELL 


CANCER^ 

CELL 


Sensors  in  healthy  cells  are  supposed  to  detect  DNA  damage,  such  as  from 
radiation  and  toxins,  and  trigger  the  suicide  process.  But  some  cancer  cells, 
blocked  by  excessively  high  levels  of  bcl-2  protein,  never  release  the  death  si 


tough.  Bcl-2  protein  binds  to  its  target 
protein  across  a  broad  surface,  making 
it  unclear  where  to  intervene  with  a 
druglike  chemical.  But  Abbott  Labora- 
tories and  partner  Idun  Pharmaceuti- 
cals of  San  Diego  have  made  inroads 
using  high-resolution  molecular  imag- 
ing to  study  the  3-D  structure  of  bcl-2. 
They  spotted  a  key  groove  in  the  bcl-2 


Calling  Off  the  Executioners 


Drugs  that  trick  cancer  cells  into  killing 
themselves  are  only  the  first  by-product 
of  research  into  suicide  genes.  By  explor- 
ing the  flip  side— preventing  cells  from  killing 
themselves  when  they  want  to— researchers 
hope  to  devise  treatments  for  stroke,  heart  dis- 
ease and  liver  damage.  Recent  experiments 
also  link  cell  suicide  to  neurodegenerative  dis- 
orders such  as  Alzheimer's  or  Parkinson's. 

Among  the  culprits  are  cellular  enzymes 
that  act  as  tiny  molecular  executioners.  Their 
existence  was  discovered  serendipitously  in 
i993  when  MIT  biologist  Robert  Horvitz  noticed 
that  interleukin-l  beta  converting  enzyme,  or 
ICE,  previously  thought  to  be  involved  in  inflam- 
mation, was  almost  identical  to  a  protein  that 
caused  cell  suicide  in  worms. 

The  finding  surprised  researchers  at  Merck, 
Vertex  Pharmaceuticals  and  elsewhere  who 
had  been  designing  anti-inflammatory  drugs 
targeting  ICE.  Now  drugmakers  suddenly  had 
their  first  solid  clue  how  to  block  the  suicide 
process  in  humans.  "The  day  the  paper  came 
out,  five  drug  companies  contacted  me,"  says 


Horvitz.  He  and  others  founded  Idun  Pharma- 
ceuticals to  commercialize  the  finding. 

ICE  turned  out  to  be  the  first  of  a  family  of 
killer  enzymes  called  caspases,  which  lie  dor- 
mant until  activated  by  a  suicide  signal.  Once 
roused,  they  rapidly  slice  up  key  proteins  inside 
the  cell.  Within  an  hour,  the  disintegrated  cell  is 
gobbled  up  by  debris-clearing  molecules. 

Merck,  Vertex  and  Idun  have  all  created 
chemicals  that  block  the  killer  enzymes.  Now 
the  question  is  how  to  use  them  for  treating  dis- 
ease. Stroke  is  likely  to  be  one  of  the  first  tar- 
gets; caspase  blockers  can  prevent  up  to  50% 
of  brain  cell  death  in  rats  after  stroke-like  in- 
juries. Human  tests  are  possible  by  2002. 

Closely  held  Idun  plans  to  begin  tests  next 
year  to  treat  alcoholics  suffering  from  liver  fail- 
ure. The  company  hopes  one  particular  cas- 
pase blocker  can  stabilize  patients  on  the  verge 
of  death,  giving  them  time  to  detoxify.  In  lab 
tests,  shots  of  this  chemical  saved  the  lives  of 
mice  given  otherwise  fatal  doses  of  liver  toxins. 
But  the  big  payoffs  from  caspases— if  any— are 
probably  five  years  away.  —  R.L. 


protein  and  found  preliminary 
pounds  that  snuggle  in  to  block 
tion.  Human  testing  of  one  or  m) 
these  compounds  could  begin  in  j 
Meanwhile,  Immunex  and  G 
tech  hope  to  begin  human  tesq 
year  of  TRAlL-Apo2  ligand,  a  ca 
fighting  protein  that  directly  tr 
cell  suicide  by  binding  to  death  i 
tors  on  the  surfa) 
cancer  cells.  (] 
stands  for  TNF-r«| 
apoptosis-induciri 
and.)  These  death-i 
tors  in  turn  activaC 
molecular  executil 
that  digest  the  cell.  ]\ 
imal  tests  TRAIL 
tumor  cells  but  si 
most  healthy  ones. 

No  single  appi 
to  cell  suicide  is  lik 
cure  cancer.  Tumon 
many  defective  a 
and  researchers 
probably  have  to  t 
several  of  them 
drugs  before  difficu 
mors  can  be  subd 
Dr.  Warrell  is  glad 
part  of  the  effort, 
been  at  Sloan-Kett 
for  a  long  time  sittii 
my  fat,  tenured  ass 
says.  "This  is  an  opp 
nity  to  make  a  mor, 
nificant  impact." 
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THERE'S  SOMEONE 


RT    YOUR  DOOR. 


iternet  world  is  knocking.  PSINet  helps  your  business  answer.  We  give  you  all  the  tools  you 
to  maximize  on-line  communications.  Everything  from  multicurrency  e-commerce  and  dedicated 
rig  to  multimedia  services,  private  IP  networking,  and  more.  It's 
we've  done  for  thousands  of  small-  and  medium-sized  companies 
11  as  more  than  a  third  of  the  Fortune  500*'.  Your  opportunity  is  knocking, 
the  door.  Call  or  contact  PSINet  at  1-800-431-6942  or  www.psinet.com.       the  internet  super  carrier 


PSINet 


Solutions  by 

NORTEL 

V  NETWORKS'" 


Now  there's  a  smarter  way  to  manage 
your  customer-employee-supplier-partner-  J)  ^jj 
intra-extra-Inter-cross-platform-global- 
way-too-complex-digital-  economy  net. 


ml 


It's  one  Net.  Put  it  to  work. 


:an't  build  success  in  today's  eBusiness  world  if  you  cant  bring  order  to  a  host  of  complex  networks, 
r  that  lets  your  employees,  partners,  suppliers  and  customers  work  together.  And  all  their  different 
iting  systems,  intranets,  extranets  and  the  Internet  work  as  one  Net.  Securely  and  reliably.  That's  the 
gth  of  Novell's  Net  services  software.  It  lets  existing  technology  work  together.  And  gives  you  the  power 
ange  your  eBusiness  as  fast  as  the  Net  economy  Watch  it  work  at  www.novell.com 

Novell 

right  2000  Novell,  Inc  All  rights  reserved-  Novell  is  a  registered  trademark  and  the  power  to  change  is  a  trademark  of  Novell,  Inc.,  in  the  United  States  and  other  countries. 


Warfare 


Blacklists,  lawsuits,  hate  sites. 
Bulk  e-mail  is  never  a  dull  business 

BY  KIRI  BLAKELEY 

HERBAL  VIAGRA!  NAUGHTY  XXX  AC- 
tion!  Make  Money  While  You 
Sleep!  If  you  have  an  e-mail  box,  no 
doubt  you've  received  such  electronic 
come-ons.  Corporations  and  Internet 
service  providers  spend  tens  of  millions 
of  dollars  a  year  trying  to  keep  their  net- 
works clear  of  unsolicited  e-mail,  or 
spam.  But  it  keeps  on  coming.  By  one  es- 
timate, up  to  30%  of  all  e-mail  is  spam. 

The  war  on  spam  has  recently  esca- 
lated to  a  fever  pitch,  pitting  both  sala- 
cious and  establishment  e-marketers 
against  those  out  to  stop  them:  militant 
antispamming  organizations,  Internet 
service  providers  and  even  Congress. 

To  block  spam,  large  ISPs  and  corpo- 
rations use  a  multitiered  system  of  filters 
and  lists  of  known  spammer  addresses 
and  sometimes  even  staff  who  can  rec- 
ognize incoming  spam  and  manually 
thwart  it.  But  spammers  have  deftly 
learned  to  step  around  the  traps.  Some 
use  "mail  relay,"  borrowing  someone 


else's  domain  to  send  e-mail. 
Some  forge  their  e-mail 
header— the  data  above  and 
below  an  e-mail  that  contains 
information  about  the  recipi- 
ent and  sender.  Others  switch 
accounts  regularly  to  avoid 
being  tagged  as  spammers. 

They  often  get  your  name 
by  using  "extraction"  software 
that  scrapes  addresses  off  news- 
groups, message  boards,  even 
ISP  databases.  Or  they  use  a 
"dictionary  attack,"  an  elaborate 
guessing  game  in  which  thou- 
sands of  address  combinations  are  tested 
for  validity. 

At  the  center  of  the  antispam  effort  is 
a  small  Redwood  City,  Calif,  not-for- 
profit  organization  called  Mail  Abuse  Pre- 
vention System  or  MAPS  (spam  spelled 
backwards).  MAPS  was  started  in  1997  by 
Paul  Vixie,  a  network  service  consultant 
who  got  fed  up  with  spammers  taking 
over  his  system.  Vixie's  revenge  is  the 
Realtime  Blackhole  List,  a  compilation  of 
Internet  Protocol  addresses  determined 
by  MAPS  to  be  spammers. 

The  Realtime  Blackhole  List  blocks 
trash  e-mail  going  to  about  20,000  ISPs, 
corporations  and  individuals  with 
servers,  or  40%  of  all  e-mail  addresses. 
It's  updated  constantly  and  currently 
contains  4,000  offending  IP  addresses. 
Getting  on  the  RBL  can  result  from  sim- 
ply having  a  complaint  lodged  against 
you  and  verified  by  one  of  five  MAPS  staff 
members.  Once  a  sender  is  blacklisted  by 
this  cabal,  the  majority  of  its  e-mail  is 
bounced  back,  marked  as  undeliverable. 


All  the  Right  Moves 

^j^Joe  Spammer  sends  massive  amounts  of  junk  e-mail,  swamping  ABC  Corp.'s  mail 
server.  ABC's  filter  software  detects  that  they're  all  from  the  same  domain  name  and 
trashes  them.  (^So  Joe  Spammer  resends  mail  in  small  doses,  four  or  five  at  a  time. 
^j^ABC  sees  that  the  e-mail  all  has  the  same  header  and  trashes  them  again.  (^So  Joe 
Spammer's  software  sends  more,  rotating  the  mail  through  many  headers.  ^J^BC  now 
detects  that  they're  all  coming  from  the  same  IP  address  and  trashes  them  again.  Joe 
Spammer  sends  more,  his  software  automatically  disconnecting  and  reconnecting  to  the 
Internet,  assigning  him  a  different  IP  address  each  time.  Finally  ABC  makes  a  call  to 
Joe  Spammer's  ISP,  which  terminates  his  account.  Joe  gets  a  new  ISP,  turns  his  PC  into 
a  mail  server  and  routes  from  there,  avoiding  the  prying  eyes  of  his  new  provider. 


Vixie's  tough  standard  for 
constitutes  spam  centers  on  the 
ble  opt-in"  system.  This  mean 
when  you  sign  up  on,  say,  Nike' 
site  to  receive  e-mailed  news,  a  ( 
mation  message  is  sent  to  your  ad 
You  then  must  reply,  confirmin| 
you  weren't  the  victim  of  a  prari 
do  indeed  want  the  information 
sent.  Only  then  can  Nike  send  yJ 
formation  about  the  latest  Air  i 
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hose  who  don't  hold  to  the  stan- 
sk  getting  blacklisted, 
nty  of  pornographers  have  been 
d  by  Vixie,  but  so  have  reputable 
I  like  AT&T,  Ziff-Davis  and  hun- 
i>f  Web  hosts  and  marketers  per- 
|  as  acting  as  conduits  for  spam- 
'[MAPS  is]  very  powerful,"  says 
ne  Caplan  Grey,  senior  analyst  at 
jrGroup.  "The  question  is 
:r  they're  a  vigilante  group." 


At  least  five  Web  sites  are  dedicated 
to  ranting  against  Vixie  and  his  list.  In 
July  MAPS  and  Vixie  got  slammed  with 
two  lawsuits.  First,  e-mail  marketer 
YesMail,  owned  by  Internet  investor 
CMGI,  sued  after  MAPS  threatened  to 
add  them  to  the  RBL.  YesMail  calls  itself 
a  "permission  marketer,"  meaning  its 
junk  is  not  entirely  unwanted.  It  claims 
to  have  12  million  people  who  have 
signed  up  to  receive  targeted  e-mail  ad- 


Interview 
With  a 
Spampire 

The  spam-catching  Realtime 
Blackhole  List  (RBL)  has  no 
shortage  of  enemies.  One  of 
them  is  Andrew  Brunner,  the  27- 
year-old  chairman  of  CyberCreek, 
which  sells  bulk  e-mail  software 
called  Avalanche.  While  Brunner 
claims  he  himself  doesn't  spam,  his 
software  lets  others  do  it.  As  a 
result,  the  CyberCreek  domain  has 
a  permanent  place  on  the  RBL. 
Brunner  is  fighting  back  through 
Combat.org,  a  site  dedicated  to 
ranting  about  Paul  Vixie  and  the 
RBL.  "This  is  a  war,  a  nasty  war,"  says 
Brunner.  "Double  opt-in  is  the  worst 
way  to  go.  You're  going  to  lose  30% 
of  your  sign-ups  right  off  the  bat. 
Should  someone  give  up  30%  of  their 
business  because  Paul  Vixie  tells 
them  to?" 

Brunner  runs  CyberCreek  out  of 
his  home  in  Nazareth,  Pa.  and  says 
he  had  revenue  of  $112,000  in  the 
first  half  of  this  year,  despite  having 
to  rely  only  on  word-of-mouth  ad- 
vertising. Avalanche  comes  with 
technology  that  rotates  or  changes 
the  headers  on  bulk  e-mail,  thereby 
allowing  it  to  slip  past  many  filters. 

Does  Brunner  have  any  misgiv- 
ings about  his  line  of  work?  "I  defi- 
nitely don't  want  to  be  selling  to 
spammers,"  he  says,  "but  I  have  no 
choice.  I  need  money."  —K.B. 


vertising.  Being  blacklisted  could  have 
put  the  $15.6  million  (1999  sales)  com- 
pany out  of  business.  After  a  few  weeks, 
YesMail  agreed  to  the  stricter  double 
opt- in  rule  and  dropped  its  suit. 

Then  MAPS  got  sued  again  after  Har- 
ris Interactive,  the  Rochester,  N.Y.  poll- 
ster, noticed  it  was  getting  40%  of  the  6.6 
million  surveys  it  e-mailed  returned  as 
undeliverable.  Turns  out  Harris'  domain 
had  been  added  to  the  RBL.  Harris  sued 
not  only  MAPS,  but  numer- 
ous companies  it  claims  use 
the  list,  including  AOL,  Mi- 
crosoft, Qwest  and  AltaVista. 
(AOL  denied  being  a  sub- 
scriber and  was  dropped 
from  the  suit.) 

"What  right  does  a  pri- 
vate body  have  to  set  the 
standard  for  everyone  and 
then  interfere  to  the  point 
where  you  can  put  them  out 
of  business?"  fumes  Harris 
Interactive  Chairman  Gor- 
don Black.  MAPS  spokesper- 
son Kelly  Thompson  coun- 
ters that  the  list's  subscribers 
do  so  voluntarily.  Vixie 
would  not  comment. 

Not  every  antispam  ap- 
proach is  so  broad-brush. 
Brightmail,  a  San  Francisco 
firm  with  clients  like  AT&T, 
Earthlink  and  CriticalPath, 
has  15%  of  the  spam-filter 
market.  Its  servers  catch  spam 
before  it  reaches  a  company 
or  ISP  and  do  so  more  accu- 
rately than  the  RBL.  "Think  of 
us  as  snipers  as  opposed  to 
carpet  bombers,"  says 
Matthew  Steele,  Brightmail's 
director  of  operations. 

Congress  may  put  a 
crimp  in  spamming  opera- 
tions. In  July  the  House 
passed  a  bill,  modeled  on  a 
1991  junk- fax  law,  to  make  it 
easier  to  sue  spammers;  the 
Senate  may  consider  the  bill 
in  October.  But  even  if  legis- 
lation is  enacted,  junk  mail- 
ers may  cook  up  creative 
ways  to  skirt  the  law.  F 


■spam,  ban  you,  man:  Junk  e-mail  soil  ware 
ntlrew  Brunner  has  had  it  with  the  blacklist. 
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SOLID  STATE 


Out  of 
This  World 

Alien  Technology  has  an  innovative, 
yet  very  down-to-earth  plan  to 
build  flat-panel  displays. 


BY  ELIZABETH  CORCORAN 

THREE  MILITARY  OFFICERS  WERE 
conversing  quietly  in  an  elevator 
just  outside  a  secure  area  of  the 
Pentagon.  Enter  a  man  in  a  black  suit 
and  sunglasses,  carrying  a  black  bag. 
He  says  to  one  of  the  officers,  "If  you 
had  a  chance  to  integrate  alien  tech- 
nology into  your  weapon  systems, 
would  you?" 

"Oh,  yeah,"  replies  one  officer.  "It's 
got  to  be  better  than  what  we  have." 


More  than  a  year  later,  Jeffrey 
Jacobsen,  the  man  in  the  black 
suit,  still  loves  telling  that  story. 
He  even  renamed  his  company 
Alien  Technology  in  1998  be- 
cause several  focus  groups  swore 
they  had  heard  the  name  before 
and  equated  it  with  superior 
technology. 

They  were  wrong  about  the 
first  point  and  may  be  right 
about  the  second.  Alien,  based  in 
Morgan  Hill,  Calif.,  has  devel- 
oped a  remarkably  innovative  process 
for  embedding  chunks  of  preprocessed 
chips  into  sheets  of  flexible  plastic.  For- 
get about  clunky  circuit  boards  covered 
with  solder.  This  may  be  the  21st-cen- 
tury way  of  weaving  chips  into  just 
about  anything.  Early  applications 
range  from  flat-panel  displays,  smart 
'tags"  for  monitoring  inventories,  and 
even  wearable  electronics. 

Jacobsen,  a  23-year  veteran  of  the 
display  business,  is  staking  Alien's  fu- 


ture on  a  pragmatic  business  i 
He  has  watched  many  companie 
the  attempt  to  make  very  larj 
panel  displays.  Instead,  he  pi 
begin  at  the  bottom,  building  ti 
plays  for  smart  cards,  and  work 

"I  think  this  is  the  most  ci 
path  to  penny-a-chip  technolo; 
we'll  do  even  better  than  tha 
time,"  says  Arno  Penzias,  an  Al 
vestor  and  board  member  who 
Nobel  prize  for  the  detection  of 
background  radiation.  Chips  r 
cheap  but  by  the  time  they  ar 
nected  to  a  system,  it  could  | 
much  as  $1  to  add  a  chip  to  sol 
vices.  "With  this,  we'll  change  tl 
we  look  at  electronics  and  wh 
build  smarts  into,"  Penzias  says. 

Most  laptop  computer  screen 
thin  film  of  integrated  circui 
posited  on  glass  to  control  the 
emitting  elements.  But  glass  is  1 
making  large  displays  excrucia 
difficult  and  expensive  to  build. 
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By,  trying  to  put  transistors  di- 
pn  plastic  requires  such  high  heat 
e  plastic  typically  melts, 
en's  process  skirts  those  issues 
ly  by  decoupling  into  two  rela- 
;asy  steps  the  nightmarish  manu- 
!ng  task  of  putting  integrated  cir- 
pn  a  thin,  flexible  backing.  Six 
Igo  J.  Stephen  Smith,  a  professor 
[versity  of  California,  Berkeley, 
graduate  student  began  exploring 
d  mix  different  semiconductors, 
the  way,  they  came  up  with  an 
hey  called  NanoBlocks.  Rather 
>rocessing  all  materials  together, 
used  standard  semiconductor 
ques  to  chop  up  a  semiconductor 
already  patterned  with  circuits 
ny  chunks  measuring  between  10 
veral  hundred  microns  across.  (A 
n  hair  measures  about  100  mi- 
wide.)  Working  in  those  dimen- 
s  a  snap  for  current  lithographic 
which  routinely  etch  silicon  with 
is  that  measure  a  few  tenths  of  a 
n.  Even  better:  They  could  test 
1  the  circuits  worked  before  slic- 
the  silicon  wafer, 
ery  silicon  NanoBlock  looks  like 
imid  with  its  tip  chopped  off,  a 
caused  by  the  crystalline  struc- 
>f  silicon.  Smith  and  his  student 
oed  inverted  versions  of  that 
'  onto  a  plastic  sheet.  Then  they 
<led  the  NanoBlocks  into  a  solu- 
-think  of  those  snow-globe  pa- 
bights — and  bathed  the  plastic 
in  the  mixture.  Gravity  pulls  the 
Blocks  neatly  into  the  indents, 
all  the  holes  are  filled,  the  plastic 
rolls  on,  giving  any  NanoBlocks 
loating  in  the  solution  another 
:e  to  find  a  hole. 

le  company  that  Smith  started  in 
to  commercialize  the  idea,  Beck- 
Display,  spent  two  years  on  the 
ology  and  efforts  to  build  flat- 
displays.  But  the  manufacturing 
Smith  needed  proved  daunting, 
l  Jacobsen  joined  the  company  in 
mber  1998,  he  jettisoned  the  large 
ly  effort.  "I  looked  for  the  highest 
le,  simplest  thing  we  could  build," 
pS,  The  answer:  smart  cards, 
iter  this  year,  Alien  plans  to  begin 


Chips  on  a  Roll 


A  silicon  wafer,  covered  with 
transistors  or  circuits,  is  sliced  into 
tiny  pyramid-shaped  NanoBlocks. 


.  //A', 


NanoBlocks  are  suspended  in 
solution  washed  onto  a  long, 
continuous  plastic  sheet.  The  sheet 
has  indents  that  match  the  size  and 
shape  of  the  NanoBlocks.  As  the 
roll  moves  by,  the  blocks  settle  into 
those  spaces. 


5^  £3  ^  "Q> 
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The  result  is  a  flexible  plastic 
substrate  with  embedded  smart 
electronics.  The  unused  blocks  and 
solution  are  recycled. 


rolling  out  its  first  prototype  sheets  of 
chip-studded  plastic  for  use  in  displays 
measuring  three-quarters  of  an  inch  on 
the  diagonal.  Gemplus  of  France  will 
insert  these  displays  in  its  smart  cards 
to  remind  the  owner  of  how  much 
value  is  left  on  the  card. 

Some  analysts  have  marveled  that 
Gemplus,  which  makes  2  million  cards 
per  day,  or  40%  of  the  world's  total,  was 
willing  to  trust  an  unproven  supplier 
like  Alien.  Jean-Pierre  Gloton,  a  co- 
founder  of  Gemplus,  says  that  there  are 
few  other  choices.  "We  required  dis- 
plays that  are  very,  very  flexible  and  low 
cost,"  he  says.  He  hopes  that  between 
5%  and  10%  of  Gemplus'  smart  cards 
will  have  Alien  screens  by  2002. 

Jacobsen  hopes  that  Alien  will  be 
profitable  by  then  and  ready  to  make 
displays  for  pagers  and  cell  phones.  By 
2005,  Jacobsen  daydreams  out  loud, 
Alien  will  be  ready  to  try  displays  for 
high-definition  television  screens.  In 
the  meantime  he  will  rely  on  $80  mil- 
lion in  capital  from  a  venture  group  led 
by  New  Enterprise  Associates. 

In  addition  to  making  plastic  sheets 
with  chips  for  other  companies,  Alien 
will  license  its  manufacturing  tech- 
niques. Jacobsen  has  struck  partnership 
deals  with  a  half-dozen  display  and  spe- 
cialty chipmakers,  including  Philips 
and  DuPont.  Alien's  process  attracts 
them  because  it  does  away  with  costly 
batch-production  of  screens  in  favor  of 
producing  continuous  rolls  of  chip- 
laden  plastic  sheets.  It  costs  $600  mil- 
lion to  get  a  new  flat-panel  display  plant 
up  and  running.  Alien  estimates  a  com- 
parable factory  using  its  technology  will 
cost  a  tenth  of  that. 

Penzias,  who  headed  Bell  Labora- 
tories before  becoming  a  partner  at 
New  Enterprise  Associates,  points  out 
that  Alien's  technology  is  ultimately  a 
low-cost  way  to  embed  electronics  in 
just  about  anything.  "Imagine  putting 
a  tiny  electronic  tag  on  your  glasses," 
Penzias  says.  If  you  forgot  where  you 
put  them,  your  personal  computer 
could  page  your  glasses  and  find  them. 
In  a  few  years'  time,  your  computer 
could  probably  direct  a  robotic  dog  to 
go  and  fetch  them.  F 
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Candid  Camera 

Webcams  present  very  intriguing  business  opportunities. 


-4'  * 

B*ck  Forward 


BY  CHANA  R.  SCHOENBERGER 
■■YFRY  DAY  FOR  A  MONTH  JANET 
Hamilton  went  online  to  watch 
Bnher  $250,000  houseboat  being  as- 
sembled. The  manufacturer,  Sumerset 
Custom  Houseboats  of  Somerset,  Ky., 
posts  up  to  1 00  pictures  a  day  of  each 
boat  in  various  stages  of  construction  at 
its  site,  www.sumerset.com.  Hamilton, 
a  63-year-old  retired  schoolteacher, 
watched  the  aluminum  hull  rise  from 
the  factory  floor,  the  fiber- 
glass walls  frame  the  cabin 
and  wine  bar,  and  sofas 
and  marble  bathroom 
counters  embellish  the 
structure.  She  called 
Sumerset  several  times 
with  second  thoughts 
about  her  new  drapes  and 
racing-stripe  colors. 

It's  gimmicky,  but 
Sumerset's  Webcam  gener- 
ates 25,000  page  views  per 
day.  Nearly  half  of  its  new 
business  comes  in  through 
the  three-year-old  site. 
"We've  gone  from  40%  re- 
peat business  to  over  60%. 
We're  pampering  these 
customers  like  crazy,"  says 
Thomas  Neckel  Sr.,  owner 
of  the  $48  million  (sales) 
privately  held  manufacturer. 

It  seems  inevitable  that  other  vehi- 
cles will  join  houseboats  in  the  Webcam 
parade.  General  Motors  is  considering 
using  Webcams  on  its  Web  site  to  let  car 
and  truck  buyers  watch  their  custom- 
ordered  cars  and  trucks  heading  down 
the  assembly  line. 

Webcams  have  come  a  long  way 
since  1996,  when  exhibitionist  Jennifer 
Ringley  created  the  Jennicam  site  to 
broadcast  images  of  herself  sleeping, 
eating  and  carousing  with  her 
boyfriend.  Their  uses  are  spreading  to 


remote  surveillance,  marketing  and 
content  syndication.  With  the  average 
price  for  a  Webcam  now  at  $69,  con- 
sumer sales  are  exploding,  too.  Accord- 
ing to  research  firm  IDC,  1.4  million 
were  sold  last  year  and  2.5  million  will 
sell  this  year,  about  half  of  those  bun- 
dled with  a  PC. 

Camera  feeds  are  now  ubiquitous 
online,  broadcasting  images  from 
tourist  spots,  bridges  and  taxis.  Pri- 


Netscape:  JPEG  image  640x480  pixels 
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the  street.  MetaMarkets. corn's 
Fund  is  tiny,  with  a  mere  $33  mill 
assets,  but  the  curious  can  watch 
feed  from  the  fund's  trading  flooi 
sharp  enough  resolution  to  read  t 
right  off  each  trader's  computer  s 
The  fund  also  posts  its  daily  pos 
on  the  site.  Maybe  that  makes  up 
weak  performance  (off  3.5%  this 
Societe  Generale's  U.S.  real 
group  in  Dallas  encourages  devel 
to  position  Webcams  at  their  coru 
tion  sites  to  see  if  a  developer  hjj 
ished  one  stage  of  construction  II 
advancing  loan  funds  for  the  next| 
"You  never  know  for  sure  whethei 
borrower  had  completed  erecting 
for  the  first  floor,"  says  Scott  GosJ 
vice  president.  He  fli« 
for  on-site  checks 
every  six  months,  but 
at  his  office  clicks 
quently  on  the  prol 
Web  pages. 

Mel  J.  Durao,  a  n 
computer  executiv 
Tiburon,  Calif.,  is  w| 
Webcams  to  rem; 
watch  his  four  horrj 
California  and  Ne 
Durao,  57,  recently  hi 
two  Intel  Webcami 
$100  and  $60.  Usim 
free  home  page  froi 
Pacific  Bell  Internetl 
nection,  Durao  set  uj 
cameras  to  broadcast 


SB 


Floating  the  boat:  Sumerset  posts  pictures  from  its  factory  floor  online 

vately  held  EarthCam  rakes  in  seven- 
figure  revenue  mostly  by  training  cam- 
eras on  places  like  Times  Square,  the 
Eiffel  Tower  and  the  Democratic  Na- 
tional Convention,  then  syndicating  the 
image  feeds  to  sites  such  as  CNN.com 
and  the  Weather  Channel's  Web  site. 

As  a  marketing  tool,  Webcams  can 
add  some  teeth  to  the  usual  sales 
brochure.  Prospective  buyers  contem- 
plating the  purchase  of  one  of  the  $5 
million  Park  Towers  condos  in  Las  Vegas 
can  watch  continually  updated  con- 
struction site  photos  taken  from  across 


tures  of  his  home  c 
onto  the  Web.  "I'll  b« 
to  see  if  the  landscape  | 
pie  are  doing  their  jobs,"  Durao  sj 
Though  promising,  Webcam 
far  from  ushering  in  the  day  of  G) 
Jetson-style  picture  phones.  Most 
era  feeds  only  update  every  mini! 
so.  Broadband  connections  ard 
years  away  for  most  homeowners, 
poning  the  advent  of  full-motion  \ 
And  anyone  beaming  sensitive  in 
over  the  Web  might  think  twice  ;| 
doing  so,  since  hackers  could  e 
bring  down  a  Webcam  site  or  subs< 
diversionary  photos  of  their  own.1 
would  Allen  Funt  think  of  that? 
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The  Business  of  e-Business 


The  eBusiness  Strategy  Conference  Series  is  the  leading 
forum  specifically  designed  to  provide  business  and  IT 
leaders  with  the  insights  and  strategies  to  derive  real 
value  from  their  e-Business  initiatives. 

VISION  BEYOND  THE  STATUS  QUO 

Delivering  on  e-Business  promises  takes  more  than  glitzy 
technology.  Success  in  e-Business  is  formed  by  vision— 
the  ability  to  see  and  articulate  possibilities.  It  is  driven 
by  strategy-the  plan  for  implementing  the  vision  before 
the  competition  does.  It  is  about  reaching  the  right  targets 
through  marketing  and  promotion.  It  results  from  creating 
value  to  its  constituents  whether  they  are  customers, 
partners,  employees  or  shareholders.  Success  comes 
from  drawing  together  the  best  mix  of  business,  technical 
and  creative  people  and  ideas,  and  striving  to  meet  a 
common  goal.  It  is  to  these  principles  that  we  dedicate 
the  eBusiness  Strategy  Series. 


Register  Early  &  Receive  Up  to  $200  Off  Compliments  of  Forbes  Magazine 

Use  Priority  Code  EBFSF  When  Registering  Online 


Don't  be  alarmed  if  you  discover  a  cat 
stuffed  in  your  mailbox. 


He's  going  to  show  up  at  every  Forbes  subscriber's  house  in  the  coming  weeks,  and 
from  there  on  out  you'll  never  read  a  magazine  the  same  way  again.  Because 
'ting  in  the  September  11  Best  of  the  Web  issue,  you  can  use  your  :Cue:C.A.T.™  device,  a  new 
inology  developed  by  Digital  Convergence. :com™  to  swipe  :cues  in  selected  ads  and  articles.  Then 
nil  be  whisked  directly  to  a  specific  Web  page  for  more  information.  No  more  typing  URLs.  No 
re  wading  through  dozens  of  Web  pages.  It's  the  beginning  of  a  technological  revolution  and  Forbes 
>scribers  are  leading  the  charge.  So  let  your  cat  out  of  the  bag  and  hang  on  for  one  wild  ride. 
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CAPITALIST  TOOL 


Digital  Tools  By  Stephen  Manes 


amed!  (Digitally) 


Mm  S  DIGITAL  PICTURES  BECOME  UBIQl  TT<  >l  s  Mil  DIG 
ital  frame  becomes  inevitable.  Last  year  Sony  came 
mWk  up  with  the  Cyberframe,  a  model  that  can  display 
ttSBL  stills  and  even  little  movies  from  its  Memory  Stick 
mm  mL  media,  and  is  still  on  the  market  at  a  whopping 
$700.  But  as  filmless  cameras  get  cheaper,  so  do  paperless 
frames.  Some  even  aspire  to  be  more  than  mere  picture  shows 
and  prefer  to  be  thought  of  as  information  appliances. 

First  to  arrive  with  a  built-in  modem  was  Ceiva,  from  an 
eponymous  West  Hollywood,  Calif,  outfit.  The  unit  looks  like 
a  standard  black  picture  frame  complete  with  matte.  What 
sets  it  apart,  aside  from  an  annoyingly  prominent  logo,  are  a 
4.5-by-6-inch  backlit  flat-panel  display,  a  phone  jack  and  a 
design  about  as  simple  as  an  electronic  device  can  get.  One 
button  on  the  back  controls  brightness.  The  other  switches 
the  photos  among  the  ten  the  unit  can  hold  or  tells  the  system 
to  dial  up  for  a  refresh  right  now  instead  of  waiting  until  the 
wee  hours  of  the  morning  to  call  in  automatically. 

Control  freaks  can  visit  the  Ceiva  Web  site  and  dictate 
when  the  unit's  light  should  go  dim  for  the  night  or  how 
often  the  pictures  should  change  in  "slide  show"  mode.  Four 
nightly  updated  content  "channels"  can  fill  any  of  the  ten 
picture  slots,  but  the  options — weather,  horoscope,  lottery 
info  and  cartoons — are  as  skimpy  as  their  content. 

The  site  also  serves  as  the  hub  for  getting  pictures  into 
the  unit,  typically  by  uploading  them  from  a  computer.  The 
system  accepts  most  standard  formats, 


converts  them  to  the  ft 
480  pixels  the  frame  c^ 
play  and  queues  them 
transmission  to  the  unr| 
a  time.  Even  the  frameU 
join  the  site;  frame  o 
can  decide  who  may  sen 
tures  to  their  device.  I 
go  to  the  frame  daily 
first-to-arrive  basis  uil 
user  overrides  that  pol 
"locks"  pictures  into  thi 
The  site  is  as  straig)) 
ward  as  the  frame,  whic 
for  $299,  including  a 
worth  of  online  conneo 
Thereafter  you  pay  S501 
to  connect;  otherwise  tH 
is  useless.  But  that's  n 
only  drawback.  The  pa 
matrix  screen  gives  picl 
washed-out  look  at  bes 
even  poorer  quality 
viewed  from  any  angle 
than  straight  on.  The  9 
warranty  seems  far  tool 
for  a  device  with  a  cardboard  back.  There's  no  way 
pictures  into  the  unit  except  by  sending  them  to  the 1 
potentially  tedious  process  even  over  "high-speed"  cc 
tions.  And  I  had  no  success  at  all  with  the  site's  purj 
ability  to  forward  photos  to  anyone  with  e-mail. 
Kodak's  new  Smart  Picture  Frame,  developed  by  ai 
Clara  company  called  Weave  Innovation 
swers  some  of  these  failings. I 
by  5.1  inches,  its  disj| 
only  about  70%  as 
Ceiva's.  But  at  the  samel 
lution,  it  offers  much  mc 
tensity  and  depth  of  colon  I 
wider  (though  by  no  r 
wide)  viewing  angle,  thanll 
far  better  active-matrix  scree 
a  more  flexible  stand. 

Capacity  is  greater  too 
Kodak  unit  can  hold  36  shots  in 

Ceiva  (left),  Kodak  Smart  Picture  F 
digital  photos  on  your  desktop,  stra 
from  the  Web— with  digital  drawbai 


New  digital  picture 
frames  that  hook 
up  to  the  Net  see 
themselves  as 
information  appli- 
ances. They're  still 
just  picture  frames. 
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Use  your  little  cat  to  put  you  behind 
the  wheel  of  a  big  cat. 


(^T^  Take  your  :Cue:C. A. T.  'device 


And  hundreds  of  thousands  of  dollars  in  additional  prizes  from  companies  including  A.T.  Cross, 
Audemars  Piguet,  EuroVacations.com,  Fodors.com,  GolfDigest.com,  and  Visteon.  Look  for  the 
SwipeStakes'"  :cues  in  the  Forbes  :Cue:C.A.T.'M  box  that'll  be  shipped  to  your  house  in  the  coming 
weeks.  Plug  it  in,  read  your  Forbes  and  take  a  chance  at  winning  big.  Now  that's  a  good  little  kitty. 


ue»OAI 

italk1  l.l'M.ll:' 

)00  Jaguar  Cars. 


Convergence,  aw]  nil 


Forbes 

CAPITALIST  TOOL 


ternal  memory  and  still  more  in  a-slot  that  accepts  the 
Compact  Flash  cards  used  in  many  digital  cameras. 
There  are  also  downloadable  "channels"  from  sources 
like  CBS  Sportsline  and  E  Online.  But  the  content  can 
be  days  old,  and  even  when  fresher,  so  superficial  as 
to  be  utterly  worthless — like  MSNBC's  two-line  sum- 
mary of  a  Today  show  segment. 
Like  the  Ceiva,  this  is  a  virtually 
informationless  appliance. 

Kodak  will  offer  the  unit  for 
$299,  plus  $57  to  $99  in  basic  an- 
nual connection  fees  under  two 
plans  guaranteed  to  cause  puz- 
zlement. The  online  component, 
dubbed  the  StoryBox  Network,  is 

centered  on  a  picture-sharing  Web  site  similar  to  Ceiva's  but 
a  lot  more  baffling  to  use — as  when  it  initially  set  me  up  with 
a  local  access  number  that  never  answered. 

Kodak's  connected  frame  offers  far  more  options  than 
Ceiva's.  For  instance,  you  can  order  shots  directly  from  the 
frame  and  have  them  printed  and  mailed  by  Kodak.  But  at  59 


Keyboard,  Resynthesized 


Wallet  (left)  and  Digi-Frame  560:  rl 
_  links,  low-resolution  d| 

cents  each,  plus  i 
order  for  4-b) 
prints  (the  only  si 
able),  they're  expen 
the  manual  admits 
J  640-by-480-pixel  refij 
of  the  frame  will  crea 
that  "will  be  clear, 
ideal."  Sounds  reason. 
I  can't  be  sure,  since  th< 
ordered  via  extra-cost 
service  had  not  arrived  f 
ness  days  later.  In  theory  you  can  order  pricier,  highe 
(but  no  bigger)  prints  from  higher-res  snaps  stored  c. 
pact  Flash.  But  when  I  tried  it,  the  system  refuse| 
spond.The  hardware  is  okay;  the  service  needs  much 
A  Port  Chester,  N.  Y.  company  called  Digi-Fram 
units  that  lack  Internet  connectivity  but  include  slots 
Compact  Flash  and  SmartMed 
serial  cables  that  can  suck  pictu 
Windows  and  Mac  computers,  a 
riety  of  snap-on  frames.  But  the 


WHERE  MIGHT  A  PRICEY  DIGITAL  PICTURE  FRAME  FIND  ITSELF  AT  HOME? 
Perhaps  atop  a  $333,000  digitally  controlled  (but  acoustic)  recording 
player-piano. 

The  instrument  is  Yamaha's  Disklavier  Pro  2000,  a  "concept"  model  devel- 
oped to  celebrate  and  promote  the  company's  hundredth  year  in  the  piano  busi- 
ness. The  high-tech  piano's  cherry,  aluminum  and  Plexiglas  design  would  make  it 
seem  at  home  in  a  sci-fi  cocktail  lounge  circa  2099. 

Disklaviers  with  similar  basic  features  start  at  a  mere  $1 1,000  for  an  upright 
model.  But  this  7.5-foot  grand  adds  such  things  as  a  flat-panel  screen  on  which  soft- 
ware called  Home  Concert  2000  can  display  scores  and  is  smart  enough  to  turn  the 
virtual  pages  as  you  play.  The  screen  can  also  show  a  handful  of  specially  recorded 
performances  on  DVD  that  sync  with  the  motorized  dance  of  the  keys  and  pedals. 

A  glance  underneath  betrays  the  unit  as  the  prototype  it  is.  Along  with  a  tone 
generator  and  speakers  are  a  maze  of  wiring  and  a  Windows  computer.  Listen  at- 
tentively and  you  may  hear  the  whir  of  fan  and  hard  drive.  The  DVD  player  emits 
a  grating  noise  unlikely  to  soothe  a 
savage  breast.  Presumably  those 
annoyances  will  be  eliminated  in 
custom-built  production  units — 
or  unit,  since  only  one  customer 
has  so  far  placed  an  order. 

Thankfully,  amid  the  digital 
wizardry,  the  analog  world  pre- 
vails. If  you  want  to  keep  your 
third-of-a-megabuck  clavichord 
well-tempered,  you'll  need  to  call 
in  a  human  to  tune  it.  — S.  M. 


manual  for  the  $570  model  I  tri 
that  it  has  the  same  resolution  as 
it  actually  uses  a  320-by-240  pixe 
with  one-fourth  the  detail,  pre 
unpleasantly  grainy  images  and 
ones  to  boot. 

The  $350  Wallet  from  Vid 
Technologies  of  Menlo  Park,  Ca 
connect  to  the  Net  either  and  a| 
that  lesser  320-by-240  resolutior 
even  smaller  screen  looks  better. 
Wallet  offers  mobility,  displaying 
from  Compact  Flash  cards  on 
screen  anywhere,  thanks  to  stand 
posable  lithium  batteries  said  to  1; 
three  hours.  Now  your  neighbo 
airplane  can  treat  you  to  a  thrilli 
show  of  his  family  vacation! 

Sober  traditionalists  will  n» 
you  can  still  put  standard  photos 
ones  in  your  wallet  or  on  the  w 
despite  dog-earing  and  dust,  vie| 
from  virtually  any  angle  with  no  i 
expenses  or  monthly  fees.  You  c 
mail  them  to  Grandma  withou 
ternet  connection. 

But  hey — how  digital  is  that? 


Stephen  Manes  (sfcve@crflfifcy.eow)  is  the  cohost  o/Digital  Duo,  a  weekly  public  television  series.  Visit  his  forum 
nt  www.forbes.com/tnanes  or  use  your  C.A.T.  scanner  on  the  UPC  code  (right)  to  take  you  there  instantly. 
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>t  three  years  ago  the  Internet  industry  barely  existe 
re. Today,  whether  in  Guangzhou,  Hong  Kong  or  Taipei, 
Iboards,  bus  shelters  and  even  the  hubcaps  of  taxis 
3  plastered  with  the  names  of  local  dot-com  companies. 


Analysts  believe  that  soon  an  indus- 
try shakeout  similar  to  the  one  in  the 
U.S.  could  occur  in  the  region.  The 
sheer  size  of  the  user  base,  coupled 
with  the  respective  booming  econo- 
mies and  rising  disposable  income, 
makes  its  remarkable  growth  curve 
difficult  to  ignore. 

With  over  half  of  the  world's  popu- 
lation and  40%  of  its  GDRthe  Asian 
market  is  incredibly  alluring.  Interna- 
tional Data  Corp.  (IDC)  estimates  that 


the  region's  e-commerce  market  will 
grow  from  $720  million  this  year  to 
$32  billion  by  2002.  IDC  forecasts 
that  there  will  be  more  than  33  million 
Internet  users  in  China  by  2004.  The 
Chinese  Internet  economy  is  expect- 
ed to  increase  at  a  compound  annual 
growth  rate  of  over  170%,  reaching 
$114  billion  in  2004. 

What  makes  this  region's  dot-coms 
particularly  attractive  is  that  many  have 
learned  from  the  mistakes  of  their  U.S. 


counterparts  and  are  conducting  thi 
selves  more  sensibly:  maintaining  la 
cash  burn  rates,  capping  staff  lev 
and  minimizing  spending  on  market! 
Being  based  in  this  diverse  reg 
spares  many  companies  the  recti 
ment  headaches  suffered  by  Silio 
Valley  firms.  In  addition,  the  back-e 
infrastructure,  which  enables  sii 
tasks  as  online  payment  and  overnii 
delivery,  is  improving  rapidly  here. 

Foreign  participation  in  Greai 
China's  Internet  revolution  is  growii 
and  dot-coms  are  rushing  to  list  on  nj 
kets  ranging  from  Hong  Kong's  Grov 
Enterprise  Market  to  the  NASDAQ. 

Terrance  Zhang,  CIO  for  New  Yoj 
based  Kamsky  Associates  Inc.  in  Beijii 
notes  that  because  most  private  bi 
nesses  in  China  have  no  access  to  ba 
loans  or  angel  networks,  many  Chine 


'  net  firms  are  desperate  for  offshore 
ure  capital  to  move  beyond  the  start- 
Dhase.  Healthy  opportunities  for 
5tment  or  partnership  deals  with  dot- 
i  firms  abound  in  Hong  Kong  and 
an  as  well.  Wherever  you  look  in  the 
on,  entrepreneurialism  dominates. 

Netease 

tent,  Community  and  E-Commerce 

local  Internet  users  in  Beijing  to 
e  their  favorite  local  portal,  and  you 
sure  to  hear  NASDAQ-listed 
jase.com,  Inc.  (www.163.com),  a 
pany  that  attracts  most  of  its  traffic 
i  mainland  Chinese  Internet  users 
more  than  24  million  page  views 
day.  Netease,  which  recorded  a  reg- 
ed  user  base  of  5.9  million  at  the 
of  June,  is  known  for  pioneering  the 
itry's  many  popular  online  services, 
jding  the  first  free  e-mail  service. 
\.  an  early  stage,  Netease  developed 
brietary  Chinese-language  person- 
btion  features  and  other  Internet 
Plications.  Because  of  the  double- 
e  characters  used  in  the  Chinese 
*uage,  the  barrier  to  entry  is  rela- 
1y  high  for  companies  wishing  to 
sr  Internet  technology  to  the  Chi- 
e-speaking  market.  "As  the  number 
portal  in  China,  we  truly  focus  on 
la.  We  have  very  focused  local  con- 
,  the  largest  local  community  online 
many  other  popular  online  services 
eloped  for  local  users,"  says  CFO 
3n  He,  a  former  investment  banker 
'•ear,  Stearns  &  Co. 
etease,  which  was  started  by  Co- 
)  William  Ding  in  mid-1997  as  a 
tware  development  company, 
sts  a  strong  culture  of  innovation. 


For  instance,  the  company  scours 
highly  trafficked  content  from  its 
users'  personal  pages,  as  well  as 
community  forums,  and  repositions  it 
for  general  use.  "We  use  significant 
user-generated  content,  which  tends 
to  be  'stickier,'"  says  Ding. 

In  its  early  days,  Netease  developed 
such  popular  tools  as  search  engines, 
Web-based  e-mail,  electronic  greeting 
cards  and  newsletters.  More  recently, 


the  company  added  the  largest  auction 
aggregation  house  in  China. 

Early  on,  it  developed  a  reputation  as 
the  "Geocities  of  China."  At  the  end  of 
June  2000,  the  number  of  personal 
Web  pages  on  the  site  totaled  over 
465,000.  The  company  counts  approx- 
imately 1.5  million  active  community 
members  within  about  22,600  commu- 
nity forums,  where  registered  users 
share  opinions,  chat,  participate  in  sur- 
veys and  instant  message.  In  addition, 
it  broadcasts  15  content  channels  work- 
ing with  more  than  150  international 
and  domestic  Chinese-language  content 
providers,  ranging  from  news,  IT,  finance, 
sports,  entertainment,  career,  educa- 
tion, health  and  women's  issues. 
Netease  also  enjoys  the  distinction  of 


hosting  what  is  probably  the  largest  chat 
room  in  the  world:  Recently,  it  recorded 
45,000  simultaneous  users. 

The  company  is  busily  adapting  much 
of  its  content  for  use  by  the  latest 
mobile  phones,  primarily  WAP-  and 
GPRS-enabled  handsets.  Netease  is 
the  first  bookmark  on  the  browser  of 
Siemens  WAP  phones  in  China,  and 
Motorola  has  named  the  company  its 
first  official  WAP  partner  in  China. 


Netease  is  also  rolling  out  new  tech- 
nology to  support  the  booming  B2B 
and  B2C  Internet  sectors. 

The  financial  backers  of  Netease, 
including  Japan's  Softbank,  News 
Corp.  and  Goldman  Sachs,  attest  to 
the  sustainability  of  the  company's 
business  model.  The  company  has 
also  assembled  a  very  strong  man- 
agement team,  including  CEO  King 
Lai,  former  CEO  of  Saatchi  &  Saatchi, 
China,  and  COO  Susan  Chen,  a  former 
senior  executive  at  FarEasTone. 
Because  the  company  maintains  a 
low  cash  burn  rate,  shuns  excessive 
advertising  campaigns  and  keeps 
staff  levels  within  reasonable  limits, 
its  customer  acquisition  costs  are 
lower  than  those  of  its  key  rivals,  says 


CetraNet  offers  an  e-Marketplace 
platform  that  provides  a  variety 
of  online  trade  mechanisms 
to  facilitate  e-trading," 
says  Melody  Lin,  deputy  executive 
director  of  CetraNet  Center. 


s  amazing  what  can  be  achieved  if  people  put  their  hearts  and  minds  togetli 
irk  as  one.  Which  is  why  we  introduced  China  to  the  Internet.  Because  ill 


He.  Recent  new  rounds  of  funding 
have  allowed  the  company  to  over- 
come bandwidth  constraints  and  add 
more  server  capacity.  The  future  cer- 
tainly looks  bright  for  Netease. 

iAsiaWorks 

Digital  Bridge  Between  Asia  and  the  U.S. 

With  feet  firmly  planted  on  both  sides 
of  the  Pacific,  iAsiaWorks  (www.iasia- 
works.com)  is  well-positioned  to  take 
advantage  of  the  Internet  revolution 
sweeping  the  Greater  China  region.  The 
company  delivers  co-location,  Web  host- 
ing and  other  e-commerce  and  profes- 
sional services  to  companies  targeting 
the  Asian  market  or  Asian  firms  target- 
ing the  U.S.  market.  By  maintaining  a 
presence  in  both  Asia-Pacific  and  Sili- 
con Valley,  it  can  keep  abreast  of  cut- 
ting-edge developments,  source  high- 
quality  talent  and  conduct  serious 
business  development. 

"We  want  to  be  a  one-stop  shop,  a 
true  single  source,"  says  JoAnn  Patrick- 


Ezzell,  chairman  and  CEO  of  iAsia- 
Works. "We  offer  turnkey  solutions 
from  connectivity  to  Web  hosting." 

iAsiaWorks  excels  at  penetrating 
difficult-to-access  Asian  markets. 
Aside  from  its  best-of-breed  technology 
products,  the  company  offers  services 
ranging  from  translation  and  currency 
exchange  to  regulatory  consulting  and 
local  technical  support.  "We  offer  a 
holistic  approach,"  says  Patrick-Ezzell, 
"and  this  really  differentiates  us  from 
our  competitors." 

iAsiaWorks  was  formed  in  1997  as 
AUNET,  and  in  mid-1999,  the  company 
changed  its  focus  to  offer  Internet  ser- 
vices and  solutions,  primarily  in  Asia, 
but  also  in  North  America.  Through  an 
extensive  network  of  carrier-grade  data 
centers  across  Asia  and  Silicon  Valley, 
iAsiaWorks  serves  companies  on  both 
sides  of  the  Pacific.  "One  of  our 
biggest  challenges  is  just  keeping  up 
with  demand,"  says  Patrick-Ezzell. 

Since  joining  iAsiaWorks,  Patrick- 
Ezzell,  who  previously  served  as  CEO 
of  AT&T  Asia-Pacific,  has  raised  $100 
million  in  funding,  purchased  the 
Hong  Kong  Internet  operations  of  her 
former  employer  and  embarked  on  an 
aggressive  hiring  spree  and  expan- 
sion plan. 

iAsiaWorks'  top-notch  technical  staff 
is  divided  among  the  world  headquar- 
ters in  Silicon  Valley,  the  regional  head- 
quarters in  Hong  Kong,  key  operations 
in  Australia,  Taiwan  and  Korea,  and 
seven  other  Asia-Pacific  countries  to 
offer  local  customer  support  and  exper- 
tise in  the  respective  markets.  The  com- 
pany's diverse  customer  portfolio 
includes  more  than  3.000  companies. 


"We  want  to 
be  a  one-stop 
shop,  a  true 
single  source,' 
says  JoAnn 
Patrick-Ezzell, 
chairman  and 
CEO  of 
iAsiaWorks. 


ranging  from  Hong  Kong-based  Out! 
and  the  Hong  Kong  Stock  Exchang 
Microsoft  Corp.  in  Taiwan,  Skylove 
largest  chat  service  in  Seoul),  Doi 
Click,  Inc.,  Adero  and  Lycos  Asia. 

In  late  1999.  iAsiaWorks  seci 
$85  million  from  top-tier  As 
and  U.S.  investors,  including  Mo 
Stanley  Dean  Witter,  Pacific  Cer 
Cyberworks,  Newbridge  Capital  Gr 
Institutional  Venture  Partners 
Bechtel  Enterprises. 

Looking  toward  the  future,  i/5 
Works  plans  to  focus  on  high-grc 
markets,  which  entails  secu 
further  strategic  alliances  and  a< 
sitions,  broadening  its  geographic 
print  and  constructing  next-genera 
large-scale  data  facilities. 

"iAsiaWorks  has  the  vision,  lea 
ship,  global  technology  and  local  r. 
ence  to  deliver  a  real  competi 
edge  in  the  e-commerce  arena," « 
Dan  Carroll,  managing  partner  of  f 
bridge  Asia.  Keith  Geeslin.  gen 


|  "We  offer 
top-of-the-line, 
streaming 
online 

audio/video 
local  content," 
says 

Edward  Wang, 
CEO  of  EMG. 
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Develop  an  intelligent  e-strategy  and  pan-Asian  presence  througr 
our  world-class  network  of  data  center  professionals. 


Our  in-country  experts  call  Asia  home,  so  we 
have  the  local  knowledge  you  need  to  support 
•  the  growth  of  your  e-business.  By  combining  this 
expertise  with  the  latest  technologies  from  our 
global  headquarters  in  Silicon  Valley,  we  bring 
you  the  best  one-stop  infrastructure  and  Internet 
solutions  available  in  the  Asia-Pacific  region. 


Zealand,  the  Philippines,  Singapore,  Taiwa 
Thailand  and  North  America.  • 

In  addition,  we'll  give  you  the  24x7  suppoi 
reliability  and  security  you  require  to  protect  yo 
assets  and  ease  your  mind.  It's  our  karma. 


From  co-location  to  web  hosting  to  managed  and 
professional  services,  we  get  you  up  and  running 
quickly  and  easily,  throughout  our  unique 
footprint  of  data  center  facilities  in  Australia, 
China,  Hong  Kong,  India,  Japan,  Korea,  New 
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partner  of  the  Sprout  Group,  shares 
Carroll's  enthusiasm:  "This  is  a  com- 
pany on  the  move,  and  we're  delight- 
ed to  back  it." 

ETWebs 

The  Leading  Chinese 
Broadband  Internet  Conglomerate 

With  his  Eastern  Multimedia  Group 
(EMG)  and  ETWebs  Inc.  (www.etwebs. 
com),  Edward  Wang,  an  ex-banker  cur- 
rently serving  as  CEO  of  EMG,  has  a 
finger  in  seemingly  every  pie:  fixed- 
line  telephone,  cable  TV,  direct  satel- 
lite TV,  broadband  highway  construction, 
newspaper  publishing,  Internet  and  TV 
content  development,  and  even  TV 
shopping  and  a  mail-order  warehouse. 
The  only  area  EMG  isn't  involved  in  is 
wireless  —  yet.  Wang  plans  to  bid  for 
a  third-generation  (3G)  license  that 


c 


Today,  whether 
in  Guangzhou, 
Hong  Kong  or 
Taipei,  bill- 
boards, bus 
shelters  and 
even  the  hub- 
caps of  taxis 
are  plastered 
with  the  names 
of  local  dot-com 
companies. 


would  clear  the  way  for  a  push 
that  promising  sector. 

Taiwan-based  EMG  regards  itse 
operator  of  the  largest  broadii 
Internet  platform  in  Asia.  Throug 
own  CATV  network,  it  offers  I 
speed  broadband  Internet  acce 
3.6  million  households.  Wang  pla 
rollout  to  global  audiences,  even 
ly  tapping  into  the  1.7  billion  Chir 
speaking  worldwide  market,  inclu 
the  relatively  untapped  China  ma 

EMG's  vast  collection  of  busine 
allows  for  unprecedented  synergy 
example,  subscribers  to  its  broadt 
ETHome  service  can  access  videt 
demand  services  that  feature  pop 
cable  programs  produced  by  the  gr 
For  this  and  other  reasons,  fori 
investors,  including  AIDEC  (the  d 
investment  arm  of  the  Asian  Dev( 
ment  Bank),  Capital  International 
corp  (Asia)  and  Dell  Computer  I* 
poured  significant  financing  into  EJ 

In  a  package  called  "4C"  (Cont 
Commerce,  Community  and  Com 
nication),  general  content  on 
ETWebs  site  includes  news,  finan 
entertainment,  video  and  audio  an 
commerce.  "We  offer  top-of-the- 
streaming  online  audio/video  Ic 
content.  My  job  is  to  leverage  EN 
various  media  assets,  build  a  str 
brand,  reach  economies  of  scale,  j 
erate  a  B2B  business  model  i 
create  the  company's  value,"  s 
Wang,  who  in  recent  months  I 
been  working  a  private  placem 
through  its  financial  adviser,  Morj 
Stanley  Dean  Witter,  to  develop  stn 
gic  partnerships  with  Internet  ind 
try  leaders  for  content  developm 


D  V  t  K  I  I  5>  t  rvi  t 


Bp  "As  the  number  one  portal  in  China, 
■    we  truly  focus  on  China," 

says  Netease's  CFO  Helen  He. 


distribution,  as  well  as  other 
s  of  equity  partnerships. 

CETRA 
inking  Taiwan  With  the  World 

Internet  has  become  a  crucial 
e  tool  in  bustling  markets  like 
an,  enabling  companies  to  keep 
;  with  conditions  in  rapidly  chang- 
foreign  markets.  As  the  biggest 
ent  provider  of  trade  information  in 
an  and  an  organization  with  sub- 
itial  expertise  in  trade  promotion, 
3hina  External  Trade  Development 
ncil  (CETRA)  is  ideally  positioned 
)perate  its  Web  site,  CetraNet 
w.cetra.org.tw),  for  the  domestic 


and  foreign  business  communities. 

"CetraNet  offers  not  only  the  very 
latest  in  trade-related  information  and 
value-added  database  services,  but 
also  an  'e-Marketplace'  platform  that 
provides  a  variety  of  online  trade 
mechanisms  to  facilitate  e-trading," 
explains  Melody  Lin,  deputy  executive 
director  of  CetraNet  Center. 


CetraNet's  e-Marketplace  platform 
helps  international  businesses  link 
with  potential  partners,  buyers  or  sell- 
ers. Users  can  ease  into  the  market 
via  a  number  of  components,  includ- 
ing the  Virtual  Trade  Mart,  an  Inquiry 
Service,  a  Biz  Exchange,  Online  Indus- 
try Showcases  and  Value-Added  Trade 
Databases.  ■ 


ETl4W;.v  Inc. 

www.etwebs.com 

Webs  is  a  leading  provider  of  broadband  Internet  access  services  over  the  cable  television  infrastructure  to  consumers  and  businesses  m  Taiwan,  with  access  to  one  ot  Taiwan's 
le  networks  Currently,  the  broadband  Internet  services  of  ETWebs   are  marketed  under  the  ETHome.  the  ETOltice  and  the   ETCommunity  brandnames  which  embrace 
types   of  Internet   services-    (t)  Internet  access  services  through  our  cable-based  broadband  network,  (2)  content  services  and  community  tools  through  our  Web  destinations, 
ierce   services,   and   (4)   online  advertising  services.  Address:    5F.   No.    53.   Huai   Ning  St.   Taipei.   Taiwan.  R.O.C.   Tel:    886-2-23  61-4567 
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he  Doctors'  Plot 

Invest  tax-free  dollars,  reap  tax-free  returns.  Too  bad  this  retirement  plan  is  illegal. 


BY  CARRIE  COOLIDGE 

WHAT  A  SWEET  DEAL. 
Scads  of  self-employed 
professionals,  their  eyes 
on  a  comfy  retirement, 
are  buying  insurance 
policies  that  let  them  shovel  unlimited 
amounts  into  investment  accounts, 
which  they  deduct  on  their  tax  filings. 
And  when  they  retire  they  can  tap  into 
these  accounts,  again  with  no  taxes  nib- 
bling away  at  the  proceeds. 

Unfortunately  a  July  31  ruling  by 
U.S.  Tax  Court  Judge  David  Laro  gave 
the  lie  to  that  miracle.  And  suddenly  28 
small  businesses  and  individuals,  most 
of  them  doctors,  that  bought  into  one 
of  these  schemes  find  themselves  liable 
for  huge  sums  in  back  taxes,  interest 
and  penalties. 

While  no  numbers  are  available, 
private  tax  advisers  and  the  Internal 
Revenue  Service  say  this  chicanery  is 
spreading  rapidly  among  professional 
partnerships,  particularly  medical  ones. 
Blame  bull-market  euphoria,  blame 
baby  boomers'  retirement  anxiety, 
whatever.  More  crackdowns  are  com- 
ing, says  the  IRS. 

The  scheme  grows  out  of  a  perfectly 
acceptable  insurance  plan.  A  small  busi- 
ness can  buy  term  life  policies  for  its 
employees  at  group  rates,  deducting  the 
premiums  as  a  legit  expense. 

Small  employers  often  join  an  in- 
surer-sponsored umbrella  group  called 
a  VEBA,  or  voluntary  employee  benefits 
association.  Doctors  are  lumped  into 
VEBAs  with  names  like  the  Southern 
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California  Medical  Profession  Associa- 
tion— which  happens  to  be  the  one 
Judge  Laro  poleaxed. 

Now  let's  see  how  the  VEBA 
arrangement  gets  twisted,  by  highlight- 
ing the  plight  of  one  of  the  VEBA  vic- 
tims: a  Warren,  N.J.  neonatologist 
named  Ophelia  J.  Mall.  Her  imbroglio 
started  in  1991  when  sales  rep  Barry 
Cohen  told  Dr.  Mall  and  her  husband, 
John,  that  the  VEBA  investment  would 
fund  their  retirement.  "It  all  sounded 
very  good,"  recalls  Mall,  53,  although 
she  admits  she  didn't  really  understand 
how  the  program  worked. 

Over  seven  years  Mall  shelled  out 
$75,000  in  premiums,  duly  deducted 
from  her  taxes,  for  a  million-dollar 
term  policy  held  through  the  Southern 
California  Medical  Profession  Associa- 
tion. Mall  was  led  to  believe  that  when 
she  turned  65  she  would  receive  a  paid- 
up  permanent  policy  with  a  death  ben- 
efit of  $1  million.  And  best  of  all,  at  65 
she  could  withdraw  the  policy's  cash 
value  in  annual  installments  over  ten 
years,  tax-free.  As  an  added  kicker  her 
practice  paid — and  deducted — another 
$75,000  to  cover  her  husband,  thus 
doubling  their  benefits. 

Trouble  is,  $75,000  is  a  lot  to  pay  for 
a  million-dollar  term  policy.  Combined 
premiums  totaling  $7,000  over  seven 
years  would  have  been  more 
realistic.  Yet  Mall  bought  the  line 
that  the  extra  money  was  for  invest- 
ment purposes.  Actually,  court  papers 
say  $12,000  was  quickly  raked  off  in 
fees  by  Cohen's  firm,  Kirwan  Financial 


Croup,  and  others. 

To  the  IRS,  the  excess 
deductions  for  out- 
landish premiums  were  a 
red  flag.  The  Malls 
learned  the  hard  way  that 
they  couldn't  deduct  that 
much.  And  also  that  John 
Mall,  an  AT&T  marketing 
executive  who  wasn't  an 
employee  of  his  wife's 
practice,  couldn't  partici- 
pate in  her  VEBA. 

It's  easy  to  see  why  the 
doctors  went  for  this  deal. 
Sales  rep  Cohen  came 
armed  with  a  fistful  of 
impressive-sounding  let- 
ters from  law  firms 
around  the  country  bless- 
ing the  plan.  His  brochure 
listed  no  less  than  the  U.S. 
Treasury,  Ernst  &  Young, 
Metropolitan  Life,  Prudential  ano 
York  Life  as  institutions  that  ha 
proved  or  agreed  to  participate 
And  Cohen  wrote  each  doctor  at 
stating  that  a  former  IRS  attorneys 
review  every  plan. 

And  to  really  appeal  to  the  do  [ 
there  was  the  official  endorsemc 
the  plan  from  the  Medical  Socii 
New  Jersey,  the  state's  organizatic 
physicians.  Turns  out  that  the  m< 
society  received  royalties  from  Ki 
on  the  order  of  $25,000  for  allowii 
use  of  its  name  and  mailing  list.  Vil 
A.  Maressa,  the  medical  group's  el 
tive  director,  said  the  group  gave  il 


The  IRS  saw  right 

through  the  plan  Ophelia 

Mall  depended  on. 

HAT  SOLD  THE  DOCTORS  WAS  THE  MEDICAL  SOCIETY 
NEW  JERSEY  S  OFFICIAL  ENDORSEMENT. 


nent  after  getting  the  go  ahead 
Ernst  &  Young.  When  the  IRS 
>ned  the  propriety  of  the  scheme, 
iety  withdrew  its  endorsement, 
t  who  masterminded  this  scheme 
is  murky.  Cohen's  employer,  Kir- 
nancial  in  Langhorne,  Pa.,  is  de- 
Cohen  won't  comment.  Two  in- 
backed  the  plan:  Inter- American 
nee  and  Commonwealth  Life  In- 
e.  But  Commonwealth  was  ac- 


quired by  Dutch  insurance  giant 
Aegon,  which  won't  comment.  Inter- 
American,  controlled  by  Chicago  fi- 
nancier Raymond  Ankner,  collapsed  in 
the  early  1990s.  Jeffrey  Bleiweis,  corpo- 
rate counsel  for  Ankner's  CJA  Associ- 
ates, says  that  any  policies  sold  to  the 
doctors'  VEBA  group  by  Inter- American 
were  bona  fide  term  policies. 

What  happens  to  Dr.  Mall  and  the 
27  other  practices  affected?  Aside  from 


the  hefty  amounts  they  owe 
the  IRS,  their  policies  have  a 
meager  cash  value  in  Aegon 
policies.  Some  have  filed  a 
lawsuit  in  New  Jersey  Supe- 
rior Court  seeking  damages 
from  Cohen,  Kirwan  Finan- 
cial, Inter-American,  Com- 
monwealth and  the  Medical 
Society  of  New  Jersey,  among 
others. 

The  VEBA  scheme  is  a 
variant  on  an  old  ploy  called 
springing  cash  value.  That's 
where  you  pay  outsize  premi- 
ums— deducted  as  business 
expenses — for  a  term  policy, 
which  by  definition  has  no 
cash  value.  At  the  sixth  year 
or  so  the  policy  converts  to 
whole  life  and  instantly  has 
enormous  cash  value,  thanks 
to  the  huge  premiums.  The 
VEBA  variant  simply  post- 
pones until  retirement  time, 
when  big  cash  values  are  sup- 
posed to  materialize. 

Either  way,  the  hope  is 
that  the  IRS  isn't  paying  atten- 
tion. Says  Stephan  Leimberg, 
a  Bryn  Mawr,  Pa.  estate-plan- 
ning attorney,  "There  are  no 
new  tax-avoidance  schemes, 
just  reconstituted  old  ones." 

Regardless,  get  ready  for 
a  further  proliferation  of 
these  things  if  Congress  axes 
the  estate  tax.  According  to 
the  Prince  &  Associates  re- 
search firm,  at  least  5%  of  life 
policies  sold  are  to  pay  off  es- 
^ mmmmm  tate  taxes.  Tax-avoidance 
schemes  will  proliferate  to 
make  up  for  lost  business,  says  J.J.  Mac- 
Nab,  a  Bethesda,  Md.  fee-based  insur- 
ance analyst. 

Peter  Katt,  a  Kalamazoo,  Mich,  fee- 
only  life  insurance  expert,  has  advised 
doctors  and  is  coordinating  legal  efforts 
to  recover  losses  from  VEBA  scams.  He 
says  that  if  you  are  pitched  a  compli- 
cated tax-minimizing  insurance  plan, 
ask  to  see  an  IRS  private-letter  ruling 
approving  every  aspect  of  the  plan.  F 
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Lower-Tier  Bargains 

The       er  is  valuing  corporate  earnings  at  dizzying  levels— but 
only  for  the  top  stocks.  Take  a  look  at  the  cheaper  stuff. 

BY  PETER  BRIMELOW 

■  S  SOMETHING  WEIRD  GOING  ON  IN  THE  ECONOMY?  JAMES  PAULSEN,  MINNEAPOLIS-BASED 

■  chief  investment  officer  for  Wells  Capital  Management,  points  to  a  "winner-take-all"  con- 
Hcentration,  with  growing  income  inequality,  record  corporate  mergers  and  a  top-heavy 
stock  market.  The  price/earnings  multiple  on  the  S&P  500  is  notoriously  at  an  unprecedented 
level.  But  Paulsen  notes  that  all  of  this  valuation  excitement  is  concentrated  at  the  upper  end. 
Multiples  for  the  bottom  400  of  the  S&P  500  are  not  way  out  of  line  with  historical  levels. 

Sign  of  a  bubble?  Paulsen  bravely  argues  no,  because  the  hot  stocks  also  show  earnings 
growth  far  ahead  of  the  rest  of  the  market.  His  theory:  These  are  companies  that  have 
adapted  to  the  new  information  technology.  However,  some  stocks  in  the  lower  tiers  also  have 
strong  forecasted  earnings  growth — perhaps  because  they're  getting  the  new-technology 
message.  "There's  great  potential  for  the  stock  picker,"  says  Paulsen.  "It's  a  one-time  gift." 

Median  long-term  earnings  growth  forecast  for  the  top  quintile:  22%.  Some  lower-quin- 
tile  stocks  with  forecast  earnings  above  that:  Anadarko  Petroleum,  BMC  Software,  Capital 
One  Financial,  Compuware,  Dollar  General,  Gateway,  KLA-Tencor,  Novellus  Systems,  Pro- 
vidian Financial,  Staples,  Teradyne  and  WorldCom.  (For  more  details,  go  to  forbes.com.)  F 

Research:  EDWIN  S.  RUEENSTEIN,  research  director,  Hudson  Institute,  Indianapolis, 
edmnr@hudson.org.  Graphics:  DAVID  LAD  A. 
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INTRODUCING  FOLIO  INVESTING 


STEVE  WALLMAN 
I  inder  &  CEO,  FOLIOfn 


"We've  combined  the  instant  diversification  and  ease  of  investing  that  come  with 

mutual  funds  along  with  the  benefits  of  owning  individual  stocks." 


INT.  CLICK.  BACK  IN  THE  20TH  CENTURY 

THAT'S  HOW  PEOPLE  BOUGHT  A  STOCK. 

ODAY,  IT'S  HOW 

YOU  BUY  A 
WHOLE  PORTFOLIO. 


Jntil  now,  online  investing  meant  picking  stocks  one  at  a  time  and  trying  to  guess  the  next  big  winner.  But  today 
•'s  a  better  way.  Online,  in  one  simple  transaction,  you  can  buy  a  whole  portfolio  of  stocks  and  stop  worrying 
t  whether  you've  picked  the  "right"  stock. 

ntroducing  FOLIO  investing'™  from  FOLIOfn.  With  FOLIO  investing,  you  can  invest  in  a  whole  sector  or  index. 
:an  buy  conservatively,  or  aggressively.  You  can  even  purchase  a  list  of  stocks  from  articles  in  this  magazine, 
nterested  in  biotech  but  unsure  which  stocks  to  pick?  Just  buy  our  Biotech  FOLIO.  Buy  it  "as  is"  or  change  it  any 
'ou  want.  Add  stocks  you  like.  Drop  the  ones  you  don't.  That's  how  it  works  with  our  scores  of  Ready-To-Go  FOLIOs. 
rOLIO  investing  is  as  simple  as  buying  a  mutual  fund.  But  with  no  minimum 
tment.  No  asset  based  fees.  And  since  you  own  the  stocks, 
:ontrol  your  taxes. 

^nd,  you  can  still  build  a  FOLIO  or  invest  and  trade  the  old 
oned  way  -  one  stock  at  a  time. 

\\\  for  a  revolutionary  flat  fee  -  $29.95  per  month  with  no 
nissions  -  that  can  save  you  bundles  versus  a  mutual  fund 
i  online  broker.* 

rOLIO  investing.  Like  nothing  you've  ever  seen  before. 
Dme  to  the  21st  century. 


TRY  FOLIO  INVESTING 
FREE  FOR  30  DAYS. 


Log  on  to  www.foliofn.com  and  create  a 
portfolio  of  stocks  that  you  can  invest 
in  without  real  money  and  without 
obligation.  Or  start  investing  with  real 
money  today  and  get  your  first  month 
free.  Either  way,  please  give  us  a  try. 


FOUOfn 


What's  Next  e/ 


FOLIOfn,  you  can  create  three  FOLIOs  of  up  to  50  stocks  each  for  a  flat  fee  which  includes  unlimited  trading  in  our  twice  daily  windows. 
investing,  like  all  investing,  involves  risk  including  potentially  the  loss  of  principal.  Sector  investments  may  be  higher  risk  than  other  investments. 
I  funds  are  managed  by  paid  fund  managers  and  regulated  by  the  SEC.  ©2000  FOLIOfr)  Investments,  Inc.  Member  NASD,  SIPC.  All  rights  reserved. 


www.foliofn.com 
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vat  Skills 

With  March's  chill  still  lingering  over  the 
new-issues  market,  is  now  the  time  to  find 
some  good  buys  in  Internet  stocks? 


BY  ROBERT  J.  SHERWOOD 

■■■HE  FORBES  INTERNET  INDEX  HAS 
I  more  than  320  publicly  traded  In- 
■  ternet  companies.  Only  25  of  these 
are  profitable,  and  they  sell  at  an  average 
205  times  trailing  earnings.  And  yet 
there  ought  to  be  bargains  out  there, 
what  with  the  sector  down  64%  from  its 
high  in  March.  How  to  find  them? 

Look  for  gross  profits,  advises  Vik 
Mehta,  a  Goldman  Sachs  analyst  who 
follows  Internet  infrastructure  and  ser- 
vice companies.  That  line  of  the  income 
statement  often  gives  a  hint  of  future 
prosperity,  even  while  the  bottom  line 
is  still  red. 


For  a  retailer  like  Amazon,  gross 
profit  is  the  excess  of  sales  revenue  over 
the  cost  of  goods.  For  a  service  company 
like  America  Online,  the  gross  profit  is 
revenue  minus  expenses  such  as  those 
related  to  Web  hosting  and  software  li- 
censes. AOL  has  consistently  had  a  posi- 
tive net  income  since  1997,  but  even 
then  it  showed  a  pattern  of  improving 
gross  margins.  AOL's  gross  margin  went 
from  27%  three  years  ago  to  50%  for  the 
fiscal  year  ended  June  30. 

We  can't  guarantee  that  we've 
found  the  next  AOL,  but  the  ten  tech- 
nology companies  in  the  accompany- 


ing table  more  than  doubled  th< 
and  posted  at  least  a  44%  gain  i 
profits  over  the  last  12  mont 
these  stocks  show  positive  cash  f 
the  sense  of  net  income  plus  de 
tion)  in  the  latest  quarter. 

Our  screen  also  required  a 
value  of  at  least  $380  million.  W 
inated  stocks  selling  for  more  t 
times  book  value.  No,  hard  ass 
PCs  and  swivel  chairs  don't  matte 
Internet  valuation.  But  staying 
does,  and  book  value  is  a  good 
tor  of  that.  A  high  book  value  te 
go  hand  in  hand  with  a  good  ca 
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activity  for  companies  like  GTE  and  Ford 
Motor.  It  is  the  kind  of  company  Mehta 
is  talking  about.  With  earnings  of  only 
11  cents  a  share  in  1999,  its  price/earn- 
ings ratio  is  meaninglessly  high.  But 
look  at  the  gross  profit:  Through  12 
months  ending  in  June  it  was  triple  what 
it  was  a  year  earlier. 

A  longer  version  of  this  stock  screen 
can  be  found  at  www.forbes.com/gipo.  F 


BLTechnolugies,  Buddin&Profits^ 

3  ten  technology  initial  offerings  are  proving  that  they  can  turn  top  line  growth  into  net  profits.  Is  Wall  Street  ready? 
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Market 

Price/ 
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Recent 

1-year 

value 

book 

my 

date 

price 

growth 

margin 

2000 

2001 

growth2 

($mil) 

value 

1/22/99 

$34.44 

187% 

81% 

$026 

$0.49 

52% 

$931 

8.1 

r  Mountain  Networks 

5/13/99 

65.38 

393 

49 

0.98 

1.37 

59 

3,293 

13.7 
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2/18/00 

38.19 

156 

57 

0.46 

0.64 

40 

471 

6.4 

ba 

4/30/99 

16.34 

79 

87 

0.12 

0.23 

58 

381 

5.1 

One 

3/1/00 

34.31 

78 

58 

0.07 

0.23 

70 

1,437 

9.6 

olv  Software 

11/18/99 

44.44 

75 

67 

0.34 

0.48 

50 

1,567 

11.9 

istruments 

3/30/99 

27.38 

82 

44 

1.72 

2.33 

25 

685 

4.8 

i  Software 

2/12/99 

38.00 

63 

80 

0.74 

0.94 

30 

1,492 

12.5 

6/18/99 

27.94 

384 

59 

0.32 

0.46 

56 

1,340 

6.3 

ends 

2/19/99 

37.50 

212 

90 

0.29 

0.45 

73 

982 

11.4 

s  of  Aug.  22  'Sales  minus  cost  of  goods  sold,  projected  annual  growth  rate  over  the  next  three  to  five  years. 
Interactive  Data  Corp..  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 


ance  and  low  debt. 

Earnings  forecasts  should  always  be 
treated  with  skepticism — particularly 
with  new  technology  stocks — but  all  of 
the  companies  on  our  list  are  projected  to 
be  profitable  this  year  and  post  annual 
profit  growth  of  at  least  25%  over  the 
next  three  to  five  years. 

WebTrends  of  Portland,  Ore.  sells 
software  that  analyzes  Web  site  visitor 


ake  sure  your  investments  don't. 

Drovides  total  coverage  of  your  stocks  during  Extended  Trading  Hours,  even  when  the  sun  is  down. 


Watch  CNBC  all  Business  Day 
Weekdays  5:00AM-8:00PM  ET. 


cnbc.com 


Go  to  CNBC.com  24/7  for  more 
in-depth  and  personalized  insight. 
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.JE-aJUJ  TIES- 


Which  Conglomerator 
Are  the  Big  Winners? 

How  to  spell  indigestion:  R-O-L-L-U-P-S.  The  idea  of  gobbling  up  small  players  has  lost  sc 
of  its  appeal  on  Wall  Street,  for  good  reason.  But  there  are  a  few  decent  buys. 


BY  CHRISTOPHER  HELMAN 

■  T  ALWAYS  LOOKS  SO  GOOD  ON  PAPER. 

■  Since  the  mid-1990s  the  strategic 
I  rollup  has  been  a  corporate  fad:  Large 
acquirers  buy  smaller  players  in  frag- 
mented industries,  reaching  for  critical 
mass,  McDonald's-like  uniformity  and 
that  beloved  state  of  bliss  called  syn- 
ergy. First  to  try  this  were  services  like 
funeral  parlors  and  garbage  collectors. 
Now  technology,  with  its  myriad  new 
companies,  is  joining  in. 

The  rollup  record,  though,  is  mixed. 
Consultants  Booz,  Allen  &  Hamilton 
found  in  a  study  of  100  rollups  that 
they  were  initially  greeted  with  gusto  by 
Wall  Street  but  that  half  have  lost  50% 
or  more  of  their  value  since  June  1998. 
Too  often,  says  Paul  Kocourek,  a  Booz 
Allen  senior  vice  president,  the  concept 
isn't  workable.  Or  if  it  is,  consolidating 
all  the  pieces  is  done  poorly. 

For  an  example  of  a  plain  bad  idea, 
look  at  Wayne  Huizenga's  AutoNation. 
Starting  in  1996  Huizenga  bought  400 
new-  and  used-car  dealerships.  He  fig- 
ured rebranded  and  redecorated  lots 

Got  a  Strong  Stomach? 


would  follow  the  success  of  his  Block- 
buster video  chain  and  become  the  cat- 
egory killer  of  car  retailing. 

Wrong.  The  problem:  AutoNation 
had  no  fundamentally  better  way  to 
make  money  at  this  mature,  highly 
competitive,  low-margin  business.  The 
stock  topped  out  at  $40  in  1997  and  has 
since  dropped  to  $6.44.  Net  income  slid 
43%  in  1999  and  72%  in  2000's  first 
half,  compared  with  the  year-ago  pe- 
riod. In  a  tacit  admission  of  defeat  the 


company  is  divesting  its  used-ca 
rental-car  operations. 

Sometimes  the  basic  conce 
promising  but  the  first  mover  isnj 
winner.  Healtheon/WebMD,  the  b: 
rollup  thus  far  on  the  Internet,  riskj 
fering  this  fate.  Founder  James  Clal 
Netscape  fame,  believes  Healtheoi 
profitably  link  insurers,  labs  and  dc 
on  the  Web.  Mountains  of  medic* 
perwork  are  supposed  to  disappea 
the  cost  of  a  typical  medical  c 


With  everything  that  can  go  wrong,  it's  a  good  idea  to  ignore  the  hype  of  most  consolidators.  Still,  when  done  right,  a  rollu) 
offers  great  long-term  value.  Food  distributor  Sysco  leads  its  industry,  but  with  just  12%  market  share  it  still  has  room  to  gi 


Company 


Recent 
price 


52-week 
high 


P/E  Comment 


THE  GOOD  I 

Sysco 

$45.13 

$45.13 

32 

The  king  of  the  rollups.  With  smart  purchases  and  solid  execution,  Sysco  delivers  for  shareholders. 

H&R  Block 

34.63 

59.50 

14 

Block's  RSM  McGladrey  division  is  leading  the  consolidation  of  midmarket  business  services. 

Quanta  Services 

45 

63.13 

31 

Well  priced  off  its  recent  high,  Quanta  is  becoming  the  handyman  for  telecoms  and  Internet  outfits. 

THE  BAD  ■ 

AutoNation 

6.44 

14.00 

9 

Lost  84%  of  value  since  1997  thanks  to  questionable  business  plan.  Still  struggling. 

Century  Business 

1.88 

13.56 

9 

Acquired  135  companies  with  little  thought  to  integration.  Planning  a  turnaround. 

Healtheon/WebMD 

13.25 

75.19 

NA 

Shares  off  90%  since  spring  1999.  Does  first-mover  advantage  mean  anything  when  barriers  to  entry  a 

NA:  Not  applicable.  Source:  Bloomberg. 
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.  1  fall  from  $8.50  to  $1.  Fat  with 
i;us  a  hot  stock  from  a  boffo  pub- 
>,;ring  in  early  1999,  Healtheon 
|>n  a  $15  billion  buying  spree  to 
fe  or  partner  with  80  companies. 

I  re  betting  on  a  lot  of  things  going 
'  says  Jeffrey  Peters,  analyst  with 
tauscher  Wessels. 

I I  matter  how  many  Web  firms 
Leon  buys  out,  it  still  has  to  con- 
loctors  and  hospitals  to  adopt  its 
i.  Many  health  care  providers  are 
■ring  why  they  should  cooperate 
;  lealtheon  when  they  can  replicate 
terns  on  their  own.  After  all,  es- 
uing  an  Internet  link  is  relatively 
I.  Other  competitors  like  Med- 
jand  National  Data  Corp.  are  stir- 
jlleanwhile  Healtheon  continues 
lunt  vast  losses.  The  stock,  at 
I,  is  down  90%  from  its  spring 
ligh. 

I  en  there's  the  matter  of  execu- 
Intting  together  a  gaggle  of  au- 
jious  businesses  isn't  easy,  as  Cen- 
ilusiness  Services,  an  accounting 
bnsulting  rollup,  has  found  out 


after  vacuuming  up  135  owner-oper- 
ated shops.  Earnings  have  been  sliding 
since  1998  and  the  market  has  lost  con- 
fidence. The  stock  has  power-dived 
from  $25  in  August  1998  to  $2. 

Century  is  a  loose  confederation  of 
fiefdoms,  each  with  its  own  financial 
system  and  pay  structure.  The  result, 
says  Jerome  Grisko,  president  of  Cen- 
tury, has  been  a  debilitating  divisive- 
ness.  An  overhaul  is  promised. 

A  better  bet  lies  in  the  same  indus- 
try: H&R  Block,  which  is  broadening 
out  from  tax  preparation  to  accounting 
and  consulting.  Block  is  rolling  up  these 
firms  under  its  RSM  McGladrey  divi- 
sion, and  is  doing  so  more  slowly  and 
deliberately  than  Century. 

McGladrey,  which  Block  acquired 
in  1999,  knows  about  this  stuff. 
Thomas  Ratherham,  McGladrey's  chief 
executive,  has  helped  lead  the  firm 
through  some  of  its  100  accounting 
firm  acquisitions,  meaning  he  knows 
what's  needed.  Before  buying  a  firm, 
Block  makes  sure  the  owners  (most  of 
whom  stay  on)  appreciate  McGladrey's 


vision  of  an  integrated,  national  firm. 

Another  rollup  winner  is  Sysco,  the 
nation's  largest  food-service  distributor, 
supplying  everything  from  restaurants  to 
hospitals.  Sysco  is  well  organized  and 
careful  not  to  overstretch  itself,  says  Rajan 
Chaudhry,  an  analyst  with  Credit  Suisse 
First  Boston.  In  die  fiscal  year  ended  June 
30,  Sysco's  net  income  grew  23%.  Trad- 
ing at  32  times  trailing  earnings,  the  stock 
isn't  cheap,  but  Chaudhry  thinks  the 
earnings  growth  justifies  the  price.  And 
with  just  12%  of  the  food  distribution 
market,  it  has  room  to  grow. 

Quanta  Services  is  a  service 
provider  for  the  broadband  era.  It  de- 
signs, installs  and  maintains  the  infra- 
structure of  Web,  telecom  and  cable 
companies.  Quanta  has  made  65  acqui- 
sitions in  three  years  while  expanding 
revenues  and  earnings  at  triple-digit 
rates.  Yet  Quanta  has  its  risks.  While 
business  is  good  now,  major  long-haul 
fiber  contracts  will  likely  taper  off  over 
the  next  year  as  fiber  capacity  meets  de- 
mand. With  a  P/E  of  31  it's  pricey,  but 
palatable  for  the  short-term.  F 


fERNATIONAL.  investing 

ennies  from  Heaven 

:an  survive  China.  Among  the  savviest  at  this  is  a  Hong  Kong  firm 
had  a  near-death  experience  in  the  1998  Asia  meltdown. 


BORAH  0RR 

BESTIAL  ASIA  SECURITIES  HOLD- 
ngs  knows  how  bad  things  can 
;et  in  Asia  investing.  But  in  1998, 
the  Hong  Kong  firm,  then  called 
fill  Securities,  was  about  to  col- 
along  came  a  savior.  Bankee 
a  managing  director  for  strategy 
perations  at  equipment  maker 
elecom,  had  his  employer  buy  out 
ial  and  pump  capital  into  it. 
*ran,  a  former  American  Express 
tive,  enlisted  talent  like  invest- 
banker  Ken  Wee  Khoo  as  well  as 
•fill  equity  partners  such  as  Hong 
's  Pacific  Century  CyberWorks, 
int  Internet  company.  Now  Celes- 


tial is  the  leader  in  Hong  Kong's  bur- 
geoning online  trading  industry.  (Cur- 
rently 10%  of  Hong  Kong's  trading  is 
electronic.) 

Overall,  Celestial  accounts  for  2%  of 
the  volume  on  the  Hong  Kong  ex- 
change, which  is  dominated  by  massive 
institutions.  Quite  a  feat  for  an  outfit 
that  had  a  negligible  share  in  the  1990s. 
In  June  Celestial's  management  bought 
out  CTT's  stake. 

Celestial  has  an  eye  for  what  works 
in  China  (see  table,  p.  258).  And  for 
what  doesn't. 

First  lesson:  The  best  way  to  play 
China  is  through  Hong  Kong.  Main- 
land exchanges  in  Shenzhen  and 


Shanghai  sell  foreigners  special  shares 
that  are  of  identical  liquidating  value 
but  trade  at  a  fraction  of  the  bourses' 
regular  shares.  Also  Celestial  research 
director  Herbert  Lau  recommends  in- 
vestors steer  clear  of  heavily  indebted, 
politicized  international  trust  and  in- 
vestment companies,  the  corporate 
arms  of  China's  provincial  and  local 
governments. 

It  took  the  default  of  one  such  out- 
fit, Guangdong  Enterprises,  in  1998  to 
wake  up  a  lot  of  non-Chinese  to  the 
perils  of  China's  privatization. 

Also  to  be  avoided:  Chinese  compa- 
nies in  long-protected  industries,  such  as 
steel  and  petrochemicals,  which  will  suf- 
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fer  from  international  competi- 
tion with  China's  acceptance  into 
the  World  Trade  Organization. 

One  company  that  will 
benefit  from  the  WTO  entry  is 
China  Merchants.  This  Hong 
Kong-listed,  Mainland-run 
company  packs  China's  prodi- 
gious manufacturing  output 
into  containers  and  places 
them  on  ships  for  export. 

China  Merchants  is  seeking 
to  concentrate  on  the  prof- 
itable maritime  business  but 
first  must  wangle  free  from  its 
moneylosing  toll  road  opera- 
tion. That  will  take  a  ruling 
from  the  central  government 
in  Beijing.  While  maritime 
earnings  leapt  53%  to  $31  million  for 
the  first  half  of  2000,  overall  profits  fell, 
thanks  to  the  deadweight  of  the  road 
division.  The  company's  shares  have 
risen  from  their  March  lows  yet  trade 
at  an  affordable  14  times  this  year's  es- 
timated earnings. 

Bank  of  East  Asia,  one  of  Hong 
Kong's  biggest  home-grown  institu- 
tions, is  on  the  frontier  of  China's 
slow  market  opening — soon  to  be 
given  a  push  by  the  WTO.  The  bank  is 
one  of  the  first  to  be  granted  permis- 
sion to  do  business  in  the  local  cur- 
rency, the  yuan. 

For  now  inefficiencies  in  the  heav- 
ily controlled  market  mean  the  bank 
can  collect  deposits  at  ridiculously  low 
interest  rates  of  1%  to  2%  and  make 
loans  at  a  spread  of  4  to  5  percentage 
points.    That    kind    of  anomaly 


certainly  won't  last  forever. 

Meanwhile  the  bank's  growing 
foothold  in  China  will  make  it  easier 
for  Bank  of  East  Asia  to  service  existing 
customers  when  they  do  business 
there.  The  bank  will  have  a  head  start 
over  competing  lenders  as  the  barriers 
fall  in  Mainland  financial  markets. 

But  doing  business  there  carries  a 
downside:  Lending  on  the  Mainland  has 
left  the  bank  with  around  $100  million 
in  sour  loans — 10%  of  its  China- related 
portfolio.  Some  of  that  will  be  written 
down  this  year. 

Regardless,  growth  will  be  strong 
enough:  Celestial  still  sees  profit  ex- 
pansion of  24%  this  year,  to  $237  mil- 
lion, and  3 1  %  next.  Bank  of  East  Asia 
is  a  bargain.  It  trades  at  1.8  times  book 
value,  versus  3.3  times  for  HSBC, 
Hong  Kong's  powerhouse  bank,  and 


Celestial  Choices 


China's  volatile  markets  are  on  a  tear  this  year.  Celestial  Securities  recommends 
investors  play  it  safe  with  a  handful  of  Hong  Kong-listed  shares  that  will  benefit 
from  economic  growth  across  the  border  and  China's  entry  into  the  World  Trade 
Organization.  Other  more  politically-enmeshed  China  plays  are  too  hot  to  handle. 


Recent 

2000  ESTIMATED 

Market  value 

Shares 

Company 

price 

EPS 

Pit 

Yield 

($mil) 

per  ADR 

Bank  of  East  Asia 

$2.40 

$0.18 

13 

3.1% 

$3,351 

NA 

China  Merchant  Holdings 

0.83 

0.06 

14 

1.9 

1,530 

NA 

China  Mobile  (ADR) 

39.69 

0.71 

56 

NM 

108,794 

5 

Denway  Motors 

0.17 

0.02 

9 

NM 

438 

NA 

Hutchison  Whampoa  (ADR) 

72.44 

2.30 

31 

1.4 

61,771 

5 

Prices  as  of  Aug.  21  ADR:  American  Depositary  Receipt.  NA:  Not  applicable.  NM:  Not  meaningful. 
Sources:  IBES  Express;  Interactive  Data  Corp  via  FactSet  Information  Systems. 


at  13  times  2000  earnings. 

Denway  Motors,  like  Celest 
company  that  is  remaking  itself 
troubled  past.  The  auto  assemble 
a  joint  venture  with  Peugeot-Cit 
France  in  1993  that  eventually  fail 
year  the  company  began  pro 
sedans  under  a  joint  venture  with 
and  has  a  full  order  book  for  20( 

Celestial  analyst  Serine  Li  set 
way's  profits  jumping  61%  next 
$40  million.  Denway  trades  at  p 
times  this  year's  forecast  earni 
nearest  competitor,  Brilliancepl 
Auto,  trades  at  36  times. 

Celestial  is  nothing  if  not 
tious.  Now  that  its  online  brok 
well  established,  the  firm  is  tal 
Hong  Kong's  banking  cartel.  Tl 
kerage  can't  challenge  the  bai 
rectly  because  obtaining  a  ban 
cense  in  Hong  Kong  is 
impossible.  But  Celestial  is  offe 
customers  a  service  that  tracks  t 
rates  on  loans  and  deposits  ^ 
Hong  Kong's  many  banks. 

The  service,  called  e-finan 
loss  leader.  It  fits  in  with  the 
plans  to  be  a  hub  for  retail  financ 
vices,  though.  And  it  keeps  the^ 
tion  of  Celestial's  users  by  provic 
stant  comparisons  that  woul 
hours  of  phone  calls  to  duplicat 
E-Trade  and  Charles  Schwab  pre 
to  sell  Hong  Kong  securities,  Cel 
getting  ready  to  be  a  sturdy  play 


T 
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ou  get  a  different  perspective  from  up  here, 
high  in  the  Southern  Rockies  of  Colorado. 
You're  in  the  midst  of  250  magnificent 
es  known  as  Forbes  Trinchera  -  the  perfect 
om  the  stresses  of  the  corporate  world. 

 —  -5 

our  accommodations,  which  include  an  experienced 
al  staff  of  fifty,  fit  perfectly  into  the  natural  set 
;  property. 

I  

ere,  you're  surrounded  by  majestic  beauty. 

;s  scrape  the  blue  Colorado  sky  -  the  highest 


feel  invigorated,  revitalized  and  re-generated.  You  will  accom- 
plish much  more  at  your  meetings. 


And  after  work,  there's  play.  More  than  forty 


miles  of  trout  filled  streams.   Miles  of  trails  to  hike 


on  and  discover.  Skeet  shooting.  Horseback  riding.  And 


you're  not  that  far  from  a  challenging  golf  course.  Let  our  alti- 


tude give  your  next  meeting  a  fresher  attitude.  If  you'd 


like  a  closer  look,  call  01-719-379-3263,  or  email  us 


at  tryland@forbes.com 


'4,345  feet,  the  air  is  so  clear,  fresh  and  clean  that  you  FORBES  TRINCHERA  RANCH:  A  Forbes  Executive  Retreat 


o  r  n  s.  &■  l 
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softer  Side  of  Sales 

SEARS,  ROEBUCK  IS  NOT  THE  MOST  EXCITING  RETAILER.  REV- 
enues  have  been  flat  for  the  past  three  years  while  rivals  on  the 
order  of  Home  Depot  have  romped.  Forget  the  "softer  side  of 
Sears"  ad  campaign.  Its  women's  apparel  sales  are  slumping 
because  of  competition  from  discounters  such  as  Wal-Mart 
le  end  and  upscale  types  like  Federated  on  the  other. 

Prudential  Securities  analyst  Wayne  Hood  believes  Sears 
IE:  S),  the  third-largest  retailer  behind  Wal-Mart  and 
Home  Depot,  is  undervalued.  Trading  at  $32  per  share,  which 
is  only  7  times  trailing  earnings,  the  chain  certainly  is  a  bar- 
gain. Wal-Mart  has  a  P/E  of  36;  Home  Depot's  is  45. 

Hood  argues  that  investors  overlook  Sears'  strengths, 
namely  an  ambidextrous  product  lineup.  Its  Kenmore  wash- 
ers and  driers  and  other  appliances  are  doing  well.  The  com- 
pany's credit  card  program  is  a  big  moneymaker,  now  that  it 
has  shaken  free  of  last  year's  problem  with  bad  debts;  it  in- 
stalled tighter  credit  standards. 

Fears  of  an  economic  slowdown  have  hurt  all  retailers' 
stocks.  Assuming  a  slump  doesn't  happen,  Hood  sees  Sears' 
earnings  growing  a  healthy  22%  this  year.  Another  plus: 
Blessed  with  a  strong  balance  sheet,  Sears  is  conducting  a 
stock  buyback  that  should  continue  through  2000. 

— Daniel  Kruger 


Sears  is  no  Home  Depot  and  no  Wal-Mart.  But  that's  okay. 


Hanging  Up 

DEUTSCHE  TELEKOM  KNOWS  HOW  TO 
spend  money.  The  German  phone 
giant,  Europe's  largest,  agreed  in  July  to 
pay  an  exorbitant  $50  billion  for  Voice- 
Stream  Wireless,  a  small  U.S.  cellular 
player.  It  followed  that  up  in  August  by 
laying  out  $7.7  billion  for  German  mo- 
bile-phone licenses. 

Michael  Belkin,  president  of 
money  manager  Belkin 
Ltd.,  thinks  Deutsche 
Telekom  (NYSE:  DT)  is  pay- 
ing too  much  for  too  little. 
After  all,  the  company 
hardly  enjoys  the  monop- 
oly it  was  used  to.  Deutsche 
Telekom  shares  German  air 
space  with  five  competi- 
tors, most  prominently 
Vodafone. 

The  company's  acquisi- 
tions binge  sliced  26%  off 
net  income  for  2000's  first 


half.  The  shares  have  plunged  60% 
since  March.  Still,  Deutsche  Telekom 
isn't  through  falling:  Its  $38  share  price 
is  90  times  earnings,  aside  from  a  one- 
time gain.  Short  it. 

— Michael  Maiello 

Drive  Buy 

CENDANT'S  BID  TO  BUY  THE  82%  OF 
Avis  Car  Rental  it  doesn't  own  has 


Seeing  clearly:  Hertz  is  better  than  merger  play  Avis. 


shown  that  Wall  Street  has  negf 
the  car  rental  business.  Avis'  share 
jumped  and  analysts  say  Cendai 
have  to  sweeten  its  offer  considerl 

Rather  than  get  involved  in 
licking  buyout  process,  John  A 
president  of  money  manager  St; 
Management,  recommends  goh 
industry  leader  Hertz,  whose  $31 
is  half  what  it  was  in  mid- 1999 
trailing  multiple  of  9,  Hertz  (| 
HRZ)  is  as  cheap  as  Avis — until 
dant's  next  bid  arrives,  that  isi 
Hertz  is  financially  stronger:  I] 
share  of  enterprise  value  (market 
common  plus  debt)  is  only  66%,' 
90%  for  Avis. 

Hertz  sports  a  seven-year 
record  of  consistently  strong 
growth,  and  Affleck  expects  eatl 
per  share  to  rise  14.5%  this  y« 
$3.55.  The  company  showed  pi 
power  by  recently  raising  weekly 
rates  with  no  customer  falloff. 

— Josephi\ 
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tidepressant 

LY  INVESTORS  NEEDED  TO  TAKE 
Prozac  in  mid-August  when  a 
appeals  court  shaved  two  years 
patent  protection  for  Lilly's  best- 
;  drug.  Antidepressant  Prozac 
les  one-quarter  of  Lilly's  rev- 
The  stock  plummeted  29%. 
e  reaction  was  overblown,  says 
:  Jami  Rubin  of  Morgan  Stanley 
Witter.  Lilly  (NYSE:  LLY)  has  a 
he  of  promising  new  drugs,  he 
lext  year  is  the  debut  of  Zovant 
isis  and  Forteo  for  osteoporosis. 
2  there's  Cialis,  Lilly's  answer  to 
s  Viagra. 

bin  sees  earnings  growth  slowing 
8%  this  year  to  single  digits  until 
vhen  the  new  drugs  kick  in.  At  a 
$75  Lilly  has  a  trailing  P/E  of  27. 
ared  to  two  much  larger  rivals, 
equal  to  Merck  (also  27)  and 
t  than  Pfizer  (43). 

— Christopher  Hehnan 


od  Packaging 

[STGS  AT  SONOCO  PRODUCTS  HAVE 
s  flat  as  a  stomped-on  paper  bag. 
Bckaging-products  maker  has  suf- 
from  rising  raw  materials  costs, 
ularly  plastic  resins.  But  now 
to  (NYSE:  SON)  has  passed  along 
dees  to  its  customers,  and  in  a 
i  economy  the  hikes  are  sticking. 
3tt  Davis,  an  analyst  at  Morgan 
(y  Dean  Witter,  says  this  should 
jp  in  better  results  for  the  year's 
1  half.  Meanwhile,  the  company  is 
ding  its  promising  composite-can 
■ss.  Those  are  the  cardboard  tubes 
Dntain  snacks  like  potato  chips; 
ijoy  an  annual  volume  growth  of 
•  9%,  thanks  to  strong  demand 
bod  outfits  like  Frito-Lay. 
$20  Sonoco  trades  at  just  10.5 
earnings,  making  it  one  of  the 
>ing  industry's  cheapest  stocks. 

— Michael  Freedman 

|  To  check  on  Streetwalker's  performance 
I  and  discuss  stocks,  visit  our  Web  site  at: 
»  www.forbes.com/streetwalker. 


Wake  Forest  University's 
Babcock  Graduate  School  of  Management 
is  consistently  ranked  among 
the  nation's  best  MBA  programs. 

□  INTEGRATED  TECHNOLOGY     Q  QUICK  RETURN  ON  INVESTMENT 

Q  GLOBAL  CURRICULUM  Q  PERSONALIZED  LEARNING 

ENVIRONMENT 

NATIONALLY  RANKED...  NATIONALLY  RECOGNIZED... 
NATIONALLY  RESPECTED 


WAKE  FOREST 


UNIVERSITY 


Babcock  Graduate 
School  of  Management 


Full-time,  Evening  and  Executive  MBA  Programs  and  Institute 
for  Executive  Education,  Charlotte  and  Winston-Salem,  NC 
336.758.5422  or  800.722.1622 


"Don't  play  around 

with  your  health" 


Listen  tfLyour  body. 

Most  guys  know  the  score  when  it  comes  to  sports,  but  when  it  comes  to 
health,  just  knowing  the  score  isn't  enough.  To  help  you  stay  on  top  of  your 
game,  don't  smoke,  eat  right,  exercise,  and  make  time  to  get  regular  medical 
checkups.  Seeing  and  talking  to  your  health  care  professional  could  make  a 
big  difference,  and  it  could  save  your  life. 


-  HoiaLtalake_action  now: 

Take  time  to  visit  your  health  care  professional  for  a  checkup 
Ask  about  the  steps  you  can  take  to  increase  your  chances  o 
living  a  long,  healthy  life.  Then  call  the  toll-free  rtumbei 
below  for  a  free  guide  to  healthy  living  for  men  and  great 
ideas  on  how  to  improve  your  health, 


NATIONAL 

MEN'S 

HKAl.TH 
W  Ilk 


Call  1-800-955-2002  or  visit  our  website  at  www.nmhw.org 


webaddn 

3  d  yertiser    f  i  r  h  ^  o  ^ 

Your  connection  to  instant  information  from  Forbes  advertiser I 


Automotive 

Delphi  Automotive  Systems. 

www.delphiauto.com 

Nissan,  www.nissandriven.com 

Business  to  Business 

American  Dental  Association. 

1-800-232-7698,  www.ada.org/DR 
BMC  Software,  Inc. 
www.bmc.com/onsite 
CNF  Inc.  www.freight.com 
BusineCorio,  Inc.  www.corio.com 
JD  Edwards,  www.jdedwards.com 
Visteon.  ww.visteon.com 

Business  Classified 

Art  Prints  On  Canvas.com. 

www.artprintsoncanvas.com 
Travel  Tek.  1-800-4401581, 
www.traveltek.net 

Time  Value  Software.  1-800-426-4741 , 

www.TaxPenalty.com 

Eckel  Business  Writing  and 

Consulting. 

1  -800-597-8895 

E-Commerce  Exchange. 

1-800-769-4829 

Steven  Sears  CPA/Attorney. 

www.serasatty.com 

Francorp.  www.francorp.com 

McGrow  Consulting.  1  -800-358-801 1 , 

www.mcgrow.com 

Delaware  Business.  1  -800-423-2993, 
www.e-incorporate.com 

Delaware  Registry.  1-800-321 -CORP, 
www.delreg.com 

Affiliated  Business  Consultants. 

www.bizsale.com 

Glass  Mechanix. 

www.glassmechanix.com 

Worldwide  Business  Consultants. 

1-800-733-2191 

Capital  Asset  Management. 

1-800-710-0002, 

www.assetprotection.com 

Optionetics.com.  1  -888-366-8264, 

www.optionetics.com 


Business  Services 

Xerox  Network  Printers. 

1-877-362-6567, 
www.xerox.com/officeprinting 

Computer/T echnology 

BackWeb  Technologies. 

1-800-863-0100,  www.backweb.com 
Digex.  www.digex.com 

PSINet.  1-800-232-7698, 
www.psinet.com 

Consumer  Products/Services 

American  Society  of  Interior 
Designers.  1 -800-61 0-ASID, 
www.interiors.org 

BMW  Motorcycles. 

www.bmwusacycles.com 

Chevrolet  Suburban.  1-800-950-2438, 

www.chevrolet.com 

Hitachi  Home  Electronics. 

1  -800-HITACHI,  www.hitachi.com/tv 

Jaeger  LeCoultre.  www.mjlc.com 
Lexus,  www.lexus.com 

E-Business  Services 
Docent.  www.docent.com 

E-Commerce  Platform 
Ariba.  www.ariba.com 

Education  University 

Wake  Forest  University  Babcock 
Graduate  School  of  Management. 

www.mba.wfu.edu 

Financial  Services 

American  Express  Small  Business 
Services. 

www.americanexpress.com/blue 
JD  Edwards,  www.jdedwards.com 
LeapSource.  1-800-588-LEAR 
www.leapsource.com 
TIAA-CREF,  www.tiaa-cref.org 
Prudential  Securities. 
www.prudential.com 


T.  Rowe  Price  Small  Bu sines 

1-800-831-1419,  www.trowepn.l 
055825SMB 

Hotels 

Homewood  Suites®  by  Hilton] 

1-800-CALL-HOME  , 
www.homewood-suites.com 

International  Airline 

Singapore  Airlines. 

www.singaporeair.com/americal 

Travel 

Asiana  Airlines.  www.flyasiana| 
The  Waldorf  Astoria. 

1-888-WA-TOWER, 
www.waldorf-towers.com 

Business  Traveler 

Aircraft  Services  Group. 

www.yourjet.com 
Boeing  Business  Jet. 

www.boeing.com/commercial/btl 

Bombardier  Aerospace. 

www.aero.bombardier.com 
Bombardier  Flex  Jet.  www.flexjl 
Breitling.  www. b re itlingusa.com 
Cessna,  www.cessna.textron.col 
Dassault  Falcon  Jet. 
www.falconjet.com 
E-Jets.  www.ejets.com 
Executive  Jet  Aviation. 
www.netjets.com 
Executive  Jet  Corp.  Ctr. 
www.ebizjets.com 
Fairchild  Dornier  Corp. 
www.faidor.com 

Flight  Options,  www.flightoption 
FlightTime.com.  www.flighttima 
Gulfstream.  www.gulfstream.cor 
Jet  Aviation,  www.jetaviation.coi 
JetOne.  www.jetone.com 
Raytheon  Travel  Air. 
www.raytheontravelair.com 
Tag  Aviation  USA. 
www.tagaviation.com 
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;k  performance 
8/25/00 


All-US  Index1 

3.0% 

iarra  Growth  Index2 

3.0 

tarra  Value  Index9 

0.7 

ones  industrials 

1.5 

iOO 

2.4 

0.9 

s  Internet  Index 

9.0 

$40  Index  (total  return) 

1.0 

Barra  All-US  Index  of  9,200  stocks 
200-day  moving  average 

Market  value:  $1 8.3  trillion 


Sources:  Barra  Inc.;  Bloomberg  Financial  Markets. 
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BEST  RATES 


iates  on  this  and  the  next  page  are  from  a  biweekly  survey  of  economists  by 
;e  Information  Systems  and  Forbes  magazine.  Data  for  period  ending  August  25. 

ACTUAL   2000  ESTIMATE 


1999 

Latest 

Mean 

4-wk  chg 

ar  Treasury  yield  (%) 

6.48 

5.67 

5.90 

-1.5 

ith  Treasury  yield  (%) 

5.33 

6.29 

6.39 

-0.3 

al  funds  watch 

action:  May  16,  2000,  +50  basis  points.  Current  rate:  6.5%. 
Federal  Reserve  meeting:  Oct.  3,  2000. 


IAL  STOCK  FOCUS 


ive  to  some  Internet  stocks  the 
chnology  companies  below  seem  like 
tins.  All  these  firms  generated  profits 
the  last  12  months  and  are  expected 
tke  money  this  year  and  next.  The 
)  sells  for  an  average  of  31  times  its 
earnings  forecast.  Idexx  Laborato- 
/vhich  makes  diagnostic  products,  is 
d  at  21  times  estimated  2001  profits. 


Gail  Dudack,  market  strategist  at  UBS 
Warburg,  says  that  a  likely  economic 
slowdown  is  pushing  investors  toward 
those  Dow  30  stocks  that  have  pre- 
dictable profit  prospects.  For  the  year, 
Dudack  expects  little  or  no  gain  in  the 
Dow,  but  slight  losses  in  the  S&P  500 
and  the  Nasdaq. 


EPS  change 
Estimated  versus 
Year        P/E      3  months  ago 

Expected 
year-to-year 
EPS  growth 

S&P  500 

2000  26 

-0.6% 

19% 

2001  23 

-1.7 

13 

MSCI  World-ex  US4 

2000  26 

1.7 

29 

2001  23 

1.6 

16 

IBES  estimate  increases/decreases 

Aug  00 

Aug  01 

S&P  500 

1.80 

1.85 

MSCI  World-ex  US4 

1.13 

1.22 

Rising  estimates 

Falling  estimates 

Chile 

Egypt 

Colombia 

Pakistan 

Czech  Republic 

Peru 

Hong  Kong 

Philippines 

Netherlands 

Turkey 

Source:  IBES  International  Inc. 

FORBES  INTERNET  UNIVERSE 

5 

Index 

Recent 

4-wks  ago 

Value 

110.3 

101.0 

Companies 

321 

322 

Valuations 

Stock  price/sales 

6 

9 

Market  value  ($bil) 

$678 

$628 

Sales/employees  (Sthou)  $187 

$127 

12-month  sales  growth  209% 

200% 

2000  estimates 

Sales  total  ($bil) 

$49.1 

$49.2 

Stock  price/sales 

5 

5 

P/E 

117 

124 

Sources:  Forbes:  Market  Guide  and  IBES  International 
via  FactSet  Research  Systems. 


Stock 

2001" 

any 

price 

EPS  P/E 

schnology  General 

$12.56 

$0.52  24 

n 

71.25 

2.05  35 

it 

49.88 

0.95  53 

'me  General 

72.25 

2.54  28 

Laboratories 

27.13 

1.28  21 

7.00 

0.24  29 

10.69 

0.40  27 

ite.  Sources:  IBES  International  and  Interactive  Data 

a  FactSet  Research  Systems;  IBES  Express. 

See  www.forbes.com  for  updates  on  many 
of  these  items,  quotes  on  over  9,000 
securities,  stock  reports  and  more. 


Buying 

Selling  . 

Price 

EPS7 

Price 

EPS7 

Cross  Timbers  Oil 

$25.31 

$1.82 

Coulter  Pharmaceutical  $26.56 

$-3.15 

Flowserve 

17.69 

1.29 

Cytyc 

47.56 

0.56 

OMI 

6.50 

0.83 

Igen  International 

18.38 

-1.13 

Orthodontic  Centers  of  America  30.00 

1.26 

Nucor 

36.56 

3.85 

Sirius  Satellite  Radio 

51.19 

-7.48 

PanAmSat 

32.19 

0.92 

"fear  2000  estimate.  Sources:  steinbergindicator.com;  Bloomberg  Financial  Markets;  IBES  Express. 

The  Barra  All-US  price  index  consists  of  all  publicly  traded  U.S.  common  stocks  for  which  price  quotations  are  available 
and  ordinary  shares  of  foreign  stocks  traded  on  U.S.  markets.  ADRs,  REITs  and  closed-end  funds  are  excluded.  2Total 
return  of  more  than  150  large-capitalization  stocks  that  have  predicted  above-average  earnings  growth.  'Total  return  of 
more  than  300  large-capitalization  stocks  characterized  by  low  price-to-book  ratios,  high  yields  and  low  price-to-earnings 
ratios.  "A  dollar-denominated,  capitalization-weighted  index  of  foreign  stocks.  Source:  Morgan  Stanley  Capital  International. 
■•Capitalization-weighted  index  of  all  U.S. -based,  publicly  traded  Internet  commerce  sites,  portals,  service  providers  and 
software  companies.  Base  value  12/31/98  «  IOO.  Index  ratios  and  growth  rates  are  medians. 
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;OGE  CONSENSUS  ECONOMIC  FORECAST 


M  il  J . 


Automobile  sales1  (mil) 


Capacity  utilization  (%) 


New  housing  starts2  (thou) 
Retail  sales3  ($bil) 


Trade  baianca4  ($bil) 


Unemployment  rate5  (%) 


Gross  domestic  product  (%  chg) 


Inflation 


CPI  services  (unadjusted )(%  chg) 


CPI  total  (unadjusted )  (%  chg) 


Prices 

CRB-Bridge  spot  indexes 


Gold  per  troy  ounce  ($) 


Oil/bbl  W  Texas  Intermediate  ($) 


Currency 


German  marks  per  dollar 


Yen  per  dollar 


Dollars  per  euro 


ACTUAL 


1999 


Latest 


17.4 


17.9*  july 


81.1 


82.3  july 


1,667 


1,614*  p  july 


2,246 


2;358 *  pjuly 


-268 


-326*  pjune 


4.1 


4.0  july 


4.2 


5.36  p2Q 


2.7 


3.5*  july 


2.6 


3.5'  july 


227.25 


218.46 


288.50 


274.10 


25.60 


32.83 


1.94 


2.17 


102 


107 


1.01 


0.90 


2000  ESTIMATE 
Mean      4-wk  chg 

0.0% 


17.3 


81.3 


1,606 


2,491 


-356 


4.0 


5.0 


3.2 


3.1 


226.25 


285.17 


26.38 


2.12 


105 


0.99 


-0.3 


-0.1 


0.2 


0.4 


-0.7 


2.3 


4.9 


1.3 


-0.3 


0.0 


0.3 


0.5 


0.5 


-3.9 


Bruce  Steinberg,  chief  economist 
rill  Lynch,  does  not  expect  the  Fedi 
serve  to  hike  interest  rates  again  ir 
coming  months.  He  notes  that  in  tr 
ond  quarter  American  companies  t 
productivity  5.1%  over  the  same  pe 
last  year.  Steinberg  expects  this  ra 
slow  a  bit-to  3.5%  for  both  2000 
2001— but  he  thinks  that  such  proc 
ity  gains  are  still  enough  to  limit  thi 
in  the  overall  cost-of-living  index  tc 
this  year  and  2.1%  in  2001. 

Closeup:  Output  per  hour  (nonfarm  busim 

Seasonally  adjusted 
Index:  1992  =  IOO 

Source:  Bureau  of  Labor 
Statistics 

1998  1999 
1st   2nd   3rd  4th    1st   2nd   3rd  4th    1st  2i 
Forbes  Index:  Current:  326.9  2-wk  chgj 


Unlike  a  consensus  estimate,  which  just  averages  analysts'  earnings 
forecasts,  the  StarMine  estimate  is  adjusted  for  the  track  record  of 
each  analyst,  the  timeliness  of  each  estimate  and  other  factors.  For 
example,  the  StarMine  quarterly  earnings  forecast  for  Micron 
Technology  is  $0.99, 13%  higher  than  the  consensus  projection. 

Company 

Price 

IBES 

consensus 

StarMine 
Smart- 
Estimate 

Expected 
report 
date 

Positive  Expected  Surprises  or  Revisions 

EGL 

$34.50 

$0.32 

$0.34 

11/6/00 

Goldman  Sachs  Group 

119.38 

1.45 

1.49 

9/18/00 

Lehman  Brothers  Holdings 

133.81 

2.55 

2.66 

9/17/00 

Louis  Dreyfus  Natural  Gas 

33.44 

0.57 

0.63 

10/31/00 

Micron  Technology 

89.00 

0.88 

0.99 

10/4/00 

Morgan  Stanley  Dean  Witter 

101.25 

1.13 

1.19 

9/22/00 

NsgativeExoected  Surnrises  orRevisioru 

Acuson 

15.00 

0.12 

0.09 

10/23/00 

Flowers  Industries 

2100 

0.18 

0.16 

11/6/00 

Goodyear  Tire  &  Rubber 

22.94 

0.38 

0.34 

10/23/00 

Mylan  Labs 

27.31 

0.25 

0.23 

10/26/00 

Temple-Inland 

43.00 

1.25 

1.23 

10/16/00 

US  Airways  Group 

33.38 

0.39 

0.27 

10/18/00 

Data  as  of  Aug.  25. 

Sources:  StarMine  Corporation:  IBES  Internatonal  and  Interactive  Data  Corp  via  FactSet 
Research  Systems. 

□ 


The  Lipper  index  of  health  care  funds  has  a  45%  year-to-dat 
turn.  The  five  no-load  funds  in  this  table  have  an  average  ret 
57%  for  this  period  and  a  77%  average  return  for  the  past  12 

TOTAL  RETURN7 

Fund 

3  years8 

YTD 

3  months 

Dresdner  RCM  Global  Hlth  Care 

42.9% 

63.4% 

41.3% 

Kinetics  Medical  Fund 

NA 

49.7 

26.2 

Monterey  Murphy  Biotech 

20.9 

77.6 

27.1 

Scudder  Health  Care 

NA 

52.7 

27.6 

T  Rowe  Price  Health  Science 

24.9 

42.2 

36.9 

Through  Aug.  24.  Annualized.  NA:  Not  applicable.  Sources:  Lipper  Inc.:  Mornini 

NOTEWORTHY  NEW  ISSUES  IN  REGISTRATION 


U.S.  demand  for  electricity  has  grown  a  total  of  25%  over  the 
decade.  So  far  this  year  five  electric  companies  went  public, 
seven  more  are  in  registration.  Last  year  only  three  had  IPOs 

ESTIMATED  OFFERING 


Share 

Shares 

Size 

Company/business 

price 

($) 

(mil) 

(Smil) 

Aristotle  Intl/voter  database 

$10- 

14 

2.0 

$24 

MoreDirect.com/62G  marketplace 

11- 

13 

5.0 

60 

Southern  Energy/utility 

15- 

17 

58.0 

928 

TNPC/utility 

18- 

20 

21.0 

399 

TTM  Tech/circuit  boards 

13- 

15 

7.5 

105 

See  www.forbes.com  for  updates  on  many  of  these  items,  quotes  on 
over  9,000  securities,  stock  reports  and  more. 


3Latest  12  months.  Source:  Renaissance  Capital/www.ipohome.com. 

*I2  months,  p:  preliminary,  r:  revised.  Autos,  light  and  heavy  trucks,  includes  imports 
Ward's  Automotive  Yearbook.  -Total  single  and  multiple  family,  seasonally  unadjusted, 
auto  sales,  seasonally  adjusted.  "Total  goods  and  services,  seasonally  adjusted.  5Percen 
ian  labor  force.  6Quarterly  change,  annualized.  Source:  Bridge  Information  Systems. 
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Enjoy  a  revolutionary  view  from  business  class... 


.if  yOU  Can  Stay  awake.  British  Airways  introduces 
the  world's  first  fully  flat  beds  in  business  class.  More  proof 
the  British  simply  know  how  to  travel.  Only  in  Club  World 

ertperienfce.britishairways.com  New  Club  World  features  will  be  available  on  all  SFO/London  Heathrow  routes  by  November  2000.  ©2000  British  Airways 


BRITISH  AIRWAYS 
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 The  Contrarian  By  David  Dreman 

Smoking  and  Shopping 


■  ARKET  PERCEPTIONS  ARE  MOVING  FASTER 

JH  than  a  pinwheel  in  a  gust  of  wind.  Once- 

II  sizzling  tech  stocks  are  down  as  much  as  80%. 

F  I  ^  slow  ing  economy  was  supposed  to  diminish 
I  the  fear  of  another  crackdown  by  the  Federal 
and  thus  produce  a  surging  Nasdaq,  but  that  has 

>pened.  Meanwhile,  unloved  value  stocks  are  begin- 
show  signs  of  life  (see  my  July  24  column).  Since 

alue  stocks'  market  caps  are  on  the  low  side,  any 

ant  flow  of  funds  they 

aid  send  them  soaring. 

k  in  particular  at 

ood  issues  in  two  de- 
sectors:  tobacco  and 


dened  by  a  massive  lit- 
threat,  tobacco  has 
anderperformed  the 
for  the  past  three 
3ut  that  problem  ap- 
o  be  receding  because  the  class  action  assault  on 
ustry  has  faltered.  The  Florida  legislature,  pres- 
y  other  states,  required  the  tobacco  industry  to  put 
y  $100  million  of  the  crippling  $145  billion  jury 
in  the  Engle  suit  until  all  appeals  are  exhausted, 
tuld  take  a  decade.  The  states,  which  in  1998  won  a 
ent  with  the  industry  to  pay  them  $246  billion  over 
s,  didn't  want  Engle  and  copycat  plaintiffs  to  derail 
avy  train. 

he  same  time  the  companies  have  shown  they  have 
power,  which  compensates  them  for  less  devastat- 
il  defeats  and  for  modest  declines  in  consumption, 
the  companies  have  enormous  assets  valued  at 
small  fraction  of  their  current  worth.  Three  com- 
to  consider: 

ip  Morris  (31,  MO),  which  has  rallied  a  bit  since 
is  still  down  35%  from  early  1999.  At  nine  times 
nings  it  is  expected  to  deliver  this  year,  the  com- 
cheap.  It  has  large  international  tobacco  opera- 
fhere  there's  no  legal  menace,  and  it  has  significant 
n  food  and  brewing.  Profits  continue  to  increase 
likely  to  rise  15%  this  year  and  in  2001.  Dividends 
:en  hiked  every  year  for  several  decades  and  will 
ly  be  raised  again  in  2000;  the  yield  is  a  nice  6.1%. 
Reynolds  (36,  RJR)  has  been  the  industry's  most 


Tobacco  and  retail 
are  two  sectors 
with  good,  under-  - 
valued  companies 
that  are  cheap. 


innovative  in  unlocking  shareholder  value.  First  it  spun 
off  its  80%  ownership  of  Nabisco  to  shareholders,  who 
saw  a  windfall  when  Carl  Icahn  and  Philip  Morris  moved 
in  to  buy  the  cookie-  and  crackermaker.  Nabisco's  price 
has  tripled.  And  Reynolds  hasn't  done  too  badly,  either: 
The  stock  has  jumped  120%  since  spring.  Still,  it's  a  great 
value  at  ten  times  2000  earnings  and  a  yield  of  8.6%. 

Loews  (81,  LTR)  is  a  diversified  investment  company 
that  owns  Lorillard  (tobacco)  and  the  bulk  of  insurer  CNA 

Financial.  Both  tobacco  and 
insurance  should  show  a 
good  bounce-back  in  earn- 
ings over  the  next  few  years. 
The  stock  trades  at  a  P/E  of  10 
and  yields  1.2%. 

Retailers  have  suffered 
from  disappointing  sales  in 
the  past  six  months  and  the 
perception  that  a  slowing 
economy  will  make  things 
worse.  The  drop  in  stock  prices,  though,  has  more  than 
made  up  for  any  potential  slowdown  in  earnings.  Three 
top-flight  stocks  that  look  particularly  cheap: 

Federated  Department  Stores  (27,  FD)  has  fallen  more 
than  50%  in  the  past  12  months,  punishment  for  its  acqui- 
sition of  Fingerhut,  the  low-end  mail-order  retailer.  That 
deal  is  expected  to  chop  up  to  90  cents  off  Federated's  earn- 
ings per  share  this  year  and  another  10  cents  in  2001.  But 
otherwise,  Federated  (Bloomingdale's,  Macy's)  has  sterling 
operations  with  strong  earnings  growth.  And  with  the  Fin- 
gerhut charges  behind  it,  Federated  should  show  accelerat- 
ing growth  in  the  years  ahead.  The  stock  presents  good 
value  at  a  P/E  of  8;  it  pays  no  dividends. 

Nordstrom  (18,  JWN)  operates  72  classy  department 
stores.  The  company  preannounced  an  earnings  shortfall 
in  the  second  quarter,  which  contributed  to  an  almost  50% 
drop  in  price  from  its  12-month  high.  That  was  an  anom- 
aly: Nordstrom's  per-share  earnings  more  than  doubled  in 
the  1990s.  The  stock  trades  at  14  times  the  money  ana- 
lysts expect  it  to  earn  this  year  and  yields  1.9%. 

May  Department  Stores  (24,  MAY)  has  422  outlets  in  35 
states.  Disappointing  sales  halved  the  stock  from  its  12- 
month  high.  This  again  appears  to  be  an  overreaction.  Earn- 
ings will  be  ahead  of  last  year's  by  4%.  May  trades  at  eight 
times  expected  current-year  earnings  and  yields  3.8%.  F 


•eman  is  chairman  of  Dreman  Value  Management  of  Jersey  City,  N.J.  Find  past  columns  at 
bes.com/columnists  or  use  your  supplied  C.A.  T.  scanner  on  the  UPC  code  (right)  to  take  you  there  instantly. 
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Jinancial5lrategy^ByAGary Shilling_ 

Diamonds  Aren't  Forever 


D 


E  BEERS  RECENTLY  ABANDONED  ITS  SUPPLY 
monopoly  of  rough  gem-quality  diamonds.  The 
media  didn't  pay  much  attention,  but  this  is  a  sig- 
nificant event.  Finally  admitting  that  its  goods 
have  become  a  commodity,  the  South  African 
company  plans  to  sell  off  half  its  $5  billion  inventory — used 
to  control  prices — and  try  to  peddle  diamonds  under  the  De 
Beers  brand  name.  De  Beers  will  no  longer  be  the  buyer  of 
last  resort  when  prices  slide.  And  the  industry's  Central  Sell- 
ing Organization,  which  De 
Beers  owns,  will  stop  setting 
prices  to  dealers. 

The  monopoly  started  for- 
mally in  1934  to  prevent  a  dia- 
mond price  collapse  in  the 
Depression.  Like  oil,  dia- 
monds are  monopoly-friendly 
since  they  can  be  left  unmined 
when  supply  is  excessive, 
thereby  limiting  inventory 
costs.  But  diamonds  have  the  advantage  over  oil  in  that  both 
buyers  and  sellers  of  this  nonwasting  asset  are  rooting  for 
steady  and  sustainable  price  increases.  During  the  frenzy  of 
inflation  in  the  1970s,  De  Beers  even  tried  to  dampen  the 
price  spike.  It  discouraged  diamond  buyers  by  spreading 
word  that  the  gems  were  overpriced. 

For  a  long  time  De  Beers  cleverly  promoted  diamonds  as 
a  symbol  of  enduring  love  and  a  store  of  value.  So  people 
kept  their  diamonds  off  the  resale  market.  The  monopoly 
also  dissuaded  jewelers  from  buying  secondhand  stones. 
Despite  the  1990s  economic  boom  in  the  U.S. — the 
-y.        .  major  purchaser  of  dia- 

A*©-  monds — and  despite  all 

of  its  advantages,  De 
Beers'  monopoly  was 
done  in  by  disinflation 
and  by  excessive  supply 
that  will  get  even  bigger. 
Like  gold,  investment- 
grade  diamonds  have 
been  a  lousy  investment 
for  two  decades  (see 
chart).  Gemstones  have 
lagged  other  luxury 
goods  in  retail  sales 


The  end  of  the  De 

Beers  monopoly 

shows  diamonds 

have  become  a 

f  commodity. 

 .  

Diamonds,  once  dominated  by 
South  Africa,  are  losing  their 
sparkle  as  prices  drop,  owing  to 
new  supplies  from  elsewhere. 

200  ($thou) 

Ratio  scale,  intlatiort-adiusted  lor  2000  dollars 


Price  of  one-carat,  round, 
investment-grade  diamond 
(colorless,  internally  flawless) 


10 


78 


Source:  Rapaporf  Diamond  Report. 
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growth  over  the  past  decade. 

At  the  same  time,  japan's  decade-long  slump  hu 
mand,  as  did  the  1997-98  Asian  collapse.  On  the  supplj 
big  new  mines  have  opened  in  Russia,  Australia  and  Ql 
much  of  their  output  is  sold  outside  De  Beers'  contrqf 
South  African  government  wants  a  bigger  cut  of  I  >e 
action.  Another  political  problem:  the  "blood  diam 
mined  by  rebels  to  finance  wars.  De  Beers  says  it  won't 
these  tainted  diamonds,  but  of  course  it's  hard  to 

which  mine  a  stone 
from.  So  there  may  be 
sumer  boycott  of  dian 
much  like  the  boycotts 
and  ivory. 

Faced  with  baleful  j 
De  Beers  in  the  1990s b 
its  inventory  to  a  year's! 
of  rough-stone  sales  ini 
perate  attempt  to  contn 
ply.  To  no  avail.  Its  slj 
sales  fell  from  80%  to  two-thirds.  De  Beers'  stock  is 
tank.  Who  wants  to  own  a  company  that  uses  its  a|| 
control  price,  not  to  make  money;  to  build  inventory! 
best,  doesn't  appreciate? 

So  now  De  Beers  is  shifting  its  emphasis  to  mark< 
even  hopes  to  sell  inside  the  U.S.,  which  has  excludd 
antitrust  grounds.  This  strategy  won't  be  easy  to  brj 
Can  De  Beers  develop  a  brand  identity  in  diamonds 
are  commoditized  by  precise  grading  into  15,000  ca1 
based  on  size,  shape,  color  and  clarity? 

Without  De  Beers  to  control  the  market,  the  gf* 
flood  of  diamonds  will  kill  prices.  And,  as  prices  fall 
oping-country  producers  will  increase  output  to  m 
foreign  exchange  earnings.  Consumers  may  becom« 
happy  with  cheaper  synthetic  diamonds.  Indeed,  tH 
only  be  distinguished  from  natural  stones  using  ex 
ultraviolet-light  equipment.  And  synthetic  makers  m 
be  able  to  fool  that  test. 

Diamond  jewelry  will  be  around  as  long  as  tl 
women.  But  the  profit  margins  will  go  to  design  an< 
manship,  not  to  diamond  trading. 

The  demise  of  the  monopoly  is  good  news  for 
designers  and  for  husbands  who  forgot  an  annivers 
bad  news  for  De  Beers,  for  miners — and  for  foi 
thought  they  owned  a  fortune  in  gems. 


A.  Gary  Shilling  is  president  of  A.  Gary  Shilling  &  Co.,  economic  consultants  and  investment  advisers.  Find  past 
columns  at  www.forbes.com/columnists  or  use  your  new  C.A.  T.  scanner  on  the  UPC  code  (right)  to  take  you  there. 
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Capital  Markets  By  Marilyn  Cohen 

F  Bonds 


mUNt  I      INVtS  U  N  u 


g  HE  BOND  MARKET  IS  HOT  BECAUSE  THE  ECON- 
omy  is  a  bit  cool.  The  yield  on  the  long  Treasury 
has  sunk  from  6.5%  in  January  to  5.7%  now.  Are 
there  any  bond  bargains  left?  Absolutely.  Try  the 
bonds  of  two  politically  controversial  government 

:s:  Fannie  Mae  and  Freddie  Mac.  These  quasi-pri- 

encies  are  stockholder-owned  companies  but  oper- 

der  a  government  charter.  They  fund  mortgage 

s  and  then  securitize 

oans.  Despite  threats 

apitol  Hill  to  renounce 

elicit  federal  guarantee 

r  debts,  these  entities 

ple-A  ratings  and  de- 

lem. 

at's  the  difference  be- 
a  Treasury  and  a  non- 
je  Fannie  or  Freddie 

comparable  maturity? 

the  fact  that  Treasury  interest  is  exempt  from  state 
;  tax  but  Fannie  and  Freddie  interest  is  not.  In  a  tax- 
d  account,  that  distinction  is  irrelevant, 
v^ernment-bond  fund  managers  love  the  F  paper, 
lg  you  probably  have  some  in  your  401  (k).  Moreover, 
ir  the  Federal  Reserve  began  using  Fannie  Mae  and 
e  Mac  bonds  in  its  open  market  operations,  since 

surpluses  are  diminishing  the  supply  of  Treasurys. 
encies  obliged  the  Fed  by  bringing  out  jumbo  issues 
b  $9  billion. 

p  F  bonds  traded  two  years  ago  at  a  mere  14  basis 
over  Treasurys  of  comparable  maturities.  Not  now. 
n  buy  these  babies  at  a  yield  a  full  percentage  point 
ban  the  yield  on  Treasurys. 

olitical  imbroglio  is  responsible  for  widening  these 
usins'  spreads.  Competing  bond  issuers  are  pushing 
;ss  to  rein  in  their  growth,  making  them  report  to  a 
r  regulator  and  canceling  their  liquidity  window  at 
asury.  The  window  allows  each  of  them  to  borrow  up 
5  billion  in  a  liquidity  crunch, 
her  lenders  say  that  amounts  to  a  subsidy.  And  be- 
he  government  would  probably  jump  in  to  save  Fan- 
1  Freddie  from  defaulting,  rivals  gripe  that  they  can 
\  at  unfairly  lower  rates. 

;  truth  is  that  their  Treasury  liquidity  window  looms 
'  as  a  flea  on  an  elephant's  back.  As  of  June  30  Fannie 


Political  fire  at 
Freddie  and  Fannie 

has  widened  their 

-  ■  '*  ■  •  ?     . '.. ...  ■« 

spreads,  creating 
enticing  buys. 


had  $583  billion  in  outstanding  debt;  Freddie  Mac,  $384  bil- 
lion. The  $2.25  billion  wouldn't  go  very  far  if  a  meltdown 
occurs. 

For  bond  bargain  hunters,  their  political  distress  has 
produced  a  buying  opportunity.  The  ten-year  agency  bullet 
(that  is,  noncallable)  bond  issued  in  1998  was  a  Fannie  Mae 
5.75%,  due  Feb.  15,  2008,  and  it  traded  at  issue  14  basis 
points  over  the  ten-year  Treasury,  according  to  Bear 

Stearns.  Now  comparable  ten- 
year  agency  bullets  trade  at  a 
6.9%  yield  to  maturity,  a  1 14- 
basis-point  spread.  The  five- 
year  bullet  Fannie  Mae  5.25%, 
due  Jan.  15,  2003,  had  an  ini- 
tial spread  of  15  basis  points. 
Five-year  paper  now  trades  at 
75  basis  points  over. 

There  are  two  strategic 
ways  to  capitalize  on  this  situ- 
ation: Buy  bonds  from  a  jumbo  bullet  issue  or  buy  bonds  of 
one  of  the  tiny  $10  million  to  $30  million  issues  that  come 
to  market  daily.  The  latter  are  callable,  and  they  bear  ever-so- 
enticing  teaser  rates  to  pay  you  for  your  call  risk.  Let's  eval- 
uate both. 

Among  bullets,  Fannie  Mae's  7.25%,  due  Jan.  15, 2010,  is 
a  $9  billion  issue,  yielding  6.9%  to  maturity.  This  is  a  good 
deal.  If  you  care  to  commit  funds  for  only  five  years,  Freddie 
Mac's  6.87%,  due  Jan.  15,  2005 — an  $8  billion  issue — yields 
6.8%  to  maturity,  80  basis  points  over  Treasurys. 

For  those  who  can  tolerate  call  risk,  the  teasers  dangle 
even  fatter  premiums.  Fannie's  8%,  due  July  5,  2007 — a  $30 
million  issue  callable  July  2001  at  face  value — can  be  bought 
just  under  par,  for  a  7.9%  yield  to  call.  That's  175  basis 
points  over  the  one-year  Treasury  and  209  basis  points  over 
the  seven-year  (if  they  last  that  long). 

Another  risk:  If  you  buy,  you're  just  about  stuck  until  the 
paper  matures  or  gets  called  in.  Callable  paper  will  have 
little  liquidity. 

Do  I  think  that  Fannie  and  Freddie  deserve  a  free 
lunch?  No.  But  I  do  not  think  Congress  will  enact  legis- 
lation that  nukes  these  issues.  At  worst  we  might  see  a 
compromise  in  which  these  two  corporations  pay  the 
Treasury  a  fee  for  its  implicit  insurance  of  their  balance 
sheets.  That  would  hurt  earnings  a  bit  but  scarcely  dam- 
age bondholders.  F 


Cohen  is  president  of  Envision  Capital  Management,  Inc.,  a  Los  Angeles  money  manager.  Find  past 
at  www.forbes.com/columnists  or  use  your  C.A.T.  scanner  on  the  UPC  code  (right)  to  take  you  there. 
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that  looked  like  a  refugee  from  a  La 
showgirl's  headdresss.  Jason  is  a  senior 
Knee  Lake  Resort,  a  30-room  fishing  lc  i 
get  to  via  a  90-minute  turboprop  flig  I 
Winnipeg. 

He  examined  the  4-inch  length  ■  fl 
green  fluff,  checked  the  perfectly  arced  r  D 
anient  hook  guard,  then  nodded  his  ap  I 
"Nice  fly,"  said  Jason.  "Who  tied  it?  ! 
Now,  fly-fishing  guides  do  not  com  d 
BY  JESSICA  MAXWELL  other  people's  custom  flies  lighdy.  It  was  a  classic  strear  rj 

THERE  IS  A  PECULIAR  SILENCE  ON  A  HOT  DAY  WHEN  THE  tern  designed  to  imitate  a  widess  guppy  "with  a  sedud  I 
fish  aren't  biting.  Especially  when  you're  halfway  to  the  gle."  That's  the  way  its  creator,  B.  T.  (Dubs)  Horgan,  d  i 
North  Pole,  floating  on  a  dead-calm  lake  while  great  it.  Dubs  is  one  of  the  finest  flytiers  in  the  West,  and  \  a 
silver  circles  of  smoke  from  an  approaching  forest  fire  bloom  in  heard  we  were  flying  to  the  far  edge  of  Manitoba  to  pi  u 
the  sky  behind  you.  foot  giant  northerns,  as  these  pike  are  called,  he  tied  i 

My  12-year-old  nephew,  Jesse,  broke  the  calm.  "I  think  I'll  whole  menagerie  of  exotic  feathery  things.  (For  your  ov  9 
try  a  Bunny  Fly,"  he  said  in  that  cool,  preteen  way  of  his.  custom-tied  Horgan  northern  pike  flies,  call  406-276- K 

Now  almost  my  height,  he  regarded  me  sweedy  with  my         So  why  weren't  they  biting? 
father's  Bambi  eyes.  Then  he  handed  something  to  Jason  Dyck         "Heat,"  Jason  said.  "They're  down  deep.  Migl  i 


Northern  Pike 
On  a  Bunny  Fly 

F  I  s  H  I  N  G  |  You  haven't  fished  until  you've  cast  for  3-foot 
pike  with  a  nine-weight  fly  rod  400  miles  north  of  Winnipeg. 
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The  northern  pike  (left)  has  several  tiers  of  teeth  and 
pincer-like  jaws.  Twelve-year-old  Jesse  (top)  had  his 
hands  full  with  this  44-inch  monster. 

to  try  a  Clouser." 


Jesse  insisted  on  his  Bunny  Fly.  I  didn't  push 
him.  After  all,  he's  the  child  who  once  caught  a  50- 
|    pound  Alaskan  king  salmon  in  what  looked  like  a 
0  dead  side  channel  of  the  Kenai  River  while  the  rest 
of  us  came  up  empty-handed  in  the  usual  hot  spots. 

Now  he  was  balancing  on  the  glinting  prow  of 
Bj  our  18-foot  aluminum  skiff,  flogging  the  air  with 
H  his  nine- weight  Winston  fly  rod  and  big  saltwater 
r'i§  Ross  reel.  But  it  just  wasn't  happening. 

Suddenly  we  heard  a  shout  from  across  the 
Dur  friend  Juanita  Doerksen,  on  a  nearby  boat,  had  a 
.  Her  Winston  was  doubled  over  as  if  in  pain, 
lat's  a  serious  fish,"  Jason  declared.  God  only  knows  how 
d  tell  from  that  distance,  but  after  this  morning's  record 
:  catch,  I  had  already  acknowledged  him  as  an  intuitive 
(He  had  cemented  this  reputation  by  filleting  the  fish 
lipping  up  sweet-and-sour  walleye  on  shore  for  lunch.) 
>n  enough  Juanita  was  holding  up  the  real  thing  for  a 
a  45-inch  trophy  pike,  its  sharp  gill  plates  cutting  into  her 
Next  time  we  saw  her,  her  fingers  were  bandaged  with 
pe. 

nita's  luck  spurred  Jesse  into  piscatorial  overdrive.  Damn 
s — he  was  ready,  I  knew,  to  try  anything.  He  would  even 
th  lures. 

>urist,  I  cringed  when  Jason  tied  a  flashy  little  metal  thing 
end  of  Jesse's  line.  Had  I  taught  my  namesake  nothing? 
hef  gave  it  to  me,"  Jesse  offered  in  defense,  and  cast  and 
to  that  dull  headache  of  an  afternoon, 
thout  warning  Jesse  whipped  his  rod  skyward.  The  hook 
Big  fish,"  Jason  said  seriously  and  sprang  from  his  seat. 


There  is  an  art  to  setting  a  hook  in  a  pike's  bony,  prehistoric 
mouth.  If  you  set  it  too  soon,  as  nerves  and  basic  trout  training 
bade  me  do,  you  yank  the  hook  out  of  the  fish's  mouth.  "Let  him 
chew  on  it  a  little  first,"  Jason  counseled.  "Then  set  it — hard." 

A  thrashing  sound  exploded  from  water  that  had  been  eerily 
still  moments  before.  Feathery  green  weeds  did  an  underwater 
hula.  And  Jesse's  pike  took  off  in  the  general  direction  of  the 
Northwest  Territories.  This  fish  was  a  fighter.  Studies  show  that 
the  longer  a  fish  is  stressed,  the  less  apt  its  lactic-acid  blood  lev- 
els are  to  recede  to  normal,  so  a  tough  fish  may  thwart  even 
the  best  intentions  to  catch  and  release  him. 

Jesse  had  to  work  hard  to  get  his  monster  44-inch  pike  boat- 
side  fast.  Jason  had  to  work  even  harder  to  net  it,  finesse  the 
hook  back  out  of  its  hard,  wide  mouth  while  studiously  avoid- 
ing rows  of  ice-pick  teeth,  present  it  properly  to  a  certain  fish- 
photo-crazy  aunt  and  get  the  thing  back  in  the  lake  in  time  to 
provoke  an  annoyed  but  healthy  tail-thwapping  departure  for 
safer  waters.  Fortunately  it  all  worked  out.  And  as  it  slid  into 
darkness,  I  realized  the  stippled  back  of  a  great  northern  pike 
looks  exactly  like  this  lake-pocked  landscape  does  from  the  air. 

Dinner  that  night  was  a  thing  of  grace.  Barbequed  ribs  thick 
with  chef  Terry  Arnason's  secret  sauce,  a  flawless  Caesar  salad, 
pastry  chef  Paulette  Nickarz's  mocha  mud  pie.  Juanita  and  Jesse 
proudly  filled  out  their  Manitoba  Master  Angler  forms,  an 
honor  bestowed  on  anglers  who  land  a  fish  of  at  least  41  inches. 
It  was  then  that  we  learned  that  11 -year-old  Danny  Dahl,  a 
handsome,  watchful  boy  and  the  only  other  child  fishing  that 
week,  had  taken  a  trophy,  too — a  43-incher. 

But  the  talk  of  the  night  was  Juanita's  45-inch  miracle.  "On 
a  fly?"  fellow  anglers  kept  asking.  Out  of  30  fishermen,  we  were 
the  only  ones  who  had  even  tried  it.  "So  what  did  you  take  it 
on?"  Danny  Dahl's  dad  asked. 

"A  green  Bunny  Fly,"  Juanita  told  him. 

Jesse's  eyes  lit  with  wonder.  So  he  had  chosen  the  right  fly 
after  all.  He'd  just  run  out  of  patience  a  little  too  soon.  But  I 
knew  then  that  he'd  stay  the  course  on  next  year's  visit,  which, 
like  everyone  else  at  Knee  Lake  that  night,  we  were  already 
planning.  F 


Getting  to  Knee  Lake  is  part  of  the  adventure— literally.  The  resort 
directs  all  clients  to  Northwest  Airlines  for  the  best  direct  flights 
to  Winnipeg  from  almost  all  U.S.  hubs.  Once  there,  you  overnight 
at  an  airport  hotel  (arranged  by  the  resort),  where  representatives 
will  meet  you  at  3:45  a.m.  for  your  hour-and-a-half  flight  to  the  re- 
sort's 4,000-foot  gravel  airstrip.  Then  a  yellow  school  bus  shut- 
tles you  to  the  lodge.  An  hour  later  you're  fishing. 

Three- day  trips  (Thursday  to  Sunday):  $1,900  per  person; 
four-day  trips  (Sunday  to  Thursday):  $2,200;  seven  days: 
$3,100.  Prices  include  lodging,  all  meals,  a  guide  and  boat,  and 
round-trip  airfare  from  Winnipeg.  For  reservations,  call:  800-715- 
8747.  Bring  waterproof  boots  and  lots  of  bug  repellent.  —J.M. 
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Stroman's  Moment 


|  Broadway  has  a  new  genius  to  succeed  Bob  Fosse  and 
Michael  Bennett.  And  she  makes  musicals  for  grownups. 


BY  DEBORAH  GRACE  WINER 

AT  THE  CURTAIN  CALL  FOR  THE 
current  Broadway  revival  of 
The  Music  Man,  the  actors,  the 
dancers,  the  children  in  band  uni- 
forms— seemingly  everybody  except 
the  ushers — start  playing  trombones 
and  marching.  It's  a  heroic  stunt  wor- 
thy only  of  Susan  Stroman. 

If  you're  anywhere  in  the  vicinity  of 
Broadway,  Stroman  is  a  name  you 
should  know.  She  is  the  first  star  direc- 
tor-choreographer to  emerge  since  Bob 
Fosse  and  Michael  Bennett,  each  of 
whom  imposed  his  vision  on  the  genre 
— Fosse  with  Chicago  and  Bennett  with 
A  Chorus  Line. 

Now  it's  Stroman's  moment.  Along 
with  The  Music  Man,  which  opened  in 
April  to  critical  raves,  there  is  the  phe- 
nomenal Contact,  three  short  stories  by 
lohn  Weidman  spun  out  in  dance  and 
minimal  dialogue.  Contact,  in  particu- 
lar, has  generated  the  kind  of  stir — not 
to  mention  stampede  for  tickets — that 
musical  theater  hasn't  seen  in  years.  To- 
gether, both  shows  have  garnered  1 5 
Tony  award  nominations  this  year,  with 


Stroman  personally  earning  the  Best 
Choreographer  nod  for  Contact.  Addi- 
tionally, she  supplied  a  significant 
chunk  of  choreography  for  the  just-re- 
leased ballet  movie  Center  Stage,  and 
recently  directed  a  reading  of  Mel 
Brooks'  musical  theater  adaptation  of 
his  classic  The  Producers. 

Stroman  is  an  energetic 
46-year-old  with  a  mind 
like  an  explosion  in  a 
gourmet  candy  store.  For 
all  the  modern  idiom  of 
her  stagecraft,  she  radiates 
that  old-fashioned  "Hey 
kids,  let's  put  on  a  show" 
verve,  filtered  through  a 
sexy,  modern  sensibility. 

The  daughter  of  a 
Wilmington,  Del.  salesman 
who  played  the  piano  daily, 
Stroman  was  weaned  on 
old  movie  musicals,  partic- 
ularly Fred  Astaire  and 
Ginger  Rogers  films.  "Ever 
since  I've  been  very  small, 
I've  imagined  hordes  of 
people  dancing  through  my  Susan  Stroman 


"I  have  to  do 
what  I'm 
doing,  or  they 
would  lock 


head — pictures,  cha 
scenarios,"  she  say 
had  no  choice  buj 
what  I'm  doing;  otn 
they  would  have  loc) 
up. 

But  what  maka 
man  so  special  is  he 
to  use  this  sunny  icj| 
dramatize  some  j 
sunny  modern  theq 
characters.  In  the  tjl 
Contact's  three  stojl 
instance,  a  suicidal  M 
utive  finds  redefl 
with  a  mysterious  § 
yellow  dress  in  a 
swing  dance  club. 

This  is  not 
mother's  musical  c 
The  music  ranges 
classical  to  jazz  and 
roll;  the  storytelling 
funny  and  prof 
moving.  "The  chara 
Contact  speak  to  a  lc 
audience,"  says  Stroman.  "And 
that's  probably  been  missing  in 
sical  theater  for  a  long  time." 

No  one  is  more  aware  than  S 
that  audiences  today  come  to  t 
ater  with  a  more  restless  eye  tha 
ences  in  the  musical's  glory  da 
knows  that  asking  t 
leave  behind  their  c 
and  identify  with 
ters  who  burst  into 
asking  a  lot.  But  the 
There's  a  woi 
moment  in  The  Mui 
when  Harold  Hi 
show's  spellbinding 
ster  and  would-be  b 
ganizer,  is  revealed 
fraud.  Confronted  b 
illusioned  6-year-o 
the  accusation,  "V 
the  band?"  Hill  a 
honestly,  "I  alway| 
there's  a  band,  kid. 

Says  Stroman:  "I| 
creating  musical  the  I 
because  you  alwayl 
there's  a  band." 
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T  H  E  A  T  E  R  |  Broadway  has  a  new  genius  to  succeed  Bob  Fosse  and 
Michael  Bennett.  And  she  makes  musicals  for  grownups. 


BY  DEBORAH  GRACE  WINER 

AT  THE  CURTAIN  CALL  FOR  THE 
current  Broadway  revival  of 
The  Music  Man,  the  actors,  the 
dancers,  the  children  in  band  uni- 
forms— seemingly  everybody  except 
the  ushers — start  playing  trombones 
and  marching.  It's  a  heroic  stunt  wor- 
thy only  of  Susan  Stroman. 

If  you're  anywhere  in  the  vicinity  of 
Broadway,  Stroman  is  a  name  you 
should  know.  She  is  the  first  star  direc- 
tor-choreographer to  emerge  since  Bob 
Fosse  and  Michael  Bennett,  each  of 
whom  imposed  his  vision  on  the  genre 
— Fosse  with  Chicago  and  Bennett  with 
A  Chorus  Line. 

Now  it's  Stroman's  moment.  Along 
with  The  Music  Man,  which  opened  in 
April  to  critical  raves,  there  is  the  phe- 
nomenal Contact,  three  short  stories  by 
John  Weidman  spun  out  in  dance  and 
minimal  dialogue.  Contact,  in  particu- 
lar, has  generated  the  kind  of  stir — not 
to  mention  stampede  for  tickets — that 
musical  theater  hasn't  seen  in  years.  To- 
gether, both  shows  have  garnered  15 
Tony  award  nominations  this  year,  with 


Stroman  personally  earning  the  Best 
Choreographer  nod  for  Contact.  Addi- 
tionally, she  supplied  a  significant 
chunk  of  choreography  for  the  just-re- 
leased ballet  movie  Center  Stage,  and 
recently  directed  a  reading  of  Mel 
Brooks'  musical  theater  adaptation  of 
his  classic  The  Producers. 

Stroman  is  an  energetic 
46-year-old  with  a  mind 
like  an  explosion  in  a 
gourmet  candy  store.  For 
all  the  modern  idiom  of 
her  stagecraft,  she  radiates 
that  old-fashioned  "Hey 
kids,  let's  put  on  a  show" 
verve,  filtered  through  a 
sexy,  modern  sensibility. 

The  daughter  of  a 
Wilmington,  Del.  salesman 
who  played  the  piano  daily, 
Stroman  was  weaned  on 
old  movie  musicals,  partic- 
ularly Fred  Astaire  and 
Ginger  Rogers  films.  "Ever 
since  I've  been  very  small, 
I've  imagined  hordes  of 
people  dancing  through  my  Susan  Stroman 


"I  have  to  do 
what  I'm 
doing,  or  they 
would  lock 


head — pictures,  charact 
scenarios,"  she  says.  "5 
had  no  choice  but  to 
what  I'm  doing;  otherw 
they  would  have  locked 
up." 

But  what  makes  St) 
man  so  special  is  her  ab| 
to  use  this  sunny  idionj 
dramatize  some  not-] 
sunny  modern  themes ; 
characters.  In  the  thin] 
Contact's  three  stories,) 
instance,  a  suicidal  ad  ei 
utive  finds  redempt) 
with  a  mysterious  girl  i 
yellow  dress  in  a  surt 
swing  dance  club. 

This  is  not  y| 
mother's  musical  coirw 
The  music  ranges  ftj 
classical  to  jazz  and  roclj 
roll;  the  storytelling  is  1 
funny  and  profourt 
moving.  "The  character 
Contact  speak  to  a  lot  of) 
audience,"  says  Stroman.  "And  I  tfi 
that's  probably  been  missing  in  the  r 
sical  theater  for  a  long  time." 

No  one  is  more  aware  than  Strorl 
that  audiences  today  come  to  the  I 
ater  with  a  more  restless  eye  than  ai 
ences  in  the  musical's  glory  days. 

knows  that  asking  then) 
leave  behind  their  cynic 
and  identify  with  chan 
ters  who  burst  into  son 
asking  a  lot.  But  they  dc 
There's  a  wonde) 
moment  in  The  Music  A 
when  Harold  Hill, 
show's  spellbinding  hu 
ster  and  would-be  band 
ganizer,  is  revealed  to  H 
fraud.  Confronted  by  a 
illusioned  6-year-old  v 
the  accusation,  "Whe 
the  band?"  Hill  answ 
honestly,  "I  always  thi 
there's  a  band,  kid." 

Says  Stroman:  "It  yd 
creating  musical  theater, 
because  you  always  thl 
there's  a  band." 
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Next  Step  for  Garlic 
Lovers?  Connoisseurship. 


I  These  days  it's  chic  to  reek,  and  redolence  is  just  a 
phone  call  away.  For  a  thrill  try  Russian  Inferno  or  Chinese  Xian. 

their  diet  in  both  raw  and  processed 
*1T   k   T"HO  KNEW  THERE  WERE  450    form:  everything  from  garlic  pates  and 
\/\/  strains  of  garlic?  And  who    chutneys  to  salad  dressings  and  gua- 


BY  DIRK  SMILLIE 

'HO  KNEW  THERE  WERE  450 
strains  of  garlic?  And  who 
cared?  Until  recently, 
hardly  anyone.  For  50  years — 1920  to 
1970 — annual  garlic  consumption  in 
the  U.S.  languished  at  a 
measly  half  a  pound  per 
person.  Then  suddenly,  jfc* 
in  the  early  1970s,  it  took 
off  like  an  aromatic 
rocket.  Consumption  has 
since  risen  fivefold,  with 
the  average  American 
now  wolfing  down  in  ex- 
cess of  3  pounds  a  year. 
The  value  of  last  year's 
garlic  harvest  (about 
$200  million)  made 
many  better-established 
crops,  including  spinach 
($112  million),  look  sick 
by  comparison. 

So,  what's  ahead  for 
the  nation's  smelliest 
cash  crop?  Growers  say 
connoisseurship. 

In  the  same  way  wine 
drinkers'  tastes  have 
graduated  by  baby  steps 
from  Mateus  to  Cabernet 
to  Pinot  Noir,  garlic 
lovers  are  starting  to  seek 
out  more  exotic  varieties 
of  bulb  than  those  traditionally  found 
in  supermarkets. 

Two  trends  explain  garlic's  bloom- 
ing popularity — one  culinary,  one 
medical. 

Food  writer  Waverly  Root  calls  gar- 
lic the  "tuba"  of  the  spice  orchestra — 
rotund  and  ridiculous,  perhaps,  but 
essential  to  the  complex  "tonality"  of  a 
dish.  As  Americans  have  grown  more 
adventurous  in  their  dining,  trying  out 
new  ethnic  cuisines,  garlic  has  entered 


camole.  There's  garlic-flavored  oil, 
garlic  juice,  garlic  paste  (sold  like 
toothpaste,  in  a  tube)  and  garlic-based 


jam  in  a  variety  of  fruit  flavors.  Dehy- 
drated products  include  Allimax  (gar- 
lic pills),  named  for  one  of  the  herb's 
many  health-promoting  compounds, 
allicin. 

Long  before  Hippocrates  advised 
"Let  food  be  your  medicine,"  garlic 
was  prized  as  much  for  its  curative 
powers  as  for  its  flavor.  Today  a  grow- 
ing body  of  scientific  literature  con- 
firms that  antiquity  was  onto  some- 
thing. Slice  open  a  garlic  clove,  and 


you've  released  nearly  100  sulfur 
taining  compounds.  In  clinical  I 
these  substances  have  killed  germl 
showed  potential  in  preventing  c  I 
and  fighting  heart  disease.  Garlil 
contains  vitamin  C,  calcium,  pi 
sium,  phosphorus,  selenium  and 
key  amino  acids. 

Many  of  garlic's  most  heal 
properties  come  not  from  the 
herb  but  from  garlic  in  its  cook 
processed  form.  Aged  garlic  exl| 
for  example,  can  lower  choh 
lower  blood  pressure  and  pre 
cancers  of  the  bi 
prostate  and  colon. 

Bought  raw,  g 
comes  in  two  main  tl 
hardneck  and  softi 
Hardnecks,  which 
mostly  in  the  ea: 
U.S.,  are  named  fo 
rigid  stem  at  the  ca 
the  bulb.  They 
beloved  by  gourmet 
their  single  layer  of] 
easy-to-peel  cloves, 
necks,  grown  most 
the  West,  are  what 
usually  find  in  super 
kets.  The  garlic  has 
rows  of  smaller  clove 
ting  snugly  in  \* 
white  skins  surroun 
a  soft  stem. 

Nearly  90%  of  al 
garlic  produced  ir. 
U.S.  is  sent  for  proce 
to  Gilroy,  Calif., 
south  of  Silicon  Vc 
Here,  each  July,  at  ha 
time,  the  Gilroy  G 
Festival  kicks  off — the  biggest 
bash  in  the  world.  This  year's  e 
drew  in  excess  of  120,000  cl 
cravers,  eager  to  experience 
delicacies  as  garlic  ice  cream. 
Rogers  once  described  Gilroy  a: 
only  town  in  America  "where  yoi 
marinate  a  steak  by  hanging  it  oi 
clothesline.") 

In  California  and  elsewhere,  g 
ers  who  can  satisfy  consumers 
petite  for  rare  varieties  and  for  or 
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ically  grown  cloves  have  all  the  busi- 
ness they  can  handle,  with  orders  com- 
ing in  by  phone  and  via  the  Internet. 

"The  demand  for  organic  garlic  is 
exploding,"  says  Robert  Zimmerman, 
owner  of  Bobba-Mike's  organic  gar- 
lic farm  in  Marshallville,  Ohio  (330- 
855-1 141,  www.garlicfarm.com).  Five 
years  ago  Zimmerman  grew  just  one 
variety  on  a  tenth  of  an  acre,  yielding 
500  pounds.  Now  he  and  partner 
Wendy  Douglas  grow  38  varieties  on  5 
acres,  with  an  annual  yield  of  15,000 
pounds.  Their  specialties  include  an 
intensely  flavored  Romanian  Red  and 
a  Spanish  Roja,  plus  exotic  beauties 
such  as  Russian  Rosewood,  German 
Floha  and  Chinese  Xian.  Connois- 
seurs pay  an  average  $10  per  pound, 
plus  shipping. 

Filaree  Farm  in  Okanogan,  Wash. 
(509-422-6940,  www.filareefarm 
.com),  sells  some  of  the  spiciest  stuff 
available,  including  the  red-tipped 
Persian  Star  from  Uzbekistan  and 
Russian  Inferno  from,  interestingly 
enough,  Spokane,  Wash.  The  Russian 
strain,  formerly  known  as  G307  (be- 
fore East  German  scientists  shipped  it 
to  the  U.S.  for  safekeeping  after  the  fall 
of  the  Berlin  Wall),  comes  in  at  $16 
per  pound. 

Robert  Anderson's  small  farm, 
Gourmet  Garlic  Gardens,  in  Bangs, 
Tex.  (915-348-3049,  www.gourmet 
garlicgardens.com)  sells  its  entire  crop, 
all  35  varieties,  via  the  Web.  For  $12 
plus  shipping  consumers  get  "Assort- 
ment No.  4"  (a  kind  of  Whitman's 
Sampler  of  garlic).  Buyers  who  prefer 
to  order  by  the  bulb  may  choose  a  fiery 
Chinese  Purple  or  a  chili-pepper-hot 
Metechi. 

The  mother  of  all  bulb  farms, 
though,  has  to  be  the  Christopher 
Ranch  in  Gilroy  (800-806-1766, 
www.christopher-ranch.com),  where 
owner  Don  Christopher  harvests  some 
60  million  pounds  a  year.  Feeling  ad- 
venturous? Try  Christopher's  Peru- 
vian, alluring  for  its  purple-colored 
cloves;  or  try  his  Tahiti,  a  single  clove 
of  which  (at  $3)  can  be  bigger  than  an 
ordinary  supermarket  bulb.  F 


|  Complex,  highly  adaptive  and  utterly  repulsive, 
parasites  are  an  underappreciated  key  to  the  story  of  life. 


BY  SUSAN  ADAMS 

CALLING  A  LAZY  GOOD-FOR- 
nothing  a  parasite  is  insulting 
and  unfair — to  parasites. 
Loathsome  they  may  be,  but  these 
creatures  deserve  a  little  respect. 

Carl  Zimmer  offers  some  in  his 
spellbinding  new  book,  Parasite  Rex 
(Free  Press,  $26).  In  fact  parasites  are 
powerful,  complex,  highly  evolved  or- 
ganisms. They're  capable  of 
rewiring  their  hosts'  brains 
and  controlling  their  behav- 
ior. Zimmer  suggests  they 
may  even  be  the  reason  we 
have  sex. 

And  one  more  thing. 
They  are  literally  every- 
where. Every  creature  has  at 


INSIDE  THE  eiARRE  WORLD  OF 
NATURE'S  MOST  OAN&EROuS  CREATURES 

CARL  ZIMMER 


least  one  parasite  that  lives  inside 
on  it — and  some,  including  us  1 
mans,  have  many  more.  There 
parrot  in  Mexico  with  30  specie: 
mites  that  dwell  on  its  feathers.  Pa 
sites  even  have  parasites  of  their  o> 
No  one  knows  the  number  of  pa 
site  species,  but  they  appear  to  o 
number  the  nonparasite  species  b] 
to-1.  Most  viruses  and  a  fair  num 
of  fungi  and  bacteria 
parasites. 

For  all  their  ubiqu 
scientists  have  tended 
give  parasites  a  wide  bei 
in  part  because  of  w 
parasitologist  Eric  Hob 
labels  the  "yuck  facte 
One  sample  of  a  blood- 
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Taenia  saginata, 
the  most  common 
human  tapeworm, 
runs  between 
four  and  ten 
meters  long. 


1 1 
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nematode,  for  instance,  thick 
as  a  finger  and  long  as  a  rid- 
ing crop,  is  preserved  in- 
side a  fox's  kidney  on  a 
laboratory  shelf  at  the 
U.S.  Department  of 
Agriculture.  Hoberg 
takes  Zimmer  on  a 
perfectly  disgusting 
field  trip  to  this  lab 
in  Beltsville,  Md. 

In  the  19th  cen- 
tury biologists  re- 
garded parasites 
with  scorn.  They  be- 
lieved that,  unlike 
free-living  species, 
parasites  did  not  evolve,  but  rather 
sponged,  stagnantly,  on  their  hosts.  In 
fact,  there  is  a  complex  evolutionary 
interplay  between  host  defenses  and 
parasite  adaptations. 

One  of  these  defenses,  it  seems,  is 
sexual  activity.  In  1985  an  American  bi- 
ologist working  in  New  Zealand,  Cur- 
tis Lively,  studied  a  particular  snail  that 
reproduces  both  sexually  and  asexu- 
ally.  Lively  discovered  that  in  places 
where  the  snails  were  infested  by  para- 
sites, the  snails  had  more  sex.  Why?  Di- 
versifying their  genes  meant  the  snails 
could  better  defend  themselves  from 
parasites  because  the  parasites  were  al- 
ready adapted  to  the  common  hosts. 
Lively's  hypothesis  that  sexual  repro- 


The  adaptable 
liver  fluke  starts 
out  in  a  snail  and 
winds  up  in  the 
liver  of  a  sheep 
or  a  cow. 


duction  helps  protect  a 
species  from  getting  wiped 
out  by  parasites  is  now 
widely  accepted  by  biologists. 

Parasites  can  even  con- 
trol the  behavior  of  their 
hosts.  There  is  one  blood 
fluke  common  in  California 
salt  marshes  that  begins  its 
life  cycle  in  a  snail,  then 
moves  on  to  fish  and  finally 
into  birds.  Once  in  a  fish's 
brain,  this  parasite  pumps 
out  powerful  molecular  sig- 
nals, known  as  fibroblast 
growth  factors,  that  cause 
the  fish  to  shimmy,  jerk  and 
dart  to  the  water's  surface. 
This  makes  it  easy  prey  for 
birds,  enabling  the  blood 
fluke  to  switch  hosts  when 
the  fish  gets  eaten. 

Or  take  Toxoplasma,  a 
protozoan  that  needs  to 
move  between  cats  and  their 
prey  and  back  again  in  order 
to  complete  its  life  cycle.  It 
accomplishes  this  neat  trick 
by  infecting  otherwise  prudent  rats 
with  unnatural  courage.  Unlike 
healthy  rats,  those  carrying  this  para- 
site turn  into  rodent  kamikazes, 
putting  themselves  in  harm's  way. 
Toxoplasma  can  also  infect  the  human 
brain,  making  men  distrustful  of  oth- 
ers and  less  likely  to  heed 
moral  rules.  Women  become 
more  outgoing.  As  a  mitigat- 
ing factor,  however,  this  may 
not  stand  up  in  court. 

Is  it  good  to  eliminate 
parasites?  Not  entirely. 
Crohn's  disease  and  colitis, 
two  similar  diseases  in  which 
a  person's  immune  system  vi- 
olently attacks  the  lining  of 
the  intestines,  may  be  more 
common  now  than  in  the 
days  before  sanitation  and  ef- 
fective drugs  because  there 
aren't  enough  intestinal 
worms  to  keep  immune  sys- 
tems busy.  In  the  absence  of 
foreign  antigens,  a  juiced-up 


No  one  knows  the  number  of 
parasite  species,  but  they 
outnumber  all  other  species 
combined  by  4-to-l.  


immune  system  sometimes  can't  st| 
attacking  its  own  body. 

Parasites  are  also  a  key  weaponl 
the  organic-pesticide  arsenal.  In  fl 
early  1970s,  for  example,  the  cassa; 
mealybug,  a  pale,  flat,  plant-eating  i 
sect,  was  destroying  the  staple  cropi 
200  million  Africans.  A  Swiss  entom< 
ogist  put  together  a  program  to  sprel 
a  mealybug-sapping  wasp  across  AfrM 
sowing  it  crop-duster  fashion,  from  t 
air.  It  took  six  years,  but  the  good  pal 
site  finally  succeeded  in  wiping  out  t) 
bad  one. 

Some  of  the  organisms  in  this  boj 
are  truly  hideous  to  contemplate,  like  t] 
candiru,  a  pencil-thin  Latin  Americj 
fish.  It  attacks  people  who  urinate 
rivers,  by  ramming  itself  into  the  urethl 
Or  the  filarial  worm,  which  lodges  its* 
in  human  lymph  nodes  and  causes  a  pa 
ticularly  gross  form  of  elephantiasis.  B 
Zimmer  is  such  an  accomplished,  viv 
writer  that  he  is  able  to  weave  these  r 
volting  beasts  into  an  engrossing  stoi 
that  you  will  read  to  the  last  page. 


intestinal  lining. 
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e>  Sydney 


0  countries.  10,300  athletes.  Billions  of  fans  from  all  points 
the  map.  If  ever  there  was  an  event  that  reflected  the  true 
bal  nature  of  e-business,  the  Olympic  Games  is  it. 


,  the  Sydney  2000  Olympic  Games 
ss  one  of  the  largest,  most  complex 
ructures  ever  built  for  the  e-marketplace, 
's  e-commerce.  in  the  form  of  an 
Olympic  store.  There's  e-business,  in 
m  of  thousands  of  sportswriters  tapped 
e  up-to-the-second  scores.  There's 
1  contact,  in  the  form  of  fans  commu- 
ig  directly  with  the  athletes  —  stars, 
own  heroes,  friends.  There's  a  global 
unity  hot-wired  (sometimes  without 
into  the  heart  of  the  Olympic  Games. 

5M  is  at  its  core,  providing  the  software, 
rdware,  the  consultants  and  the  sheer 
h  of  services  to  make  it  run. 

ation  is  key.  Especially  when  you 
ler  the  number  of  players:  Sports 
zations.  Sponsors.  Vendors.  Security 
inies.  All  running  disparate  systems 
isparate  platforms.  It's  a  logistical 
nare,  but  IBM  brings  it  all  together 
akes  it  actually  work. 

jsly,  when  your  audience  is  the  entire 
.  distribution  of  information  is  a 
global  proportions.  To  get  the  right 
lation  to  the  right  people  at  the 
ime,  IBM  uses  a  data  distribution 
i  capable  of  handling  multiple  access 
.  Critical  information  like  scores 
atistics  is  captured,  processed  and 
uted  to  scon-boards,  Olympic  judges, 


international  broadcasters,  local  commenta- 
tors, kiosks  in  the  Olympic  Village  and 
desktops  in  Palo  Alto,  Paris  and  Pervouralsk. 
Everywhere  there's  a  customer. 

Delivery  systems  also  vary  based  on 
customer  need.  For  commentators,  there 
are  touchscreen  workstations  located 
directly  on  the  fields  of  play.  For  members 
of  the  Olympic  Family  (athletes,  coaches, 
media)  there's  an  intranet  system  that 
lets  them  share  information  and  send 
e-mail  in  a  secured,  private  setting. 
Because  it's  good  business,  in  any  business, 
to  strengthen  customer  relationships. 
And  give  people  the  information  they  need. 

Then  there's  e-commerce.  IBM  implemented 
a  powerful,  scalable  Web  site  capable  of 
handling  huge  spikes  in  traffic.  From  the 
perspective  of  the  fans,  it  simply  means  they 
can  buy  pins,  programs  and  tickets  quickly 
and  conveniently. 

Obviously,  the  Olympic  Games  is  special. 
You  don't  even  think  of  it  as  a  business. 
Yet  it  faces  the  same  issues  encountered 
by  more  traditional  businesses  in  the 
e-marketplace.  And  traditional  or  not, 
IBM  has  helped  thousands  of  businesses  — 
large  and  small,  established  and  evolving  — 
become  successful  e-businesses.  Visit 
ibm.COm/olympics  and  see  how  IBM 
can  do  the  same  lor  you. 


Hero:  Akhi  Spencer  El 
Event:  Fencing 
Country:  United  States 
Read  his  biography  at 
olympics.com 


Hero:  Eadaoin  Ni  Challarain 
Event:  Canoe/Kayak  -  Slalom 
Country:  Ireland 
Send  her  some  FanMail 
at  ibm.com/fanmail 


/4  \ 

Hero:  Waneek  Horn-Miller 

Event:  Water  Polo 

IBs  i 

Country:  Canada 

/  ^ 

Keep  up  with  her  team's 

schedule  and  scores  at 

olympics.com 

Q99  IBM 

Wbrldwide  Partner 


the  e-business  logo  are  trademarks  of  International  Business  Machines  Corporation  in  the  United  States  and/or  other 
i.  ©  2000  IBM  Corp.  36  USC  220506  ®COA 


iCS  BusinessClassified 


Financial  Services 


Advertisement 


Receive  Value  Line 
for  only  $55 

An  Introductory  subscription  to  The  Value  Line  Investment  Survey  brings  you 
the  2000-page  Investors  Reference  Library  —  Value  Line's  most  recent  Ratings  and 
Reports  on  1700  stocks  and  the  practical  guide  How  to  Invest  in  Common  Stocks. 
You  will  also  receive  analyses  of  about  130  stocks  each  week  for  10  weeks  for  $55. 
Available  only  once  every  three  years  to  any  household  SPECIAL  BONUS:  Wall  Street 
Words,  Revised  Edition:  An  Essential  A  to  Z  Guide  /or  Today's  Investor  (retail 
price.  S12.00).  In  addition  to  clear  definitions  of  4.000  terms,  this  convenient  guide 
contains:  60  case  histories  Illustrating  the  real-world  application  of  key  concepts,  as  well 
as  samples  of  technical  charts.  You  also  get  explanations  and  Ideas  from  Industry 
professionals  on  50  special  topics.  Includlngtax  law.  financial  management  and 
accounting.  Available  while  supplies  last.  Free  with  your  subscription.  Your 
subscription  may  be  tax-deductible;  consult  your  tax  advisor.  Send  check  or  money 
order  along  with  name,  address  and  zip  code  together  with  this  ad  or: 

CALL  TOLL-FREE  1-800-535-9651 

BONUS  CODE    516NFW18    American  Express,  MasterCard,  Visa  or  Discover. 
24  hours  a  day,  7  days  a  week.  II  you  are  not  completely  satisfied  relurn  all  matenals 
in  good  condition  within  30  days  from  the  start  ol  your  trial  subscription  for  a  full 
refund  of  your  fee.  Allow  4  weeks  for  delivery.  Foreign  rales  upon  request,  a 
Order  Online  at  www.valueline.com/ads/f5enf 


The  Value  Line  Investment  Survey' 

Sfew  PO  Box  3988,New  York  NY 
iO*ll&3tew         10008-3988  _ 


\*'        Business  Opportunities  '  . 


Spedofets  k  setting  up  Wowore  Corporations.  Generoi,  Aircraft, 
Boot  X  Shelf  Corporations  CoB  or  write  foi  oui  fUCl  HIV 

WapmUatoM-titi 
aaaBty  service  lor  c 
<&L  reasonable  rata. 

3511  StarsdeRd,  #10548  •Wih»ngton,DE  USA  19810 
302-477-9800  •  80O-32KORP  •  FAX  302-477-981 1 
E-mail  corp@delreg.tom  •  tattratt.  littp://deireg.com 


for  a3 


❖Companies 
❖Banking 
♦Credit  Cards  s 
♦Privacy  fe,aPltal  Asset 

J  Management 

(800)  710-0002     Free  Brochure 
Visa/MC/Amex  www.assetprotection.com 


e-incorporate. 


•  Registered  agent  services 

•  U.S.  bank  accounts  opened 

•  Nominee  director  services 
Delaware  Incorporation  Handbook 

Delaware  Business  Incorporators,  Inc. 

8QO. 423.2993 


MAKE  BIG  $  $  $ 

REM/ft/M  CMCKS  IN  WUI9SHIMS 


\mmmm 

Usa/Canada 


1  www.glassmechanix.com 


Legally  &  Ethically 


Own YOUR  Own 
OFFSHORE  BANK 
FREE  Report 
800-733-2191 


OPPORTUNITY  KNOCKS 

Once  in  a  while  an  opportunity  comes 
along  lliai  will  never  repeal  itself.  Gel 
in  on  the  ground  floor.  Extremely  high 
income.  Training,  leads,  secured  ac- 
counts to  call  on.  Opportunity  of  a  Life- 
time. Let's  talk.  (Inv.  Rcq.) 

Areas  Going  Fast. 
1-800-675-6144 


Forbes  Subscriber  Service... 
To  order,  change  address  or 
other  customer  service, 
call  1-800-888-9896 


Buy  or  Sell  a  Business 

www.bizsale.com 

Franchises  and  Businesses  FSBO 
All  types,  sizes,  prices,  and  terms. 

Save  time  and  money. 
Affiliated  Business  Consultants 
719-540-2200 


i  A  r  tP  ri  n  t  O  n  C  a  n  v  as.ca  r 

PUBLISHER  "G1CLEES" 


"View  on  the  Bay"        S300.00  ? 
\  Yves  Lanthier  32"  x  24"    "Irises"  S200.(l 

Van  Gogh  24"  x  l'l 

FRAMED  COLLECTION 

Choice  of  40  images,  3  different  sizes,  and  5  wood  Era 
in  Burgundy,  Brown,  Black,  Gold  and  Gold  &  Silvi 

Prices  include:  Fine  Art  Gicle'c,  ■  — :  ^""'f"^- 

Fmme  land  Shipping  (USA)  3&"SHl1 


GREAT  FOR 
WEDDINGS 
HOLIDAYS 


10"  X  12' 


-  GIFTS      u*.x  14-89995 
Tel:  305.438.3737  .  E-mail:  info@artprintoncan\ as] 


Business  Opportunities^    Business  Servi 


Prestigious,  exciting  2nd  Career  for 
Successful  Corporate  CEO's.  Executives, 
Top  Professional  Salespeople,  Athletes, 
Coaches,  Psychologists,  Writers: 


SPEAK  PROFESSIONALLY,  EARN 
$5,000.00  to  525,000.00  PER  SPEECH, 
BE  A  PUBLISHED  AUTHOR,  COACH 
CONSULTANT,  ETC. 


Leading  pro,  20  yrs.  experience,  addressing  ever 
200,000  people  annually,  generating  over  a  million 
dollars  annually,  author  of  8  pub'd  books,  will 
"crash  course"  train  and  position  you  in  this 
fascinating  business.  Limit  14  proteges/clients 
every  6  months.  This  training  is  the  equivalent  ot  a 
"franchise"  in  sophistication,  comprehensiveness 
and  value.  FREE  INFORMATION  KIT  sent  on 
request,  call  24  hr.  tree  recorded  message  at 
1-800-597-8895  or  FAX  request  to  602-788-0494. 
No  sales  representative  will  ever  call.  Application 
provided  with  Kit.  Only  senous  individuals  should 
reply.  Significant  fee  required.  . 


BUSINESS  FLA 

PROFESSIONAL  PLANS  W 
FOR  YOU  SO  YOU  CAN  I 
YOUR  BUSINESS.  PROV 
BUSINESS  WRITING  SEll 
FOR  10  YEARS.  I 

ECKEL  BUSINESS  WRn'ING  ANDCfJI 
718-767-4259       ECKELJ  <2'  WORLDNI I 


Buy  Foreclosed  Property. 

Use  OUR  Money.  Split  Big  Profits. 
Complete  Training.  Call  for  Free 
Information  Package. 
800-995-0049  Ext.  7675 


E-Commerce  Exch«| 

Is  here  to  help!  Increas* 
sales  by  up  to  1001 
Accept  Credit  Card 
For  Your  Business] 
Call  us  today  for  yoi 
Merchant  Account « 
Total  E-Commerce  Soil 
1-800-769-4821 


Charge  your  ad... 
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For  information  and  rates  on  advertising  in  the  next  Forbes  Business  Classified 
contact:  Media  Options  (1-800-442-6441  for  ad  rates  &  ad  informant 

Fax:  1-973-694-8371  E-mail:  mediopt<§ 
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Advertisement 


nd  Newsletter 


EXEZ33 

,  Even  triple  your  money 
veek  of  great  trades! 

•  email. 

»W  and  as  a  BONUS,  receive 
[tlenetlcs.com  newsletter  FREE 
for  two  ntentbs! 

1888-366-8264 

BDNETICS.COM  Code423 


1  OSIT  PENALTIES 

5)90%  are  Too  High! 
m  an  average  of  40%  at 

iPenaltycom 

{800)426-4741 


Get  rid  of  moles,  gophers  and  other 

burrowing  pests,  with. . .  I 

Mole-Ex  VI™  only  $59"*  I 

*But  read  this  ad  for  an  even  better  deal! 

It's  annoying  to  see  your  beautiful  lawn  being  ruined  by  w 
moles,  gophers,  and  other  burrowing  pests.  You  may  have 
tried  pouring  poison  down  their  holes  or  getting  rid  of  them  with 
other  nostrums.  Nothing  really  works.  Now  comes  Mole-Ex  VT",  the 
revolutionary  electronic  solution  to  this  age-old  problem.  It  does  work! 
Spike  Mole-Ex  VI"  into  your  lawn.  It  emits  short,  high-pitched  shrieks 
(at  the  threshold  of  ultrasound)  in  30  sec.  intervals.  They  are  barely 
audible  to  humans,  but  they  are  calibrated  to  be  totally  distressing  to 
moles,  gophers,  and  other  burrowing  pests.  They  can  barely  see, 
but  their  hearing  is  fine-tuned.  Once  they  get  a  blast  of  Mole-Ex 
VT",  they'll  scamper  away  and  will  never  return.  Mole-Ex  VT" 
protects    about    1,000    sq.    yds.    against    these  pests. 

*And  here  is  the  "even  better  deal":  Buy  two  Mole-Ex 
VT  for  $119.90  and  we'll  send  you  a  third  one, 
with  our  compliments — absolutely  FREE! 


U  SITTING  ON  A  GOLD  MINE? 


iPratichlif  It. 


1  *00-3  73-6244 

first.  Because  nobody  has  franchiaed 


t  businesses  than  Francorp. 
der  in  franchise  development 
I  consulting.  Worldwide, 
t  oar  Franchise  Your  Business 
seminars. 

Franco*?* 

www.francorp.com  FB 


fOUR  BUSINESS 

th*  leading  consulting  firm  in  the  country 

800-358-8011 


i 


CK  PAIN? 


There  is 
\  an  answer! 

H  Send  for  FREE  information 
|j  on  a  NEW,  guaranteed 
I]  seat  and  back  support 
||  designed  by  a  leading 
back  pain  specialist. 

TruComfort 

>  15  Parkway,  #248H 
Katonah  NY  10536 


You  may  order  by  toll-tree  phone,  by  mail,  ^-^^J 
or  by  fax  and  pay  by  check  or  " 
Visa/ MasterCard.  Please  give  order  num- 
ber #1056F739.  Add  shipping  /insurance  of 
$4.95  for  one  unit  or  $9.90  for  three  units,  plus 
sales  tax  for  CA  delivery.  You  have  30-day  refund  and  one-year 
warranty.  We  do  not  refund  postage.  For  customer  service 
or   wholesale   information,   please   call    (415)  643-2810. 


2360  Third  St.,  San  Francisco,  CA  94107 


©  Order  by  toll-free  phone:  (800)  797-7367  or  (fastest!)  by  fax:  (415)  643-2818  © 
Visit  our  ivebsite  at  www.haverhills.com 


Gemstones 


Executive  Gifts 


INVESTMENT  GEMSTONES 
GUARANTEED  LIQUIDITY!! 

We  buy  &  sell  Diamonds 
and  all  Precious  Gemstones 
Free  wholesale  catalog  since  1967! 

Member:  Jewelers  Board  of 
Trade  &  Chamber  of  Commerce 

HOUSE  OF  ONYX,  Inc. 
12(1  V  Main  St..  Greenville.  KV  42345 
1-800-844-3100  or  FAX  270-338-9605 


Legal  Services 


Asset  protection 


Corporations,  Ltd.  Partnerships,  LLCs 
Offshore  Trusts,  Corps.,  Private  Banking 

•  Best  Jurisdictions  •  Maximum  Privacy 
•Tax  Savings  •  lislate  Planning 

Professional  •  Confidential 


Steven  Sears,  CPA  •  Attorney  at  Law 

714-544-0622  •  www.searsatty.co.rn 


$  (formation  and  rates  on  advertising  in  the  next  Forbes  Business  Classified 
Mm  contact:  Media  Options  (1-800-442-6441  for  ad  rates  & 
Iprmation  only)  Fax:  1-973-694-8371  E-mail:  mediopt@aol.com 


Charge  your  ad. 


VISA 

THOLJfiHTS 

On  the  Business  of  Life 


W  rivate  Pictures,  a  volume  of  photographs  by  Daniel  Angeli  and  Jean-Paul  Dousset, 
consists  of  extraordinary  candids  of  the  world's  famed,  the  sort  most  of  the  subjects 
?>ko  would  snap  up  to  keep  out  of  your  hands.  As  Anthony  Burgess  writes  in  the  intro:  "Many 
of  the  pictures  are  stuck  in  my  brain  like  croutons  in  pate.  The  face  of  Aristotle  Onassis  seared 
and  trenched  with  the  agony  of  being  rich.  The  great  Callas  looking  as  shabby  as  an  underpaid 
under-lib  rarian. ...  Our  photographers  are  tough  and  wish  to  teach  sharp  lessons.  They  want  to 
remind  us  that  fame  and  wealth  cannot  stay  the  years."  —MALCOLM  FORBES  (1983) 


A  photograph  is  a  secret  about  a  secret. 
The  more  it  tells  you  the  less  you  know. 

—DIANE  ARBUS 


Giving  a  camera  to  Diane  Arbus 
is  like  putting  a  live  grenade 
in  the  hands  of  a  child. 

—NORMAN  MAILER 


The  sheer  ease  with  which  we  can 
produce  a  superficial  image  often 
leads  to  creative  disaster. 

—ANSEL  ADAMS 


In  America  the  photographer  is  not 
simply  the  person  who  records  the  past, 
but  the  one  who  invents  it. 

—SUSAN  SONTAG 


The  camera  can  photograph  thought. 
It's  better  than  a  paragraph 
of  sweet  polemic. 

—DIRK  BOGARDE 


The  virtue  of  the  camera  is  not  the 
power  it  has  to  transform  the 
photographer  into  an  artist,  but  the 
impulse  it  gives  him  to  keep  on  looking. 

—BROOKS  ATKINSON 


The  photographer's  palette 
is  a  thousand  shades  of  gray. 

— H.E.  CLARK 


The  camera  relieves  us  of  the  burden 
of  memory.  It  surveys  us  like  God, 
and  it  surveys  for  us.  Yet  no  other 
god  has  been  so  cynical,  for  the 
camera  records  in  order  to  forget. 

— JOHN  BERGER 


The  camera  is  a  killing  chamber, 
which  speeds  up  the  time  it  claims 
to  be  conserving.  Like  coffins 
exhumed  and  prized  open, 
the  photographs  show  what  we  were 
and  what  we  will  be  again. 

—PETER  CONRAD 


A  hundredth  of  a  second  here, 
a  hundredth  of  a  second  there — 
even  if  you  put  them  end  to  end,  they 
still  only  add  up  to  one,  two,  perhaps 
three  seconds,  snatched  from  eternity. 

—ROBERT  DOISNEAU 


A  photographer  without 
a  magazine  behind  him  is  like 
a  farmer  without  fields. 

—NORMAN  PARKINS 


Most  modern  reproducers  of  life,  ev 
including  the  camera,  really  repudi 
it.  We  gulp  down  evil,  choke  at  goo 
—WALLACE  STEVl 


Photography  suits  the  temper  ofthu 
age — of  active  bodies  and  minds. 
It  is  a  perfect  medium  for  one  whosi 
mind  is  teeming  with  ideas,  imager) 
for  a  prolific  worker  who  would  be 
slowed  down  by  painting  or  sculptit 
for  one  who  sees  quickly  and  acts 
decisively,  accurately. 

—EDWARD  WEST 


A  Text  ... 

There  are  many  devices  in  a  mi 
heart;  nevertheless  the  counsel 
the  Lord,  that  shall  stand. 

—PROVERBS  1 

Sent  in  by  Gwen  Young,  Richland,  V 
What's  your  favorite  text? 

More  than  14,000  "Thoughts,"  arranged  alphabe 
by  subject,  are  available  in  a  900-page,  one-v<j 
deluxe  edition,  Forbes  Book  of  Quotations:  Thoug\\ 
the  Business  of  Life.  The  price  is  $40,  plus  $3.50  shi 
and  $1  per  item  for  handling  (add  applicable  sale: 
To  order,  please  call  toll-free,  1  -800-876-6556. 
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Turn  your  back  on  time 


REVERSO 


With  its  pure  Art  Deco 
features, unchanged  since  1931  the 
Reverso  has  a  unique  identity. 
Especially  when  we  add  the  final 
touch  by  engraving  your  initials  on  its 
pivoting  case.  We  invite  you  to  turn 
your  back  on  time  as  elegantly  as  you 

face  it. 


TOURfl€fiU 

NEW  YORK  •  PA1M  BEACH  •  BAL  HARBOUR  •  SOUTH  COAST  PLAZA  •  HOUSTON 

  SINCE  1900   


SHOP  AT  HOME:  1-800-348-3332 


A  suit  that  yields  impressive  rewards. 

Paul  Stuart's  Westgate  suits 
combine  modern  sophistication 
with  unmatched  comfort  and  ease. 
It's  a  collection  of  clothing 
unsurpassed  in  quality, 
and  original  in  every  detail. 
For  instance,  this  three-button 
dark  navy  wool  suit  with 
a  distinctive  clusterstripe. 
Exquisitely  tailored,  it  features 
side  vents,  a  ticket  pocket 
and  single-pleat  trousers. 
And  for  this  customer  and 
San  Francisco  investment  banker, 
it  reflects  his  individuality, 
and  lets  him  feel 
as  great  as  he  looks. 

Our  Westgate  suits 
and  sport  jackets. 


Mm 


One  For  Me,  and  One  For  Me. 

hat  could  make  your  taste  buds  happier  than  one  of  our  wondrous  medleys  of  fresh  pecans,  hazelnuts,  or  cashews  wrapped  in  caramel  and 
)late?  Partake  of  these  caramel  nut  bouchees.  and  your  sweet-tooth  will  positively  swoon.  To  order  a  gift  or  locate  a  Godiva  boutique  near  you, 
call  us  at  1-800-9  CODIVA  or  visit  us  at  www.CODIVA.com  or  AOL  (Keyword:  Codiva).  Also  available  at  finer  department  stores. 

New  York  Paris  GODIVA  Tokyo  Brussels 

Chocolatier 


more  than  5,000  airports  in  the  conti 
U.S.,"  says  Ricci. 

A  Safe  Landing  in  Cleveland 

Flight  Options  is  a  natural  extension 
parent  company,  Corporate  Wings,  Inc.,  fc 
in  Cleveland  in  1981.  A  forerunner  to  frai 
ownership,  Corporate  Wings  became  an  in 
leader  in  providing  charter  flight  service.  Th 
agement  team  believed  it  could  leverage  tl 
porate  Wings  culture,  infrastructure  and  fa 
to  create  an  entirely  new  executive  trans 
tion  concept  —  and  Cleveland  turned  out  td 
ideal  place  to  develop  the  plan.  Drawing 
offer  shares  in  its  high-quality  fleet  of  aircraft  at     region's  stable,  well-educated  employment 

VOIC  ES  Ol 
CLEVELAND 


For  business  executives,  air  travel  is  a  growing 
part  of  a  fast-paced  working  life  and,  more  often 
than  not,  it's  a  burdensome  one.  Delays  at  air- 
ports, missed  connections  and  last-minute  travel 
demands  can  turn  the  simple  task  of  getting  off 
the  ground  into  an  exhausting  grind. 

Two  years  ago,  the  Cleveland-based  company 
Flight  Options  revolutionized  the  executive  trans- 
portation market.  Under  the  leadership  of  Kenn 
Ricci,  Flight  Options  took  the  successful  con- 
cept of  fractional  ownership  of  new  aircraft  to 
greater  heights:  It  became  the  first  company  to 
sell  fractional  shares  in  aircraft  that  have  been 
previously  owned.  As  a  result,  the  company  can 


a  35%  savings  over  comparable  new  aircraft 
offered  by  other  programs. 

"Even  the  programs  that  sell  new  jet  aircraft 
operate  pre-owned  products.  We  simply  charge 
the  client  for  what  they  receive,"  says  Ricci,  the 
company's  chairman  and  chief  executive  officer. 
Flight  Options  works  with  clients  to  create  a  busi- 
ness and  personal  flight  profile  —  destinations, 
travel  frequency,  usual  number  of  passengers, 
transportation  budget  —  then  recommends  a 
specific  aircraft  and  share  size.  It  then  guaran- 
tees 100%  availability  of  a  jet  exactly  when  it  is 
needed.  "Give  us  four-  to  six-hours'  notice,  and 
we'll  guarantee  a  jet  waiting  for  you  at  any  of  the 


Flight  Options  has  built  a  staff  of  700  peopk 
on  its  way  to  becoming  the  fastest-growing 
tional-jet-ownership  provider  in  the  country 
In  addition  to  contributing  a  talented  wort 
the  Cleveland  area  offers  residents  a  di 
high-quality  lifestyle  away  from  the  corporate 
—  and  outside  the  flight  cabin.  This  in< 
Broadway-quality  theaters;  a  growing  ro: 
world-class  restaurants;  fine  museums,  si 
the  Cleveland  Institute  of  Art;  and  profes 
sports  teams,  such  as  the  Cleveland  Indians 
region  offers  the  Midwest  quality  of  life,  gooc 
ing  and  the  variety  of  four  seasons  for  oi 
enjoyment,"  says  Ricci,  a  native  of  Clevelc 


l/veather,  there's  sailing  on  Lake  Erie,  golf- 
egendary  courses,  hiking  through  the  250- 
ig  of  parkland  surrounding  the  city,  and  in 

jiime,  skiing  at  nearby  resorts. 

g  High  in  the  Sky 

key  to  Flight  Options's  achievements  has 
iot  only  its  ability  to  reduce  costs  compared 
;Ose  of  competitors,  but  to  add  unparalleled 
eon  to  customers,  technological  innovation 

'lawless  safety  record.  This  has  proved  a 
E  combination.  Since  its  inception  in  1998, 
.Options  has  experienced  unprecedented 

and  in  June  signed  on  its  400th  customer, 
n  has  been  so  strong  that  Ernst  &  Young 

ly  named  Ricci 

preneur  of  the 

i  for  Northeast 

-  the  category  of 
ilty  Services, 
tide  ourselves  on 
.nnovators  in  our 
|y  to  provide  the 
t  possible  level 
;;tomer  service 
fety,"  says  Ricci. 
Important  compo- 
rthe  company's  success  lies  in  the  care  it 
un  selecting  investment-quality  aircraft  to 
3  fleet.  When  purchased,  each  plane  is  refur- 
and  updated  to  Federal  Aviation  Adminis- 

ii  standards,  and  the  cabin  interiors  are 
>ned  for  maximum  efficiency  and  comfort. 
Flight  Options  fleet  is  comprised  of  Cessna 
in  Ms,  Raytheon  Beechjet  400As,  Raytheon 
::r  800As,  Dassault  Falcon  50s  and 
: air  Challenger  601s.  The  most  recent  addi- 

-  which  expanded  the  fleet  to  75  aircraft 
:e  five  midsize  Cessna  Citation  Ills.  "We 
earned  that  our  customers  are  motivated 


by  the  aircraft  cabin,  which  is  why  we  chose  to 
include  the  Citation  III  in  our  program,"  says  Ricci 
of  the  seven-passenger  plane.  "It  offers  the  same 
size  cabin  as  a  Cessna  Citation  Excel  at  approx- 
imately 35%  savings  in  share  purchase  price. 
We're  basically  offering  our  owners  a  midsize  jet 
at  a  light  jet  price." 

In  addition  to  expanding  its  fleet,  Flight  Options 
is  upgrading  all  of  its  planes  with  the  latest  in 
"paperless"  cockpit  technology.  This  involves 
installing  JeppView  Electronic  Flight  Guide  Sys- 
tems, which  compile  everything  from  maps  and 
charts  to  real-time  flight  information.  This  tool  will 
dramatically  improve  the  performance  of  Flight 
Options  pilots  because  it  automatically  updates 
flight  manuals,  which 
is  typically  a  time- 
consuming  process. 

Along  with  making 
improvements  in  the 
air,  Flight  Options 
has  entered  cyber- 
space. In  June,  the 
company  launched 
an  "Owners  Only" 
Web  site  that  offers 
secure  domestic-trip 
scheduling,  flight  confirmations  via  e-mail,  trip 
calculators  for  estimating  times  and  costs,  and 
itinerary  access.  Owners  can  incorporate  meal 
preferences,  ground  transportation  requirements, 
contact  information  and  other  special  requests 
into  their  online  trip  itinerary. 

"We  want  to  be  the  best,"  says  Ricci,  which  is 
a  business  hallmark  that  Flight  Options  shares 
with  Cleveland's  finest  corporations  in  industries 
ranging  from  finance  and  health  services  to  man- 
ufacturing. "When  you're  ready  to  fly,  we  can  put 
you  in  a  jet  that  matches  your  mission,  at  a  price 
that  meets  your  expectations."  ■ 


Drawing  on  the  region's  stable, 
well-educated  employment  base, 
Flight  Options  has  built  a  staff  of 
700  people  while  on  its  way  to 
becoming  the  fastest-growing, 
fractional- jet-ownership  provider 
in  the  country. 
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e  Information  on  Right 

,  visit  www.flightoptions.com. 

e  Information  about  Cleveland, 

rn.clevelandtoday.org. 
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Dear  Forbes  Reader: 

We  are  proud  to  debut  :Cue:C.A.T.™  technology  from  DigitalConvergence.:Com'M,  a  Forbes 
"first"  that  ushers  in  a  new  era  in  communication — the  convergence  of  magazine  publishing  and 
the  digital  age.  This  technology  will  enable  you  to  get  more  information  about  the  articles  and 
advertisements  that  interest  you,  without  time-consuming  searches  or  site  navigation.  A  swipe 
of  your  :Cue:C.A.T.  device  will  take  you  to  the  specific  Web  page,  deep  within  a  site,  that  has 
the  information  you  want. 

Recently,  Forbes  sent  all  of  our  subscribers  a  :Cue:C.A.T.  device  along  with  installation 
instructions.  These  devices  are  also  available  at  www.getyourcat.com,  as  well  as  through  your 
local  Radio  Shack  (pending  availability).  Now,  you'll  be  able  to  use  this  device  to  scan  the 
":Cues"  (pictured  below)  on  editorial  and  advertisements  in  this  issue  and  all  future  issues  of 
Forbes,  Forbes  FYI  and  Forbes  ASAR 


Here  are  a  few  tips  to  get  you  started.  Holding  your 
:Cue:C.A.T.  device  so  it's  perpendicular  to  the  :Cue  on  the 
page,  touch  the  :Cue  and  swipe,  moving  left  to  right  with  a 
quick  and  constant  speed.  The  seam  on  the  :C.A.T.'s  "paws" 
should  be  aligned  with  the  bottom  of  the  :Cue. 

Before  you  begin  swiping  the  :Cues  found  in  this  issue, 
you  may  want  to  test  your  :C.A.T.  with  the  :Cue  below. 
A  successful  swipe  will  take  you  to  a  Web  page 
(www.forbes.com/helpcenter/cat/),  where  you  can  get  infor- 
mation on  obtaining  more  :C.A.T.s,  send  an  e-mail  with 
your  questions  or  read  a  list  of  frequently  asked  questions. 


So,  welcome  to  the  world  of  Internet-enhanced  publishing.  As  a  magazine  that's  been  ahead  of 
the  curve  for  over  80  years,  we  are  proud  to  be  the  first  to  offer  this  exciting  new  technology  to 
our  readers. 


Best  regards, 


3- 


James  Berrien 


pfs   Building         60  Fifth  Avenue  New  York,     NY  100 
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Mou maintop  Golf 


UNCONSTRUCTED, 
NOT 

DECONSTRUCTED. 


♦  ♦♦♦♦♦♦ 


Introducing  Samuelsohn  Casual. 
Designed  from  the  inside  out 
for  exceptional  comfort  and  style. 


more  information,  please  call  1-800-36  1-3696.    From  Canada,  I -800-607-774  I  .  www.samuelsohn.com 
>le  at:Andrisen  Morton,  Denver;  Carroll  &  Co.,  Beverly  Hills;  Harry  Rosen,  Canada;  Hubert  White,  Minneapolis 
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.*~y1  ISINC  TO  THE  TOP  IS  OUR  PRIORITY  TOO. 

Convenience  and  comfort  coupled  with  an  innate  sense  of  luxury: 
The  Towers  at  The  New  York  Palace.  Private  lobby  and  elevators, 
a  personal,  multi-lingual  maitre  d'etage.  a  staff  trained  to  respond  to  the  needs 
and  pace  of  doing  business.  in-room  dining  prepared  by  le  clrque  2000  or  sushisay. 
Your  pleasure,  your  preferences  are  paramount.  Reserve  with 
your  travel  planner  or  call  1-800-palace  t. 


N  EWiSYORK 


the  towers  ' 

155  Madison  Avenue  at  50th  Street  New  York,  New  York  10022 
www.newyorkpalace.com 


Designer  technology. 


(Actual  sizl-  and  rhmness) 


With  innovative  design  inside  and  out,  Ericsson's  ingenious 
T28  WORLD  Phone  is  as  functional  as  it  is  beautiful.  It  works 
in  over  120  countries,  gets  up  to  10  hours  of  talk  time,*  and 
dials  simply  at  the  sound  of  your  voice.  And  it's  surprisingly 
small  and  thin.  With  miniature  snap-on  accessories,  you  can 
transform  your  phone  into  an  FM  radio,  an  MP3  player,  even 
wirelessly  connect  your  laptop  to  the  Internet.  So  anywhere 
you  go,  you  carry  the  power  to  make  yourself  heard 

ERICSSON  ^ 

www.ericsson.com/phones 


"The  meek  may  inherit  the  earth- 


Dinner  Tableau 


THIS  CHEERFUL  LITTLE  FOOD 
caddy  will  not  only  streamline 
the  service  and  busing  of 
your  supper,  but  keeps  spillage 
at  a  safe  distance  and  would 
never  dream  of  hogging  the 
remote.  Joey  Manic's  stainless 
steel  Virtual  Diner  balances 
landing  pads  for  all  your  meal- 
time necessities  from  a  slender 
central  tripod  that  roils  smoothly 
from  kitchen  to  den  or  home 
office  on  nickel-plated  casters. 
Includes  tempered  glassware, 
salt  and  pepper  shakers, 
utensils,  even  a  faux  flower  for 
the  bud  vase.  Bon  appetit!  $395; 
Jensen-Lewis,  New  York;  (877) 
566-2642,  www.joeymanic.com. 


Days  in  the  Life 


B 


efore  the  Beatles  became  a  cultural  juggernaut,  they  w 
just  another  working  rock  'n'  roll  band  hoping  for  a  bre 
Hamburg  Days  is  a  stunning  two-volume  collection  of  pi 
tographs  (by  Astrid  Kirchherr,  who  was  the  girlfriend  of  origi; 
member  Stu  Sutcliffe)  and  artworks  (by  Klaus  Voorman,  who  wi 
on  to  draft  the  cover  art  for  Revolver).  The  books  capture  the  Rinj 
less  Beatles  of  the  early  1960s,  when  they  were  playing  their  now-l< 
endary  shows  at  Hamburg's  Cavern  Club.  The  large-format  volun 
have  been  produced  in  a  limited  edition  of  2,500  numbered  copi 
each  signed  by  Kirchherr  and  Voorman  and  bound  in  Italian  ck 
with  lithographed  front  and  back  boards.  In  short,  it's  a  work  of  arl 
which  is  why  it  costs  $465.  From  Genesis  Publications,  distributed  in 
U.S.  by  Govinda  Gallery;  (800)  775-1111. 
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WILL  HAUL  AWAY  YOUR  OLD  CAR 

PUTTING  A  TELECOMMUNICATIONS  SATELLITE  INTO 
geostationary  orbit  is  a  big  decision,  and  you  shouldn't  pick  just  any 
"launch  service  provider"  that  comes  along.  One  LSP  to  consider 
is  Starsem,  a  Euro-Russian  company  that  uses  the  time-tested  and 
highly  reliable  Soyuz  family  of  rockets.  In  late  2001,  Starsem  will 
commence  blasting  off  the  brand-new  Soyuz/STs,  which  promise 
to  be  among  the  most  powerful  and  accurate  on  the  market.  The 
price  tag  is,  um,  somewhere  in  the  tens  of  millions,  www.starsem.com. 


JAMES  STEWART 
KIM  NOVAK 

IN  ALFRED  HITCHtaCICS 
MASTERPIECE 


Hello,  Walls 


WHICH  OF  THE  FOLLOWING 
makes  the  stronger  impression 
hanging  on  your  office  wall: 
a)  your  college  diploma;  b)  a 
watercolor  depicting  sunrise  on 
Martha's  Vineyard;  c)  a  27  x  40 
black-and-white  photograph 
of  Steve  McQueen  as  Bullitt, 
leering  menacingly?  Scanning 
the  AIIPosters.com  inventory, 
you'll  find  more  than  50,000 
posters,  prints  and  lithographs, 
at  least  one  of  which  is  certain 
to  reflect  the  "real  you"  better 
than  whatever  you're  staring 
at  now.  Artworks  are  organized 
into  dozens  of  categories 
including  movies,  portraits, 
Americana,  sports  and  fine  art. 
The  categories  are  further 


broken  down  into  specific 
subcategories,  making  it  easy 
to  find  whatever  it  is  you're 
looking  for  in  a  matter  of 
seconds — whether  it's  Piranesi's 
Splendors  of  Rome  series,  a 
large-size  poster  for  a  classic 
movie  like  Vertigo  (left), 
those  great  old  Guinness  Stout 
ads  ("Have  a  Guinness  when 
you're  tired!")  or  a  stunning 
Herman  Leonard  photograph  of 
Miles  Davis.  Many  posters 
and  prints  are  priced  at  less 
than  $20,  but  you  can  also  find 
a  number  of  vintage  posters 
and  even  a  few  19th-century 
lithographs  that  fetch  hundreds, 
even  thousands,  of  dollars. 
www.  allposters.com. 
Scan  below  for  AHPosters.com 
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Les  Vins  de  Long  Island 

Long  Island  is  a  ragged  phallus  of  land  that  protrudes 
to  the  east  of  New  York  City.  Its  original  natives  called  it  Paumanok; 
its  current  inhabitants  "Long  Giland."  To  some  New  Yorkers  it's  New 
Jersey  East:  potatoes  at  one  end,  couch  potatoes  in  all  the  rest. 

This  has  hobbled  the  image  of  the  splendid  wines  produced  in 
the  North  Fork  of  Long  Island's  East  End.  Yes,  out  there  beyond  the 
shopping  malls  is  grown  some  of  the  best  wine  in  both  Americas; 
certainly  the  best  chardonnay,  some  of  the  best  merlot  and,  quite  soon, 
the  finest  pinot  noir  this  side  of  Burgundy. 

Smart  money  is  flooding  into  the  North  Fork  these  days.  The  mar- 
keting and  promotion  that  will  surely  follow  will  finally  make  Long 
Island  wines  as  ubiquitous  as  they  deserve  to  be.  But  you  still 
have  time  to  be  ahead  of  the  curve.  Here  is  an  insider's  starter 
kit  of  America's  best-kept  wine  secret. 
Pellegrini  Vintner's  Pride  Chardonnay  '97:  If  you  like  the 
prevailing  California  style  of  chardonnay — glutinous,  I-can't- 
believe-it's-not-butter  muck  redolent  of  tchotchke-shop 
potpourri — you'll  hate  this.  It's  crisp,  elegant,  fragrant  and 
understated,  with  that  essential  touch  of  funk  in  the  nose  you 
rarely  get  outside  of  the  Cote  d'Or. 
Wolffer  Cuvee  Sparkling  Wine  Brut  '96:  From  Sag 
Pond  in  the  South  Fork,  this  jewel  gives  the  best 
sparkler  in  the  U.S. —  Gruet  of  New  Mexico — a 
tough  run  for  its  money.  Wolffer  somehow  man- 
ages to  be  both  robust  and  delicate,  with  a  fine 
touch  ol  lemony  yeast  in  the  nose  and  a  gos- 
samer bead  worthy  of  Victoria's  Secret. 
Hargrave  Pinot  Noir:  A  gorgeous  yet  re- 
strained example  of  the  ethereal  fruit 
and  fragrance  this  grape  should  deliver 
with  none  of  the  cooked,  sun-baked 
quality  of  so  much  West  Coast 
PN.  Indeed,  pinot  noir  could 


be  the  future  of  red  wine  in  the 
North  Fork,  especially  as  global 
warming  continues  to  erode 
the  harshness  of  Northeastern 
winters.  Of  course  the  same  glob- 
al warming  will  soon  sweep  away 
the  North  and  South  Fork  and  all 
who  dwell  therein.  This  is 
the  wine  to  drink  while 

we  wait  

— Tony  Hendra 


Nervous 
Ticks  


IT  IS  REMEMBERED  AS  ONE 
of  capitalism's  most  enduring 
icons:  the  stock  ticker.  Now,  a 
Kalamazoo,  Michigan,  company 
has  resurrected  the  Edison 
Universal,  a  floor  model  that 
plugs  into  your  computer 
and  hammers  out  quotes  from 
the  NASDAQ,  NYSE  or  any 
other  exchange.  This  19th- 
century  relic's  other  concession 
to  modern  times  is  a  remote 
control — includes  glass  dome. 
$35,000;  (877)  842-1870, 
www.stocktickercompany.  com. 
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You'd  like  to  go  from  smart  and  rich  to  smarter  and  richer. 

That's  where  we  come  in. 


t^eroqe  cookbook  royolries 

tas**?  aqree*e*r  tor  ^ 

sacctrio/i'. 


Bank  of  America  Private  Bank 

You  figured  it  out  a  long  time  ago:  Do  what  you  love 
and  the  money  will  follow.  Well,  you  did  and  so  did  it. 
And  now  you'd  like  to  build  on  your  success.  Good  thing 
we  got  to  know  each  otl  er.  Because  we  can  marshal 
the  resources  of  the  count    's  largest  bank  to  serve  up 


some  smart  solutions.  Such  as  new  ideas  on  growing 
your  wealth  and  using  credit  strategically  to  finance 
future  ventures.  But  how  do  we  know  what  you  want 
to  do  next?  Let's  just  say  getting  to  know  you  was  the 
first  thine  we  did.  And.  of  course,  one  of  the  smartest. 


Cai  i  1.800.863.9500  or  Visi 


\  bankofamerica.com/privatebank 


Bank  of  America 


USA 


imagining  Brooklyn 

When  Nicholas  Evans-Cato  sets  up  his  easel  in  the  desolate, 
industrial  districts  of  Brooklyn,  the  most  common  thing 
gawkers  say  is,  "Gee,  you  sure  make  it  look  better  than  real 
ife."  For  him,  that's  gratifying  to  hear;  he  sees  great  beauty  in  these 
jritty  landscapes  of  steel,  asphalt  and  plastic.  Among  Evans-Cato's 
avorite  subjects  are  the  Manhattan  and  Williamsburg  bridges,  the 
"arragut  housing  projects,  a  charmingly  dilapidated  neighborhood 
:alled  Vinegar  Hill  and  the  Gowanus  Canal,  a  sludgy  waterway  that, 
o  his  imaginative  eye,  looks  like  Venice.  Shown  here:  Dome,  $8,000. 
^vans-Cato's  next  show,  entitled  "Thirty  Years  of  the  Gowanus,"  will 
'<?  held  at  the  Brooklyn  Center  for  the  Urban  Environment,  (yi8)  788-8500, 
m  Saturdays  and  Sundays  from  September  24  to  December  j.  To  con- 
act  Nicholas  Evans-Cato,  call  (yi8)  625-4583. 


The  Economist 


JAMES  BOND,  WITH  ALL  HIS 
gadgets,  had  nothing  as  elegant 
or  practical  as  this  two-in-one 
case.  Its  center  tray  removes  at 
the  hinges  to  quickly  convert 
it  from  an  overnight  carry-on  to 
a  smaller  attache.  You  can 
travel  with  a  suitcase,  unpack 
at  the  hotel,  then  take  the 
briefcase  to  appointments.  The 
piece  is  completely  handmade 
on  a  beechwood  frame,  and 
comes  in  black,  tan  or  palomino 
blonde  (the  natural  color 
of  vegetable-tanned  calfskin, 
shown  here).  Q  would  be 
pleased.  Day-Traveler,  $3,250; 
to  order  from  Martin  Dingman 
Leathergoods;  (800) 
955-2358. 


I 


I 


MEN  AND  WOMEN  ALIKE 
will  no  doubt  appreciate  the 
convenience  of  spa.com, 
which  allows  the  user  to  make 
real-time  reservations  for  a 
spa  service  or  for  an  extended 
stay  at  a  destination  spa. 
The  site  also  offers  next-day 
delivery  of  gift  certificates 
for  an  added  fee.  Other  good- 
ies: products,  gossip  on  spa 
experiences  and  information 
on  the  latest  crazes — Watsu, 
anyone?  www.spa.com. 
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Now  in  the 
Discomfort 
Of  Your 
Own  Home 

IF  THESE  DIDN'T  LOOK  SO 
cool,  they'd  be  extremely 
unsettling.  Who  wants  to  relive 
each  day  the  ergonomic 
ignominy  that  is  sitting  on  an 
airplane?  Why,  it's  those 
self-abnegating  Germans,  that's 
who!  Now,  from  the  same 
people  who  gave  us  the  soothing 
sounds  of  Wagner  and  oh-so- 
cozy  Bauhaus  architecture, 
comes  the  latest  in  counter- 
intuitive comfort:  a  line  of 
office  chairs  made  from  actual 
Lufthansa  seats.  When 
Germany's  biggest  airline 
decided  to  upgrade  its  planes' 
interiors,  the  question  arose: 
What  in  the  Welt  do  we  do  with 
all  the  old  ones?  Since  waste 
isn't  an  option  for  those 
possessed  of  the  industrious 
Teutonic  character,  they  had 
the  bright  idea  to  convert  the 
seats  into  clever,  one-of-a-kind 
furnishings.  Install  a  single 
first-class  seat  behind  your  desk 
as  your  own  gemiitlich  throne, 
or  get  a  row  of  three  or  even 
four  seats,  747-style,  to  create 
a  coach-class  couch.  Then 
watch  as  loitering  colleagues 
suddenly  realize  they've 
got  work  to  do.  Chairs  in  a 
variety  of  classes,  colors  and 
multiples  begin  at  about 
$240,  not  including  shipping. 
For  inquiries,  or  to  rt  reive 
digital  images  of  chairs, 
e-mail  juergen.rumstig@d,r  de. 


m 


IOW  THAT  EVERYONE  S  CLAMORING   FOR  THEIl 

hyper-fashionable  clothing  and  accessories,  Gucci  has  turnei 
to  dressing  the  youngest  members  of  the  jet  set — their  kids 
Baby  booties,  clothing  and  hats,  for  little  ones  up  to  a  year  old,  male 
their  debut  this  fall,  in  the  same  luxurious  leathers  and  cashmere 
Mom  and  Dad  have  in  their  own  closets.  There's  also  luggage 
including  a  belt  bag,  a  baby  carrier  and  a  travel  backpack  (complet 
with  thermal  bottle  lining),  in  traditional  GG  canvas.  All  designe< 
to  get  you  and  your  little  fashionista  through  that  crucial  first  year  ii 
style.  Leather  biker  jacket,  $1,495,  an^  beige  canvas  booties,  $145,  at  Gua 
stores  in  New  York,  Boston,  Beverly  Hills,  San  Francisco  and  Honolulu 


i  FYI 


Memorable  five-star  meals. 
Unforgettable  faraway  lands. 
They  await  you 
onboard  any  one  of  our  journeys. 
Just  remember,  reservations  are  required. 
Call  your  travel  agent  or  1-  800-CELEBRITY  ext.  3\ 
Or  visit  celebrity  cruises  .com 


EXCEEDING  EXPECTATI 


RANS-CANAL  BERMUDA  CARIBBEAN  HAWAII  SOUTH  AMERICA 


We  Stand... Er, 
Sit  Corrected 


HIS  MAGAZINE  ONCE  RATED 
Cottonelle  toilet  paper  the 
est  on  the  planet.  However,  a 
thoughtful  reader  recently 
informed  us  there's  a  better 
and  more  expensive)  product 
in  the  market:  Purely  Cotton, 
the  only  bathroom  tissue 
made  from  (you  guessed  it) 
>ure  cotton,  with  nary  a  trace 
of  wood  pulp.  The  tissue 
is  composed  of  linters, 
the  short  fuzzy  fibers  left  over 
after  cotton  is  separated 
from  the  seed,  and  the 
manufacturer  claims  that  it  is 
medically  superior  for 
its  "sympathetic  values  with 
human  skin."  Toilet  paper 
$2.99/4-pack.  Facial  tissue 
is  $1.99/box.  To  locate  a 
toiler  near  you  or  to  purchase 
by  the  case  (48  rolls/case), 
call  (800)  372-7638  or  visit 
www.  purelycotton.  com. 


Mr.  Mustard 


It  isn't  often  that  an  American  entrepreneur  goes  to  Japan,  does 
a  little  snooping  around  and  heads  back  home  to  improve  on 
whatever  basic  idea  or  process  he  espied — then  ends  up  selling 
his  product  back  to  the  Japanese.  A  few  years  ago,  however,  sushi-lover 
Roy  Carver  III  became  fed  up  with  the  mixture  of  cornstarch, 
store-bought  horseradish  and  food  coloring  that  normally  passes 
for  "real"  wasabi:  the  searing,  psychedelic-green  mustard  that  bears 
the  same  symbiotic  relationship  to  sushi  as  ketchup  does  to  fries.  His 
solution?  Grow  his  own,  in  the  pure,  super-oxygenated  water  of 
Oregon's  Pacific  coast,  whose  microclimate  is  remarkably  similar 
to  that  of  the  Japanese  mountain  river  valleys  where  this  rare  (and 
expensive)  herb  grows  naturally.  Carver's  company,  Pacific  Farms, 
cultivates  the  stocky  rhizomes — sorta  like  headless  broccoli — and  sells 
them  to  discriminating  chefs  and  gourmands  in  the  U.S.  and  Japan. 
They've  also  branched  out  and  created  a  line  of  salad  dressings  fea- 
turing wasabi's  unmistakable  zing — which,  if  you've  never  experienced 
it,  is  a  bit  like  being  slapped  in  the  face  by  a  beautiful,  irresistible 
woman.  It  hurts  like  hell  for  a  second,  but  by  then  you're  in  love.  Half- 
pound  box  of rhizomes  (with  grater  and  storage  instructions) \  $25;  box  of  four 
salad  dressings,  $20.  Pacific  Farms;  (800)  927-2248,  www.freshwasabi.com. 
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By  90  a  Man 
Has  the  Face 

He  Deserves 


GONE  ARE  THE  DAYS  WHEN 
men's  grooming  options  were 
confined  to  soap  and  Brylcreem. 
As  men  strive  to  look  better  than 
they  feel — and  younger  than 
they  are — an  arsenal  of  products 
has  been  developed  to  help 
them,  ranging  from  basic  skin- 
care  to  out-and-out  makeup. 
Prada's  unisex  line,  for  example, 
focuses  on  treatment,  offering 
moisturizers,  sun-shielding 
creams  and  exfoliants  in  single- 
dose  packets.  Surface  by  Aramis 
goes  a  step  further,  with  applic- 
ations like  Skin  Smoothing  Gel, 
a  light-diffuser  meant  to  "blur 
signs  of  aging";  and  Healthy 
Look  Gel,  essentially  a  tan  in  a 
tube.  Finally,  Menaji  sells  what 
it  touts  as  "undetectable" 
under-eye  concealer,  in  addition 
to  lip-balm  and  moisturizers. 
Just  beware  of  makeup  on  those 
collars,  guys.  Left  to  right:  Skin 
Smoothing  Gel,  $20,  by  Surface 
by  Aramis,  at  department  stores 
nationwide  in  mid-October. 
Shielding  Cream  SPF12  for  lips, 
$55  for  15,  and  Exfoliating 
Scrub/Body,  $60  for  15,  by 
Prada,  in  mid-October  at  Prada, 
New  York;  Saks  Fifth  Avenue, 
New  York  and  Chicago;  and 
Neiman  Marcus,  Beverly  Hills. 

Lip-balm  SPF  19,  $5.50, 
by  Menaji;  (888)  636-8990, 
www.menskincare.com. 
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Is  that  a  banana  daiquiri  in  your  pockel 

omecoming  game.  Bonfire  party.  Commuter  train,  stalled  b< 
tween  stations.  Just  three  occasions  (you'll  find  others,  we': 
sure)  when  you'll  appreciate  this  cozy  sweater,  complete  wil 
flask  and  a  pocket  to  put  it  in.  Single-malt  Scotch  not  included.  Woo 

blend  turtleneck  by  Samsonite  Black  Label  Travel  Wear,  $j6$,  at  Bergdc 
Goodman  Men,  New  York;  Hall's,  Kansas  City;  or  call  (212)  888-7442  J 
more  information. 


a 


cfo  wnal 


or  a  li  vm 


9cfofc 
you  Iiaue  /o  Se picJzu. 


QRW 1999  "Winemaker  of  the  Year" 

miaker  Tom  Mackey  insists  on  handpicking  the  grapes  that  make 
rancis  wines.  For  nearly  twenty  years,  the  extraordinary  taste  of 
rull-hodied  reds —  Merlots,  Cabernets  and  Zinfandels —  have 


^ded  on  this  hands-on  approach.  So,  to  celebrate 
lose  of  a  deal  or  the  close  of  the  day,  select  a 
?  of  St.  Francis  and  make  it  a  choice  occasion. 


Vineyards  &  Winery 

THE   H  OU.Si:  O  F   B  I O  REDS 


5TFMNCI5 


Precious  Metal 


LET'S  SAY  THAT  YOU'VE  HIT  PAY  DIRT  IN  CYBER- 
space — today's  Gold  Rush — and  like  the  49ers  of  old 
you've  bought  a  big  old  ranch  in  California  hill  country. 
Now,  somewhere  out  on  that  sylvan  spread  you'll  want 
to  bury  a  poke  or  two  of  gold  dust  (and  maybe  your 
ex-partner's  bullet-riddled  corpse),  but  how  do  you 
haul  a  load  like  that  in  the  new  millennium?  Eureka!  It's 
the  Chevrolet  Silverado  1500  LT.  There  isn't  a  more 
attractive  combination  of  ruggedness  and  luxury  any- 
where for  the  money  (roughly  $30,000).  The  business 
end  of  the  Silverado  includes  a  powerful  285-hp  engine, 
a  super-hardened  frame  and  a  two-  or  four-wheel  drive 
transmission — no  real  surprise  there;  this  is  a  truck, 
after  all.  It's  on  the  inside,  however,  that  all  thoughts 
of  hard  labor  vanish.  The  1500's  two  back  half-doors 
open  onto  a  rear  seat  with  surprisingly  ample  legroom. 
Up  front  are  six-way,  heated  power  leather  seats,  tinted 
glass  and  a  neat  self-dimming  rearview  mirror.  The 
dashboard  is  laid  out  more  like  you'd  expect  in  a  sports 
car  than  a  truck,  and  storage  space  dwarfs  anything 
we've  found  in  vehicles  this  size.  Flip  an  Alan  Jackson 
CD  into  the  Silverado's  terrific  sound  system,  and  there's 
no  better  perch  from  which  to  supervise  your  ranch 
hands  struggling  to  mend  fences  out  on  the  north  forty. 

Scan  below  for  the  Chevy  Silverado 


WHATEVER  HAPPENED  TO  CHEATING? 

IN  1969,  ALMOST  50  PERCENT  OF  UNDERGRADS  HA[ 
cumulative  grades  of  C+  or  lower,  while  just  7  per 
cent  earned  A-  or  higher.  But  recent  years  have  seer 
a  swelling  in  the  ranks  of  geniuses,  who  now  actual  I 
outnumber  the  slackers.  Sadly,  that  shift  is  not  due 
to  kids  getting  smarter — it's  probably  because  0 
mollycoddling  professors. 

CUMULATIVE  GRADE  POINT  AVERAGE  REPORTED 
UNDERGRADUATES:  1969,  1976,  1993 


Cumulative  GPA 


Disaggregat 


Percentage  Reporting 
1969      1976  1993 


A  -  or  hi; 
C+  or  b< 


Source:  Levine  And  Curclon,  When  Hope  an,i  Fejr  Colli ,le:  A  Pol 
TG.fav's  College  Shuteiit  (San  Fiinckao.  JoMn  Bass.  iuoS).  p.  12; 
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WILMINGTON 

TRUST 

Recognizing  worth. 


©2000  Wilmington  Trust  Corporation. 


FOR  SOME  TIME  WE'VE  LONGED  TO  RELEGATE  THE  UBIQUI- 
tous  black  electronics  box  to  the  slag  heap  of  design  history.  For  relief, 
we  recommend  the  Nakamichi  SoundSpace  21  home  theater  system. 
It's  an  aural  treat  for  the  techno-geek,  eye  candy  for  the  visual  aesthete. 
The  21  has  four  motorized  speakers  (front  and  surround)  that  move 
vertically  in  their  rosewood-and-chrome  towers,  allowing  you  to 
select  just  the  right  angle  for  your  (sitting  or  standing)  position.  You 
can  also  select  from  a  number  of  different  colors  for  the  main  unit's 
illuminated  faceplate  and  for  the  cloth  grille  covers.  The  21  is  proof  that 
a  good  electronics  system  need  not  dominate  the  room  it's  in — but 
(can  still  blow  the  roof  off  the  suckah.  $15,000;  www.nakamichi.com. 


Had  John 
Gotti  Only 
Known 


ACCORDING  TO  THE  U.S. 
Mate  Department,  American 
companies  are  crawling 
vith  illegal  eavesdropping  bugs 
Now  you  can  ensure  some 
pleasure  of  security  at  home 
Ind  on  the  road  with  this 
pimple  telephone  security 
;uard  from  Privatel.  Originally 
iiesigned  for  the  defense 
industry,  it's  about  the  size  of 


a  calculator,  fits  most  any 
type  of  wire-line  phone  world- 
wide and,  unlike  other  scram- 
blers, won't  make  your  voice 
sound  like  Donald  Duck's.  You'll 
need  at  least  two,  at  $595 
per.  Privatel:  (877)  628-3694 
or  www.L-3Com.com/privatel. 


Pot  Rocks 


MM  MM  MM...  THERE'S  NOTHING 
better  than  a  lobster  feast. 
Wait,  yes  there  is:  a  lobster 
feast  that  you  don't  have 
to  prepare.  The  easiest  way  to 
avoid  that  drudgery  is  the 
New  England  Lobster  Pot  from 
Balducci's.  When  ours  arrived 
via  overnight  delivery,  we 
hungrily  tore  open  the  package. 
Inside  the  chilled  and  self- 
contained  steamer  pot  was  a 
dazzling  repast:  unhusked  corn, 
red  potatoes,  onions,  clams, 
mussels  and  four  groggy  yet 
quite  live  Maine  lobsters,  all 
layered  to  cook  timely  and 
thoroughly.  All  we  had  to  do  was 
punch  holes  in  the  lid,  pour 
in  water  and  wine,  bid  the  little 
fellas  adieu  and  set  the  pot 
on  the  stove.  Voila:  Forty  minutes 
later  the  crustaceans  were  pink 
and  succulent,  the  mollusks 
yawning  and  the  vegetables 
sweet  and  nicely  cooked.  Best 
of  all  was  the  cleanup:  We 
just  stuffed  everything  back  in 
the  pot  and  threw  it  away. 
New  England  Lobster  Pot  for 
two  ($80),  four  ($150)  or  six 
($210),  from  Balducci's;  (800) 
225-3822,  www.balducci.com. 
Scan  below  for  Balducci.com 


'nontECRi&TO 


Try  one  for  yourself 


Hi 


Call (336)  570-9539 
to  order  your  montecristo 
seleccion  sampler  today. 

...  .  ■ 

Sampler  includes  one  each  of  the  eight  Montecristo  sizes. 
Suggested  retail  $68.75 

c ..  ■     ' ■-  -  . 

Special  price  of  only  $44.95 
\jOv       plus  $5.00  shipping  and  handling 
gag  for  a  total  price  of  $49.95 

Plus...  receive  a  $10  coupon  off  your 
next  box  of  montecristo  cigars 


rOOIUECRISTO 

Montecristo  is  a  registered  trademark  of  Cuban  Cigar  Brands,  N.  V.,  a  subsidiary  of  Altadis  U.SA. 
Registered.  U.S.  Pat.  &  TM  off.  and  D.R.  TM off.  M  trademark  may be  registered 'by  others  in  other  countries.  ©2000 


BUT  ENOUGH  ABOUT  YOU  / 


0  Years  of  FYI  History 


We're  not  making  this  up.  Really. 

By  Christopher  Buckley 


en  the  history  of  the  last  ten  years  of  the  20th  century 
ritten,  Forbes  FYI  magazine  will  be  recognized 
uhat  it  was:  the  dominant  cultural,  economic,  social, 
ical  and  moral  force  of  its  time,  as  well  as  the  prime 
vator  of  globalization.  It  also  did  some  other  things, 
h  I  cannot  remember. " 

— Henry  Kissinger, 
The  Gathering  Storm 

en  Malcolm  Forbes,  Sr.  asked  me  to  assume 
ditorship  of  Forbes  FYI  in  the  fall  of  1989,  the  Soviet 
>n  was  intact,  Margaret  Thatcher  was  prime  minister 
reat  Britain  and  George  Bush  was  president  of  the 
ed  States.  Now,  more  than  ten  years  later,  the  Soviet 
>n  is  a  bad  memory,  Margaret  Thatcher  no  longer 
Britannia  and  a  Gen-2  George  Bush  is  campaigning 
lis  father's  old  job. 

mong  these  giants  of  history,  only  Forbes  FYI 
lins:  a  vital  force  in  the  affairs  not  only  of  the  United 
es,  but  the  world.  In  his  1999  address  to  the  United 
ions  plenum,  Secretary-General  Kofi  Annan  re- 
ed, "They  send  it  to  me  at  the  office  four  times  a 
il  We  put  it  on  the  coffee  table  in  the  reception  area, 
lire  it  is  stolen  by  world  leaders." 
We'll  take  that  as  a  compliment, 
iwhen  Vladimir  Putin  became  president  of  the  Rus- 
1]  Federation  earlier  this  year,  his  first  official  act 
ilto  ban  Forbes  FYI  in  Russia.  The  next  day,  interior 
itstry  agents  raided  the  magazine's  Moscow  bureau 
If  trained  water  cannons  on  the  staff.  We'll  take  that  as  a  compliment, 
i|FY/  s  no-holds-barred  coverage  of  the  conflict  in  Chechnya  played  a  key 
Win  turning  world  opinion  against  the  war. 

\lYI  s  charter  was  to  be  an  executive-lifestyle  supplement.  Since  1990,  we 
||  advised  the  Forbes  reader  on  what  we  call  "The  Good  Life,"  a  slogan 
l|  other  magazines,  such  as  GQ  and  Cigar  Aficionado,  liked  so  much  that 
||  copied  it  as  their  own.  This  fall  the  Supreme  Court  will  decide  whether 
Hation  is  the  sincerest  form  of  flattery,  or  whether  the  publishers  of  GQ 
l\CA  will  owe  us  $50  million. 


When  Vladimir  Putin  became 
president  of  the  Russian 
Federation,  his  first  official  act 
was  to  ban  Forbes  FYI  in  Russia. 
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Perhaps  the  key  difference  be- 
tween FY  I  and  its  imitators  is  that 
for  us,  the  good  life  is  not  enough. 
Travel,  wine,  golf,  cars,  fashion,  jew- 
elry and  art  are,  to  be  sure,  our  bread 
and  butter.  But  man  cannot  live  on 


Our  first  cover  story  was  an  expose  of  a  top 
secret  plan  to  assassinate  Saddam  Hussein 
|t  met  with,  shall  we  sayT  mixed  reviews. 


bread  .and  butter  alone.  Balzac  called 
this  quandary  "k  cornichon  humain" 
("the  human  pickle").  Hence  FYFs 
commitment  to  world  peace  and  a 
stable  global  economy. 

Our  first  cover  story  was  an  expose 
of  a  U.S.  top  secret  plan  to  assassinate 
Saddam  Hussein  by  elite  Delta  Force 
commandos.  It  met  with,  shall  we 
say,  mixed  reviews.  I  was  called  a 
"traitor"  and  then  some.  Congres- 
sional witch  hunters  wanted  to  burn 
me  at  the  stake.  But  Bob  Forbes, 
FYFs  founder  and  president,  inter- 
vened and  quietly  arranged  to  finance 
the  Gulf  War.  I  still  have  to  put  up 
with  cold  stares  in  the  Forbes  cafete- 
ria and  muttered  comments  about 
"betraying"  my  country. 

Sigh.  I'll  try  to  explain  it  one  last 
time.  Before  Iraq  invaded  Kuwait, 


Saddam's  tourist  ministry  had  agre 
to  buy  a  28-page  special  advertisi 
section  in  FYI,  promoting  Iraq  as 
upscale  tourist  destination  for  the  d 
cerning  business  traveler.  At  FYI, 
value  our  advertisers.  If  I  could  ke 
the  client  happy  by  alerting  him 
the  fact  that  the  U.S.  governmfi 
was  secretly  planning  to  kill  hi 
fine.  Any  magazine  editor  woi 
have  done  the  same  thing  in  my  pla 

The  Iraq  Thing  wasn't  our  d 
controversy.  Hollywood  actresses  vi 
fiercely  among  one  another  to  get 
the  cover  of  FYI,  knowing  that 
could  make  them  major  stars.  I  m 
not  indifferent  to  beautiful  wom 
trooping  through  my  office,  but  I  v 
always  firm  with  them. 

One  afternoon  I  had  visits  fix 
Demi  Moore,  Julia  Roberts,  Miche 


<3^ir  from  trie  madding  crowd. 
In  trie  very  keart  of  Faubourg  Saint-Honore. 
Elegance.  Privacy.  And  impeccable  service. 


J* 


112,  rue  du  Faubourg  Saint-Honore,  Paris  75008 
Tel:  (33)  0153434300;  email:  resa@hotel-Dristol.com;  www.hotel-Lristol.com 

For  Reservations  Call: 
Crown  International  Marketing  at  800.628.8929  or  201.265.5151 
The  Leading  Hotels  Of  The  World  at  800.223.6800 


e  afternoon  I  had  visits  from  Demi,  Julia, 
chelle  and  Nicole.  I  told  each  of  them 
Hat  they  would  be  on  the  cover.  Perhaps 
Bis  was  misleading  of  me.  


jffer  and  Nicole  Kidman.  (It  was 
ng  day.)  I  don't  like  disappoint- 
I  people,  so  I  told  each  of  them 
they  would  be  on  the  next  cover. 
Ihaps  this  was  misleading  of  me. 
[Vhen  the  next  issue  hit  the 
Ids  with  an  Avedon  cover  of  Alan 
lenspan  in  toreador  pants,  my 
|ne  started  ringing — Hollywood 
(at  agents,  yelling  bloody  murder 
1  carrying  on.  You  could  hear 
|r  cosmetic  surgeries  tearing, 
I  it's  not  a  particularly  pleasant 
nd.  Michelle  Pfeiffer's  agent 
Jounced  that  she  had  taken  an 
rdose  of  something.  I  sent  $75 
Ith  of  flowers  to  Cedars-Sinai 
Jpital.  Bob  Forbes — normally 
irant  of  our  antics — was  not 
Ised  and  deducted  the  flowers 
§1  my  pay.  For  two  months,  my 


children  did  not  eat,  because  of 
Michelle  Pfeiffer.  Thanks,  Michelle. 

In  those  early  days,  our  budgets 
were  lean.  We  couldn't  afford  many 
English-speaking  staff  editors  and 
writers.  As  a  result,  we  ran  a  lot  of 
photographs.  One  of  my  favorite 
pictures  from  that  era  still  makes  me 
laugh.  It  was  of  a  plane  that  went  off 
the  end  of  the  runway  into  a  shop- 
ping center.  Fortunately,  no  one  was 
hurt,  but  it  turned  out  that  the  air- 
line— no  names,  please — was  one  of 
our  biggest  advertisers.  And  here  we 
were  making  fun  of  the  fact  that 
their  pilots  couldn't  land  without 
plowing  into  the  nearest  Blockbuster 
Video.  In  the  accompanying  text, 
I  exaggerated  a  little  and  said  that 
the  pilots  had  been  drinking  mar- 
garitas  up  in  the  cockpit. 
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Je're  not  a  fanzine,  but  we've  always 
[cognized  young  talent — especially  when 
find  it  working  in  our  own  mailroom.  


|  )y.  Did  that  ever  not  go  over  well, 
r  ny  defense,  a  lot  of  writers,  even 
great  ones,  exaggerate.  Herman 
ville  took  many  liberties  in  Moby- 
%  \.  The  real  whale  was  mocha- 
c  >red,  not  "white."  Edgar  Allen 
us  raven  did  not  speak  in  acatalec- 
nlctameter  alternating  with  cata- 
mc  heptameter.  Some  Poe  scholars 
til  say  it  wasn't  even  a  raven,  just  an 
ranary  crow.  Poe  basically  made  the 
fclle  thing  up. 

put  just  try  explaining  that  to  a 
p  oi  advertiser.  Soon,  we  had  no 
t  :rtisers,  other  than  Dr.  Woog, 
i.  >  had  developed  a  machine  for  pe- 
lt ontic  problems.  Grateful  as  we 
v  i,  some  felt  we  should  appeal  to 

e  than  just  executives  with  gum 
i  ase. 

"he  Chinese  ideogram  for  "crisis" 
ade  up  of  two  symbols,  one  for 
s,"  the  other  meaning  "very 
:t."  I  explained  to  various  red- 
aid  Forbeses  that  not  having  ads 
p  an  opportunity  in  disguise:  Now 
ftjjould  cover  the  major  issues  of  our 
ijl  without  being  beholden.  They 
(ft  skeptical. 

'  pur  editorial  on  the  Beagle 
Spinel  dispute  between  Chile  and 
Ifcntina  ("Cut  It  Out!,"  September 
§1)  may  have  been  the  deciding  fac- 
e  in  averting  war  between  those  two 
Ijitries — a  war  that  would  have 
111  calamitous,  not  only  for  the 
Ibles,  a  justly  proud  people,  but 
■the  whales  that  pass  through  the 


channel  on  their  way  to  having  sex 
with  one  another.  Today,  the  Beagle 
Channel  is  "open  for  business"  with 
cruise  ships  plying  to  and  fro.  The 
cruise  lines  advertise  gratefully  in 
FYI.  And  they  had  better  keep  ad- 
vertising, too — or  next  time  we'll  let 
the  Argies  and  the  Chilies  have  at 
each  other.  (Just  kidding.) 

The  historic  entente  is  depicted  in 
one  of  12  FYI -themed  dioramas  in 
the  Forbes  Galleries  at  60  Fifth 
Avenue  in  New  York  City.  Other 
dioramas  depict  Bob  "Fore"-bes  sink- 
ing a  32-foot  putt  at  St.  Andrews' 
Old  Course  in  a  fierce  crosswind 
while  being  harassed  by  sheep;  Tim 
Forbes's  heroic  1997  ascent  of  26,504- 
foot  high  Annapurna,  accompanied 
by  FYI  staff  "sherpas";  a  grim-faced 
Thomas  Dewey  holding  up  the  his- 
toric November  1948  cover  of  FYI 
with  the  headline  Truman  Defeats 
Dewey;  and  the  historic  hiring  of 
Lorraine  Korman  as  FYI  managing 
editor  in  1998. 

In  the  field  of  science,  FYI  can 
take  a  few  bows.  Some  of  the 
groundbreaking  theoretical  work  in 
the  complex  field  of  mapping  the 
human  genome  was  first  published 
in  our  Fall  1992  "Lookin'  Good!" 
fashion  issue.  We  also  ran  an  article 
pointing  out  that  scientists  working 
to  decode  Chromosome  21 — key 
to  the  whole  genetic  enchilada,  as  it 
were — were  "barking  up  the  wrong 
helix."  We  took  some  hits  for  that  at 
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By  the  time  Mel  Gibson  was  finished 
adapting  Steve  Forbes's  article  on  runnin 
for  president,  it  had  become  a  13th- 
century  costume  drama  about  Scottish 
nationalist  William  Wallace.  


the  time,  so  it  was  all  the  sweeter 
when  just  last  month  in  Umfala, 
Finland,  it  was  publicly  (if  begrudg- 
ingly)  acknowledged  that  without 
FYI,  human  genome  researchers 
would  still  be  scratching  their  heads 
and  staring  at  A,C,T,G  sequences. 
We're  just  glad  we  could  help.  And 
not  to  "toot  our  horn,"  but  if  in  1995 
FYI  hadn't  warned  that  an  asteroid 
the  size  of  Orange  County  was  on  a 
collision  course  with  earth,  well, 
things  might  be  a  little  different 
today.  Finally,  it  was  FYI  that  warned 
NASA — repeatedly — that  it  was  tak- 
ing dangerous  shortcuts  in  its  Mars 
Polar  Lander.  We  were  hardly  sur- 
prised when  it  plunged  willy-nilly 
into  a  crater.  Next  time,  maybe  they'll 
take  our  advice  and  use  premium  un- 
leaded gas  for  the  retro-thrusters. 

Making  scientific  breakthroughs 
doesn't  mean  you  can't  have  fun.  In 
the  last  ten  years  we've  had  just 
that,  launching  the  careers  of  such 
stars  as  Angelina  Jolie,  Matt  Damon, 
Gywneth — however  you  spell  it — 
Paltrow,  as  well  as  Steve  Buscemi  and 
Ving  Rhames.  We're  not  a  fanzine, 
but  we've  always  recognized  young 
talent — especially  when  we  find  it 
working  in  our  own  mailroom. 

Among  the  movies  that  began 
as  FYI  articles:  Das  Boot,  originally 


published  as  "Luffing  Towa 
Ravenna,"  was  Edmund  Morrij 
account  of  a  gourmet  cruise  up  i 
Adriatic  aboard  the  sailing  vesj 
Sea  Cloud.  Hollywood  took  the  usj 
liberties  adapting  it  to  the  scre« 
Marjorie  Merriweather  Post's  36 
foot  sailing  yacht  became  a  Germ 
U-boat,  with  the  passengers  trail 
formed  into  smelly,  torpedo-hap 
Nazis.  Never  mind.  By  the  time  A 
Gibson  was  finished  adapting  St« 
Forbes's  article  on  running  for  pre 
dent,  it  had  become  a  i3th-centt 
costume  drama  about  Scottish  1 
tionalist  William  Wallace.  Someh 
we  missed  the  fact  that  Steve  rj 
campaigned  wearing  blue  war  pai 
and  crushing  the  skulls  of  the  otl 
Republican  contenders  with  a  mai 
Never  vcimd.  American  Psycho,  a  mo 
about  a  lunatic,  murderous  W 
Street  broker,  began  as  a  Coyote  J< 
column  about  trout  fishing.  No  1 
stretch  there,  actually. 

No  one  can  truly  live  The  Gc 
Life,  or  live  in  a  global  econori 
without  being  well  dressed.  Un< 
creative  director  Mark  Grischke,  F 
has  become  a  fashion  beacon  to  1 
world.  It  was  FYI  that  declarec 
perhaps  "warned"  is  the  more 
term — that  "The  capri  pant  is  bac 
(Summer  1993)  That  one  sentei 


Pierce 
Brosnan's  choice 


caused  a  massive,  instantaneous  re- 
tooling of  the  textile  industry.  This 
willingness  to  tell  it  "like  it  is"  has  not 
always  made  us  popular  in  Paris  or 
Milan.  So  be  it. 

In  sports,  it  was  our  own  golf 
columnist,  Jim  Bartlett,  who  wrote, 
"Keep  your  eye  on  a  young  man 
named  Tiger  Woods.  He's  only  two- 
and-a-half  years  old,  but  he's  already 


Our  own  golf  columnist  wrote,  "Keep  your 
eye  on  Tiger  Woods.  He's  only  two-and-a-ha 
years  old,  but  he's  already  'got  game.'  " 
Wish  we'd  said  that.  In  fact,  we  cf/dsay  thq 


'got  game.'  "  Wish  we'd  said  that.  In 
fact,  we  did  say  that. 

But  influencing  the  course  of 
human  history  does  not  pay  the  elec- 
tricity bill.  Bob  Forbes  decided  we 
should  have  at  least  a  few  advertisers. 
To  that  end,  he  hired  G.  Gordon 
Liddy  of  Watergate  fame  to  dig  up 
embarrassing  information  about  the 
CEOs  of  large  companies  that  might 
advertise.  G.  Gordon  found  one  who 
turned  out  to  have  been  Adolf  Hitler's 
number  two  general  during  World 
War  II.  And  no  one  had  noticed!  He's 
now  a  regular  advertiser.  Another 
CEO  had  been  having  an  affair  with 
the  wife  of  a  prime  minister  of  a  major 
Asian  country.  When  we  presented 
him  with  the  evidence — along  with 
an  order  form  for  a  12-page  inser- 


tion— he  almost  pulled  "a  Michelli 
as  we  say  around  the  office  whl 
someone  tries  to  kill  themselves. 

Soon  the  ads  were  rolling  in. 

So  was  the  mail.  It  was  our  exe 
utive  editor,  Patrick  Cooke,  w| 
conceived  the  brilliant  idea  of  ru 
ning  some  of  it  in  the  magazij 
under  the  heading,  "Letters  to  ti 
Editor."  Naturally,  we  only  ran  t] 
good  ones,  and  there  weren't  many 
those,  so  we  had  to  make  some  u 
More  typical  were  the  letters  like  til 
one:  "Sir,  and  I  use  the  term  loose] 
Your  publication  is  a  disgrace." 
my  reply,  I  couldn't  resist  borrowii 
from  Dr.  Johnson:  "I  hope  you  c| 
of  a  rare  blood  disease!"  Today  th 
correspondent  and  I  are  close  frienc 
I  am  godfather  to  his  children,  ai 


At  Palmilla,  living  on  the 
edge  is  relaxing  poolside 
in  your  own  eustorn  home 
overlooking  the  Sea  of 
Cortes.  It's  watching  the 
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where  every  edge  becomes 
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he  lets  me  sleep  with  his  wife  whi 
he  is  out  of  town. 

As  the  nineties  progressed,  m 
played  a  vital  role  in  the  affairs 
the  nation.  Literally.  We  broke  tl 
Monica  Lewinsky  story  in  our  ai 
nual  "Summer  Fun"  issue.  Perhaps 
Mr.  Clinton's  Re-Election  Commi 
tee  had  bought  ad  space  in  FYI 
1996,  we  never  would  have  run  tl 
story.  But  we're  pleased  to  have  a 
article  in  this  issue  by  Preside 
Clinton  ("Why  I  Should  Be  Di 
barred").  We're  also  tickled  to  have 
story  by  Monica  Lewinsky  ("Cig 
Aficionada"). 

Some  friends  are  no  longer  wi 
us.  In  1997  we  were  honored  by 
visit  from  HRH  Diana,  Princess 
Wales.  "Di,"  as  we  called  her,  was 
great  sport,  hiking  up  her  skirt  ar 
sitting  on  the  Xerox  machine.  SI 
shook  everyone's  hand,  even  tl 
mailroom  guys',  and  took  time 
say  something  personal  to  everyor 
Senior  Editor  Neal  Santelmann 
still  stopping  people  on  the  street  an 
telling  them  what  she  said  to  him.  (J 
say,  you  are  tall.")  The  special  issn 
that  we  rushed  into  print  after  h 
death  was  our  biggest  seller  ever.  H 
face  has  been  on  every  cover  sine 

It's  hard  to  believe  it's  been  t<| 
years.  Ten  years  is  a  decade;  a  decad 
is  one  tenth  of  a  century;  a  century 
one  tenth  of  a  millennium,  which 
one  tenth  of  10,000  years.  Go  bail 
in  time  200  decades  and  you'll  1 
wearing  sandals  and  being  naile 
to  a  cross  by  Roman  soldiers.  N 
thanks!  But  our  only  regret  is  th 
FYI  wasn't  around  to  cover  sonj 
of  the  exciting  executive-lifesty 
events  of  the  past  millennium,  sue 
as  the  Hundred  Years'  War,  tl 
burning  of  Savonarola,  or  the  Di 
of  Worms,  the  Atkins  diet  of  i 
day.  Charles  V  is  said  to  have  lost 
pounds  in  six  weeks.  But  that's 
story  for  another  time. 

Meanwhile,  we're  looking  forwai 
to  the  next  ten  years  of  bringir 
you  the  best  of  The  Good  Life, 
may  be  a  dirty,  lousy,  rotten  jo' 
but  we've  loved  every  decade  of  it 


\  -  800-325-4252  vvwu.aldcnshoe.com 


^discover  the  lost  art 

of  a  perfect  vacation, 


The  Westin 
Hawaii  Prince  Hotel 


WAIKIKI 


Kauna'oa  Beach,  The  Westin  Mauna  Kea  Beach  Hotel 


e  breeze  off  the  Pacific.  Soft,  warm  sand  on  the  best  beach  in  the  world, 
'stal  blue  waters  of  a  beckoning  ocean.  This  is  Westin  Resorts  Hawaii. 
:able  service,  world-class  golf,  mouthwatering  island  cuisine.  Plus,  a  special 
:  package  with  a  $100  per  day  resort  credit.  Rediscover  us  for  yourself.  Visit 
bsite,  then  call  your  travel  agent  or  1-800-WESTIN-l.  Or  call  our  Hawaii 
irect  at  1-888-625-4949. 


The  Westin 
Hapuna  Beach  Prince  Hotel 

BIG  ISLAND  OF  HAWAII 


Westin 


www.  westin.com 
www.  princehawaii.  com 

Subiect  to  availability  Some  restrictions  apply.  Valid  to  12/15/00. 


The  Westin 
Mauna  Kea  Beach  Hotel 

BIG  ISLAND  OF  HAWAII 


SPECIAL     ADVERTISING  SECTION 

JackDaniefs 

Oand  the  Etiquette  of 
Droorate 

Giftuivins 


Close  your  eyes  and  imagine  getting  the 
perfect  gift  at  the  office:  something  new,  but 
with  a  rich  past.  Something  thoughtful,  but 
not  overly  personal  either.  A  gift  that  is 
tasteful,  perhaps  even  tasty.  In  all,  a  token 
of  corporate  friendship  that  you'd  like  to 
show  off,  rather  than  hide  in  the  closet. 

Few  business  associates,  whether  clients 
or  employees,  covet  another  desk  calendar 
adorned  with  a  company  logo.  However, 
unwrapping  an  American  icon  —  a  bottle  of 
Jack  Daniel's  Tennessee  Whiskey  with  its  dis- 
tinctive black  and  white  label  —  would  gen- 
erate cheers  around  the  office.  After  all,  it's 
the  world's  best  charcoal-mellowed  whiskey 
and  the  winner  of  seven  international  gold 
medals.  It  has  a  rich  history  that  dates  back 
to  1866,  and  each  bottle  resonates  with 
Southern  hospitality  and  a  timeless  quality. 

Recognizing  that  no  two  barrels  age 
quite  the  same,  master  distiller  Jimmy  Bed- 
ford set  aside  a  limited  number  of  barrels 
to  be  bottled  for  their  unique  character. 
This  hand-selected  whiskey  was  bottled  at 
94  proof  in  elegantly  sculpted  decanters. 
The  result  was  Jack  Daniel's  Single  Barrel 
Tennessee  Whiskey.  From  time  to  time, 
Jimmy  still  sets  a  few  special  barrels  aside, 
and  this  splendid  product  is  now  available  throughout  the  country. 

Jack  Daniel's  Single  Barrel  is  an  exclusive  gift  that  will  make 
clients  and  associates  take  notice.  A  gift  as  carefully  chosen 
as  Single  Barrel  signals  the  level  of  importance  that  you  place 
on  the  relationship. 

in  fact,  many  corporations  and  individuals  are  even  going  a  step 


A  gift  of  Jack  Daniel's 

can  be  given  for  any  number  of  occasions. 
In  Mr.  Jack's  Day,  presenting  a  bottle  of 
Tennessee  Whiskey  required  no  special 
etiquette,  but  these  days,  corporate  giving 
requires  some  consideration.  Here  are  a 
few  ideas  for  reasons  to  give  or  celebrate: 

•  Winter  holidays  are  the  prime  gift-giving 
season,  but  remember  special  occasions 
that  can  build  goodwill  between  a 
corporation  and  its  clients  or  employees. 

•  Use  gifts  to  reward  employees  for  a  job 
well  done  and  to  thank  associates  and 
clients  who've  helped  further  your 
mutual  goals. 

•  Celebrate  such  moments  as  clinching  a 
major  deal,  opening  a  new  office  or 
getting  a  promotion. 

•  Personal  milestones  make  wonderful 
occasions  for  gifts  as  well,  whether  it's 
a  wedding,  a  birth  or  a  retirement. 

•  In  this  age  of  globalization,  don't 
forget  to  add  overseas  business  associ- 
ates to  your  gift  list.  As  renowned  as 
the  finest  French  cheese  or  Belgian 
chocolate,  Tennessee  Whiskey,  espe- 
cially Single  Barrel,  is  savored  by  con- 
noisseurs the  world  over. 


further  with  gi 

Recently,  the  distillery  started  sellinl 
Jack  Daniel's  Single  Barrel  a  barrel  a 
a  time.  Entire  barrels  have  bee 
ordered  from  customers  ranging  frori 
individual  clients,  corporations  air 
clubs  to  hotels  and  premium  iiquq 
stores.  Aged  in  charred  white  oak,  thii 
premium,  dark  amber  whiskey  develop) 
an  exquisite  color  and  taste  all  its  owrj 
with  heightened  flavors  of  toasted  oalj 
vanilla  and  carame 

"Each  of  the  240  bottles  drawn  fror 
your  personal  barrel  is  individually  nun 
bered  and  makes  a  wonderful  gift."  say 
Lois  Mateus,  a  senior  vice  president 
Brown-Forman,  which  owns  Jack  Daniel'9 
Of  course,  buying  Jack  Daniel's  Singl 
Barrel  by  the  barrel  is  such  a  clever  idea 
it's  bound  to  spark  a  few  cutting-edg 
reasons  for  gift  giving.  Take,  for  instance 
the  groups  of  executives  who  have  madi 
the  trek  to  the  distillery  in  Lynchburg  h 
select  a  barrel  for  their  corporations. "/ 
the  beginning  of  the  aging  process  for  the  whiskey,  they  stati 
their  goals  and  objectives,  which  are  written  on  the  lid  of  thi 
barrel,"  says  Mateus.  "Then,  when  those  goals  are  achieved 
everyone  is  rewarded  with  bottles  from  the  barrel." 

Now,  what  could  be  a  more  powerful  incentive  to  get  the  jol 
done  right  than  that? 


il n't  a  whole  barrel  of  Tennessee  Whiskey  make  a  great  gift  to  a  good  friend  or  customer?  If  you  agree,  call  us  at  615-340-1033. 

DME  FOLKS  LIKE  our  Jack  Daniel's  Single  Barrel  so  much  we've 
ided  to  make  it  available  by  the  barrel. 


is  whiskey  is  so  unique  we're  selling  it  in  a  size  that  will  definitely 
d  you  a  while:  a  50-gallon  barrel.  Jack  Daniel's  Single  Barrel  is  hand 
rcted  by  our  head  distiller  during  aging,  then  bottled  one  barrel  at  a 
le.  Of  course,  getting  one  of  these  400 -pound  barrels  into 
iv  hometown  will  take  some  doing.  But  if  you're  interested, 
:  write  our  head  distiller  here,  Jimmy  Bedford.  He'll  even  put 
it  name  on  the  barrel  if  you  ask  him. 


ACK    DANIEL'S   SINGLE  BARREL 

Your  friends  at  jack  Daniel's  remind  you  to  drink  responsibly . 


Tennessee  Whiskey  •  47%  alcohol  by  volume  (94  proof)  •  Distilled  and  Bottled  by 
Jack  Daniel  Distillery,  Lem  Motlow,  Proprietor,  Route  1,  Lynchburg  (Pop.  361),  Tennessee  37352  •  www.jdsmglebarrel.com 
Placed  in  the  National  Register  nj  Historic  Places  by  the  United  States  Government. 


HOW  TO  PLAY  BETTER  GOLF 


Lesson  3 

The  Correct  Stance 


The  correct  stance  (fig.  i)  starts 
when  you  sit  at  your  computer 
(fig.  2).  At  QolfDigest.com,  you'll 
not  only  get  expert  tips  and  advice 
from  pros  like  Tiger  Woods,  but 
you'll  also  get  the  latest  news,  tour 
coverage  and  information  on  the 
best  courses  near  you. 
Log  on  to  QolfDigest.com  before 
your  next  round  and  see  how 
you  can  improve  your  game. 


GolfDigest.com 


Improve  your  game. 


GQLFBAG^Z 


Isn  Who  Tried 


(And  Failed) 


To  Kill  Golf 


r  James  Y.  Bartlett 


LETHER  YOU  BELIEVE  GOLF  EVOLVED  O 

links  of  Scotland,  derived  from  the  Dutc 
game  of  ko/ven,  or  was  even  invented  by  th 
nese  proto-communists  of  the  Ming  Dynasty, 
fact  remains  that  people  have  been  playing 
silly  stick-and-ball  game  for  centuries, 
t's  interesting  that  in  all  those  hundreds  of 
Jrs,  so  few  ever  stepped  forward  to  say,  "Stop 
;  madness!" 

But  some  did.  Whether  they  knew  it  or 
,  these  ten  historic  figures  tried  to  kill 
royal  and  ancient  game.  Beware.  They, 

:heir  minions,  are  out  there  still. 


JG  JAMES  II  of  SCOTLAND 

jies  II  heads  our  list:  He  actually  issued 
official  proclamation  in  1457  informing 
;  subjects  that  golf  was  henceforth  to  be 
\terly  cryed  downe  and  not  to  be  used."  To 
1  everlasting  credit  of  the  Scots,  they  pretty 
ich  ignored  James's  edict  and  kept  on  hacking. 
One  can  forgive  the  king — known  as  "James 
!  he  Fiery  Face"  thanks  to  an  ugly  birthmark — 
!  being  crabby.  He  had  a  persistent  English  pro 
I:  They  were  always  invading  the  Borders  and  ! 
when  he  learned  that  many  of  his  subjects  were  more  in- 
psted  in  sharpening  their  short  games  than  in  honing  their 
brds,  James  hit  the  roof. 

'It  didn't  take.  A  few  decades  later,  James  IV  ("James  of  the  Long  Belt")  was 
J.ng  his  own  personal  clubmaker,  and  later  still,  James  VI  imported  the  game 
hose  pesky  English — probably  the  best  preemptive  strike  the  Scots  ever  made. 


FORBES  FYI  S7 


BEN  HOGAN 

One  could  make  a  good  argument, 
that  Hogan  single-handedly  tried 
to  kill  the  idea  of  golf  as  a  sociable 
game  played  for  fun  and  enjoyment. 
"I  play  with  friends,  but  we  don't  play 
friendly  games,"  he  once  said.  Ap- 
parently, the  words  "Take  it  away, 
that's  good"  never  issued  forth  from 
the  Wee  Ice  Mon. 

We  all  know  that  Ben  had  a  good 
swing,  and  his  book  Five  Lessons:  The 
Modern  Fundamentals  of  Golf  is  still 
the  classic  instructional  textbook.  But 
somehow  a  myth  sprang  up  that  he 


Robertson  opposed  the  new  tech- 
nology of  the  day:  golf  balls  made 
of  melted  rubbery  stuff  that  didn't 
explode  in  a  cloud  of  goose  down  like 
the  commonly  used  featherie  ones 
were  wont  to  do.  "Not  in  my  lifetime" 
was  this  Luddite's  general  opinion 
of  the  newfangled  balls. 

So  when  Robertson  caught  his 
assistant  pro,  Not-Yet-Old  Tom 
Morris  playing  one  of  the  new  gut- 
ties, there  was  trouble  in  links  land. 
The  men  had  words,  and  Morris 
headed  off  down  the  road  to  Prest- 
wick — where  he  took  the  job  of  head 


omehow  a  myth  sprang  up  that  Ben  Hogan 
arbored  a  "secret"  that  no  one  else 
new.  This  is  the  guy  who,  when  Gary  Player 
nee  called  for  some  swing  advice,  told 
im:  "Don't  you  play  Dunlop  clubs?  Then  go 
call  Mr.  Dunlop."  


harbored  a  "secret"  that  no  one  else 
knew — and,  of  course,  he  wasn't 
about  to  spill  the  beans.  This  is  the 
guy  who,  when  Gary  Player  once 
called  for  some  swing  advice,  told 
him:  "Don't  you  play  Dunlop  clubs? 
Then  go  call  Mr.  Dunlop."  Sweet. 

Thanks  to  the  myth  of  Hogan's 
secret,  golf  has  been  inundated  with 
ridiculous  instructional  books,  endless 
magazine  articles,  hundreds  of  golf 
schools,  television  product  advertori- 
als at  2  a.m.  and  smiling  snake-oil  in- 
structors who  are  still  strangely  blond 
and  wrinkle-free  in  post-middle  age. 

You  want  the  secret  to  golf?  I'll 
give  it  to  you  for  free:  Hit  it.  Go  find 
it.  Hit  it  again. 

ALLAN  ROBERTSON 

Short  and  muscular,  his  ruddy  face 
framed  by  mutton-chop  sideburns, 
Robertson  was  the  head  golf  pro- 
fessional at  the  Old  Course  in  the 
early  part  of  the  19th  century,  which 
meant  that  he  arranged  matches,  gave 
instruction,  made  clubs  and  balls, 
supervised  the  links  and  generally 
walked  around  town  looking  impor- 
ant.  As  Mister  Golf  in  St.  Andrews, 


pro,  helped  launch  the  British  Open 
and  became  a  dynastic  legend. 

Despite  Robertson's  line-in-the- 
sand  stance,  golf  technology  has  sol- 
diered on  ever  since. 

BABE  DIDRICKSON  ZAHARIAS 

Maybe  the  Babe  didn't  quite  kill 
women's  golf,  but  she  did  put  it  in  a 
hole  from  which  it  has  yet  to  emerge. 

Her  story  is  well  known:  She  was 
a  natural  athlete,  a  tennis  player  and 
track-and-field  Olympian  who  segued 
into  golf  at  a  later  age  and — thanks 
to  her  engaging  personality  and  pro- 
digious talents — helped  launch  the 
LPGA.  The  Babe  attracted  most  of 
the  tour's  crowds  during  its  nascent 
seasons  before  tragically  succumbing 
to  cancer  in  1956. 

Her  secret  was  twofold:  She  hit 
the  golf  ball  hard  and  long— dare 
we  say  it? — like  a  man.  Yet  she  was 
quintessentially  female:  sweet,  funny, 
friendly,  gracious,  sunny  and  shape- 
ly. Didrickson  had  the  whole  pack- 
age, which  was  why  folks  came  out 
to  watch  her  launch  the  ball  and 
then,  after  each  round,  chat  with 
them  until  dusk. 


Since  then,  the  LPGA  tour 
found  itself  in  a  persistent  market 
quandary.  Do  they  show  off  the 
delicate  daisies  who  happen  to  rr 
our  societal  standards  as  sex  symb 
or  do  they  promote  those  who 
really  play,  the  smashmouth  gol 
who  have  little  regard  for  glamc 
sex  symbolism  or  anything  else 
their  way  to  the  winner's  circle? 

See?  It's  all  the  Babe's  fault. 

MICHAEL  MURPHY 

I  like  the  book  Golf  in  the  Kingd 
I  really  do.  Shivas  Irons.  Burni 
bush.  True  gravity.  Little  elves 
ghostly  forces  meeting  on  the  Scj 
tish  links  and  conjoining  to  ans' 
the  question,  "What  is  the  meanl 
of  it  all?"  as  "Golf." 

Still  in  print  30  years  after  it  ^ 
published  (by  the  guy  who  found 
the  Esalen  Institute  on  Californ 
Big  Sur  coast),  the  book  may  kill 
yet,  however.  For  its  success  has  b 
an  entire  generation  of  me-too'< 
constituting  what  I  call  the  Braj 
cloud  School  of  golf  literature.  A 
thing  mystical  and  magical  zb> 
golf  falls  into  this  genre,  and  the  r 
lines  are  sadly  predictable.  Golfel 
out  playing,  badly.  Suddenly  he  ws 
through  a  braincloud  and  enter 
strange  new  dimension.  Lo  and 
hold!  Here  comes,  out  of  the  sh: 
ows,  (a)  Bobby  Jones,  (b)  Ben  Hog 
(c)  some  magical,  mystical  figure  w 
holds... wait  for  it... the  Secret 
Golf  Our  hero  enters  and  qualii 
for  the  U.S.  Open,  the  Masters  or 
local  club  championship  and,  com 
to  the  18th  hole,  dramatically  (a)  wi 
(b)  loses  or  (c)  wakes  up  before 
final  putt  drops  and  realizes  that 
Secret  of  Golf  is  (a)  indiscernible, 
inside  us  all  the  time  or  (c)  hit  it, 
find  it,  hit  it  again. 

When  the  number  of  Brainclo 
books  roughly  equals  the  number 
golf  instructional  books,  the  gai 
itself  may  collapse  into  dust. 

RACHEL  CARSON 

When  Carson's  work  Silent  Spr, 
was  released  in  1962,  it  helped  g 


FYI 


lijh  to  the  entire  environmental 
nj  ement.  It  was  also  the  first  shot 
.e  ss  the  bows  of  the  S,S.  Golf. 

Wo  one,  of  course,  is  in  favor  of 
icloning  the  environment,  spread- 
n  DDT  on  birds  and  insects  or 
111  king  gray  water — not  even  avid 
■<c  ers.  But  somehow,  the  environ- 
n  ital  movement  has  managed  to 
rte  the  public  perception  that  all 
c  courses  are  inherently  bad. 

t  ain't  necessarily  so.  Responding 
c  :nvironmental  concerns,  golf 
arse  architects  and  superinten- 
ds have  changed  the  way  they  do 
i  ness.  They've  learned  how  to 
aw  and  maintain  turfgrass  with- 
i!>  using  toxic  chemicals  that  can 
:jjn  surrounding  ecosystems,  water 
exes  and  wildlife  habitats.  In  fact, 
ally's  golf  courses  often  double  as 
rllife  refuges  and  provide  useful 
ilets  for  wastewater.  Many  have 
dpme  areas  dedicated  to  rebuild- 
Jdelicate  ecosystems  rather  than 
(jtroying  them. 

Kt  the  same  time,  they  provide 
i  of  fun  for  us  two-leggers,  too. 

J:k  nicklaus 

fty'll  be  talking  about  the  heroic 
Jtaits  of  Jack  Nicklaus  for  as  long 
fie  game  of  golf  is  played.  Which 
Appropriate  since  Nicklaus  has 
Ae  more  than  anyone  else  to  elon- 
K  the  experience  of  play — to  the 
ante's  ultimate  detriment, 
tt'hanks  in  part  to  the  Golden 
i|.r,  golf  has  become  an  agoniz- 
*Ly  slow  experience.  The  length  of 
ie  required  to  play  a  full  round  is 
rmost  frequently  cited  complaint 
|:ers  have  about  the  game, 
lack  wasn't  the  first  slow  player, 
(course — just  the  most  famous, 
fe  deliberate  style  of  play  was  hyp- 
iizing  and  enervating;  he  would 
(fid  over  the  ball  for  eons  before 
jling  the  trigger.  Of  course,  he 
b  won  tournaments  by  the  bushel 
(1  money  by  the  millions. 
This  inspired  everyone  else  on 
PGA  Tour  to  emulate  him; 
j.sequently,  play  slowed  to  a  crawl. 
Id  since  we  members  of  the 


How  would  you  describe  The  Waldorf  Towers?  Would  you  elaborate  on 
the  sheer  joy  of  arriving  through  its  private  entrance?  Would  you  say  it's 
supremely  comfortable?  Perhaps  you'd  call  it  an  elegant  second  home, 
attentive  to  your  every  need.  Then  you  realize,  as  you  are  whisked  away 
to  your  suite  high  above,  that  this  is  a  place  which  defies  description. 


/(h>  &al  ,;i>//i .  On 


IhtFJeadinfHotelsof  thJWorld 

//,„■/;  .  \7//(k>?2.  GMotiet  S/Z-366 


.1/00  &acaimiU:  2/2-Xya- //JJ'J 


0 


^Jaltwater 


lingering  on  lipa 
after  jnorkeling  in  a 
crystal  cove.  Hdcaping 
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'ii  a  Mtuet  craLie.  Feeling 
trean  breezes  careM  championship 
fairways.  Come  rediscover 
you/velf  in  paradise  at  one  of 

SuperClubs ' 
jjt/jree  magnificent 
mwid Lido  Resorts. 
Grand  Lido  Negri! 
and  Grand  Lido  San,<  Soaci 
are  both  recipients  of  the 
AAA  ^-Diamond  Award.  Here, 
you  11  find  the 
.  buper-LncLuwi 
world  of  sumptuous 
cuisine,  gracious  service  and 
infinite  pwil'ilittes,  with  i 
hidden  charges.  Even 
tipping  is  forbidden. 
A'h  about  our 
complimentary 
wedding  packages. 

your  travel 
i  agent  or  SuperClubs  at 
l-800-GO-Sl  'PER /Ext.  7520. 

C  jiviikI  I^kIo 

R.  ES'ORTS 

Ne°ril«San$  Souci»Braco 

w 

MHR<     I!  '      lh;i>i'.<  Ikuvm  Jtaiwrit 


'\t  www.superclubs.coni 

%      SitptrCluh  ii  repreocntei)  uvWt'n'/V 
»y  International  Li/'eAyl/j,  Inc. 


Hacker  Nation  take  our  cues  from 
the  weekend  warriors  on  the  tube, 
we  all  started  tossing  grass  into  the 
air,  stalking  putts  from  six  different 
angles  and  waiting  for  some  heavenly 
clue  to  tell  us  when  to  swing. 

Nicklaus  was  also  one  of  the  first 
professional  players  to  measure  the 
course,  and  he  used  those  yardage 
numbers  to  determine  his  club  selec- 
tion. As  a  result,  golf  stopped  being 


electric  vehicles  for  industry,  as  vi 
as  the  elderly  and  handicapped. 
1952  he  was  asked  to  make  an  elec 
vehicle  for  golfers,  and  by  the  196 
Williams's  Marketeer  Manufactuij 
Co.  was  among  the  world's  lard 
suppliers  of  golf  carts. 

A  Texas  oilman  named  B 
Jackson  actually  obtained  the  f 
patent  for  his  golf  cart  in  1948  (nan) 
the  "Arthritis  Special"),  and  anotl 


The  father  of  the  golf  cart  as  we  know 
Merl  Williams  got  American  golfers  off  the 
feet,  ushered  in  the  era  of  unwalkable  course 
that  anchor  real  estate  developments  an 
 added  $2Q-$5Q  to  the  cost  of  every  roun< 


a  game  of  feel  and  became  a  math- 
ematical exercise  where  every  tree, 
rock  and  bunker  had  to  correspond  to 
some  prefigured  map  of  the  course, 
with  yardages  clearly  marked,  pre- 
ferably to  both  the  front  of  the  green 
and  the  pin.  Instead  of  saving  time, 
golfers  now  spend  hours  running 
around  finding  sprinkler  heads,  cal- 
culating distances,  inferring  the 
effects  of  wind  and  terrain  and  doing 
a  host  of  complex  mathematical  com- 
putations, all  just  to  select  a  club. 

In  the  meantime,  the  game  gets 
slower,  and  slower,  and  slower. . . 

MERL  WILLIAMS 

Merl  Williams  popularized  the  mo- 
torized golf  cart,  created  a  nation  of 
golfing  fat  butts  and  forever  changed 
the  way  the  game  is  played,  at  least  in 
this  country. 

The  first  electric  golf  cart  was 
hammered  together  by  Ben  Delanty 
of  the  Pasadena,  California,  Power 
Department  for  his  friend  Curtis 
Willock,  greens  chairman  at  Anna- 
dale  Golf  Club — an  avid  golfer 
despite  the  fact  that  he  was  missing 
a  leg.  But  Merl  Williams,  who  first 
devised  a  battery-operated  motorcy- 
cle for  his  wife's  shopping  runs  in 
Long  Beach  during  the  gas-rationing 
days  of  World  War  II,  branched  out 
after  the  war  and  began  building 


California  company  called  Autoe 
first  began  leasing  fleets  of  golf  cai 
But  as  the  father  of  the  golf  cart  as 
know  it,  Merl  Williams  got  Am 
ican  golfers  off  their  feet,  ushe: 
in  the  era  of  unwalkable  cour 
that  anchor  real  estate  developme 
and  added  $20-550  to  the  cost  of  ev 
round.  He's  also  indirectly  respo 
sible  for  every  one  of  those  b 
bounces  off  concrete  cart  paths. 

GENE  SARAZEN 

Eugenio  Saraceni  staiggled  up  fr< 
his  immigrant  roots  to  become  c 
of  the  dapper  heroes  of  golf  in 
Roaring  Twenties.  He  struck  t 
noteworthy  double-eagle  five-wc 
at  the  second  Masters,  and  contini 
to  charm  tournament  fans  throu^ 
out  his  career.  But  by  tinkering  w 
his  wedge,  he  helped  trigger  a  sti 
unchecked  wave  of  technologi 
tomfoolery  that  has  helped  to  obf 
cate  the  real  basis  of  the  gams 
sound  swing. 

Like  many  players  in  the  early  p 
of  the  century,  Sarazen  always  r 
trouble  escaping  from  bunkers,  wh 
in  his  day  were  far  more  hazarck 
than  today's  well  raked,  uniforr 
shaped  kitty  boxes.  As  the  story  gc 
Sarazen  noticed  the  flanged  shape 
an  airplane's  wing  flaps  and  thou^ 
that  a  similar  design  might  be  use 


JVC's  Executive  Home  Theater 

Try  To  Keep  Your  Eyes 

On  The  Screen. 


JVC  introduces  a  home  theater  system  so  beautiful,  you 
may  end  up  watching  it  instead  of  the  action!  Our 
Executive  Home  Theater's  innovative  design  enhances  any 
entertainment  environment  with  a  sleek,  brushed  aluminum 
console  and  five  solid  aluminum  speaker  cabinets.  Plus  a 
high-performance  subwoofer  with  100  watts  of  bottom  end 
for  a  high-end  DVD  experience.  And  it's  all  as  easy  to 
connect  as  it  is  to  watch.  JVC's  Executive  Home  Theater  - 
almost  as  exciting  as  the  movies  themselves. 


gant  brushed  aluminum 
hsole  fits  any  decor 

■olid  aluminum  speaker 
Dinets  for  crisp  surround  sound 

jilt-in  Dolby  Digital  &  DTS 
coders  for  a  riveting  home 
;ater  experience 


Complete  home  theater  system: 
DVD,  CD,  AM/FM  tuner 

Easy,  single  cable  connection 
between  console  and  subwoofer 

Includes  speaker  cables  with 
mini-plugs  for  one  touch  connection 


Dramatic  10",  100  watt 
powered  subwoofer 


For  your  nearest  authorized  JVC  dealer  call  1-800-252-5722 

or  visit  our  web  site  at:  www.jvc.com 


JVC 


L  F  R  Y 

AND  ART  ADVISORY  SERVICES 


Located  at  Worth  Avenue  and  Hibiscus,  in  the  heart  of  Palm  Bead 
prestigious  shopping  district.  Gasiunasen  Gallery  features  works  of  art 
by  Modern  and  Contemporary  Masters.  For  26  years,  art  dealer  Ari 
Gasiunasen  has  been  satisfying  art  enthusiasts"  particular  needs,  finding  the 
perfect  match,  thus  creating  the  ultimate  union  in  taste,  appreciation  and 
format. 

Outside  of  the  gallery  venue.  Ari  Gasiunasen  has  a  strong  art  advisor)  divi- 
sion educating  new  art  collectors  in  the  value  of  buying  art  -  whether  it  at 
auction  in  Geneva  or  from  a  private  estate  in  Philadelphia.  For  the  astute 
connoisseur,  services  range  from  upgrading  collections  to  researching  and 
authenticating  works  of  art.  All  services  have  competitive  rates,  allowing 
buyers  to  acquire  what  they  love  at  the  correct  price. 

The  Gasiunasen  Gallery  itself  boasts  a  wide  range  of  international  artists, 
such  as  Picasso.  Magritte.  Chagall.  Giacometti.  Flanagan.  Dubuffet. 
Moore.  Matisse,  and  Van  Dongen.  as  well  as  American  Masters  such  as 
Hopper.  ( llackens.  Avery.  Louis.  Hofmann.  Frankenthaler,  Calder.  Warhol, 
and  Marsh.  Having  hosted  one-man  shows  of  works  by  Jim  Dine.  George 
Segal.  Louise  Nevelson.  Karel  Appel.  Fernando  Botero  and  Robert 
Mapplethorpe.  Gasiunasen  Gallery  has  become  a  showcase  of  the  best  and 
brightest  artists,  and  has  taken  its  place  as  a  premier  locus  for  outstanding 
art  forms,  such  as  paintings,  works  on  paper,  sculpture  and  statuary. 

4LS  Hibiscus  Avenue,  at  Worth  Avenue 
Palm  Beach.  Florida  33480 
Pel:  561.820.8920  Fax:  561.820.8918 


in  the  sand.  He  went  back  to 
workshop,  took  out  a  wedge 
began  adding  solder  to  the  bottJ 
trying  to  duplicate  that  aerodyna: 
flange.  It  worked:  With  a  broal 
bottom  edge  to  sweep  through 
sand,  it  suddenly  became  easjl 
pop  the  ball  out  of  a  bunker.  1 
wedge  was  born. 

Sarazen  invented  his  sand  we( 
in  1931,  and  the  following  y 
he  won  both  the  U.S.  and  Brit 
Opens  with  his  secret  weap 
(Afraid  of  running  afoul  of  the  Rc 
8c  Ancient  rules  gnomes,  he  kept 
club  inverted  in  his  bag  when  he 
in  Britain.)  His  success  gave  birtl 
a  cult  of  club  design,  one  that  sh< 
no  sign  of  stopping.  Today,  t 
ideas  in  golf  clubs  come  barrel 
into  the  marketplace  in  a  confusi 
jumble,  and  golfers  have  beco) 
accustomed  to  trying  to  buy  be 
results  with  technology  instead 
improving  their  basic  swings.  Wq 
is  why  Sarazen's  brilliant  tinker 
was  good  for  the  golf  industry- 
bad  for  golf. 

CLIFFORD  ROBERTS 

Yes,  the  man  gave  us  the  wor 
finest  golf  tournament,  the  Mast< 
as  well  as  a  host  of  spectating 
novations  we  take  for  granted  tod 
But  Cliff  Roberts— pal  of  BoD 
Jones,  cofounder  of  Augusta  Naticj 
al,  Eisenhower  rainmaker  and  s{ 
described  "chief  executive  bastardl 
did  perhaps  more  than  any  otll 
person  to  sustain  the  image  of  Am| 
ican  golf  as  elitist  and  exclusii 

Maybe  because  he  wanted  ) 
ensure  a  haven  from  ceaseless  pw 
lie  adoration  for  Jones,  or  maj 
because  he  just  enjoyed  bei 
crotchety,  Roberts  created  a  golf 
Shangri-La  and  then  assign 
armed  Pinkerton  guards  to  rm 
sure  no  one  but  the  approved  got 
It's  a  uniquely  American  attitui 
this  "I've  got  mine,  to  hell  with  yc 
approach  to  golf,  and  I  believe 
runs  counter  to  the  spirit  that 
forms  our  royal  and  ancient  pastir 

After  all,  it's  only  a  game.  • 


Luxurious  Comfort, 
Breathtaking  Excursions 

First-class  travelers  will  be  pleasantly 
surprised  at  Malaysian  accommoda- 
tions. Five-star  properties  like  the 
720-room  Shangri-La  Kuala  Lumpur 
offer  luxurious  rooms  and  exceptional 
service.  General  Manager  David 
Wilson  says,  "The  hotel  is  renowned 
for  its  warm  hospitality,  friendly  recep- 
tion and  unsurpassed  quality  of  per- 
sonalized service,  which  makes  every 
guest  feel  completely  at  home,  wel- 
comed and  important. 

"Food  is  a  major  attraction,  and  the 
hotel's  award-winning  restaurants  offer 
a  wide  range  of  cuisine,"  Wilson  points 
out.  The  Nadaman  Restaurant  located 
on  the  Shangri-La's  mezzanine  has 
been  offering  guests  some  of  the  best 
Japanese  fare  in  the  city  for  16  years. 
In  the  hotel's  exotic  Shang  Palace, 
guests  can  experience  Cantonese  cui- 
sine at  its  finest  while  surrounded  by 
elegant  Chinese  architecture  and  fur- 
nishings. The  Restaurant  Lafite  serves 
delicious  French  dishes  and  has  an 
extensive  wine  list,  and  for  more  infor- 
mal meals,  guests  have  a  selection  of 
smaller  dining  facilities,  including  an 
airy  Coffee  Garden,  an  English  style 
pub  and  a  poolside  cafe. 

Another  unique  and  luxurious  haven 
is  the  Tabacalera  Cigar  Divan,  which 
has  a  private  dining  room,  a  fully 
stocked  wine  bar  and  a  cigar  lounge. 
It  offers  cigars  from  the  world's  finest 
producers  and  is  stocked  with  a  large 
collection  of  smoking  accessories. 

The  hotel  also  has  a  state-of-the-art 
fitness  center  with  a  swimming  pool, 
heated  Jacuzzi,  steam  and  sauna  room, 


Coffee  Garden,  Shangri-La  Kuala  Lumpur 

the  latest  in  cardiovascular  and  weight 
training  equipment  and  a  fully  equipped 
tennis  court.  For  the  golf  enthusiast, 
the  hotel  can  make  arrangements  to 
play  at  various  international  golf 
courses  in  the  area. 

Hotel  staff  can  arrange  tours  of  the 
country's  best  kept  secrets  such  as 
the  wondrous  flora  and  fauna  of  mys- 
tical Borneo,  the  diving  paradise  off 
the  east  coast  of  Sabah;  the  oval- 
shaped  Layang-Layang  Atoll,  a  clear- 
water  lagoon  situated  between  Labuan 
and  Kota  Kinabalu;  the  unique  Niah 
and  Mulu  caves  in  Sarawak;  and  the 
Batang  Lupar  river,  home  to  the  larg- 
est crocodile  in  the  world.  A  stone's 
throw  away  from  the  Shangri-La  is 
Menara  Kuala  Lumpur,  a  popular 
tourist  attraction.  This  telecommuni- 
cations and  observation  tower,  majes- 
tically poised  at  421  meters  high, 
offers  visitors  unparalleled  views  of 
the  Malaysian  capital. 

The  Shangri-La's  primary  concern  is 
the  comfort  of  its  guests,  and  the  hotel 
staff  focuses  on  making  every  aspect 
of  the  trip  as  easy  as  possible.  They 
are  available  to  assist  with  everything 
from  recommending  various  tour 
packages  to  helping  with  flight  reser- 
vations and  ground  transportation. 
For  guests  visiting  sister  properties 
in  Penang  or  Kota  Kinabalu  in  East 


Malaysia,  the  hotel  can  arrange  for  th 
guest's  data  regarding  such  things  s 
preference  of  view,  smoking  or  no 
smoking  floor  and  even  food  requiri 
ments  to  be  transferred  to  the  nei 
location  so  the  guest  can  have  tn 
complete  "Shangri-La"  experience! 

As  Wilson  points  out,  "This  ad 
tude  is  part  of  the  Shangri-La 
culture  and  operating  philosophy - 
'Asian  Hospitality  from  Carini 
People' —  which  is  part  of  each  art 
every  employee's  training." 

The  World's  First  Eco-Airport 

Flag  carrier  Malaysia  Airlines,  whicl 
serves  champagne  and  caviar  il 
premium  cabins,  operates  one-sto)i 
service  from  Newark  and  Los  Angela 
airports.  Malaysia  Airlines  and  smai 
er  domestic  carriers  take  visitors  tl 
peninsular  Malaysia  and  the  offshori 
states  of  Sabah  and  Sarawak,  whic| 
entice  nature  and  adventure  tourists 
There  are  also  direct  flights  to  th! 
Malaysian  portion  of  Borneo  fron 
Hong  Kong  and  other  Asian  gateways 
The  world-class  international  ail 
port  at  Kuala  Lumpur  is  both  a. 
architectural  gem  and  a  traveler' 
dream.  A  little  over  two  years  old,  tra 
$2.37  billion  KL  International  Airport 
( KLIA)  is  the  world's  first  eco-airport 
complete  with  a  hermetically  sealei 


Sepang  Fl  Circuit  racetrack 

arboretum  containing  4,500  trees 
and  plants  as  well  as  a  waterfall. 
In  addition  to  its  beauty,  the  facility  is 


efficient  and  user-friendly: 
the  International  Air 
Transport  Association 
has  ranked  KLIA  first  and 
third  for  overall  business 
passenger  satisfaction 
and  overall  passenger 
satisfaction,  respectively. 
The  44  international  air- 
lines that  serve  KLIA  are 
pleased  with  the  facility 
as  well.  Located  at  the 
south-end  anchor  of  the 
Multimedia  Super  Corridor 
—  Malaysia's  Silicon  Valley  —  the  air- 
port offers  a  strategic  location,  some 
of  the  lowest  landing  and  parking  fees 


in  the  region  and  minimal  congestion 
KLIA  is  also  an  airport  built  forth] 
future.  Its  dual  runways  currentl 
handle  about  70  takeoffs  and  landing] 
per  hour  and  25  million  passenger 
annually.  It  has  the  capacity  to  handlJ 
up  to  100  million  passengers  annuallJ 
"The  challenge  for  us  now  is  tJ 
evolve  KLIA  into  a  major  regional 
aviation  hub,"  says  Suffian  Bahama 
din,  senior  manager  for  corporati 
finance  and  planning  for  Malaysii 
Airport  Holdings  Berhad  (MAHB) 
which  operates  KLIA  as  well  as  3^ 
other  airfields  in  Malaysia.  "We  fee 
we  have  a  lot  of  advantages," 
says,  citing  the  neighboring  Par 


iaian  teluk  datai,  p.o.  box  94  0/000  langkax  ,  malaysia  tel:  604  959  1088  .  fax:  604  959  1 168  -  kuala  lumpur  sales  office  tel:  603  248  8522  •  www.andaman.conj 


look  at  one  of  the  world's  favorite  island  destinations,  visit  it. 


framed  by  discerning  travelers  the  number  two  island  in  the  world*,  and  the 
>nly  one  with  a  single  resort,  Pangkor  Laut  is  unique.  Privately  owned,  the 
sland  is  covered  by  a  two  million  year  old  jungle,  dimpled  with  coves  of 
nolden  sand,  and  set  amidst  an  emerald  sea  in  the  Straits  of  Malacca. 

Less  than  a  tenth  of  the  island  was  used  to  create  Pangkor  Laut  Resort, 
L  destination  which  harmoniously  blends  nature  with  luxurious  accommodations 
.nd  facilities.  No  towns,  no  highways,  no  hubbub.  There's  nothing  quite  like  it 
.nywhere  else  on  Earth. 

'  Conde  Nast  Traveller  (October  1999) 

Pangkor  I^aut  Resort,  Pangkor  Laut  Island,  32200  Lumut,  Perak,  Malaysia 
el:  (605)  699  1 1 00  •  Fax:  (605)  699  1 200  •  plrC5po.jaring.my  •  www.pangkorlautresort.com 

iTL  North  American  Marketing  and  Sales  Office 

177-757-5288  (toil-Free)  •  irifo@pangkqrlautcom  •  www.pangkorlaut.com 


Pangkor  Laut 

ONE  ISI  \NI)  •  ONI-. 


Resort 

RESORT 


Pacific  Airport  Hotel  and  spacious 
airline  lounges. 

One  of  the  most  recent  additions  to 
KLIA  is  the  Harrods  duty  free  outlet, 
the  first  in  Asia.  Harrods  World  of 
Signature  Shop  offers  goods  at 
prices  up  to  15%  lower  than  those 
found  in  the  company's  flagship 
London  store.  The  1,200-square-foot 
structure  also  encompasses  a  gift 
section,  food  hall  and  buffet. 

More  Than  Aviation 

With  22,240  acres  of  land  sur- 
rounding KLIA,  MAHB  has  a  lot  of 
growing  room. 

A  healthy  contributor  to  the  compa- 
ny's bottom  line  is  its  Sepang  Fl  Cir- 
cuit, a  $78.9  million,  5.6-kilometer 
Formula  One  racetrack  situated  just  a 
short  distance  from  the  airfield.  It  is 
the  only  racing  circuit  in  Asia.  During 
the  two-week  FIA  Formula  One  Grand 
Prix  last  year,  the  Sepang  Fl  Circuit 
generated  some  $131.5  million  in  for- 
eign exchange  earnings.  "The  event 
translated  into  higher  revenues  for  our 
airport  and  airport-related  operations," 
says  Baharuddin.  "It  also  served  as  a 
platform  to  promote  Malaysia." 

Like  KLIA  itself,  the  Sepang  Fl 
Circuit  is  an  engineering  and 
design  masterpiece,  featuring  the 
world's  first  double-frontage,  sta- 
dium-like grandstand.  In  total,  it 
can  accommodate  130,000  spec- 
tators. Well-heeled  travelers  will  be 
happy  to  learn  that  there  is  plenty 
of  space  at  KLIA  for  private  jets, 
even  during  popular  racing  days. 
The  circuit  will  also  attract  Motor- 
cycle Grand  Prix  championships. 


Nearby  is  Gateway  Park,  Which  con- 
tains an  advanced  skills  driving 
school,  outdoor  Go-Kart  racing  circuit, 
four-wheel-drive  endurance  track 
and  war  games  adventure  zone. 

"In  general,  we  have  been  able  to 
enhance  the  utilization  of  the  entire 
area  around  KLIA,"  concludes  Baha- 
ruddin, "and  we  are  continuing  efforts 
to  attract  more  world-class  events." 

One  Resort,  Five  Beaches 

"I  almost  cried  when  I  saw  how  beau- 
tiful God  made  this  paradise,"  said 
Luciano  Pavarotti  about  Pangkor  Laut, 
an  exotic,  privately  owned  island 
located  in  the  Malaccan  Straits  off 
Malaysia's  west  coast.  Few  places  in 
Southeast  Asia  can  match  the  island's 
beauty  and  seclusion. 

The  Pangkor  Laut  Resort  occupies 
the  entire  300-acre  island,  allowing 
guests  to  enjoy  the  magnificent,  sun- 
drenched beaches  in  peace  —  without 
interruption  from  throngs  of  vendors  or 
uninvited  guests.  The  resort  is  man- 
aged by  YTL  Corporation  Berhad,  which 
also  operates  the  interna- 
tionally acclaimed  Ritz- 
Carlton,  Kuala  Lumpur. 
Says  Mark  Yeoh,  president 
of  YTL  Hotels  and  Proper- 
ties, "Unlike  other  places 
where  the  beach  is  shared 
by  about  five  hotels, 
Pangkor  Laut  is  the  only 
resort  with  five  beaches. 
Being  privately  owned 
makes  it  more  exclusive." 
Guests  have  a  choice  of 
villas  located  over  the 
water,  on  the  beach  or  on 


the  densely  wooded  hillside,  all  d 
which  offer  breathtaking  views  of  thj 
sea  and  virgin  jungle. 

Nature  lovers  will  fall  instantly  ii 
love  with  Pangkor  Laut.  Only  20%  a 
the  island's  immaculate,  two-million 
year-old  rainforest  is  developed] 
leaving  ample  room  for  hiking,  bird 
watching  or  just  soaking  up  the  surf 
on  one  of  the  many  beaches.  Visitor^ 
can  take  guided  jungle  treks,  whiclj 
allow  for  close-up  views  of  the 
unspoiled  fauna  and  flora,  and  da) 
cruises  to  Pulau  Sembilan  in  the 
Straits  of  Malacca  in  traditional  teaH 
boats.  Fitness  buffs  are  catered  tc 
as  well:  the  resort  boasts  a  fulN 
equipped  gymnasium,  squash  courtsl 
swimming  pools  and  spa  services] 

Some  of  the  resort's  five  restau| 
rants  and  its  two  lounges  are  situateQ 
beneath  award-winning  architecture! 
Authentic  Hock  Chew  and  Nyony? 
cuisines  can  be  sampled  at  Uncld 
Lim's,  and  four-course  sunset  din| 
ners  are  specialties  of  The  Rock  al 
Emerald  Bay. 

state  at  Marina  Bay,  Pangkor  Laut  Resort 


iaHotel,  Kuala  Lumpur.  Tel  (60  3)232  2388  Fax:(60  3)230  1514  E-mail  slkl@shangri-la.com  ShaiKjN  La  hotc-l 

pons,  call  your  travel  consultant  or  USA  &  Canada  toll-free  I  800  942  5050  or  book  on-line  at  www.shangri-la.com  KUALA  LUMPUR 
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Recently,  the  island's  acclaimed 
Pangkor  Laut  Estates  at  Marina  Bay 
with  its  eight  exclusive  estates  have 
become  available  to  guests.  Each 
estate  features  its  own  garden,  a 
dedicated  estate  attendant  and 
cook,  outdoor  baths,  dining  and 
living  pavilions  and  private  pools. 
Blending  nature  with  the  comforts 
of  modern  living,  the  Pangkor  Laut 
Estates  at  Marina  Bay  deliver  supe- 


Carcosa  Seri  Negara 

rior  luxury  to  the  world's  most  dis- 
cerning travelers.  "This  is  a  place 
for  those  seeking  the  ultimate  in 
privacy  and  exclusivity,"  says  Yeoh. 

Pangkor  Laut  has  won  many  acco- 
lades. It  was  voted  No.  2  island  in  the 
world  by  readers  of  Conde  Nast  Trav- 
eler and  one  of  the  world's  top  five 
resorts  in  1997  by  readers  of  Business 
Traveller.  It  received  the  "Best  Resort 
Hotel  of  the  Year  Award"  in  1997  from 
the  Pacific  Asia  Travel  Association 
(U.K.)  and  has  been  featured  in 
photography  shoots  of  major  global 


periodicals,  including  the  Sports 
Illustrated  Swimsuit  Edition  2000. 

Despite  its  secluded  location, 
getting  to  Pangkor  Laut  from  Kuala 
Lumpur  is  relatively  simple:  by  plane 
via  Berjaya  Air  and  boat  transfers, 
by  car  and  boat  transfer  from 
Lumut,  or  by  helicopter. 

Two  Perfect  Escapes 

When  visiting  Kuala  Lumpur,  a  stay  at 
the  Carcosa  Seri  Negara 
is  a  must.  The  historic, 
colonial,  13-suite  hotel 
celebrated  its  100th 
birthday  in  1998.  Set  on 
40  acres  of  private  land- 
scaped gardens,  these 
two  mansions,  the  Car- 
cosa and  the  Seri  Negara, 
were  built  for  the  Gover- 
nor General  of  Malaysia, 
Sir  Frank  Swettenham. 
In  1998,  Queen  Eliza- 
beth II  and  Prince  Philip 
stayed  in  the  Carcosa 
mansion  during  a  visit. 
All  suites  are  unique, 
with  some  offering  a  large  terrace, 
Jacuzzi  and  separate  dining  and 
living  room.  Carcosa  Seri  Negara's 
facilities  include  a  drawing  room 
and  veranda;  swimming  pool  with 
poolside  terrace;  all-weather  tennis 
court;  gym;  dry  sauna  and  massage 
rooms;  and  jogging  track  within  the 
property.  Guests  can  enjoy  croquet 
on  the  lawn  or  stroll  through  the 
Carcosa  Seri  Negara's  tropical  gar- 
dens. Five  minutes  from  the  hotel  is 
a  seven-mile  track  within  the  70 
hectare  Lake  Garden. 


Just  an  hour's  flight  time  from| 
Kuala  Lumpur,  the  Andaman  Datail 
Bay  is  in  the  middle  of  a  rain  forest! 
on  the  northern  resort  island  off 
Langkawi.  According  to  General  Man- 
ager Leo  Kuscher  of  the  Andaman,  itf 
is  not  unusual  to  spot  such  exotic 
animals  as  the  Dusky  Leaf  Monkey, 
Colugo,  Loris  and  Hornbill.  "When  it 
comes  to  nature,  you  name  it,  we 
get  it."  ■ 


The  Andaman  Datai  Bay, 
Langkawi 
Tel:  (60-4)959-1088 
Fax:  (60-4)959-1168 
E-mail:  anda@po.jaring.my 

The  Carcosa  Seri  Negara, 
Kuala  Lumpur 
Tel:  (60-3)2282-1888 
Fax:  (60-3)2282-7888 
E-mail:  carcosa@mol.net. my 

Malaysia  Airports 
Holdings  Berhad,  Subang 
Tel:  (60-3)746-7777 
Fax:  (60-3)746-6536 
E-mail:  noraini@mabnet.com.my 

Pangkor  Laut  Resort, 
Pangkor 
Toll  free:  (877)757-5288 
Fax:  (618)549-1438 
E-mail:  marinabay.ytlhp@ytl.com.my 

The  Shangri-La, 
Kuala  Lumpur 
Tel:  (60-3)232-2388 
Fax:  (60-3)201-4927 
E-mail:  rosemariew@shangrila.com 
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)n  the  Road 

Beaching;  &  birding  in  Belize...  Re  wing  it  up  in  California 
ne  country... Red  Rock  rest... Happy  trails  in  Vail.... 


i  Scottish  Highlands:  Life  is  a  series  of  quests.  We  decided  that  our 
st  for  the  most  romantic  setting  in  the  world  might  have  been  fulfilled  as 
;at  in  a  wooden  rowboat  on  the  flower-rimmed  loch  on  the  grounds  of  the 
erlochy  Castle  in  Scotland,  casting  for  rainbow  trout  while  watching 
stly  mists  swirl  about  Great  Britain's  tallest  mountain,  Ben  Nevis.  If  the 
tographs  do  not  lie,  this  same  vista,  on  an  unmisty  day,  is  drop-dead 
ithtaking.  The  only  discordant  note 
the  helicopter  that  arrived  like  an 
stent  dragonfly  to  loft  off  the  hotel's 
sy  helipad  some  entertainment 
brity  whose  identity  we  did  not 
ler  to  learn.  Many  such  people  stay 
:.  The  late  King  Hussein  of  Jordan 
eymooned  here  with  his  Queen 
)r  and  came  back  so  often  that  it 
ime  their  Scottish  home.  Jefferson 
as  came  here  to  chill  out  after  los- 
the  Civil  War.  Queen  Victoria 
it  a  week  here  in  1873  (her  rooms 
now  Room  #1)  and  pronounced  it 
loveliest  spot  she  had  ever  seen, 
t's  unlikely  she  ate  as  well  here  as 
does  now.  Chef  Simon  Haigh  may 
yet  be  a  knight,  but  he  does  hold 
Order  of  the  Michelin  One  Star, 
dining  at  Inverlochy  is  superb,  the 
ice  quietly  flawless,  the  decor  un- 
mtatiously  grand.  Sipping  tea  by 
fire  in  the  Grand  Hall  while  read- 
Sherlock  Holmes  is  at  least  my  definition  of  heaven.  The  missus  and  I 
:hed  simply — if  you  can  call  it  that — on  hot  salmon  sandwiches  with  wa- 
ress  mayonnaise  on  toasted  granary  bread,  marquise  of  chocolate  and  fruit 
)et.  You  are  given  the  evening  dinner  menu  to  take  to  your  room  so  you  can 
ly  it  at  leisure  and  call  down  your  order.  This  protocol  is  always  a  sign  of 
ous  gastronomy  ahead.  We  had  the  foie  gras  and  chicken  liver  parfait  with 
nch  bean  truffle  salad  and  toasted  brioche,  the  roast  haunch  and  loin  of 
deer  with  a  peppery  port  sauce,  followed  by  hot  raspberry  souffle  with  a 
^berry  ripple  ice  cream.  We  declined  the  petit  fours  for  fear  of  exploding, 
t  was  still  light  at  9:30  when  we  strolled  the  meal  off  on  the  grounds, 
eath  ancient  specimen  beeches  and  oak  trees,  stumbling  upon  the  little 


You  take  the  high  road. ..and 
come  to  think  of  it,  we'll  take 
the  high  road,  too.  Scotland's 
Inverlochy  Castle  is  nestled 
at  the  foot  of  Ben  Nevis,  Great 
Britain's  highest  mountain. 
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cemetery  of  rhc  family  that  built  the 
castle  two  centuries  ago.  One  son  of 
this  house,  an  airman,  was  lost  in. 
World  War  IT.  The  inscription  reads 
simply,  "He  Conquered."  The  house 


world  to  choose  from.  The  sport  be- 
came so  trendy  in  the  '90s  that  there 
are  now  close  to  50  schools  in  North 
America  alone.  But  those  wishing 
to  get  the  most  out  of  ah  advanced 


Getting  up  to  speed  at  the  Jim  Russell  Racing  Drivers  School,  in  California's  Sonoma  Valley. 


he  grew  up  in,  and  those  who  tend  it 
today,  also  do.  Inverlochy  Castle  Hotel, 
Torlundy,  Fort  William,  Inverness- 
shire,  Scotland;  on-44-ijgy-yo2iyy; 
fax  on-44-ijgy-yo2g^j;  www.  inver- 
lochy.co.uk.  Rates  from  $2yo  (single)  to 
$375  (double)  per  room,  per  night. 

— Christopher  Buckley 

Sonoma  Valley:  I  live  in  New  York 
City,  where  everything  I've  ever 
known  about  driving  on  the  ragged 
edge  of  speed  I  learned  while  clutch- 
ing the  armrest  in  the  back  of  a  yellow 
cab.  It  was  only  after  years  of  death- 
defying  rides  to  LaGuardia  Airport 
that  I  decided  to  take  an  introductory 
high-speed  driving  course  myself. 
The  beginner's  session  instructed  me 
in  such  New  York  hack  techniques 
as  Panic  Braking,  Spinouts,  Power 
Passing  and  Finding  the  Comfort 
Zone  Over  100  Miles  Per  Hour.  So 
much  fun  did  this  course  turn  out  to 
be  that  recently  I  went  on  to  pursue 
m  advanced  degree  in  speed. 

\  decade  ago,  "here  were  but  a 
il  of  race-driv    »■  schools  in  the 


course  will  find  everything  they  need 
at  the  Jim  Russell  Racing  Drivers 
School — for  the  record,  the  oldest 
and,  many  believe,  the  most  compre- 
hensive racing  school  in  the  world. 
(Nearly  all  of  the  other  schools  copy 
the  Russell  method,  so  Russell  itself 
would  be  your  obvious  choice.) 

Going  from  a  beginner's  class  to 
an  advanced  course  is  a  bit  like  going 
from  a  Piper  Cub  to  a  G4.  At  Russell, 
the  classroom  is  your  own  150-hp 
Formula  Atlantic  race-car  with  down- 
force-producing  wings  and  genuine 
racing  slicks.  The  result  is  a  machine 
that's  easily  capable  of  doing  140  mph 
and  can  take  corners  at  better  than  2g 
(by  comparison,  the  family  car  does 
about  .8g).  Fifteen  hours  are  spent 
behind  the  wheel  over  the  course  of 
three  days  learning  power  shifting, 
passing  and  how  to  use  the  car's 
weight  transfer  to  the  best  advantage. 
Of  particular  importance  to  advanced 
students,  Russell  drills  drivers  in 
racing  starts,  not  only  from  the  pole 
but  from  a  variety  of  positions. 

A  word  to  the  wise  guys:  Unlike 


beginner-level  programs,  competi 
is  intense  at  the  advanced  level.  Gl 
is  the  mood  of  reckless  bonhoi 
Advanced-course  candidates  shew 
wearing  a  game  face  that  says,  J 
here  to  whup  you,  chump.  My  best) 
vice  is  to  get  the  cell  phone  ou 
your  ear,  stay  focused  and  listen 
to  Russell's  outstanding  instruct| 
You  may  never  qualify  to  drive  a  a 
York  City  cab,  but  you'll  be 
enough  in  your  own  right.  Jim  Ru 
Racing  Drivers  School,  Sears  P 
Raceway,  Sonoma,  CA;  (yoy)  9J9-7I 
www.russellracing.com.  The  th\ 
day  Advanced  Racing  Course  is  $4 
excluding  meals  and  lodging. 

— Patrick  Co< 

Belize:  This  Central  Americanl 
tion  is  slightly  smaller  than  the  s 
of  Massachusetts,  yet  only  ah 
225,000  people  actually  live  in 
(That's  smaller  than  the  populatio 
Lubbock,  Texas,  to  give  you  s 
idea.)  Its  coastline,  which  faces 
into  the  Caribbean  Sea,  clings  to 
second-largest  barrier  reef  in  I 
world,  and  its  hilly,  lush  interkj 
filled  with  caves,  Mayan  ruins  I 
thousands  of  species  of  wildlife. 

Two  spots  that  are  ideal  for  taN 
advantage  of  Belize's  highlights! 
The  Inn  at  Robert's  Grove  i 
Chaa  Creek  Cottages.  At  the  j 
mer,  three  hacienda-style  buildi 
are  nestled  in  a  grove  of  trees  on 
white  sands  of  the  southern  ccj 
near  the  town  of  Placencia.  Som 
the  best  snorkeling  and  scuba  di\| 
in  the  country  is  a  boat  ride  aw 
around  the  coral-ringed  cays  and  r| 
a  few  dozen  kilometers  out  to 
The  jungle  is  nearby  as  well,  alond 
banks  of  the  Monkey  River  and  in 
spectacular,  100,000-acre  Cocksco 
Jaguar  Preserve.  The  Inn's  20  roc 
are  pictures  of  understated  luxury] 
bare  wood  and  earth-toned  tile,  v 
spacious  bathrooms  whose  show 
could  easily  accommodate  two  p 
pie — doing  jumping  jacks,  ev 
Meals  are  served  outdoors,  just  st 
from  the  surf,  from  an  eclectic  m< 
designed  to  satisfy  all  tastes  and  cr 
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THE  PRINCIPLES  OF 
AVIATION 

In  the  demanding  world  of 
aeronautics,  every  single 
component  must  be  officially 
approved  and  certified.  We 
apply  the  same  principle  to  the 
manufacturing  of  our  wrist 
instruments. 

Our  movements  meet  all  the 
precision  and  reliability  criteria 
required  to  obtain  chronometer 
certification.  Moreover,  every 
last  detail  of  our  watches  is 
designed  for  intensive  use. 
One  simply  does  not  become 
an  aviation  supplier  by  chance. 


SIMONS 


136  Lambert  Lincl  Highway 
Route  5 
Warwick,  RI  02886 
(401)738-6700 

FOR  A  BREITLING  CATALOG  PLEASE  CALL  800.641.7343 
www.breitling.com 


THE  ESSENCE  OF 
BREITLING 

Chronomat.  Selfwinding  chro- 
nograph. Breitling's  leader 
model,  created  in  cooperation 
with  the  Italian  Frecce  Tricolor! 
elite  flight  team. 


Introducing  '% 

The  Best  of  Golf  2000 

From  Tiger  Woods'  tour  de  force  victories  at  the  U.S.  and  British  Opens,  to  the 
incomparable  spirit  that  defined  The  Masters,  it  was  an  unforgettable  year  in 
golf.  And,  it  is  all  captured  in  Forbes  FYI  and  LINKS  Magazine's  special  adver- 
tising section,  The  Best  of  Golf 2000, 

LINKS  Magazine's  expert  editorial  staff  will  provide  a  lively  visual  scrapbook  of  the 
events,  innovations  and  personalities  that  made  2000  one  of  the  most  compelling 
seasons  ever.  Appearing  in  both  LINKS  and  Forbes  FYI,  this  section  will  reprise 
great  moments  inside  the  ropes  and  showcase  new  splendors  of  the  golf  lifestyle. 

It  is  the  perfect  place  to  reach  Forbes  FYI  and  LINKS  readers  —  the  high-spend- 
ing, golf  playing  elite  that  can  purchase  your  products  and  services. 


For  More  Information, 
Please  Contact: 

Eleanor  Martino 

Director  of  Advertising 
Forbes  FYI 

Phone:  (212)  620-2222 
Fax:  (212)  620-1857 
E-mail:  emartino@forbes.com 

Duke  A.  Chicon 

Director  of  Special  Section  Sales 
Forbes  Magazine 
Phone:  (212)  620-2216 
Fax:  (212)  620-2472 
E-mail:  dchicon@forbes.com 
Or  your  Forbes  representative 
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the  good  life 


J  aimiiia. 

Once 
(//scouerecf, 

never 
j-orqoiten. 


Belize  me:  The  Inn  at  Robert's  Grove, 
i  white  sands  of  the  southern  coast. 

Indeed,  the  Inn  has  all  the  amen- 
a  first-rate  Caribbean  resort — 
wimming  pool,  the  Jacuzzis,  the 
-frou  drinks — but  the  fact  that 
1  one  of  Belize's  more  underde- 
>ed,  and  thus  unspoiled,  regions 
tes  it  beyond  the  realm  of  the 
antly  typical. 

t  Chaa  Creek,  perched  on  a  hill- 
above  the  Macal  River  in  the 
a  mountains,  you  can  commune 
nature  without  actually  rough- 
it.  Its  accommodations  are  clean, 
Ijltifully  decorated  and  happily  in 
ijn  with  modern  notions  of  infras- 
iure,  including  running  hot  water 
tielectricity  24-7.  Among  the  al- 
ar 250  species  of  birds  identified 
ijr  around  its  330-acre  grounds,  I 
vwhite-fronted  parrots,  lineated 
:|dpeckers  and  an  emerald  tou- 
ilt;  I  even  spent  a  few  thrilling 
ilites  thrashing  through  the  bush 
Slot  pursuit  of  a  blue-crowned 
[pot.  Chaa  Creek  offers  a  number 
ijner  activities,  including  horseback 
llig  and  canoeing,  as  well  as  excur- 
:  to  Mayan  sites  like  Xunantunich 
1  in  nearby  Guatemala,  Tikal.  Of 
»tial  note  is  the  sacred  cave  of 
[In  Tunichil  Muknal,  where  half 
ijpmeter  into  the  belly  of  a  moun- 
Iwe  saw  the  calcified  skeleton  of 
ling  girl  lying  just  as  she  fell  a 


thousand  years  ago,  when  she  was 
offered  up  in  sacrifice  to  the  moon 
goddess,  Ixchel. 

You  should  be  fine,  though.  Really. 

The  Inn  at  Robert's  Grove,  Placencia, 
Belize;  (800)  565-9757;  www.  roberts- 
grove.com.  Winter  rates  (November 
through  April)  begin  at  $150  per  night, 
per  room.  Chaa  Creek  Cottages,  San 
Ignacio,  Cayo,  Belize;  011-501-92-2057; 
www.chaacreek.com.  Winter  rates 
(November  through  May)  from  $125. 

—Thomas  Jackson 

Sydney:  Today  you  can  climb  this 
city's  famous  Harbour  Bridge  in  three 
hours,  but  the  first  ascent  took  Bridge 
Climb  founder  Paul  Cave  nine  years. 
When  he  proposed  letting  mere  mor- 
tals enjoy  the  spectacular  view  pre- 
viously reserved  for  guys  wielding 
blowtorches,  bureaucrats  responded 
with  62  reasons  it  couldn't  be  al- 
lowed. Cave  overcame  them  one  by 
one,  creating  a  tourist  attraction 
that's  run  like  a  military  operation. 

You  arrive  at  street-level  head- 
quarters and  blow  into  a  plastic  tube 
for  your  Breathalyzer  test,  after  which 
you  are  divested  of  all  personal,  drop- 
pable  objects  and  outfitted  in  a  loose 
microfiber  version  of  the  Star  Trek 
uniform.  Then  you're  given  a  two- 
way  radio  and  strapped  into  a  harness 
attached  to  an  ingenious  swiveling 
gizmo  invented  by  a  lone  sailor  who 
did  not  wish  to  be  precipitously  sep- 
arated from  his  boat  in  a  storm.  Once 
you  slide  this  thing  (it's  called  the 
climb  latch)  onto  the  guide-wire 
at  the  start,  you're  securely  attached 
to  the  bridge  every  step  of  the  way  up. 

It's  about  a  45-story  climb,  but  the 
pace  is  relaxed  (centenarians  have 
made  it).  The  scariest  part  comes  at 
the  beginning,  on  a  narrow  catwalk 
overlooking  the  massive  stone  pylon 
rising  from  the  street  below.  Another 
tricky  moment  comes  when  you 
ascend  a  skinny  ladder  into  the  me- 
dian strip  of  the  bridge's  roadway, 
with  cars  whizzing  by  a  few  feet  away. 

Since  tourists  normally  dress  with 
the  subtlety  of  circus  clowns,  bur- 
eaucrats originally  worried  that  the 


PALMILLA 

A  Pinehurst  Company  RlSORT 

Los  Cabos,  Mexico 
For  reservations  and  golf  lee  times 
call  1-800-637-2226 
www.palmiIlaresorl.com 
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climbers  would  cause  traffic  accidents 
by  distracting  drivers.  But  that  objec- 
tion was  overcome  when  Cave  offered 
to  camouflage  the  climbers  in  dove- 
gray  suits  that  blend  in  with  the  bridge. 

Once  you  reach  the  apex  of  the 
great  steel  arch,  you  experience  the 
classic  summiter's  exhilaration.  You 
may  yearn  for  that  camera  they  took 
away  from  you,  but  as  you  wave  at  the 
ferry  riders  442  feet  below,  you  come 
to  accept  the  wisdom  of  preventing 
Bubba  from  dropping  his  camcorder 
on  their  heads.  Besides,  your  guide 
takes  better  pictures  than  you  could 
yourself,  making  you  look  appropri- 
ately heroic  in  your  gear,  as  if  you've 
conquered  the  elements  to  reach  the 
top  of  the  man-made  world,  high 
above  the  sails  in  the  harbor  and  the 
perfect  cut-melon  wedges  of  the 
Sydney  Opera  House.  If  you  can 
arrange  an  evening  climb  (be  advised 
to  book  far  in  advance),  you  can 
watch  the  city  light  up  below  you. 
Whatever  time  you  get  there,  the 
summit  is  worth  every  step  you 
took — and  every  battle  Cave  fought 
with  imperious  city  officials.  Bridge 
Climb,  the  Sydney  Harbour  Bridge, 
Sydney,  Australia;  011-61-2-82J4-77JJ; 
fax  011-61-2-9240-1122;  www. bridge- 
climb. com.  Climbs  for  adults  and  chil- 
dren over  12  range  from  $68  to  $96. 

— Dana  Tierney 

Utah:  As  one  of  those  impossible 
creatures  who  is  both  genetically  slim 
and  a  dedicated  gym  rat,  I  found  it  dif- 
ficult to  appreciate  all  the  fitness  and 
nutritional  offerings  at  Red  Mountain 
Resort  &  Spa.  (Can't  these  people 
exercise  and  eat  right  on  their  own?) 
Then  I  overheard  Gary  in  the  dining 
room.  "My  wife  told  me,  'Take  as 
much  time  as  you  need.  Find  a  place, 
go  out  and  get  your  health  back.'  " 

Ten  years  ago  Gary  was  fit  and 
trim,  biking  regularly  and  eating 
sensibly.  Now  he's  a  fortysomething 
systems  analyst  with  a  beach  ball- 
sized  belly  and  an  80-hour  work 
week.  (Sound  familiar?)  Gary  told  me 
he'd  had  a  "fantastic"  week  at  Red 
Mountain  and  wished  he  could  have 


stayed  another.  He'd  been  up 
the  6:30  a.m.  hikes.  He'd  fillec 
days  with  nutrition  lectures,  coo* 
demos,  race-walking  clinics,  ; 
aerobics  classes  and  late-night  < 
gazing.  He'd  even  eaten  the  in 
spective  Silent  Dinner  (part  of 
resort's  Inner  Game  series  of  well 
seminars),  taking  an  hour  to  C 
his  plate.  Epiphany?  "The  fork 
utensil,  not  a  shovel." 

For  those  who  need  a  jumps 
Red  Mountain  offers  a  full  platt 
more  than  50  health-consciou 
grams  per  week.  Surrounded  by 
red-rock  landscape  of  southwest 
most  Utah,  the  spa  has  a  full  com 
ment  of  exercise  equipment,  te 
courts,  a  fitness  center  (cardio  li 
ing,  anyone?),  an  outdoor  pooL 
Olympic-size  indoor  lap  poo. 
no  one  ever  seems  to  use  and  an 
couraging  and  knowledgeable  s 
Guests  set  their  own  agenda,  d<) 
as  little  or  as  much  as  they  like,  a 
icy  which — thank  God — extenc 
mealtime.  Food  is  served  in  a  gro 
esque  dining  hall,  and,  but  for: 
chewy  pancakes,  is  really  quite  g< 
high-fiber  vegetable-and-carbo 
coctions;  bespoke  pasta  entrees;  < 
local  ranch-raised  beef. 

This  open-option  policy  is  qu: 
departure  for  Red  Mountain,  wl 
for  most  of  its  25  years  was — th< 
no  nice  way  of  putting  this- 
farm.  "They  used  to  have  a  thousa 
calorie-per-day  limit,"  one  mas 
therapist  told  me.  "If  you  nes 
a  snack,  there  were  cold  bo 
potatoes  in  the  refrigerator."  I 
management  has  thankfully  re 
gered  the  design  and  the  progi 
to  better  complement  the  rug 
surroundings.  Buildings,  previo 
stark  white,  have  been  repaint© 
rusty  earth  tones.  There's  also  a 
emphasis  on  outdoor  adventure,  v 
off-site  programs  in  kayaking,  ma 
tain  biking,  horseback  riding 
rock  climbing,  as  well  as  self-gui) 
hiking  in  nearby  Snow  Canyon  S 
Park.  Though  the  contemporary 
treatments  cost  extra,  they  still  ftfl 
fast.  The  Red  Mountain  Revital 


Our  search 


tarn) 


SINGLE  BARREL ^ 


Forbes  fm 


A  century  and  a  half  since  his  birth  in 
Lynchburg,  Tennessee  (Pop.  361), 
Jack  Daniel's  name  is  known  around  the 
world.  Some  have  even  gone  so  far  as  to  call 

him  an  American  original.  And  so,  in 
celebration  of  Mr.  Jack's  150th  birthday,  the 
distillery  and  Jack  Daniel's  Single  Barrel  , 
Tennessee  Whiskey  would  Tike  to 
recognize  other  American  originals. 
Please  visit 

www.forbes.com/jdsinglebarrel 

and  nominate  your  favorite  Americans.  For 
your  help,  we'll  single  out  one  of  you  for  a 
once  in  a  lifetime  trip  to  the  Forbes  Chateau 
de  Balleroy  in  Normandy,  France. 


Your  friends  at  Jack  Daniel's  remind  you  to  drink  responsibly. 

Single  Barrel  Tennessee  Whiskey  Alcohol  47%  by  Vo)ume  (94  Proof).  Distilled  and  Bottled  by  jack  Daniel  Distillery,  Lynehliirg  (POP  !Cil),  Tennessee 


ANINO  CRISCI 

ALIAN'S  MASTERPIECES  OF  21  C. 


795  Madison  Avenue  -  New 
For  your  copy  of  the  Tanino  Crisci 
call  (212)535.1014  or  fax  ( 
($  3,00  shipping  and 


FLORENCE 


Celebrate  the  Memories 
with  The  Gift  of  Love. 


The  Gift  of  Love  is  a  customized  book 
handcrafted  tor  you.  Priceless  memories 
ot  those  newr  to  be  torgotton  occasions 
will  resonate  perfectly  whenever  you  visit 
your  Gift  of  Love. 

Each  richly  bound  volume  is  hand 
stitched  and  rubbed  to  a  fine  patina. 
Your  priceless  photographs  are  digitally 
reproduced  and  elegantly  presented  on 
heirloom  quality-  archival  paper. 

The  Gift  of  Love.. .where  the 
memories  go... to  cheridh  forever. 

Toll  Free  1.888.324.1244 

'\. iefebratethememories.com 

lligent  Marketing  Co.  LLC 
town  Rd.  Greenwich  Ct.  06830 


($130),  which  includes  a  full-bo 
exfoliation  and  massage,  had  r 
pondering  how  nice  toddlers  mi 
have  it  at  bath  time;  the  luscious  R 
Rock  Therapy  massage  ($70)  is  ji 
what  you'd  expect,  which  is  to  s; 
very  warm  and  very  cool.  (Even  wi 
the  additional  fees,  Red  Mount; 
is  still  comparatively  cheap.) 

Gary  seemed  genuinely  trail 
formed  by  his  stay,  though  one  b 
to  wonder  whether  his  enthusiaa 
will  wane  around  hour  79  of  his  fi 
week  back  at  work.  Then  agai 
before  you  dismiss  Red  Mounta 
as  an  extravagance  you  can  do  wit 
out,  slide  back  from  your  desk  ai 
take  a  look  at  your  waistline. 

Uh-huh. 

Red  Mountain  Resort  &  Sj 
Ivins,  UT;  (800)  40J-3002;  www.rt 
mountainspa.com.  From  $pp^-$i,o 
per  person/week,  including  all  mea 
Spa  services  and  some  activities  extt\ 
— Neal  Santelmah 


ai  I 


New  York:  I  may  be  among  tj 
infinitesimal  percentage  of  humani 
for  whom  the  words  "spa  treatmeri 
evoke  fatigue,  not  relaxation.  0 
graciousness  demanded  that  I  accej 
a  gift  fitting  that  description  from 
generous  relative.  So  it  was  with 
small  amount  of  trepidation  thai 
arrived  at  New  York's  Trump  Tovu 
one  morning  recently,  braced  for 
less  than  six  hours  of  poking  ai 
prodding  as  the  recipient  of  the  Aw< 
Centre  Salon  &  Spa's  "Perfecj 
Polished"  package,  which  includ 
a  massage,  a  personalized  facial; 
break  for  lunch,  a  body  scrub,  a  ma 
icure,  a  pedicure  and  a  blow-dry.  i 

From  the  moment  I  set  ray  sli 
pered  foot  in  the  door,  howev« 
Avon  worked  hard  to  dispel  r 
•  fears.  The  first  to  go:  my  fear 
large,  gruff,  Germanic  people  inte 
on  pulverizing  my  muscles.  Rath 
as  I  lay  on  a  heated  table  draped 
a  down  comforter,  gentle  finge 
kneaded  out  tense  knots.  Followi) 
this  happy  interlude,  I  dream! 
wafted  over  to  my  facial. 

There  the  sybaritic  reverie  broug 


A  New  Investment 
Idea  for  Today's 
Technology  Investors. 

ntroducing  the  Forbes  CommTech  Index, 


Hypothetical  10 -Year  Performance  of  the 

urbes  CommTech  Strategy 

MO/  Average  Annual 
/O  Total  Return* 

66.25%  1994  -0.70% 

11998  82.94%  1993  19.57% 

!l997  37.19%  1992  30.27% 

:i996  29.97%  1991  73.68% 

|l995  32.66%  1990  -28.99% 

[  This  is  the  performance  of  the  strategy 
md  not  that  of  any  specific  trust.  Past 
oerformance  does  not  guarantee  future 
esults.  *Assumes  reinvestment  of  all 
mailable  dividends  and  does  not  reflect 
[taxes.  Includes  a  1  %  initial  sales  charge 
[with  1 .75%  charged  over  the  year  plus 
sxpenses.  Actual  portfolio  performance 
jvill  differ  from  strategy  stocks  because 
oortfolios  are  established  and  liquidated 
]f  different  times  of  the  year;  they  may 
Durchase  and  sell  stocks  at  prices 
different  from  the  closing 
prices  used  in  determining 
portfolio  unit  price;  portfolios 
(]re  not  fully  invested  at  all 
limes;  and  stocks  are  not 
weighted  equally. 


Technology  and  communications.  Two  words  that  spark  enthusiasm  among 
investors  everywhere.  Now  you  can  tap  into  these  fast-growing  sectors 
through  the  new  National  Equity  Trust  Forbes  CommTech  Index  Trust. 
This  unique  investment  idea,  inspired  by  the  super-wealthy  members 
of  the  Forbes  400,  is  available  only  from  Prudential  Securities. 


How  the  Forbes  CommTech  Index 

works.  The  Forbes  CommTech  Index 
is  a  fixed  portfolio  of  the  10  technology 
and  communications  stocks  most 
widely  held  by  members  of  the  Amiual 
Forbes  400  Richest  Americans  List. 
The  portfolio  uses  a  disciplined  buy- 
and-hold  strategy,  with  stock  selection 
changing  approximately  every  13  months 
(if  available),  based  on  the  investment 
holdings  of  the  members  of  the 
Forbes  400  List.  Because  of  the  Trust's 
concentrated  approach  and  heavy 
investment  in  technology  stocks,  it  is 
subject  to  higher  risk  and  dramatic 
price  fluctuation. 


A  reflection  of  the  investment 
holdings  of  America's  wealthiest 

investors.  The  holdings  in  the  Forbes 
CommTech  Index  may  vary  from  year  to 
year,  depending  on  which  companies  in 
technology  and  communications  sectors 
these  individuals  favor — from  Internet 
start-ups  or  wireless  enterprises  to  more 
established  blue-chip  technology  firms. 

For  more  information,  call  today. 

1-800-THE-ROCK 

extension  6859 
www.prudential.com 


1 


(£fo  Prudential 


ire  information  about  the  Trust  including  all  charges  and  expenses,  obtain  o  prospectus  from  a  Prudential  Securities  Financial  Advisor.  Please  read  it  carefully  before  investing.  Although  the 
an  approximately  one-year  investment,  we  recommend  staying  with  this  strategy  for  at  least  three  years.  Because  of  the  tax  consequences,  including  capital  gains  treatment, 
]ted  with  investing  in  the  Trust,  please  consult  with  your  tax  advisor  before  making  any  tax-related  investment  decisions. 


jst  is  not  sponsored,  endorsed,  sold  or  promoted  by  Forbes  Index  Inc.,  or  its  affiliates  ("Forbes"),  and  Forbes  makes  no  representation  regarding  the  advisability  of  investing  in  the  Trust, 
s"®  is  a  trademark  of  Forbes  Management  Company,  Inc.,  and  has  been  licensed  by  Forbes  for  use  by  the  Sponsor  on  behalf  of  the  Trust.  ©3/00  Prudential  Securities  Incorporated, 
'ater  Street,  New  York,  NY  10292,  member  SIPC,  www.prudentialsecurities.com,  a  wholly  owned  subsidiary  of  The  Piudential  Insurance  Company  of  America. 


on  by  the  massage  ended  abruptly. 
During  prep,  my  hands  were  greased, 
wrapped  with  Baggies  and  stuffed 
into  heating  mitts.  Then  came  the 
probe.  After  surviving  a  gauntlet  of 
pore-pinching,  my  well-meaning  tor- 


turer applied  cold  compresses  about 
my  stinging  face.  I  did  experience  a 
few  moments  of  anxiety  when  she  left 
me  alone  in  the  dark  swathed  in  a 
cloth  that  covered  everything  but  my 
mouth  and  nostrils:  I  imagined  fire 


Restoring  mind,  body  and  copper  highlights  at  New  York  City's  Avon  Centre  Salon  &  Spa. 


breaking  out  and  my  being  forgot] 
in  the  melee,  and  later  found  da 
with  hot,  greasy,  laminated  hands! 
yet  remarkably  smooth,  supple  slq 
After  a  lunch  of  expertly  piepaJ 
and  gracefully  presented  tomato  so 
I  headed  for  my  Smoothie  Bq 
Scrub.  There  is  certainly  no  more| 
fective  cure  for  the  sin  of  pride  tl| 
being  asked  to  wear  a  paper  tho( 
and  I'll  confess  that  at  times  I  feU 
though  I  were  in  the  hands  of  a  N| 
Age  nanny  insistent  on  scourj 
off  those  "nasty  wee  germies."  (ij 
oh  how  blissful  was  the  multitu 
of  warm-water  jets  rinsing  off  1 
cleanser.)  During  my  mani-p< 
combo,  I  was  heartened  to  learn  tl 
my  heels  were  not  yet  so  callused 
to  require  use  of  the  dread  "peeld 
In  the  salon,  my  tresses  were  wash 
and  teased  into  loveliness.  At  firs 
thought  that  both  the  stylists  and  ] 
trons  were  giving  off  way  too  mi) 
attitude,  but  I  suppose  a  little  o] 
must  have  rubbed  off  on  me:  As  I 
ited — cleansed,  scrubbed,  de-knotl 


Imagine  a  place  so  INSPIRING, 
it's  good  for  the  soul.  It  would  be  on 
the  Sea  of  Cortes,  at  the  tip  of  the 
BAJA  peninsula.  It  would  include 
a  masterful  Jack  NICKLAUS 
signature  golf  course,  ranked  among 
the  "Top  100  Courses  in  the  World" 
by  Golf  Magazine.  Now  imagine 
LIVING  in  this  remarkable 
environment.  It  all  awaits  you  at 
the  OCEANFRONT  resort 
community  of  Cabo  del  Sol.  Call 
(800)  386-2465  for  golf  reservations. 
For  residential  inquiries  call  (877) 
703-4394.  Or  visit  us  at 
www.cabodelsol.com. 
It  will  do  your 
soul  good. 


Cabo  del  Sol 
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HE  FORBES  COLLECTION 
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isively  from  Harden 


- 


■ 


S  i  q  n  a  t  I 


g  n  a  t  u  r  e 


S  e  r  i 


Neon  tract 

■  ■  rT^"*  ^*  »  2000  h,,i*-\  I  irmiing Inc. 


8550  Mill  Pond  Way   McConnellsville,  New  York  13401   315-675-3600  •  Fax:  315-245-2884 
E-MAIL:  CONTRACT@HARDEN.COM  www.hardehcontract.com 


6;  * 


Introducing  Harden 
Contract's  Signature  Series, 


a  collection  of  executive 


office  furniture  inspired 
by  original  pieces  from 
the  Forbes  headquarters. 


The  Collection  embodies 
Forbes'  renowned 
connoisseurship  and 
Harden's  commitment  to 


quality.  It  features  solid 
wood  construction,  brass 
and  pewter  hardware,  as 
well  as  leather  and  fabric 


■I  II 


■ 


upholstery. 


THE  FORBES  COLLECTION" 


g  n  a  t  u  r  e 


e  r  1  e 


HARDEN  c  ontra  c 


©  20(H)  b'urbes  licrnmi 


jt^fltrh.  authorized  Harden  Contract  dealers  nationwide.  Call  the  Harden  Contract  divisi 
OQ  0F.vis.it  www.hardencoatract.com  for  a  listing  of  showrooms  and  sates  represents 


ipres-ski  hour  descends,  enchantingly, 
le  Lodge  at  Vail. 

tomato  souped — I  found  myself 
umphing  that  at  least  I  didn't 
;  to  rely  on  any  colorist's  trickery 
highlights.  Mine  were  real.  So 
Avon  Centre  Salon  &  Spa,  Trump 
)er,  j2$  Fifth  Avenue,  New  York, 
■577-AVON. 

— Sabina  Forbes  II 

1:  If  you're  a  snowboarder  or  skier 
sing  for  a  Rocky  Mountain  get- 
y,  the  simple  act  of  flattening  out 
trail  guide  for  a  representational 
ipse  of  Vail  Mountain  is  enough 
licit  goose  bumps.  Now,  when 
do,  you'll  see  something  called 
s  Sky  Basin.  Vail's  latest  expan- 
area,  which  opened  last  January, 
s  645  acres  of  backcountry-style 
les  and  glades,  with  three  high- 
id  quad  chair  lifts  to  get  you  to 
top — creating  a  total  skiable  area 
,289  acres  that  already  includes 
I  picturesque  front  side  and  leg- 
ary  back  bowls. 

)f  course,  it's  only  a  map.  Once 
really  get  there,  the  terrain  will 
"e  than  adequately  uphold  Vail's 
itation.  The  back  bowls  are  as- 
nding,  ungroomed  and  natural, 
dng  much  like  the  empty  seas  of 
lunar  surface  (except  for  the  pres- 


ence of  your  fellow  recreationists, 
who  can  be  seen,  far  off  and  ant-like, 
cross-hatching  the  steep  pitches). 
In  all,  you  can  choose  from  193  trails 
that  offer  great  variety  and  challenges 
for  skiers  at  all  levels. 

That  said,  where  do  you  and  your 
ski  buddies  stay?  The  Lodge  at  Vail 
has  been  a  standby  for  more  than  35 
years,  since  its  humble  days  as  a  small 
guest  house  built  to  satisfy  the  Forest 
Service's  minimum  requirement  for  a 
small  inn.  Today  the  79-room  chalet- 
style  hotel  features  a  range  of  luxury 
guest  rooms,  suites  and  a  penthouse 
with  oversized  marble  baths,  top- 
notch  dining  and  an  attentive  staff 
who  admirably  focus  on  their  duties 
despite  the  terribly  obvious  fact  that 
they'd  rather  be  skiing.  The  Lodge's 
quietly  elegant  accommodations  are 
at  the  foot  of  the  mountain,  only  a 
few  yards  away  from  its  main  Vista 
Bahn  ski  lift. 

Still,  if  that's  not  close  enough, 
there's  always  the  Lodge's  Game 
Creek  Chalet,  located  on  Vail  Moun- 
tain proper.  True,  it's  accessible  only 
by  gondola  and  Sno-Cat,  but  don't 
get  the  idea  that  the  Game  Creek 
Chalet  is  some  kind  of  rustic  bohem- 
ian  escape:  This  four-bedroom  hide- 
away features  a  full  kitchen,  dining 
room,  fireplace  and  outdoor  hot  tub — 
and  it  starts  at  $650  per  person,  per 
night  in  the  winter  season.  (Hey,  they 
throw  in  lift  tickets,  ski  instruction, 
transportation,  meals,  even  apres-ski 
libations.)  If  you're  financing  the  trip 
on  your  founder's  stock,  you  can  ob- 
serve your  share-price  fluctuations  at 
the  nearby  Sprint  Communications 
Center — complete  with  a  Ti  line,  six 
computers,  a  Bloomberg  terminal 
and  a  six-person  videoconferencing 
facility.  All  this  at  10,350  feet,  at 
the  top  of  the  Eagle  Bahn  Gondola. 
The  Lodge  at  Vail,  Vail,  CO;  (800) 
331-5634;  www.lodgeatvail.com. 
Winter  rates  begin  at  $440  per  room, 
per  night.  •        — Jim  Gialamas 

Scan  below  for  more  on  Vail. 


THE  SWEET 

SOUNDS  OF  BALI 

BECKONING  THE  COUPLE 
GREW  SIGNIFICANTLY  FAINTER 
as  the  captain 
informed  them 
that  the  "slight 
delay  'might  take 
slightly  longer.  "There  is  still  an 
outside  chance,"  he  said,  "we  could 
be  ready  in  two  hours".  So  instead 
of  toying  with  foie  gras  by  a 
sea  accented  with  moonlight, 
they  found  themselves  on  the 
tarmac  at  Seletar  Airport. The 
disappointment  behind  his  wife's 
smiling  eyes  did  not  escape  him. 
"Dear,  we  will  be  there  sooner 
than  you  think." he  said.  However, 
it  was  dangerously  becoming 
an  anniversary  to  forget.  Only 
one  person  could  salvage  it. 
"1  understand  sir.  I'll  attend  to  it 
right  away,"said  the  Raffles  Hotel 
concierge.  And  then,  displaying 
the  cool,  calculating  demeanour 
for  which  he  was  so  famous, 
began  to  execute  his  artifice  in 
earnest.  Within  the  snug  confines 
of  their  stranded  private  jet  the 
Raffles  chef  served  delicate 
Maryland  crab  cakes,  seared  tuna 
with  scallion  cream  and  Feraelle 
mineral  water  in  aid  of  altitude 
dehydration,  just  in  case.  But  alas, 
Bali's  charms  would  have  to  wait 
on  the  delivery  of  an  engine  part 
from  Bangkok.  As  the  limousine 
made  its  way  back  to  Raffles 
Hotel,  the  couple  secretly  thanked 
fate's  kind  hand,  knowing  that  they 
would  experience  once  more  the 
opulence  of  theTemasek  Suite. 


A  Raffles  INTERNATIONAL  HOTEL 

Raffles  Hotel,  I  Beach  Road, 
Singapore  189673 
Tel:  (65)  337-1886.  Fax  (65)  339-7650. 
Email  rafrles@raffles.com 
URL  www.rarfleshotel  com 


In  1902,  as  he  lay  dying  at  the  age  of  48,  Cecil  Rhodes  could  look  back  on  a  not  undis- 
tinguished career.  He  had  made  a  vast  fortune  in  gold  and  diamonds.  He  had  built  rail- 
roads through  the  wilderness  and  become  one  of  the  century's  great  rulers.  He  had  created 
an  empire,  which  is  more  than  your  average  48-year-old  has  on  his  resume.  But  Rhodes 
was  not  going  gentle  into  any  good  night.  On  his  deathbed  he  was  heard  muttering,  "So 
little  done,  so  much  to  do."  •  What  did  he  mean?  It's  possible  he  wanted  still  more 
money  or  land  or  power — maybe  he  was  the  one  workaholic  who  really  spent  his  last  min- 
utes wishing  he'd  spent  more  time  at  the  office.  But  at  that  moment  most  people  worry 
about  a  different  kind  of  "To  Do"  list.  When  Jose  Marti  named  the  things  that  every  man 
ought  to  do  before  he  dies,  the  list  did  not  include  "Liberate  a  country."  The  hero  of 
Cuban  independence  named  three  more  important  tasks:  Plant  a  tree,  write  a  book,  have 
a  son.  That's  an  excellent  start.  Here  are  ten  more.  •  Make  a  pilgrimage.  The  destina- 
tion might  be  a  traditional  one  such  as  Jerusalem  or  Rome  or  Mecca.  It  might  be  a  site 
of  prehistoric  rituals,  like  Stonehenge  or  Machu  Picchu.  For  nature-worshippers 
it  could  be  an  African  savanna  or  Amazonian  rain  forest;  for  music-lovers  it  could  be  La 
Scala  or  Bayreuth.  The  goal  is  a  cathedral  you  hold  sacred,  a  place  where  you  can  feel 
part  of  something  larger.  The  reward  is  a  moment,  whether  it's  hearing  the  "Gloria"  at  St. 
Peter's  or  watching  a  gazelle  take  its  first  step,  that  you  won't  need  a  video  camera  to  capture. 

By  John  Tierney  /  Illustration  by  Josh  Gosfield 
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tand  up  to  a  bully;  speak  out  against  a  frai 
fight  off  a  rival  for  a  prize. 


Eat  a  meal  good  enough  to  be  your  last.  When  the  end 
comes  for  you,  there  is  a  distinct  possibility  that  you  will  be 
in  no  position  to  enjoy  white  truffles.  But  if  you  plan  ahead 
carefully — if  you  eat  them  now — you  will  not  die  feeling 
cheated.  Think  of  it  as  death  insurance  and  pay  no  atten- 
tion to  those  numbers  on  the  right  side  of  the  menu. 

Keep  in  mind  the  two  versions  of  William  Pitt's  dying 
words.  The  grand  version  of  his  deathbed  scene  in  1806  is 
that  the  British  prime  minister,  disillusioned  by  Napoleon's 
successes,  expired  murmuring,  "My  countrv,  oh,  how  I  leave 
my  country!"  The  less  grand  version  is  that  his  last  words 
were:  "I  think  I  could  eat  one  of  Bellamy's  veal  pies."  If  you 
have  anv  doubt  as  to  which  version  is  more  believable,  you 
need  to  start  reexamining  your  priorities. 

Climb  your  own  Mount  Ventoux.  It  has  been  said  that 
the  Renaissance  began  with  Petrarch's  ascent  of  this  peak 
in  Provence  in  the  1330s.  At  the  time,  climbing  a  mountain 
was  not  something  people  went  on  vacation  to  do.  Moun- 
tains were  considered  dangerous  and  useless.  Mountains 
could  even  be  a  sinful  distraction  from  God,  as  Petrarch 
interpreted  a  passage  in  Augustine  rebuking  men  who  "ad- 
mire the  high  mountains. "The  poet  tried  to  tell  himself  that 
he  should  be  looking  inward  at  his  soul — the  medieval  view. 

But  the  ever-curious  Petrarch  nonetheless  climbed 
6,000  feet  and  marveled  at  a  new  vista.  "What  I  had  read 
of  Athos  and  Olvmpus  seemed  less  incredible  as  I  myself 
witnessed  the  same  things,"  he  wrote.  Today  you  can  have 
the  same  view  easilv  enough — there's  a  road  and  restau- 
rant at  the  peak — but  that's  not  really  the  point.  The 
point  is  to  climb  something  you  were  afraid  to  climb  and 
see  something  new. 

Memorize  a  poem  and  pass  it  on.  The  most  obvious 
choice  is  a  performance  during  courtship,  and  it's  hard  to  go 
wrong  with  Byron's  "She  walks  in  beautv,  like  the  night."  For 
more  of  an  edge,  try  Marvell's  "To  His  Cov  Mistress."  But 
it  can  be  for  anyone  at  anvtime.  Teach  children  the  open- 
ing lines  of  The  Canterbury  Tales,  or  get  their  blood  flow- 
ing with  Kipling's  "If."  You  can  do  more  for  an  ailing  friend 
with  Keats  than  with  a  Hallmark  card.  Yeats's  "Sailing  to 
Byzantium"  can  enliven  a  journey  on  any  waters,  and  it  will 
never  be  forgotten  if  you  recite  it  on  the  Bosporus. 

Make  an  enemy  for  life.  A  gentleman  has  been  defined 
as  someone  who  never  gives  pain  to  anyone  unintention- 
ally. This  leaves  plentv  of  leewav  for  deliberate  rudeness 
toward  someone  you  can't  stand.  Stand  up  to  a  bully;  speak 
gainst  a  fraud;  fight  off  a  rival  for  a  prize.  Care  enough 


about  something  to  make  someone  mad.  An  enemv  h 
you  define  yourself.  As  Schopenhauer  said,  "We  can  c| 
to  look  upon  the  deaths  of  our  enemies  with  as  nfl 
regret  as  we  feel  for  those  of  our  friends,  namely,  whei 
miss  their  existence  as  witnesses  to  our  success." 

Forgive  someone. 

See  for  yourself  that  the  earth  is  round.  The  surest 

is  to  set  sail  in  one  direction  and  not  stop  until  vou're  h« 
again.  For  a  cheaper,  although  not  quite  as  direct,  met! 
journey  north  of  the  Arctic  Circle  around  the  sumi 
solstice  and  spend  a  night  (ideally  in  a  hot  tub)  water 
the  sun  circle  above  the  horizon. 

Take  someone  you  love  to  the  Camera  degli  Sp 

There  may  be  more  important  works  of  art,  like  the  D; I 
or  the  Last  Supper  or  the  Sistine  Chapel,  but  for  si 
charm  there's  nothing  like  these  15th-century  frescoo 
Mantegna.  You  find  them  not  in  a  mobbed  museum  bu 
a  quiet  jewel  box,  a  small  chamber  in  the  ducal  palao 
Mantua.  The  brightly  colored  paintings  literally  shimi 
with  inlaid  gold  and  lapis.  The  paintings  depict  nobL 
courtiers,  children,  dwarves,  horses,  dogs — all  watched  c 
not  by  a  stern  God  but  by  an  assortment  of  famously  pi 
fill putti  on  the  ceiling.  The  cherubs  also  seem  to  be  lo 
ing  down  on  some  life-affirming  activities,  which  is  wh)i 
called  the  Room  of  the  Bride  and  Bridegroom. 

Defy  gravity.  Yes,  it's  the  most  drearily  immutable  law, 
the  planet,  but  on  your  deathbed  it  would  be  good  to  re 
a  momentary  rebellion — one  sky  dive  out  of  a  plane, « 
plunge  on  a  bungee  cord,  one  ride  on  a  parasail.  For 
ultimate  in  simplicitv  and  pleasure,  paraglide  off  B: 
Dag,  a  6,000-foot-high  peak  rising  straight  above  the  cc 
of  southern  Turkey.  Just  make  sure  that  you  have  a  prol 
sional  pilot  strapped  in  the  harness  of  your  parachute.! 
two  of  you  take  a  few  running  steps  and  leap  into  the  vc 
at  which  point  the  pilot  and  the  wind  take  over.  You  s 
a  mile  above  the  ocean,  then  slowlv  circle  for  20  minute 
the  pilot  guides  you  to  a  leisurely  landing  on  the  bea 
whereupon  gravitv  takes  over  again. 

Let  someone  else  have  the  chance  you  missed.  Mai 

it  will  be  one  of  the  things  on  this  list,  like  a  trip  you  alw 
meant  to  take  but  which  eventually  becomes  impossit 
With  age  come  limitations.  But  with  age  also  come  w 
dom  and  monev.  When  it's  too  late  for  you,  give  somec 
vounger  what  vou  alwavs  wanted.  • 


FYI 


SHORES     OF     HONOLULU     AS     SEEN     FROM     T  HE     ORCHID  POOL 


C^/oday  I  swam  in  a  work  of  art.  And  was  greeted  poolside  with  the  sunscreen 
1  requested  on  my  last  visit...  they  remembered.    What  some  may  laud  as  details, 
Halekulani  considers  standards.    I  have  found  perfection  and  it  exceeds  my  expectations. 


(COVER  THE  LIFESTYLES  OF  OAHU  AND 
kLUE  PACKAGES.  WWW.HALEKULANI.COM 
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M  Rules  fo 

Survivinc 

THERE'S  A  BROKEN  HEART  FOR  EVERY  LIGHT  ON  SUNSET  BOULEVARD.  TAKE  MELROSE  INSTEAD.  ^  | 


After 
twenty-four 
years  here 


J  during  whil 

I've  made  a  good  living  as  a  writer,  producer  and  TV  star,  I  still  do  not  understand  Hollywood.  It  is  a  mystery 
me  why  some  people  fail  and  others  succeed.  But  then  life  itself  is  a  mystery,  and  Hollywood  is,  above  all,  lifel 
supercharged,  lavish,  subtropical,  vivid  life.  It's  like  "high  school  with  money,"  as  the  saying  goes.  Except  tl 
reward  system  in  high  school  is  easier  to  understand:  To  the  good-looking,  athletic  and  self-confident  go  the  spoj 
Here  in  Hollywood,  it's  tougher  to  figure.  •  Anyway,  while  I  cannot  tell,  still,  who  will  rise  to  greatness  I 
Hollywood  and  who  won't,  I  can  at  least  offer  a  few  suggestions  about  how  to  survive  here  while  maintaini 
some  semblance  of  dignity.  But  I  warn  you  that  just  because  these  are  rules  doesn't  necessarily  mean  they  fi 
within  your  control — any  more  than  refusing  to  covet  your  neighbor's  wife  falls  within  your  control.  •  Here  we  g 


IHave  a  clear  idea  of  why  you  are  coming  to 
Hollywood  and  what  you  will  do  here.  To  ar- 
rive with  nothing  more  than  the  desire  to  become 
rich  and  famous  is  ridiculous.  "Being  successful"  is  not  a 
job  category.  There  are  successful  writers  and  successful 
actors.  There  are  successful  makeup  artists  and  sound 
men  and  production  lawyers.  Decide  which  of  these  you 
want  to  be,  or  at  least  which  you  want  to  start  as,  and  your 
beginnings  will  be  easier. 

You  can  always  change  your  mind,  and  in  fact,  as  we 
shall  soon  see,  flexibility  is  vital.  But  don't  come  here 
without  an  idea  of  what  you  want  to  do,  or  you'll  wind  up 
parking  cars — if  you're  lucky. 

Have  a  career  goal  that  is  related  to  your 
abilities.  For  example:  It's  cruel  to  say  so,  but 

§  some  men  and  women  are  simply  not  talented  at 
writing.  For  them  to  come  here  and  hope  to  be  writers 
s  far-fetched.  Yes,  Hollywood  writers  are  often  only 


marginally  talented,  but  at  least  they  have  some  modicu 
of  ability.  If  you  have  none  that  has  been  discovered,  y* 
should  probably  try  another  field. 

If  you  want  to  be  an  actor,  it's  vital  to  be  good-loo: 
ing,  or  at  least  good-looking  as  that  term  is  defined  at  t] 
moment.  (Right  now,  all  female  stars  have  a  sort 
pinched,  nutty  look,  and  the  men  all  look  like  bar^ 
cleaned-up  smack  addicts.)  If  you  look  anything  like  tl 
"before"  picture  from  a  Jenny  Craig  ad,  you  are  not  sfl 
material.  You  might  be  character-actor  material,  bl 
you're  not  a  leading  man  or  a  leading  lady.  It  also  helps 
have  some  talent  at  acting,  i.e.,  you  should  be  able 
bring  about  some  desired  result  in  your  audience — mal 
them  laugh  or  cry  when  they're  supposed  to  laugh  or  ci 
(If  you  make  them  laugh  when  they're  supposed  to  ci) 
you  might  want  to  try  hair  and  makeup.)  If  you're  col 
sidering  becoming  an  agent,  you  must  be  tough  but  ni 
particularly  thoughtful.  Your  decisions  have  to  be  mai 
quickly  and  without  remorse:  If  you're  prone  to  taking  fi' 


YI 


minutes  to  study  a  menu,  you  should  try  something  else. 

There  are  a  wealth  of  jobs  out  here,  and  some  do  allow 
for  slow,  deliberate  thinking  and  acting — I'm  thinking  of 
masseuse  to  the  stars  here — but  know  what  your  talents 
are  and  what  job  they  are  suited  to,  and  you'll  save  your- 
self a  lot  of  trouble. 

3 Bring  money.  This  sounds  like  a  joke,  but  it  isn't. 
It  can  take  a  good  long  time  to  get  hired  at  any- 
thing like  a  decent  wage  in  Hollywood.  In  the 
meantime,  you  have  to  live. 

I  have  seen  disma'ring  things  happen  to  women,  in  par- 
ticular, who  came  to  Los  Angeles  with  insufficient  funds 
and  found  that  thev  simplv  could  not  pay  their  bills 
without  relying  on  the  kindness  of  strangers.  The 
luckv  ones  found  one  particular  older  man  to  take 
care  of  them.  The  unluckv  ones  became  common 
carriers.  Men,  too,  have  to  humble 
themselves  with  jobs  that  are  dead-end, 
self-esteem  destroyers  unless  they  have 
enough  money  to  live  on  until  they  get 
hooked  into  the  Hollywood  salary  system. 
I  have  run  into  countless  delivery  men 
and  clothing  store  salesmen  who  are  better- 
looking  than  Brad  Pitt  will  ever  be,  and  quite 
possiblv  better  actors.  But  they  lacked  the  cap 


IF  YOU  WANTto  be 


study,  take  a  test  and  then  sign  on  to  any  one  of  a  mil 
places  that  take  entry-level  men  and  women. 

None  of  this  applies,  or  even  exists,  in  Hollvwc 
There- is  no  Motion  Picture  I ndustry  Aptitude  Test; 
TV  production  ACT.  There  are  film  and  TV  schools 
course,  but  they  have  little  to  do  with  success — at  leas* 
terms  of  what  they  teach. 

With  few  exceptions,  there  are  no  apprenticeship/1 
tern/first-vear  positions  for  writers  or  directors  or  ad 
or  producers.  You  have  to  have  a  friend  or  connect! 
that  gets  you  started.  A  cousin  in  the  biz  is  good,  an 
father  or  uncle  is  better.  A  college  chum's  father  will 
But  you  have  to  have  someone  who  will  connect  vou  Ml 
an  agent,  or  with  a  studio  exec  who's  looking  for  an 
sistant.  You  can't  get  inside  without  a  connection;  if" i 
have  none,  you're  in  big  trouble.  Scour  your  family  t 
and  every  triend  you  have  to  find  one.  And  your  a| 
nection  should  be  in  a  field  related  to  your  tale) 
and  aspirations.  If  you  want  to  be  a  movie  pi 
ducer,  it  does  little  good  to  have  a  cousin  vt 
does  makeup  tor  Animal  Planet.  (Although  i 
better  than  having  no  connection  at  all.) 
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a  producer, 

it  does  little  good  to  have  a  cousin 
who  does  makeup  for  Animal  Planet. 


ital  to  keep  them  going  until  thev  got  their  parts,  so 
they  took  jobs  that  ate  up  all  of  their  time,  and  now 
they'll  never  be  anything  like  what  thev  wanted  to  be. 

Among  the  most  successful  men  and  women  I  have 
known  here,  most  had  the  wherewithal  to  stay  fo- 
cused on  their  desired  career — writing,  acting, 
whatever — without  having  to  use  up  their 
strength  and  self-esteem  bv  being  mes 
sengers  or  prostitutes. 


4 In  Hollywood,  more  than  am 
other  arena,  connections  are 
golden.  In  the  practice  of  law, 
you  can  find  your  way  to  comfort  bv 
taking  the  law  boards,  studving 
hard  and  then  signing  on  in  gov- 
ernment or  the  private  sector.  The 
path  is  neat.  Likewise  in  medicine 
r  university  teaching  or  finance:  You 


Be  polite  and  respectful  to  everyo 
you  meet.  It's  not  just  a  rumor  or  a  die 
that  the  people  who  were  valet  parked 
drivers  when  you  met  them  wil 
major  Hollywood  powers  w 
you  need  them.  My  best  liter 
agent,  by  far,  was  a  man  nam 
David  Hoberman.  He  was  Norm 
Lear's  driver  when  I  first  came 
town.  (How  did  he  get  that  ja 
His  dad  was  at  ABC.)  He  la 
went  on  to  become  an  enormou 
successful  producer.  Even*  day 
studio  lots  I  meet  men  and  women  w) 
have  it  in  their  power  to  hire  or  fire  me — aj 
I  knew  them  all  when  they  were  bringi| 
coffee  to  executives  long  since  retired  at 
forgotten.  I  am  grateful  that  I  was  polite) 
them  long  ago,  because,  believe  me,  thl 
remember  even*  slight  ever  visit 
upon  them. 

That  guv  you  meet  who  seer 
smart  but  unimportant  w 
become  incredibly  importar 
Mark  Canton,  whom  I  m 
when  he  was  an  assistant 
Jon  Peters,  eventually  b 
came  head  of  Columbi 
Brian  Grazer,  whom 
knew  as  a  sillv  pal  ot  n 
writing  partner  DeAm 
Barklev,  turned  out  to  be  oi 


of  the  most  capable  producers  in  Hollywood.  Be  polite  to 
everyone  and  you  will  not  regret  it.  This  applies 
especially  to  young  people. 

6 Friends  come  and  go,  but  enemies 
accumulate.  When  you  get  into  a  figh 
with  someone  over  a  deal  or  a  breach  of  con- 
tract— and  it  happens  all  the  time — patch  it  up,  make 
nice  and  ensure  that  you  get  along  with  them  at  the  end 
of  the  day.  Your  friends  will  either  retire  or  die;  your 
enemies,  on  the  other  hand,  will  become  legendary 
powers.  And  they  will  recall  whatever  it  is  you  did 
to  them.  It  is  inevitable  that  you  will  have  conflicts 
in  this  town,  but  it  is  vital  that  you  do  not  let  them 
last.  Send  flowers.  Send  muffin  baskets.  Send  dia- 
mond bracelets.  But  send  something. 


YOUR  FRIENDS  will  either  re- 
tire or  die;  your  enemies,  on  the  other 
hand,  will  become  legendary  powers. 


wm  Don't  get  discouraged.  It's  the  rare  man  or 

/woman  who  achieves  traction  right  away  here. 
Stay  focused  and  don't  give  up.  Even  after  your 
first  success,  you'll  still  experience  some  failures  or  dry 
spells.  I  suffered  through  a  two-vear-long  acting  drought 
right  after  I  had  a  major  piece 
written  about  me  in  The  New 
York  Times  some  years  ago.  I 
was  tempted  to  give  up,  and 
I'm  glad  I  didn't.  No  one  has 
a  smooth  path  upward,  and 
you  won't  either.  Stay  here  anyway. 

8 Be  flexible  and  let  the  mar 
ket  guide  you.  You,  of  course, 
have  an  idea  of  what  you  want 
to  do.  (I  hope.)  But  Hollywood  has  a 
way  of  sizing  you  up  and  telling  you 
what  it  wants  you  to  do.  I  expected  to 
be  a  sitcom  writer.  I  was  employed  at  it 
right  away.  But  I  wasn't  suited  for  it, 
both  by  temperament  and  by  my  judg- 
ment of  what  was  funny.  The  market  nudged 
me  into  scriptwriting,  and  that  worked  well 
for  ten  years.  Then  the  market  told  me  that 
/was  the  product.  Whhaaam.  I  became  a  char- 
acter actor,  and  then  ended  up  with  my  own 
show  on  Comedy  Central. 

The  point  is:  I  didn't  fight  it.  I  went  with  the 


flow,  and  I  haven't  regretted  it  one  bit.  I 
mmend  you  do  the  same. 

If  you  have  contempt  for  H< 
wood,  don't  come  here.  This  1 

M  sentially  a  small  town,  and  we  ti 
like  naysayers.  Sure,  you  can  comjj 
about  the  politics  here  (I  do  more  than 
one  else).  You  can  bitch  about  the  smog, 
vou  must  respect  and  love  the  process.  E 
treat  it  as  beneath  you.  Don't  look  upon 
thing  vou  do  here — short  of  prostitution 
"selling  out."  Hollywood  provides  the  \M 
with  a  high  quality  of  mass  entertainm 
More  than  that,  it  provides  the  people 
•     with  a  great  living  and  a  lot  of  amusemi 
If  you  think  you're  better  1 
we  are  because  you're  an  "art: 
or  you  have  higher  political  c 
sciousness  or  you're  too  deluj 
you  shouldn't  be  here.  We  d 
like  people  sneering  at  us.  Mo: 
those  who  sneer  are  just  jeaL 
anyway.  Come  out  and  say  s 
you  are,  but  don't  curl  vour  lip 


WStay  humble  and  grab 
for  work.  Once  you  get! 
position  of  success,  you 
take  yourself  far  too  seriously.  You 
say  that  dressing  as  a  clown  is 
neath  your  dignity,  or  that  gett 
dunked  in  a  tank  is  too  demeaning, 
can  say  that  writing  a  script  about  ti 
H    ing  roaches  is  below  you.  Don't  do  it. 
can  be  instantly  replaced  if  you  co 
attitude,  and  once  word 
around  that  you're  upp 
you'll  be  replaced- 
Never,  never  walk  ai 
from  work.  My  m» 
tor  and  guru,  Mict 
Chinich,  likes  to  > 
that  "It's  better 
be  overwhelmed  ti 
unemployed."  Yes,  ] 
may  be  very  busj 
too  busy —  for  a  wh 
But  it's  a  lot  bel 
than  not  having 
phone  ring. 

That's  it.  Now, 
out  of  here,  you  knu> 
leheads,  and  haw 
good  time  at  our  part 
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SOFT-WALK 

SHOCK-ABSORBING  HEELS 

Ease  pressure  on  the  joints  and  the  spine 

AIR-BAG 

SHOCK  ABSORBERS 

Relieve  the  stress  and  strain  of  walking 

MULTI-GRIP 
CLEATED  SOLES 

Ensure  firm  footing  and 
maximum  support 

AIR-ACTIVE 
AIR  CUSHION  SOLES 

Reduce  on-the-go  weariness 

AIR-JET 

AIR  CIRCULATION  SYSTEM 

Procures  a  soothing  sensation 
of  freshness 

SOFT-AIR 

SHOCK-ABSORBING  INSOLE 

Guarantee  a  light,  carefree  stride 

AIR-RELAX 

REMOVABLE  INSOLES 

Contribute  significantly  to  better  foot  hygiene 

SOFT-STEP 
PADDED  TOP-LINES 

Avoid  pinching  and  rubbing 


ANGELO 

MEN  5-141/2 


Whenever  craftsmen  combine  traditional  methods  of  shoe 
making  with  the  latest  technology  to  produce  unmistakable 
masterpieces;  whenever  the  finest  details  are  perfected  to 
ensure  unsurpassed  walking  comfort;  whenever  the  timeless 
and  world-embracing  qualities  of  true  style  are  preferred 
to  fleeting  fashion;  and  whenever  exceptional  materials 

(exquisite  full  grain  leather,  the 
velvet  softness  of  nubuck) 
are  selected... 
only  one  shoe  comes  to 
mind  :  MEPHISTO.  Become 
a  distinguished  member. 
A  member  of  the 
MEPHISTO  movement. 


MEREDITH 

WOMEN  2-9 


MEPHISTO  H 

THE   WO  R  LD'S 
FINEST 
WALKING 
SHOES 


MEPHISTO  WORLDWIDE 


mephisto.com     Franklin  /  Tennessee 


8  0  0  MEPHISTO 


I — * 


Expression 


By  Christopher  Hitcherl 


Who  knows  if  there's  a  deep,  subliminal  connection  between  a  decade  and  decadence?  The  past  ten  years  have 
the  national  idiom  and  vernacular  flecked  anew  with  drool  and  euphemism  and  superfluity.  "Thank  you  for  ui 
the  Holland  Tunnel/Dulles  Airport/the  New  Jersey  Turnpike."  Thanks  for  what?  What  choice  did  one  have?  0| 
sides  the  nonreassuring  incantation  "No  problem"  or  (worse)  "Not  a  problem" — when  there  was  no  reason  to  $ 


pose  that  there  could  or  should  have  been.  "Sir,  I'm 
going  to  need  you  to ..."  I  dare  say  you  are,  but  pray  don't 
speak  without  introduction  of  your  needs.  And  of  course, 
since  the  fish  rots  from  the  head  (and  also  the  guts,  the 
heart,  the  leaping  piscine  genitalia  and  the  most  extreme 
and  flapping  fins,  in  a  positive  orgy  of  moral  and  lin- 
guistic deliquescence):  "It  all  depends  on  what  the  mean- 
ing of  is  is."  You  want  to  take  the  poor  old  language  into 
your  arms  and  kiss  away  its  tears. 

Is  there  hope?  If  there  is,  as  Orwell  once  wrote,  "it  lies 
in  the  proles."  An  extreme  view,  you  might  think,  but 
even  in  a  time  when  public  education  is  despaired  of,  the 
demotic  American  continues  to  evolve  terse  and  pungent 
ripostes.  Ambitious  semiliterates  drown  in  their  own 
froth,  asking  you  whether  the  called  party  "will  know 
what  this  is  in  regards  to,"  and  putting  up  parking  plaques 
referring  to  the  Library  of  Congress  as  a  "facility,"  while 
nervously  larding  their  remarks  with  locutions  like 
"at  that  time  he  indicated  to  me."  Here  are  the  ten  best 
*  busters,  all  of  them  models  of  economy. 


1"Get  a  life."  Evolved — nobody  quite  knows  ho  i 
from  a  youth  culture  widely  derided  as  affectless  I 
amoral,  this  is  the  ideal  payback/playback  to  those  i| 
live  vicarious  existences  and  follow  the  zodiacs  of  til 
preferred  celebs.  May  also  be  growled  from  the  side  oil 
mouth  at  chirpy  and  verbose  weathermen  on  TV,  orcl 
smirking  newscaster  accomplices,  or  at  likable  pilots  i| 
can't  leave  the  microphone  alone  and  should  be  conol 
trating  on  their  flying  skills. 

2 "Why  not?"  A  great  oldie,  this,  and  one  to  be  he 
rather  than  said.  You  want  to  hear  it,  as  a  reassura 
ot  the  survival  of  humor  and  common  sense,  when 
check-in  clerk  is  about  to  ask  you  if  you  packed  your  ( 
bags  and  you  ask,  "Can  we  skip  all  that?"  (Sorry  to  ^ 
mentioning  airports,  but  stupidity  there  seems  somel 
more  telling.)  A  man  I  knew  once  got  to  the  toll  plaz 
the  Golden  Gate  Bridge  and  his  wife  said,  "Why  n< 
freebie  tonight?  It's  his  birthday."  The  toll-taker  pau 
briefly  before  listening  to  himself  and  saying,  "Why  m 


ensable 


ncan 


other  way  of  announcing  that  this  is  America.  In 
[her  context  it  might  almost  be  called  empowering, 
gh  not  by  me. 

Dream  on"/ "In  your  dreams."  Valuable  a)  in  recalling 
ertain  hucksters  and  hustlers  to  reality  {cf.  the  now- 
aic  "Yeah,  right").  And  valuable  b)  in  combating  the 
y  and  irritating  ways  in  which  "dream"  is  now  used  to 
ribe  a  positive  state  of  being.  When  telephoned  by  a 
)ertime  salesperson,  it  can  take  too  long  to  engage  in 
er.  ("You  ask  how  I  am  this  evening?  You  really  called 
:e  how  I  was?  Give  me  your  number  and  I'll  call  you 
:.")  And  the  danger  of  misunderstood  or  wasted  sar- 
i  also  exists.  A  swift  "Dream  on"  is  usually  enough  to 
rn  such  gentry  to  the  wakeful  state,  as  well  as  bestow 
i  them  the  priceless  gift  of  rapid  eye  movement. 

'Get  real."  Perhaps  adapted  from  the  above,  but  es- 
oecially  shaped  for  those  who  telephone  for  political 
indraising  purposes,  or  who  offer  mood-altering  sub- 
ces  for  sale. 

'If  it  weren't  for  bad  luck,  I'd  have  had  no  luck  at  all." 
Everyone  gets  the  blues,  and  everyone  is  tempted  by 
pity,  but  this  is  an  only-in-America  remark,  and  we 
iv  which  America  produced  it.  A  piece  of  self-mock- 
stoicism  for  the  ages;  the  direct  rebuttal  to  all  babble 
it  "Be  all  you  can  be." 

'What's  not  to  like?"  The  shrug  began  with  Mai- 
monides,  who  thought  that  the  Messiah  would  come, 
>ugh  he  may  tarry."  Lenny  Bruce  and  Woody  Allen 
c  this  ball  and  ran  with  it.  A  nice  mixture  of  accep- 
:e  and  defiance,  with  an  ironic  knight's  move  that 
notes  it  above  the  cruder  "Surprise  me"  or  even  the 
iter  "So  what?"  Good  protection  against  the  mud 
i  of  false  promises,  uplift  and  "positive  role  models." 


*7  "Who  needs  it?"/"I  don't  need  this."  It's  essential,  in 
I  a  consumer  society,  to  have  a  solid  phrase  expressive 
of  the  idea  that  something,  no  matter  what,  is  surplus  to 
requirements.  Again,  the  gin-in-the-Campari  or  ironic 
element  is  supplied  when  this  is  used  of  something  al- 
ready unwelcome  or  unattractive. 

8 'You're  history."  I  used  to  distrust  this  as  seeming  to 
show  contempt  for  the  past,  but  it's  now  mutated 
rather  well — into  variants  such  as  "Soooo  ten  minutes 
ago" — to  express  contempt  for  the  ephemeral  and  mere- 
triciously up-to-date.  Good.  Someone  had  to  produce  a 
prophylactic  against  the  redundancy  of  the  everlasting  new. 

9 "As  if."  Again,  a  pose-shriveling  specific  against 
hypocrisy  and  pretense.  Multivalent:  acting  like  salt 
on  a  snail  when  only  two  words  are  required  to  deflate  a 
campaign  promise,  a  psychic  channel,  a  bubble  reputation 
or  a  recent  claim  to  have  undergone  rehab  and  personal 
growth.  Saves  all  the  ponderous  trouble  that  used  to  be  re- 
quired to  state  that  if  you  believed  that,  why  then,  you 
would  credit  any  damn  thing. 

1  C\  "F***ed  up."  There's  no  way  around  or  through  this 
1  \J  one.  Say  it,  and  you  have  often  said  everything.  It  can 
be  perfectly  descriptive,  of  a  personal  relationship,  a  pub- 
lic offering,  a  million-something  march  or  an  overseas 
military  intervention.  Indeed,  many  of  its  finest  cognates 
originate  in  the  veteran  community,  which  gave  us  my 
personal  favorite,  FUBAR.  The  last  three  letters  of  this 
acronym  represent  the  words  "Beyond  All  Recognition." 
And  taken  together,  all  five  letters  were  once  the  name  of 
a  watering  hole  where  Hemingway-fabricating  contests 
were  held  and  where  the  motto  was  the  one  I've  been 
aiming  for:  Choose  Your  Words  With  Care.  • 

Christopher  Hitchens  is  a  columnist  for  Vanity  Fair. 


FORBES  FYI  93 


FYFs  10 -gun  salute  to  the  classic  calendar  girl 

Photographs  by  Michael  Myers 
Produced  and  styled  by  Mark  Grischke 


prices  approximate:  for 
details,  see  last  page, 
imsuit  by  Norma  Kamali. 
»18().  Shoes  h\  Si«erson 
orrisou.  S22!i.  Ksperante 
vertibie  b>  Panoz.  S79,8(»«. 
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Jersey  swini-uii  h\  \oiiii;i  k.imi 
S195.  Crocodile  shots  bjfl 
Sergio  R»*>i.  $of>.">.  I nn^-noa 
wooden  putter.  $130,  ] 
and  replica  gutta-percha  H 
$7.50.byOakhurst  Links! 


shorts.  $150.  by  Betsey  Johi 


Shoes  by  Stuart  \\  eil/manf 
S270.  Crystal  tattoo  on  ankle! 
Swarovski.  S18/packet  I 
of  tliree.  Dueati  Monster  9 


motorcycle.  S9.999.  eourtes_ 


Dueati  Manhattan.  WC, 


Opposite:  Lurex  top,  $230,  ■ 


Demi  i>ra,  $75,  and  (hong, 
$M,  by  Ouuntelle.  Shoes  by 

barren  Edwards.  $495. 
Hair  by  Steven  Ward  at  Garren 
New  York.  Makeup  by  Terri 
Apanasewicz  for  Cloutier.  Nails  by 
Connie  Kaufitian  for  Price, 
Inc.  Props  by  Leah  Levin. 
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DETAIL 


BETSEY  JOHNSON:  Betsey  Johnson, 
New  York;  (212)  244-0843 

151  RBERRY:  all  Burberry  stores; 
(800) 284-8480 

CH  INEL:  Chanel  boutiques  nation- 
wide: blouse  also  at  select  Neiman 
Marcus  stores:  skirt  also  at  Bergdorf 
Goodman.  New  Vork.  and  select 
Bloomingdale's  stores 

CHANTELLE:  Neiman  Marcus. 
Bloomingdale's  and  Saks  Fifth  Avenue 
stores:  wwv.chantellc.com 

I ARICI:  La  Petite  Coquette.  New 
^ork:  Lilies  and  Lace.  Armonk.  NY; 
I  a  Dolce  Vita,  Cresskill,  NJ:  Trousseau. 


Vienna,  YA:  "343."  Salt  Lake  Citv: 
and  Alia  Prima.  San  Francisco 

:  Neiman  Marcus, 
Palm  Beach.  Dallas  and  Beverly  llill> 

D(  CUT:  Ducati:  (888)  DlCATI-2 

FERNANDO  SANCHEZ:  tulle 
rout,  to  order,  at  Fernando  Sanchez. 
New  York;  212)  929-5060, 
mvw.fernandosanchezltd.com 

HARR}  WINSTON:  Harry  Winston; 
(800) 988-4110 

J.  MENDEL:  J.Mendel,  New  York; 
888  832-5830.  and  J.  Mendel 
at  Bergdorf  Goodman.  New  ^ork 


MAN0L0  BLAH  Nik:  Manolo  BlaH 
New  York:  Bergdorf  Goodman.  Next 
and  select  Neiman  Marcus  stores 

MARVEL  B^  LA  P E R L A:  La  Perlal 
New  York,  Bal  Harbor  and  Be\erl\  I 

www.laperla.com 

NORMA  KAMA  LI:  0M0  Norma  kai 
New  *ork:(800)  8-KIMALL 
www.omo-norma-kamali.com 

OVklll  RST  LINKS:  Oakhurst Lid 
Ltd..  White  Sulphur  Springs.  \\Y: 

(304)536-1884 

OSCAR  DE  LA  RE  NT  A  FOR  ALB 
I)  R  F :  select  Neiman  Marcus  stores 

' :  Panoz  Auto  Development. 
Hoschton.  GA:  for  dealer  inform- 
ation (888)  GO-PANOZ  (467-2660), 
vuuv.panozauto.com 

ROBERTO  C  AVAL  LI:  Roberto  Cavj 
New  York:  (212)  755-7722 

SERGIO  ROSSI:  Sergio  Rossi, 
New  York.  Bal  Harbor  and  Houston 

SIGFRSON  MORRISON:  Sigerson| 
Morrison.  New  York:  (212)  219-3893 

M  l  Vli T  WEITZMAN:  Stuart 
Weitzman.  New  York:  212  )  750-25551 
www.stuartweitzman.com 

\  Ski:  department  Mores 
nationwide;  (800)  426-3088 

WARREN  EDW  V K  I)  S :  Warren 
Edwards.  New  York:  (212)  223-4374 

all  Wolford  boutiques: 
(800)WOLFORD 
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lightly  and  luxuriously  in  Lincoln  Navigator,  the  world's  most  powerful  full-size  luxury  SUV.  Tread  spaciously,  too.  Navigator  has  room 
</en  in  three  rows  of  leather-trimmed  seats.  Call  800-688-8898,  visit  www.lincolnvehicles.com  or  see  an  authorized  Navigator  dealer. 


|  Lincoln  Navigator.  American  Luxury. 
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One  day  you,  too,  will  be  a  TV  pundit, 


An  acquaintance  of  mine  has  a  recurring  night- 
mare. He  used  to  be  a  network  news  correspon- 
dent, and  his  dream  draws  on  his  experience 
from  the  late  1980s,  when  he  attended  a  press  conference 
given  by  Mikhail  Gorbachev.  The  event  was  beamed  live 
to  what  in  those  days  was  called  the  Free  World,  which, 
back  then,  actuallv  cared  whenever  Mikhail  Gorbachev 
had  a  press  conference.  In  his  dream  my  friend  once  again 
finds  himself  before  the  great  man,  who  drones  on  and 
on  in  the  finest  Politburo  manner.  At  last  Gorbachev 
calls  on  him.  My  friend  rises.  He  announces  his  name 
and  network  affiliation  as  the  world  watches.  And 
then  he  says,  "Tell  me,  Mr.  General  Secretary,  is  it  pos- 
;ible — is  it  at  all  conceivable — that  for  even  two  brief  sec- 


onds vou  could  cut  the  s***,  you  big  fat  commie  bastai) 
The  nightmare  ends  there,  of  course — in  accordai 
with  the  psychological  fact  that  no  person  can  ever  ex] 
rience  his  own  death  in  a  dream.  But  we  know  what  wo 
happen  next.  Professional  death,  at  the  very  least: 
career  would  end  in  an  instant;  a  solid  reputation,  bj 
up  over  many  vears,  would  be  suddenlv  sunk.  Ignomill 
ridicule,  opprobrium — the  suppressed  giggles  of  tero 
the  skyward  glances  of  doormen — would  follow.  Life, 
all  intents  and  purposes,  would  end. 

I  consider  this  a  highly  useful  nightmare,  a  caution 
tale  worth  keeping  in  mind  as  the  electronic  age  begj 
to  swallow  us  whole.  The  ascendancy  of  CNN,  CNB 
FNC,  MSNBC,  C  SPAN  and  the  other  talking-hd 
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prepared?  /  By  Andrew  Ferguson 


s  means  many  things,  but  it  means  this  thing  above 
Sooner  or  later  you  will  be  asked  to  appear  on  televi- 
i.  And  I'm  not  just  talking  about  you,  Dr.  Kissinger, 
talking  about  you,  Mr.  Mid-Level  Account  Exec- 
s — and  you,  too,  Ms.  Dot-Com  Programmatic 
iceptualizer.  The  hunger  ot  the  alphabet-soup  net- 
ks  is  insatiable.  It  craves  faces;  it  needs  voices.  If 
isn't  already,  it  will  before  long  crave  yours. 
ind  when  you  answer  the  call,  you  too  will  realize — 
:you  don't,  you  should — how  thin  is  the  thread  from 
ch  a  television  guest  dangles,  and  how  deep  the 
5m  that  awaits  him  should  it  break.  Like  my  friend 
lis  nightmare,  you  are  at  any  given  moment  a  few 
jghtlessly  spoken  syllables  away  from  sure  and  com- 


plete oblivion.  "That's  right,  Katie,"  you  might  find 
yourself  saying,  not  knowing  why,  "and  if  you  had  halt 
a  brain  in  your  perky  little  head  you  wouldn't  ask  such  an 
asinine  question." 

What  follows  is  a  packet  of  rules — ten  of  them,  of 
course,  in  honor  of  the  occasion — designed  to  instill  in  the 
neophyte  TV  guest  a  sense  of  himself,  a  feeling  of  assur- 
ance, so  that  he  will  not  be  tempted  at  the  odd  moment  to 
go  off  the  rails.  Television  offers  the  possibility  of  failure 
in  many  different  forms.  Far  from  blurting  out  the  inap- 
propriate comment,  for  example,  you  might  freeze  up. 
Instead  of  exhibiting  too  much  personality,  you  might 
show  yourself  to  be  a  cold  fish.  What  is  needed  is  a 
handful  of  guiding  principles  to  steady  the  nerves.  For 


istrations  by  Amanda  Duffy 
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that  little  red  "on-air"  light  above  the  camera  is  a  seduc- 
tress. Follow  these  rules  and  she  will  bend  to  your  will. 
Or  in  any  case,  she  won't  lead  you  to  your  death. 

Observe  the  smile  rule. This  is  the  most' obvious  rule 
of  all,  and  yes,  there  are  exceptions  to  it.  If  you  are  a  ge- 
ologist brought  onto  CNN  to  explain  how  one  tiny  little 
mudslide  could  wipe  out  450,000  villagers  in  Kuala 
Lumpur,  don't  smile.  This  holds  true  for  most  natural  dis- 
asters with  a  four-figure-or-higher  casualty  count.  Ditto 
assassinations.  And  religious  wars.  And  stories  having  to 
do  with  serial  killers.  Any  subject  short  of  these,  however, 
benefits  from  a  smiling  commentator.  A  smile  relaxes  your 
facial  muscles.  A  smile  relaxes  you. 

Keep  your  gaze  steady.  Whether  they  realize  it  or  not, 
television  viewers  are  focusing  on  your  eyes,  and  they  ap- 
preciate it  if  you  look  them  in  theirs.  Otherwise  you  seem 
shifty  and  untrustworthy.  This  rule  has  become  all  the 
more  crucial  with  the  rise  of  "satellite  remotes" — which 
means  that  most  likely  you  won't  be  facing  your  questioner 
or  fellow  guests  at  all,  but  will  be  conversing  with  them 
via  a  TV  camera  in  a  distant  studio.  Sitting  alone  in  a 
darkened  room  invites  all  kinds  of  existential  rumina- 
tions and  crippling  self-doubt.  Trust  me  on  this.  It  just 
does.  So  follow  rule  1  above  and  stare  into  that  camera  as 
though  it  were  your 
childhood  pooch. 


Put  a  lid  on  the  jokes.  Humor  is  a  loaded  gun,  r| 
often  aimed  at  yourself.  Sure,  you're  a  funny  guy,  they 
you  in  the  office  mailroom,  you  crack  'em  up  at  the 
the  checkout  gal  at  the  Winn-Dixie  thinks  you' 
scream.  So  save  it  for  the  office,  the  gym  and  the  W 
Dixie.  Remember  Harold  Lloyd?  This  great  silent- 
comedian  thought  his  humor  could  easily  translate  tc 
talkies.  He  was  wrong.  He  died  penniless  and  alone* 
so  will  you,  if  you  try  to  jolly  up  Charlie  Rose  as  th 
he  were  a  common  checkout  girl. 


Use  the  host's  name,  if  you  can  remember  it.  \ 

is  extremely  important  if  you're  doing  the  big  leagjl 
Larry,  Matt,  Diane,  Katie,  Bryant.  These  hosts  are  in 
Bigs  because  the  audience  loves  them — well,  maybe 
Bryant — and  if  you  appear  intimate  with  them,  the  ai 
ence  will  love  you  too.  This  rule,  by  the  way,  is  much 
important  when  appearing  on  MSNBC  or  the  Fox  N 
Channel  or  the  other  cable  networks,  where  even  the  h 
can't  tell  themselves  apart. 


Whatever  information  you  have  to  impart,  nu 
seem  "inside."  Let's  say  you're  called  upon  to  comrc 
on  some  political  difficulty  about  which  vou  know  ne> 
nothing.  You  are  forced  to  state  the  obvious,  since  the 
vious  is  all  you  know,  but  it's  up  to  you  to  make  ji 
knowledge  seem  recondite.  "You  know,  Larry,  I  was  tl 
ing  to  some  higher-ups  at  the  White  House  just  befor 
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*  In  tact,  Harold  Lloyd  died  a  wealthy  and  happy  man,  surrounded  till  the  end  by  admiring  friends  and  a  loving  family.  But  I  stand  by 


MM 


It  carries  the 


implication  that  you  are  about  to  set  down 
I  thoughts  of  historical  importance.  This  is 
recisely  the  bogus  image  you  want  to  convey. 


nbn  the  air  tonight,"  you  say,  "and  their  feeling  is  that 
■  deral  government  is  divided  into  three  branches, 
levay  they  see  it,  there's  the  executive  branch,  the 
intive  branch..."  and  so  on.  The  audience  will  be 
p'ssed.  As  a  matter  of  fact,  so  will  Larry. 

Conventional  television  wisdom  holds  that  you 
5  Id  never  use  your  hands  while  on  camera.  And  it's 
ehat  excessive  hand-waving  can  make  you  look  like 
rpne  suddenly  beset  by  a  swarm  of  mosquitoes.  But 
fi're  an  expressive  person,  you  may  not  be  able  to 
[yourself.  So  bring  a  pen.  It  anchors  your  hands, 
olines  your  fidgeting  and  carries  the  slight  impli- 
i  a  that  you  are  moments  away  from  grabbing  a  piece 
jjper  and  setting  down  several  thoughts  of  world- 
tjrical  importance.  This  is  precisely  the  bogus  image 
jj/ant  to  convey. 


About  clothes,  all  the  cliches  are  true,  unfortunately. 
You  really  should  wear  a  dark  suit,  and  a  shirt  of  soft, 

unassuming  blue.  Forget  checks,  forget  tattersalls.  Men 
can  get  away  with  not  wearing  a  tie  if  they  work  for  an  on- 
line 'zine  or  some  dot-com  start-up — or  even  if  they're  the 
sort  of  person  who's  comfortable  using  a  word  like  "  'zine." 
Otherwise  wear  a  tie  and  make  it  red. 

If  you  are  asked  to  make  predictions — as  political  pun- 
dits routinely  are — make  bold  predictions.  The  bolder 
the  better.  "Bonnie,  I've  got  a  hunch  that  Mrs.  Clinton  will 
drop  out  of  the  race  by  late  summer  and  move  to  Bora 
Bora,  where  my  sources  tell  me  the  tribal  council  is  pre- 
pared to  name  her  Queen  of  the  Ancients."  If  it  turns  out 
not  to  be  true,  don't  worry.  No  one  you  care  about  will  re- 
member— they're  too  busy  wondering  where  you  bought 
that  nice  red  tie  to  listen  closely.  And  nobody  in  the  au- 
dience will  think  you're  a  moron.  Remember:  These  peo- 
ple are  watching  Talk  Back  Live.  Compared  to  them,  you 
must  be  a  genius.  They  know  this. 

Pause  before  you  answer  a  question.  The  reason  for 
this  is  purely  practical.  A  slight  pause  allows  time  for  the 
camera  shot  to  shift  from  the  host  to  you.  If  your  face  fills 
the  screen  after  you've  already  started  talking,  you'll  look 
like  an  overeager  know-it-all.  On  the  other  hand,  if  the 
camera  catches  you  in  a  momentary  rumination,  you'll 
look  thoughtful.  You'll  look  in  control.  Show  your  pen. 

Finally,  look  interested,  always.  I  mean  it:  No  matter 
who's  talking,  no  matter  how  idiotic  the  question,  no 
matter  how  trite  the  subject,  treat  each  moment  as  if  you 
were  slowly  unfolding  a  mystery  that  has  tantalized 
mankind  for  millennia.  The  fundamental  premise  of  all 
television  talk  is  that  it  is  important.  Nothing  could  be 
further  from  the  truth,  of  course.  But  to  pretend  other- 
wise is  to  insult  your  host,  your  producers,  the  techni- 
cal crew — everyone  involved.  And  if  they  were  forced  to 
face  the  horrible  reality — that  their  livelihood  is  incred- 
ibly silly,  that  television  talk  is  a  fraud  and  an  enormous 
waste  of  time — they  would  simply  die.  Worse,  they 
might  not  ask  you  back.  • 
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J.  Get  out  of  Dodge — fast.  You're  history  on  that  cold 
January  day.  So  be  pleasant  about  it  all.  Smile  a  lot.  Try 
not  to  wave  to  the  huge  inaugural  crowd  too  much. 
They're  there  to  see  the  new  guy  in  town.  Let  the  new 
president  walk  you  off  the  platform — it's  important  for  the 
country  and  the  world  to  see  our  unique  peaceful  transi- 
tions. But  after  that  show  of  unity  go  directly  to  Marine 
One  without  passing  go. 

2  As  you  fly  back  home  on  Air  Force  One,  look  around. 
Take  a  shower.  Thank  that  great  crew.  Grab  a  few  nap- 
kins and  some  notepads  and  LifeSavers  with  the  presi- 
dential seal  on  them.  Bring  a  handful  of  friends  on  that 
last  ride  with  you.  Not  only  will  it  help  you,  but  it  will 
mean  a  great  deal  to  them:  They'll  lecture  about  it  to 
every  Kiwanis  and  Rotary  Club  in  your  state.  Lie  down 
one  last  time  on  the  bed  in  the  president's  cabin — because 
seat  34E  on  the  commercial  airlines  is  going  to  be  quite 
different.  Ring  for  something.  Make  a  long-distance  call 
and  ask  the  plane's  operator  to  leave  off  "former" — just 
ask  him  to  say,  "The  president  is  calling."  People  love  that. 

3  When  you  get  off  Air  Force  One  wave  from  the  top  of 
the  steps.  A  TV  camera  from  the  local  station  will  prob- 
ably be  there,  and  when  the  lonely  TV  interviewer  stand- 
ing on  the  tarmac  asks,  "How  does  it  feel  to  be  home?" 
you  go,  "Great  to  be  back!"  And  you  look  ahead  and  you 
try  not  to  think  what  it  used  to  be  like  just  four  or  five 
hours  before.  You'll  hurt  a  little,  but  that  will  go  away — 
sooner  than  you  might  think. 

4  As  first  the  days  and  then  the  years  go  by,  don't  try 


to  shape  history  by  writing  op-ed  pieces  all  the  time,  c| 
criticizing  your  successor.  If  you  really  want  to  make  rl 
and  get  back  on  TV,  you'll  find  the  best  way  to  do  th| 
to  complain  about  the  new  president  or  your  own  partj 
better  still,  turn  on  a  friend.  Don't!  And  don't  go  aroi 
giving  opinions  on  everything.  Resist  the  inevitable! 
from  academia  that  goes  like  this:  "We  must  find  a  fol 
way  to  use  the  experience  of  all  past  presidents."  Fo 
that  one.  Your  successor's  team  really  doesn't  care  how 
think  things  should  be  done.  If  they  do,  they'll  ask.  i 
if  you  feel  really  strongly  about  something,  drop  him  a 
but  don't  leak  it  to  the  press.  The  important  thing  is, 
worrying  about  your  legacy.  It's  up  to  others  to  decide  t 

5  When  you're  out  walking  your  dog,  try  not  to  an 
when  you  see  the  guy  down  the  street  who  always  inj 
on  giving  you  his  views  on  every  issue.  Oh,  you've  go 
listen,  but  it's  better  to  nod  silently  and  not  disagree  w 
he  says,  'You  should've  invaded  Cuba  and  gotten  the  ( 
to  knock  off  Saddam  Hussein.  And  by  the  way,  wheni 
had  a  chance,  why  didn't  you  tell  them  Israelis  and  tl 
Arabs  that  they  don't  get  a  dime  from  our  taxpay 
money  unless  they  straighten  up  and  fly  right?"  Si 
pleasantly  and  try  to  keep  moving. 

C3  Play  some  golf,  but  resist  telling  everyone  what  it 
like  to  play  with  Jack  or  Arnie  at  the  course  near  Ca 
David.  No  one  really  gives  a  damn  that  you  used  a 
iron,  the  same  club  Tiger  used,  when  you  hit  the  fot 
green  at  Augusta.  And  no  one  wants  to  know  how  rfl 
times  you  had  the  legends  of  sports  to  the  White  Ho  I 
even  if  you  have  team  jerseys  with  #1  on  them  to  pil 
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b  champions  love  you.  (They  didn't  really  love  you. 
r  just  wanted  to  see  the  White  House.)  And,  oh  yes, 
>lf:  Don't  get  angry  when  you  knock  your  putt  right 
ext  to  the  hole  and  your  opponent  says,  "Would  you 
d  finishing  that  one  off?"  The  same  guy,  when  you 

president,  would  have  given  you  a  five-,  even  a  six- 
:r.  "Put  it  in  your  pocket,  Mr.  President,  that's  good 

me."  Now,  as  you  contemplate  your  14-inch  putt, 
Mind  holing  that  one  out,  buddy?"  Get  used  to  it. 

s3e  nice  to  all  autograph-seekers  and  tourists  and  peo- 
vvho  interrupt  your  dinner.  After  all,  some  of  them 
>ably  voted  for  you,  and  those  who  didn't  will  swear 
now  wish  they  had. 

Remember  the  five  "Stay"  rules: 

tay  out  of  the  way,  out  of  Washington,  out  of  the 

is,  away  from  press  conferences,  off  TV. 

tay  away  from  bashing  the  national  press,  even  the 

s  who  knocked  your  socks  off  when  you  were  presi- 

t.  If  this  one  is  too  difficult,  join  Press-Bashers 

mymous  and  try  to  stay  clean. 

tay  away  from  most  of  those  yellow-pad  think-tank 
its — the  ones  where  the  conference  proceedings  are 
fully  written,  then  printed,  never  to  be  read  by  anyone 
'  again.  You  might  want  to  consider  the  occasional 
Id  peace  seminar  in  Bermuda  or  the  "After  the 
lennium,  What?"  seminar  in  Scottsdale,  but  be  sure 
organizers  get  you  a  good  tee  time, 
tay  away  from  saying,  "Here's  the  way  I  did  it."  You 
your  chance.  Suddenly  every  group  will  want  to 
nor"  you.  What  that  means  is,  if  you  come,  they  can 


raise  money.  You  have  an  obligation  to  help  others,  but 
when  you  go,  insist  you  not  be  given  a  plaque, 
e.  Stay  well.  And  when  you  get  older,  resist  telling  every- 
one about  which  body  part  hurts.  Drink  bulk  stuff,  exer- 
cise, stretch,  keep  younger  people  around  you.  Smile  a  lot. 
Feel  young  at  heart. 

Always  count  your  blessings.  Quietly  remember  the 
wonders  of  the  White  House.  Never  forget  the  many  peo- 
ple who  helped  you  get  there  or  those  who  worked  in  your 
administration  or  the  dedicated  civil  servants  who  treat 
the  White  House  with  such  respect  and  dignity  while 
making  those  who  live  there  feel  "at  home."  Remember 
the  majesty  of  the  Oval  Office,  the  joy  that  you  got  from 
looking  out  on  the  South  Lawn  on  a  spring  day.  And  as 
the  years  go  by,  give  thanks  to  God  for  your  family,  for 
your  true  friends  and  for  having  given  you  the  chance  to  be 
president  of  the  greatest  country  on  the  face  of  the  earth. 

Hug  your  grandkids.  If  you  don't  have  any,  get  some. 
And  if  by  chance  you  have  a  son  or  daughter  who  has  a 
chance  to  be  president  of  the  U.S.A.,  ask  yourself,  "Might 
this  really  come  true?  Only  in  America!" 
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1 Jamestown,  Virginia,  1607:  The  Indian  maiden  Poca- 
hontas, daughter  of  chief  Powhatan,  embraces  the 
captured  English  colonist  John  Smith,  whose  head  has 
been  already  placed  on  the  sacrificial  stone,  and  success- 
fully begs  that  his  life  be  spared.  In  the  wake  of  her 
intervention,  Smith  is  initiated  into  her  tribe  and  she  is 
converted  to  Christianity'  in  Jamestown.  She  marries  not 
Smith  but  John  Rolfe,  who  has  introduced  tobacco 
cultivation  to  the  area.  With  Rolfe  she  travels  to  England, 
is  received  at  court  and  becomes  the  hit  of  London  societv. 
However,  while  preparing  for  her  return  voyage  she  dies, 
in  her  early  20s.  American  themes:  erotic  charm  of  the 
dusky  races;  self-reckless  teenage  crush  on  older  (thickly 
bearded)  man;  death  of  a  young  woman  (which  Edgar 
Allan  Poe  thought  the  most  poetic  of  topics);  tobacco. 

2 Plymouth,  Massachusetts,  c.  1623.  Mayflower  arriv- 
iste John  Alden,  paying  court  to  Priscilla  Mullins  on 
behalf  of  his  shy  friend  Myles  Standish,  is  advised,  "Speak 
for  yourself,  John."  Alden  and  Priscilla  swiftly  marry; 
Alden  goes  on  to  serve  for  more  than  40  years  as  assistant 
governor  of  the  Plymouth  colony,  and  to  be  the  last  May- 
flower original  to  die,  in  1687.  American  themes:  New 
World,  proto-feminist  directiveness;  clarified  female  role 
in  mate  choice;  health  benefits  of  marriage  to  male  partner. 

3 A  forest  near  Boston,  c.  1650.  Hester  Prynne,  seven 
years  after  secretly  conceiving  her  illegitimate  child, 
Pearl,  by  the  venerated  clergyman  Arthur  Dimmesdale,  in 
his  presence  casts  off  her  scarlet  letter  and  lets  down  her 
hair.  In  the  words  of  her  chronicler  Nathaniel  Hawthorne, 
"down  it  fell  upon  her  shoulders,  dark  and  rich,  with  at 
once  a  shadow  and  a  light  in  its  abundance,  and  impart- 
ing the  charm  of  softness  to  her  features."  She  proposes 
to  her  former  lover,  who  is  tortured  bv  his  unconf  essed  sin, 
that  the  two  of  them,  with  their  love  child,  either  flee 


deeper  into  the  forest  or  return  to  the  Old  World.  At  I 
prospect  her  vitality  and  beauty  revive;  she  advl 
Dimmesdale  to  put  behind  him  New  England's  "iron  nl 
and  their  opinions";  she  tells  him,  "What  we  did  h;l 
consecration  of  its  own,"  anticipating  the  pop-song  11 
"It  can't  be  wrong,  when  it  feels  so  right."  Themes:  I 
missal  of  Puritan  moralitv;  embrace  of  instinctual  wilJ 
ness;  greater  erotic  sophistication  of  Europe;  supel 
natural  courage  and  resilience  of  women.  I 

4 New  Bedford,  Massachusetts,  c.  1840.  Ishmatl 
Presbvterian  sailor,  finds  himself  obliged  to  shal 
bed  at  the  Spouter-Inn  with  Queequeg,  a  pagan  Sol 
Seas  harpooner  with  an  alarmingly  painted  face.  In ll 
morning,  according  to  Ishmael's  report  in  Moby-Dxc\ 
found  Queequeg's  arm  thrown  over  me  in  the  most  11 
ing  and  affectionate  manner.  You  had  almost  thought  1 1 
been  his  wife."  In  the  course  of  the  day  and  night  folk] 
ing,  spent  "chatting  and  napping  at  short  interva 
Ishmael,  at  first  resistant  to  his  companion's  pipe-smtl 
ing,  grows  so  fond  of  his  barbaric  companion  that  "I  hi 
nothing  better  than  to  have  Queequeg  smoking  by  r 
even  in  bed."  He  draws  the  moral,  "Yet  see  how  elat 
our  stiff  prejudices  grow  when  once  love  comes  to  be 
them. "Themes:  tobacco,  anti-Puritanism;  charm  of  du 
races;  relative  ease  and  comfort  of  homosexual  relatio 
Cf.  Huckleberry  Finn,  Butch  Cassidy  and  the  Sundance  h 

5 New  York,  1875.  Henry  Ward  Beecher,  the  leadi 
voice  of  Protestantism  in  his  time,  an  advocate  in 
eloquent  sermons  of  abolition,  woman  suffrage,  evolut 
and  a  mild  Reconstruction,  is  sued  for  adultery  by 
former  friend  and  protege,  Theodore  Tilton.  The  c: 
jury  fails  to  reach  agreement,  but  Beecher  remains  act 
and  influential  until  his  death  in  1887.  Themes:  linka 
of  liberal  politics  and  loose  sexual  behavior;  "a  conseci 
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FOR  150  YEARS,  WE'VE   DEFINED  STYLE. 

Now  we're  taking  it  to  the  Vanguard. 


tion  of  its  own";  hung  jury;  societal  allowances  made  for 
alpha  male;  scandal  coverage  and  onset  ot  infotainment. 

6 New  York,  New  York,  1906.  Millionaire  Harry  K. 
Thaw  shoots  the  distinguished  architect  Stanford 
White  on  the  roof  at  Madison  Square  Garden,  for  offenses 
committed  against  Thaw's  wife,  the  former  showgirl  and 
artists'  model  Florence  Evelyn  Nesbit,  including  persuad- 
ing her  to  swing  nude  in  a  velvet  swing  hung  in  their  love 
nest.  Thaw  says  to  the  arresting  officer,  "He  ruined  my  wife 
and  then  deserted  the  girl."  The  first  jury  cannot  reach  a 
verdict;  the  second  finds  Thaw  not  guiltv  bv  reason  of  in- 
sanity and  he  is  committed  to  an  insane  asylum.  Nesbit 
sufters  a  career  decline.  American  themes:  female  ruin; 
velvet)',  Champagne-y  orgies  among  the  rich;  teenage 
crushes  on  mustached  men;  infotainment;  the  structural 
weaknesses  of  heavily  corniced  Beaux  Arts  architecture. 

7 Hollywood,  California,  1927.  Clara  Bow  stars  in  the 
movie  It,  giving  a  word  to  what  most  everybody  knew 
was  there  and  was  groping  for.  Hollywood  settles  into 
three  decades  of  aphrodisiac  euphemism,  never  showing 
couples,  married  or  not,  in  bed,  not  even  Queequeg  and 
Ishmael,  censoring  out  the  inside  of  a  woman's  thigh  even 
it  accidentally  filmed  as  she  is  falling.  Yet  rarelv  does  the 
industry  deviate  from  its  faith  that  sex  is  what  it's  all  about. 
Cagney  pushing  a  grapefruit  into  Mae  Clarke's  face,  Jane 
Russell  pointing  a  pistol  from  beneath  her  filmy  tres  de- 
collete blouse — this  was  sex,  too,  and  through  Depression 
and  world  war  the  studios  did  not  let  America  forget  it. 
Themes:  box  office;  id;  casting  couch;  cutting-room  floor. 

8 Key  West,  Florida,  c.  1934.  Helen  Gordon  tells  her 
husband,  the  fictional  writer  Richard  Gordon,  in  the 
Hemingway  novel  To  Have  and  Have  Not,  "Love  was  the 
greatest  thing,  wasn't  it?  Love  was  what  we  had  that  no 


one  else  had  or  could  ever  have.  And  you  were  a  gei 
and  I  was  your  whole  life.  I  was  your  partner  and  vour 
tie  black  flower.  Slop.  Love  is  just  another  dirty  lie.  L 
is  ergoapiol  pills  to  make  me  come  around  because 
were  afraid  to  have  a  baby. . . .  Love  is  my  insides  all  mej 
up.  It's  half  catheters  and  half  whirling  douches.  I  ki 
about  love.  Love  always  hangs  up  behind  the  bathrc 
door.  It  smells  like  Lysol.  To  hell  with  love." Themes: 
enchantment;  realism;  pregnancy  avoidance;  Puritan 
reconsidered.  Cf.  Rhett  Butler,  to  Scarlett  O'Hara,  in 
1939  film  Gone  With  the  Wind:  "Frankly,  my  dear,  I  d 
give  a  damn." 

9 Woodstock,  New  York,  1969.  The  news  media  p|- 
tograph  co-ed  nudity  in  the  course  of  a  rain-drenc  I 
rock  festival  attended  by  400,000  rapturous,  not  uncci 
monlv  stoned  voung  people.  Love  is  the  opposite  of  It 
and  can  do  no  wrong.  It  reigns  unchallenged  until  19L 
when  Rock  Hudson  announces  that  he  is  dving  of  AI. 
Themes:  optimism;  pacifism;  doing  what  comes  natun ; 
liberal  politics  and  sexuality;  "It  can't  be  wrong,  w:  I 
it  feels  so  right." 

Washington,  D.C.,  1995.  President  William,  r 
ferson  Clinton  submits  to  fellatio  from  a  22-y<  f 
old  female  White  House  intern  while  shmoozing  wr  I 
congressman  over  the  telephone;  on  another  occasior  | 
relishes  a  cigar  that.has  survived  penetration  of  her  vag  . 
Clinton  is  later  impeached  for  the  subsequent  cover-u;  F 
these  acts,  but  the  Senate  cannot  summon  the  two-th  t 
vote  needed  to  convict,  and  he  continues,  with  hp 
approval  ratings,  in  office.  Familiar  themes:  hungjii 
crush  on  older  man;  pregnancy  avoidance;  dismissal 
Puritanism;  allowances  for  alpha  male;  female  ruinats 
infotainment;  disenchantment;  sex  and  liberal  polifc 
and  professed  religiosity;  pursuit  of  happiness;  tobaccl 


Mutual  of  Ameri ca : 
Helping  Nancy  Rosenbaum 

1 i ve  her 
American  Dream 


_  


Alter  years  oi  business  plans,  montks  ol  architect  s 
plans  and  sleepless  nigkts,  its  come  clown  to  this. 
M  oving  day.  N"o  committees.   No  advisors.  Just 


von  and  your  dream. 


For  over  5o  years,  our  retirement  and  savings 
products  kave  helped  llio.se  vvlio  worked  in  trie 
not-for-profit  world  turn  tkeir  dreams  into  reality. 


•Tow  we  re  doing  tke  same  for  people  like  Nancy  and  the  rest  ol  America. 

ndividual.v  and  groups,  companies  and  partnerships  ~  hu*  and  small  —  receive  tke  same  quality  .service  and 
are.  Tke  same  freedom  of  choice.  Tke  same  retirement  and  savings  products  offering  a  variety  ol 
lvestment  options.  All  vitk  a  single  pkone  call.  All  witkout  Iront-end  ckaiws,  withdrawal  fees  or  transfer 
larges,  from  a  local  salaried  consultant  you  get  to  know-  by  name  and  wko  kas  a  personal  and  professional 
iterest  in  tke  financial  well  being  oi  those  we  serve. 

ke  way  we  figure  it,  tke  least  Ave  can  do  is  give  Nancy  one  less  thing  to  worry  about. 


Mutual  of  America 

the  spirit  cf America 


!0  Park  Avenue,  New  York,  NY  10022-6839  I  800  468  3785  www.mulualofamerica.com  Mutual  of  America  Liff  Insurance  Compani  is  a  Registered  Broker7Dealer 


•  ANNUITIES  • 


•  RETIREMENT  PLANS  «  LIFE  INSURANCE 


ir  complete  information  on  our  variable  accumulation  annuity  products,  including  all  charges  and  expenses,  please  refer  to  the  applicable  prospectuses 
hich  can  be  obtained  by  calling  I  -800-468-3 7X5  and  should  be  read  carefully  before  investing 


Comma 

Versioi 


nd  God 

after  careful  polling,  and  having  consulted  with  focus  groups, 
I  am  the  Lord  thy  God  which  have  brought  thee  out  of 
a  green  card),  out  of  the  land  of  bondage  (when  the  federal 
favor  of  Fidel  Castro)  and  into  the  longest  period  of  economic 
Thou  shalt  have  no  other  gods    of  the  Lord  thy  God  in  vain  un- 


before  Me,  but  don't  say  any- 
thing about  it  because  it's  impor- 
tant to  be  multiculturally  aware. 

Thou  shalt  not  make  unto 
thee  any  graven  image,  or  any 
likeness  of  any  thing  that  is  in 
heaven  above,  or  that  is  in  the 
earth  beneath,  or  that  is  in 
the  water  under  the  earth  until 
you've  worked  out  a  licensing 
agreement  for  the  trademark 
and  the  logo. 

And  don't  forget  who  gave 
the  go-ahead.  One  handwashes 
the  other:  For  I,  the  Lord  thy 
God,  am  a  jealous  God,  visiting 
the  iniquity  of  the  fathers  upon 
the  children  unto  the  third  and 
fourth  generation  of  them  that 
hate  me.  Unless  they  seek  coun- 
seling, of  course. 

Thou  shalt  not  take  the  name 


less  it's  really  a  career-breaker. 
And  even  then  you're  usually 
better  off  confessing  the  truth 
up  front  and  giving  yourself 
maximum  spin  time.  It's  always 
the  cover-up  that  gets  you. 

Remember  the  Sabbath  day, 
to  keep  it  holey.  Holey-in-oney, 
is  what  I  say.  Ha.  Ha. 

Six  days  shalt  thou  labor — no, 
make  that  five.  Casual  dress  on 
Fridays  and  all  week  during 
August. 

For  in  six  days  the  Lord  made 
heaven  and  earth,  the  sea,  and 
all  that  in  them  is,  and  rested 
the  seventh  dav:  Wherefore  the 
Lord  blessed  the  Sabbath  day, 
and  hallowed  it,  and,  wouldn't 
you  know,  He  got  stuck  for  five 
hours  in  traffic  coming  back 
from  the  Hamptons  anyway. 


5 

spake  all  these  words,  sayii 
the  land  of  Egypt  (if  you  hi 
appeals  court  doesn't  rule 
expansion  in  modern  hista 

Honor  thy  father  and 
mother  or  the  whole  bankb 
ance  is  going  to  the  brains 
her-bra  Hooters  waitress  < 
just  married  and  the  busboy 
mom's  Bermuda  cruise. 

Thou  shalt  not  kill.  But  if) 
have  humanitarian  intentic 
and  Tony  Blair  is  in  favor  oi 
too,  something  like  the  airv 
in  Kosovo  is  okay  as  long 
there  are  no  NATO  casualtii 
P.S.  Don't  kill  whales. 

Thou  shalt  not  commit  ad 
tery.  On  the  other  hand,  yoj 
be  a  fool  not  to  buy  Pfizer  sta 

Thou  shalt  not  steal.  N 
when  you  can  found  a  dot-cc 
for  zilch,  rake  in  the  vend 
capital,  swing  a  big  IPO  a1 
effin'  print  money. 

Thou  shalt  not  bear  false  vi 
ness  against  thy  neighbor,  or  I 


FYI 


iments 


P.J.O'Rourke 


mess  either  for  that  matter. 
Ljk  what  happened  to  Mark 
fJrman  and  Newt.  Key  thy 
telhbor's  Lexus  instead. 

:hou  shalt  not  covet  thy 
rurhbor's  wife,  nor  his  man- 
seiant,  nor  his  maidservant, 
|(l  his  ox,  nor  his  ass,  and 
:eiainly  not  all  five  without 
5<;ing  an  agent  and  a  book 
:c:tract,  a  slot  on  Ricki  Lake, 
in  a  major  made-for-TV  movie 
d( at  the  very  least. 

nd  all  the  people  saw  the 
thiderings,  and  the  lightnings, 
uj  the  noise  of  the  trumpet, 
m  the  mountain  smoking: 
I  1  wh  en  the  people  had  fin- 
is|  d  selling  their  home  videos 
[>  ihis  to  Fox  News,  they  said 
lib  Moses,  "Speak  thou  with 
a  jind  we  will  hear:  But  let  not 
C  ji  speak  with  us,  lest  we  never 
5|Him  to  shut  up." 

.nd  Moses  spake  unto  the 
pi'ple,  saying,  "I've  got  the 
nLU  on  this.  Don't  worry 
1  ut  a  thing."  • 
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DROP  THE  FLOPP\ 


The  6  Megapixel* 
JVC  GC-QX3  Digital  Camer 
The  better  alternative. 

Don't  miss  the  shot  of  a  lifetime  while  you're  fumbling  for  a 
floppy  disk  for  your  digital  camera.  JVC  has  a  better  way. 

The  JVC  GC-QX3  lets  you  capture  rich,  detailed  images  on  a 
high-capacity  removable  SmartMedia  card**  And  because  of 
amazing  6  Megapixel*  Pro-Still  capability,  your  shots  will  rival 
those  of  the  finest  film  cameras.  But  that's  only  the  beginning 

A  powerful  2.3x  zoom  lens  takes  you  I 
wide  angle  to  super  close-up  at  the i 
of  a  button  and  a  full  range  of  crea 
functions  lets  you  choose  betweeil 
automatic  or  complete  control  of  I 
shot.  The  GC-QX3  connects  easityl 
your  computer  with  the  included  ll 
cable  and  you  can  even  capture  20  [ 
seconds  of  moving  pictures. 

But  what  really  sets  the  GC-QX3  apart 
combination  of  unprecedented  resolution 
exposure  modes  that  decrease  noise  whi| 
increasing  the  dynamic  range  of  ya 
pictures.  In  plain  English,  that 
means  digital  images  that  will  si 
blow  you  away...  even  when  crop 
or  enlarged. 

The  camera  of  the  future  is  here.  Ano 
just  might  make  film — and  floppies — > 
things  of  the  past. 

For  your  nearest  authorized  JVC 
dealer  or  product  information, 
call  1-800-252-5722. 


IO 

allantries 

ri  valry  may  seem  old-fashioned,  but  a  refined  gentleman  is  always  prized. 


1  iese  days,  gentry 

bit  not  refer  to  politely  spreading 
Dif  cloak  across  a  mud  puddle  for  a 
idtto  cross.  (In  fact,  the  only  reason 
rlen  own  a  cloak  is  if  you're  going 
it  Anne  Rice  book  signing  or  were 
BKtra  in  the  orgy  scene  of  Eyes 
m  Shut.)  Still,  there  are  plenty 
f  jfher  gallantries  you  might  con- 
;dj" — gracious  gestures  performed 
yhen  for  women  that  will  never  go 
b|)f  style. 

it  >ming:  This  one  may  sound 
b  dus  but,  believe  me,  you'd  be 
rjtised.  Basically,  if  a  man  has 
Jim  the  time  to  scrub  behind 
is  ars,  floss  and  put  on  a  nice, 
ie:i  shirt,  it  shows  us  that  a) 
e  ares  enough  about  us  to 
>ij  his  best  when  going  out;  b) 
ejan  afford  decent  clothes;  and  c) 
ejas  at  least  a  passing  acquaintance 
i\  laundry.  Sexy  attributes,  all. 
1  ching:  In  other  words,  please  re- 
t|i  from  gawking  at  the  hot  chick 
ill  just  walked  past.  Think  of  this 
>  kind  of  test — even  if  it's  a  test 
lihave  to  pass  every  30  seconds  sit- 
Ijwith  your  date  in  a  sidewalk  cafe. 
\tknow  you  want  to  look,  okay? 
J  fact  that  you  don't  shows  self- 
ilrol  and  will  win  our  admiration. 


By  Patti  Davis 


Listening:  The  only  thing  worse  than 
a  man  who's  obviously  not  listening 
when  a  woman  talks  is  a  man  who 
looks  deep  into  her  eyes  and  pretends 
that  he's  listening.  You're  fooling 
no  one.  To  truly  listen  is  to  make  a 
woman  feel  smarter,  funnier  and 
more  important. 

Talking:  You  may  believe  that  limit- 
ing your  vocabulary  to  six  or  seven 
words,  four  of  which  can't 
be  said  on  televi- 
™4&  sion,  is  the 


height 

of  rakish  cool.  It 
is  not.  Save  the  gutter 
mouth  for  the  rugby  field.  Clean 
it  up  around  the  ladies. 
The  Outing:  Never,  ever  show  up  at 
a  woman's  door  for  a  date  and  utter 
the  words,  "So,  where  do  you  feel 
like  going  for  dinner?"  Have  a  plan, 
for  God's  sake.  It  shows  class,  and 
will  assure  your  date  that  she's  not 


headed  for  the  drive-through  at  Jack 
in  the  Box.  (If  the  drive-through  at 
Jack  in  the  Box  actually  constitutes 
your  plan  for  the  evening,  I'm  afraid 
that  you  need  more  help  than  this 
column  can  give  you.) 
The  Gift:  I  heartily  recommend  the 
Toyota  Land  Cruiser,  with  the  big  V8 
engine.  Color:  Imperial  Jade.  Ivory 
interior.  Killer  CD  player.  Thank 
you,  darling. 

The  Meal:  Women  have  a  soft  spot 
for  men  who  cook.  Try  to  learn  how 
to  prepare  something  from  scratch.  If 
it's  at  all  edible,  the  effort  will 
never  be  forgotten. 
Humoring  Her:  People  with  a 
sense  of  humor  tend  to  live 
life  more  lightly.  It's  also  a  sci- 
entific fact  that  they  have  very 
well-defined  abs. 
Patience:  As  the  world  moves  at 
DSL  speed,  there  is  an  added  no- 
bility in  taking  one's  time.  Patience 
is  still  a  supremely  underrated  virtue. 
Kindness:  Not  just  to  the  woman 
you're  with,  but  to  the  parking  at- 
tendant, the  waiter,  the  sales  clerk. 
It's  admirable,  evolved,  attractive  and 
hopefully  contagious.  It's  undeniably 
gallant.  And  when  you  combine  it 
with  a  Land  Cruiser,  it's  irresistible.  • 


FORBES  FYI  125 


No  one  will  call  you 


-eyes 


...when  you  wear  glasses  that  look  this  good.  Handcrafted 

plastic  laminate  eyeglasses,  $295,  from  the  Robert 
Marc  Collection,  at  Robert  Marc  Opticians,  New  York; 
Mr.  I's,  Miami;  Eyelines,  Chicago;  and  OSA  Melrose, 
Los  Angeles.  Teak-and-silver  tray,  $225,  at  Troy,  New 
York,  (212)  941-4777. 


r 


this  shearlin 


At  less  than 
won't  weigh  vou  dow 


...while  it  warms  you  up.  Ne 
coat,  $1,600,  by  John  Varvatos 
vatos.com,  and  select  Bar 


nd  shearling  car 
York,  www.johnvar- 
ew  York  stores. 


There  are, 


steps  of  hand  tailoring 

...in  what  many  consider  to  be  the  world's  perfect  shirt. 
Cotton  pique  shirt  with  beaded  box  check,  $300,  by  Borrelli, 

at  Bergdorf  Goodman  Men,  New  York;  Louis,  Boston;  and 
Scott  Hill,  Los  Angeles.  Acrylic  stool,  $980,  by  Ghilarducci 
Studios,  at  Troy,  New  York,  (212)  941-4777. 


After  the  i 


...more  than  comfortable.  Superfine  cas 
$2,480,  by  Agnona,  at  Barneys,  New  YoJ 
Brooklyn;  and  Scott  Hill,  Los  Angeles.  Cas 
$95,  $115,  and  $135,  at  Breukelen,  Nev 
645-2216.  Steel  panels,  $365  each,  at  | 
New  York,  (212)  925-3616,  www.zef 


III .  ' 


: 


Gilder  Publishing  and  Forbes  present 


October  25-27,  2000    The  Millennium  Broadway    New  York  City 


again  by  Gilder  Publishing  and  Forbes,  The  New  Economy  conference  will  explore  the 
economic  forces  driving  change  in  the  marketplace  and  show  how  emerging  corporate  strategies  fit  those  new 
imperatives,  or  fight  them.  As  they  do  in  their  investment  letter,  New  Economy  Watch,  editors  John  Browning 
and  Spencer  Reiss  will  bring  to  the  table  the  people  and  companies  that  are  remaking  the 
competitive  landscape  —  not  just  in  technology,  but  across  the  corporate  spectrum.. 

Designed  for  senior  executives,  corporate  _M^ft^^mmm^ 
strategists,  financial  professionals, 
and  forward-looking  investors,  this  ■ 
unique  forum  offers  a  front-row 
seat  on  the  future  of  business  aP^Rl 
and  the  drivers  who  are  making  irifir* 
it  happen  today.  '■••W^ 

Sign  up  now  —  last  year's  event  tfr 
sold  out  fast!  « 


conference  partners 
Arkansas  Department  of  Commerce  •  CoreExpress  •  Digex  •  EC  Cubed 
Electron  Economy  •  Investec  Asset  Management  Limited  •  Reuters  •  WorldCom 

with  support  from 
Steelcase 


P  Patrick  . 

of  the  Dumbest  1 — 
Movie  Lines  Ever  Spoken 
(and  Spoken. ..and  Spoken...) 


Did  anybody  ever  talk  like  this  in  real  life? 


ItCf  we  don't  get  him  to  a  doctor, 
Ml  die."  How  do  people  know  this? 
[fhey're  smart  enough  to  make  such 
ilitical  diagnosis  without  the  aid 
)|n  MRI,  aren't  they  smart  enough 
;cflo  something  other  than  alarm 
hlybody?  This  line  is  typically  deliv- 
by  the  heroine  with  the  heaving 
)(t>m  in  plane-crash  movies.  What 
rJerally  follows  is  a  long  groan  from 
iri  injured  party — "Uhhhhaaaa" — 
pJbably  seeking  a  second  opinion. 


t  Gos 


sh,  you're  pretty  when  you're 
ild."  I  don't  know  what  happens  at 
r  r  house,  but  if  I  were  to  utter  this 
i  observation  when  my  wife  and 
:  ere  arguing,  I  would  likely  wake 
I  n  intensive  care,  if  I  woke  up  at  all. 

I  I'll  get  you.  I  swear  I  will.  Do 
f  i  hear  me?!"  How  many  times 
1  e  you  heard  this  line  bellowed? 
I  w  can  we  not  hear  you?  Sure  bet: 
[  :  next  line  will  be,  "Come  back 
]  z  and  untie  me!" 

\fough  guy  #1:  "Listen!" 
high  guy  #2;  "No,  you  listen!" 

ill  it  the  upmanship  gambit.  This 
Uient  exchange  is  still  widely  used 
!]iospital  and  courtroom  dramas  to 
j^lote  head-butting.  It  affords  the 
'to  an  opportunity  to  overpower  an 
i '  ady  overpowering  presence.  Think 
:  'n  Waterston  standing  for  Every- 
:pg  Decent  on  every  Law  &  Order 
ii've  ever  seen. 

What  kind  of  a  man  are  you?" 

vays  uttered  by  the  heroine  to 


either  a)  the  sniveling  wimp  who's 
proved  himself  a  coward  or  b)  the 
tormented  hero  who's  made  a  diffi- 
cult but  honorable  choice.  (Regard- 
less of  which  type,  this  is  an  ideal 
time  to  throw  a  drink  in  his  face.) 
Bonus  points  for  anyone  who  knows 
an  appropriate  answer  to  the  question. 

6  "It's  good  to  see  you.  Let  me  look 
at  you."  Think  hard.  Have  you  ever 
said  this  to  someone  you  haven't  seen 


in  a  long  time?  Of  course  not.  You'd 
probably  be  up  on  sexual  harassment 
charges  if  you  had.  But  the  line  is  still 
employed,  even  after  years  of  overuse 
on  The  Waltons:  "My,  my,  it's  good  to 
see  you,  John-Boy.  Let  me  look  at  you." 

7  "Suppose  you  tell  me  what's 
wrong."  The  grand  supposition  re- 
mains a  screen  staple  today.  But  no 
one  did  it  better  than  a  perspiring 
Fred  MacMurray  in  noir  films  of  the 
'40s.  He'd  glower  at  some  blackmail- 
ing babe  like  Barbara  Stanwyck  and 
the  silly  exchange  would  begin: 

Barbara:  "Suppose  I  went  to  the 
police." 

Fred:  "Suppose  you  did." 

Barbara:  "And  suppose  I  told  them 


everything." 

Fred:  "Suppose  they  didn't  believe 
you."  ( Grabs  her  arm.) 

Barbara:  "You're  hurting  me." 

Fred:  "Suppose  we  take  a  little 
drive..." 

8  "All  right,  son.  Give  me  the  gun." 

Our  guess  is  that  this  is  not  a  negoti- 
ation technique  endorsed  by  the 
NYPD  or  any  other  PD.  And  yet,  the 
insane  serial  killer  invariably  surren- 
ders his  gun  to  the  movie  hero.  (Why 
didn't  somebody  just  ask  before?)  The 
psychopath  then  breaks  down  in  tears, 
probably  at  the  thought  of  the  utterly 
stupid  thing  he's  just  done. 

9  "What  the — "  This  multipurpose 
emotional  utterance  is  often,  much  too 
often,  used  to  convey  surprise:  The 
briefcase  proves  empty,  the  car  is  being 
stolen,  the  handcuffs  are  found  dan- 
gling where  the  hero  was  tied  up. 
Think  of  Harry  Dean  Stanton  just  be- 
fore the  monster  sucks  his  head  off  in 
Alien.  Note:  "What  the — "  is  closely 
related  to  screen  exclamations,  "Son  of 
a..."  and  "Well,  I'll... be... damned." 

10  "But,  people  don't  just—disap- 
pear!" For  years  in  movies  it  has  been 
left  to  some  panicked  character  to 
state  this  Obvious  Law  of  Physics. 
And  yet,  the  absurd  line  persists.  It  is 
now  evidently  mandatory,  in  fact,  that 
Gillian  Anderson  repeat  it  once  in 
every  episode  of  the  X-Files.  You 
don't  think  people  just  disappear, 
Agent  Scully?  Well,  suppose  we  take 
a  little  drive. . .  • 
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David  Niven  The  fin*  time  On  the  telephone 

was  John  Kenneth  Galbraith.  He  had  under  his  wing 
Jacqueline  Kennedy,  who  was  trying  to  get  a  week's 
vacation,  skiing.  It  had  been  more  than  three  years  since 
the  assassination  but  she  was  followed  everywhere  and 
now  Professor  Galbraith  had  undertaken  her  protection, 
and  looked  out,  too,  for  her  social  life.  Did  I  want  to  join 
them  for  dinner  at  the  chalet  of  David  Niven  and  his 
wife  Hjordis? 

That's  when  I  met  him.  He  was  a  radiant  host,  at- 
tentive to  every  need  and  whim;  indeed  after  a  while  my 
wife  (who  became,  arguably,  his  closest  friend)  sus- 
pected that  his  magic  was  to  induce  a  whim,  so  that  he 
could  gratify  it.  What  Jackie  most  needed,  during  that 
extended  period  of  shock,  was  to  laugh.  Making  people 
laugh  was  a  specialty  of  his.  I  remember  the  evening 
with  him  years  later  in  Monaco.  We'd  have  drinks  in  the 
palace  with  Prince  Rainier  and  then  dinner  at  a  restau- 
rant as  guests  of  David  Niven. 


There  was  one  problem.  We  had  hit  Rainier  in  onei 
his  grumpy  moods.  That  kind  of  situation  was,  for  c 
friend  and  neighbor  David  Niven,  a  challenge. 

Waiting  for  the  first  course  to  arrive,  David  launch 
into  an  autobiographical  account  of  his  seduction  at  agfl 
by  an  accomplished  lady  of  the  night.  He  imitated  sun(j 
accents.  The  words  spoken  were  lightly  ribald,  amusiii 
evocative.  Before  the  second  course  was  served,  the  prirj 
was  a  rollicking  companion.  In  Niven's  company,  nobd 
had  a  chance  to  live  very  long  as  a  wallflower. 

He  continued,  in  the  18  years  of  our  friendship,  to  ma 
movies,  of  uneven  quality,  but  his  life  was  heavily  involv 
in  domestic  traffic.  He  would  drive  his  two  little  girlsii 
school  and  bring  them  back  to  their  chalet  after  skiingji 


]  late  morning.  Every  two  or  three  days  he  would  come 
our  place,  with  its  huge  playroom,  one  half  of  it  my 
'  ting  quarters,  the  other  half  an  improvised  studio  built 
liund  a  ping-pong  table. 

rie  was  greatly  skilled,  and  seldom  spoke  during  the 
)  ir  or  two  he  devoted  to  the  canvas  at  hand.  His  six 
:  itbrushes  were  carefully  positioned  in  his  left  hand.  He 
■:;hed  and  cleaned  them  meticulously  and  proudly  re- 
:  ed  that  he  had  bought  them  in  his  earliest  days  in 

llywood,  even  before  his  first  wife  was  killed  in  that 
:izy  accident  playing  hide-and-seek.  In  the  last  winter 

came  over  to  paint  more  frequently,  because  what  he 

stly  didn't  want,  at  that  point,  was  to  have  to  talk:  His 
:;ase  (Lou  Gehrig's)  was  creeping  up  on  him  and  it  was 


a  strain  to  talk  through  its  strangulations.  He  would  just 
come,  set  up  his  paints  and  leave  after  about  an  hour  be- 
cause, he  explained  to  me,  the  turpentine  fumes  soon 
overcame  him. 

I  remember  one  afternoon,  coming  back  from  skiing  to 
go  to  work.  He  was  there  with  his  paintbrushes  and  hailed 
me.  He  wanted  to  tell  me  something. 

His  face  choked  up  with  laughter.  It  was  hard  to  make 
out  what  he  was  saying,  but  I  managed.  He  had  been  in  his 
car  when  stopped  by  the  red  light  in  Gstaad.  An  old  friend 
who  knew  nothing  about  the  illness  was  coincidentally 
stopped  opposite  him,  headed  in  the  other  direction. 

He  leaned  out  the  window.  "What  have  you  got?"  he 
asked  David. 
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"I  tried  to  get  out  to  him,"  he  had  a  problem  with  the 
words,  "that  1  had  amytrophic  lateral  sclerosis.  He  could 
hear  me  well  enough  but  couldn't  make  out  what  I  said. 
He  yelled  back  just  as  the  light  changed.  'Oh?  Well  I've 
got  a  Lamborghini  500S!'  "  It  hurt  David  to  laugh,  and 
that  was  the  truly  unbearable  burden. 

Ronald  Reagan  The  first  time?  My  speech  in 

Beverly  Hills  was  scheduled  for  7:30  and  I  ate  in  the 
restaurant  across  from  the  public  high  school  auditorium 
with  my  sister-in-law.  When  the  time  came,  two  other 
diners  rose  from  the  far  end  of  the  room.  Their  faces 
hadn't  been  visible  in  the  dim  light.  "I'm  Ronald  Reagan. 
This  is  Nancy.  I  just  finished  your  book  [Up from  Lib- 
eralism]. The  passage  on  Eleanor  Roosevelt  is  very  funny." 
He  quoted  it  and  laughed. 

His  assignment  was  to  introduce  me  to  the  assembly 
(mostly  doctors).  But  entering  the  hall  we  came  upon 
a  huge  bump  in  the  road:  Not  only  were  the  loudspeak- 
ers not  on,  the  room  where  you  turned  them  on  was 
locked!  They  couldn't  find  the  kid  who  was  supposed  to 

Kissingers  company  was 
then,  as  now,  scintillating — 

he  was  amusing,  curious, 
eyer-so-lightly  irreverent.  


wire  them  up,  or  the  janitor  who  had  the  keys.  And  even 
Ronald  Reagan,  using  his  golden  repertoire  and  tran- 
quilizing  voice  to  placate  the  large  hall,  was  running 
short  of  diversions. 

That's  when  I  espied  True  Grit  in  the  future  president. 
He  ascertained  that  the  window  at  the  end  of  the  stage 
looked  over  a  parapet,  about  a  foot  wide,  which  reached 
over,  at  the  far  end  of  the  building,  to  the  window  of  the 
control  room.  So  he  climbed  out  of  the  window,  arms  out- 
stretched for  balance  and  edged  his  way  above  the  roaring 
traffic  to  the  critical  window,  broke  it  open  with  his  elbow, 
walked  into  the  room,  found  the  switch,  flipped  it — and 
the  show  went  on. 

That  was  a  dramatic  first  meeting  and  a  friendship  was 
kindled.  He  was,  in  those  days  (i960),  edging  his  way  out 
from  political  traffic  he  had  grown  up  with  as  a  young 
Democrat.  He  had  been  fighting  the  Communists  in  the 
Screen  Actors'  Guild  and  was  now  looking  for  company  on 
what  we  would  call  the  Barry  Goldwater  side  of  the  polit- 
ical world.  He  gave  a  famous  television  speech  urging  the 
support  of  Goldwater.  Goldwater  didn't  win,  but  Reagan 
soon  found  himself  an  ex-actor  with  a  political  career  shap- 
ing up.  A  coterie  of  Republicans  grouped  about  him,  seek- 
ing a  figure  potentially  large  enough  to  hang  their  shattered 
-opes  on.  During  that  period  I  visited  often,  and  when  he 


confided  that  he  was  deliberating  a  bid  for  governoj 
California,  I  took  to  referring  to  him  sotto  voce  as  "Guv| 
"How's  the  Guv  doing?"  I'd  jest  with  Nancy  over 
phone.  I  was  way  behind  in  apprehending  his  potenlj 
Governor  Nelson  Rockefeller,  at  our  first  meeting  (atj 
apartment  in  1967),  asked  me  how  to  account  for 
sounds  beginning  to  come  out  of  California — Why 
Reagan  for  president?  "There's  no  way,"  I  found  myi 
opining  on  politics  to  a  three-term  governor  of  New  Yc 
"a  former  actor  could  go  for  president." 

"Anybody  who  wins  the  California  election  with  c 
million  votes  is  presidential  material,"  was  Rockefelli 
answer. 

We  stayed  good  friends  but  quarreled  openh — i 
two-hour  televised  debate — on  whether  to  ratify 
Panama  Canal  Treaty.  A  month  after  the  debate  I  \ 
headed  for  dinner  at  his  house  in  Beverly  Hills.  "Dl 
carefully,"  he  warned  me  over  the  telephone.  "I  ht 
special  instructions  for  you  on  my  driveway."  Driving 
I  passed  three  handpainted  cardboard  signs.  They  r« 
1)  "We  Built  It!"  2)  "We  Paid  For  It!"  and  3)  "It's  Oui 
Well,  the  Panamanians  got  the  Canal  and  Reagan  got 
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Mite  House.  Rockefeller  had  proved  right,  Reagan 
li  ved  invincible,  but  nothing  got  in  the  way  of  a  friend- 
It)  punctuated  by  phone  calls  and  correspondence  and 
its  to  successive  residences  in  California. 

'es,  there  was  the  legendary  aloofness,  but  this  was  for- 
;i'ngly  accepted,  in  the  context  of  his  overwhelmingly 
jphasized  priorities.  Nancy  Reagan  came  first;  but  he 
vi  zestfully  concerned  for  the  company  of  others.  He  was 
vh  my  wife  and  me  in  Connecticut  over  one  Thanks - 
;:jng  weekend,  and  the  first  night  we  consumed  a 
ejbver  dinner  in  the  kitchen.  He  sat  at  one  end  with 
c  dwiches  and  a  glass  of  wine  telling  stories,  one  after  an  - 
ftr,  making  Thanksgiving  especially  credible  for  his 
r  ids  at  hand.  It's  hard  to  imagine  him  alive  and  out 
)  iction,  and  best  not  to  dwell  on  it. 

iinry  Kissinger  The  first  time  was  at  Harvard, 

\  ;re  Henry  Kissinger  was  conducting  his  summer 
<jlinar  on  international  politics,  a  class  which,  one  later 
i  j  the  impression,  was  attended  only  by  students  who 
t  jnded  to  become  prime  minister  or  emperor, 
ifhis  happened  in  the  1950s,  and  I  had  weighed  the  in- 


vitation from  an  unknown  professor.  (Kissinger  hadn't  yet 
scored  with  his  book  on  nuclear  politics.)  I  had  launched 
National  Review  magazine  and,  in  his  letter,  Professor 
Kissinger  asked  me  to  talk  to  his  seminar  about  the  con- 
servative movement  in  America. 

He  was  captivatingly  bright  and  engaging  and  we 
were  from  that  moment  on  in  regular  touch.  Henry 
Kissinger  was  an  important  arm  of  Nelson  Rockefeller, 
Inc.,  and  over  ten  years,  as  governor  of  New  York, 
Rockefeller  had  it  definitely  in  mind  to  win  the  White 
House.  His  first  obstacle,  in  1964,  had  been  Senator  Barry 
Goldwater,  the  soul  of  the  1964  Republican  Convention. 
Even  though  it  seemed  progressively  certain  that  in  1968 
in  Miami  the  GOP  would  nominate  Richard  Nixon, 
Rockefeller  made  a  dramatic  entry  into  the  race.  He  lost 
to  Nixon  in  a  head-to-head  primary  contest  in  California, 
but  there  was  always  the  possibility  that  there'd  be  an 
upset  in  Miami:  1)  Nixon  would  stumble;  2)  Reagan  would 
be  bypassed;  3)  Rockefeller  would  be  nominated. 

An  immediate  and  vital  objective  would  be  to  appease 
American  conservatives.  It  wouldn't  benefit  Rockefeller 
to  achieve  the  nomination  and  face  a  post-convention  dis- 
array of  bereft  conservatives  bent  on  revenge. 

We  never  discussed  it  in  exactly  that  way  but  in  Miami, 
in  those  critical  days,  Henry  Kissinger  lunched  and  dined 
with  me  three  days  in  a  row — just  in  case  I'd  be  called 
upon  to  administer  to  conservative  wounds. 

His  company  was  then,  as  now,  scintillating — he  was 
amusing,  curious,  ever-so-lightly  irreverent.  He  was  ob- 
sessed by  the  ongoing  misadventures  of  Vietnam.  When 
three  months  later  Nixon  was  elected,  outgoing  President 
Lyndon  Johnson  seemed  desperately  anxious  for  a  quick 
deal  with  the  North  Vietnamese.  Kissinger  called  me  on 
the  telephone:  Would  I — most  urgent! — get  word  to 
Nixon  about  what  Kissinger  construed  as  the  subversive 
designs  of  the  North  Vietnamese  at  the  expense  of 
Saigon?  "If  their  maneuver  works,  it  will  be  known  to  the 
world  that  it  is  perhaps  dangerous  to  be  an  enemy  of  the 
United  States,  but  fatal  to  be  its  friend."  I  got  the  message 
through  to  John  Mitchell,  Nixon's  right  hand.  Intrigued, 
he  invited  Kissinger  to  New  York  to  meet  the  president- 
elect. That  evolved  into  the  closest  association  ever  arrived 
at  between  a  president  and  his  counselor  in  foreign  affairs. 

It  was  a  golden  road,  the  30  years  ahead,  notwith- 
standing unending  criticism  and  raillery  from  opponents 
and  factionalists  who,  year  after  year,  felt  dispossessed  or 
shortchanged.  There  was  jealousy  and  resentment.  It  was 
wounding,  for  many,  to  contemplate  Henry's  extraordi- 
nary successes  as  man  of  affairs,  historian,  writer  and  in- 
formal consultant  to  the  high  and  the  mighty.  And  then 
too  he  had  contracted  a  (second)  marriage  to  a  dazzling, 
amusing,  opinionated  woman,  a  corner  of  whose  eye  fo- 
cuses on  his  health  and  disposition,  while  warmly  wel- 
coming the  endless  line  of  guests. 

He  sits  there  now  in  his  chair,  in  New  York  or  in  Kent, 
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Connecticut,  engrossed  by  the  conversation  on  any  point 
of  current  controversy,  comprehensively  contributing  his 
commentary,  his  laughter — less  often,  his  smile.  I  asked 
myself  publicly  (the  occasion  was  an  intimate  celebration) 
whether  I  had  ever  had  a  longer  or  more  rewarding  friend- 
ship with  a  pubbc  figure,  to  which  the  answer  was,  no. 


"I  paint  with  acrylics. 
Would  you  like  a 

quick  lesson,  before  we 
take  on  world  affairs?"  


Clare  Boothe  Luce  The  first  time  was  at 

her  apartment  on  Fifth  Avenue,  shared  with  her  husband 
Henrv  Luce,  founder  and  supreme  overlord  of  the  empire 
now  slated  to  begin  with  the  initials  AOL.  Clare  Luce  was 
a  renowned  beauty  and  man-of-affairs  (a  feminist,  she 
stoutly  resisted  the  stylistic  effronteries  of  she-speech). 
Thus  she  was  also  a  Congressman,  an  ambassador  (to 
Rome),  a  journalist,  plavwright  {The  Women)  and  wit 
(1,000  public  appearances).  Her  cause  of  the  moment, 
back,  then  in  1963,  was  Madame  Nhu,  the  so-called 
Dragon  Lady  of  South  Vietnam. 

Our  policy  in  Vietnam  was  in  chaos.  The  villain  of  the 
day,  in  the  liberal  press,  wasn't  anybody  in  Communist 
Hanoi.  It  was  President  Diem  of  South  Vietnam,  together 
with  his  brother  and  sister-in-law,  the  outspoken, 
provocative  dragon  lady.  The  demand,  most  ardently 
made  by  self-immolating  Buddhist  monks  in  South 
Vietnam,  was  to  replace  Diem.  National  Review,  of  which 
I  was  the  editor,  was  loyalist  on  the  Vietnam  question  and 
one  October  morning,  in  mid-battle,  arrives  in  the  mail, 
■solicited,  a  manuscript  from  the  great  Clare  Luce,  a 


fiery  article  defending  the  Nhu  government.  Its  title:  "Tj 
Lady's  Not  For  Burning."  It  was  time  to  meet  Clare  Ld 
I  was  there  at  the  appointed  hour.  She  opened  1 
door.  Had  I  ever  painted?  she  wanted  to  know. 
No,  actually. 

"I  paint  with  acrylics.  Would  you  like  a  quick  less* 
before  we  take  on  world  affairs?" 

I  learned  a  fair  amount  about  painting,  and  a  lot  ab< 
Clare  Boothe  Luce.  She  loved  to  analyze  the  public  seel 
Always  there  was  the  bad  guy  in  sight.  On  this  occasij 
it  was  her  old  friend  Henry  Cabot  Lodge,  who  was  ( 
ambassador  to  Saigon  and  whom  she  suspected — o 
rectly,  it  turned  out — of  forwarding  to  President  Kenn« 
and  the  Pentagon  subversive  recommendations.  (A  w4 
after  our  meeting,  the  Diem  brothers  were  assassinatl 
Three  weeks  after  that,  JFK  was  shot.) 

She  interwove,  with  her  instructions  on  how  to  pai 
recollections  of  her  experience  with  canvas  and  oils.  J] 
after  the  war  she  went  with  her  husband  to  England  a 
spent  the  weekend  as  guests  of  Winston  Churchill 
Chartwell.  "I  tried  to  be  especially  ingratiating  becai 
Harry  [Luce]  wanted  U.S.  rights  for  Life  magazine)! 
Churchill's  war  memoirs.  So  passing  through  one  gallf 
I  said,  'These  are  wonderful  paintings.'  He  said,  Tm  gji 
vou  like  them,  but  only  one  of  them  is  painted  bv  me.) 

She  flashed  her  sly,  infectious  smile,  and  then  a  lit 
snort  of  laughter.  "I  thought,  Oh  dear,  that  makes  1 
sound  very  sycophantic.  I  asked  which  one  was  his,  andl 
pointed  to  a  pastoral  scene,  a  field  of  some  sort.  I  thouj 
I'd  better  do  something  to  establish  my  critical  indepa 
dence.  I  said  I  liked  it  but  I  thought  it  was  too — plaa 
lacking  in  movement. 

"Three  weeks  later  in  New  York  the  same  painting 
rived,  but  on  it  were  three  sheep  bouncing  about.  His  n< 
read,  'Is  that  any  better?'  Harry  told  me  later  that  my 
frontery  probably  ended  up  costing  Time  Inc.  si  milH 
more  than  thev'd  have  had  to  pav  for  his  memoirs." 

A  close  political  and  social  collaboration  ensued.  S 
was  master  of  ceremonies  at  a  gaudy  celebration  of  7V1 
tenth  anniversary,  with  Barry  Goldwater  and  John  E 
Passos  as  co-hosts.  Now  I  saw  her  regularly.  After  Hei 
Luce's  sudden  death  at  their  winter  home  in  Phoenix,  s 
instructed  the  architect  who  had  designed  their  joi 
house  in  Honolulu  to  revise  the  scale  of  it  drastically 
"I  wouldn't  be  needing  anything  that  vast.  People  alws 
traveled  to  see  Harry,  not  me.  I'm  a  lame  duck."  I  hea 
later  from  an  intermediary',  "Clare  said  to  me,  'If  when  1 
house  is  completed,  I  can't  sit  in  mv  lanai  with  a  drv  m 
tini  watching  the  sun  going  down  over  my  ocean  fro 
there's  going  to  be  one  less  architect  in  Honolulu. 

She  entertained  with  brilliant  charm,  wrote  for  sunt 
publications,  painted  and  stared  life  in  the  face,  inclu 
ing  bad  personal  habits.  "How  did  I  get  to  stop  smokir 
I  was  playing  bridge  and  the  woman  sitting  opposi 
whom  I  truly  loathed — a  very  rich  gal — she  was  also  t 
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K  most  money  managers  know 
so  much  about  making  money, 

WHY  AREN'T  THEY  ON  THE 
FORBES  400  RICH  LIST? 

Yes,  money  begets  money.  But  so  does  innovation,  whether  it's  in  internal  wizardry,  telecommunications, 
or  television  production. ..Forbes  has  been  tracking  wealth  creation  for  82  years,  resulting  in  it's  most 
celebrated  list:  America's  400  Richest  People.  Now  Forbes  has  uncovered  the  source  of  these  individuals' 
income  by  identifying  the  40  public  companies  which  have  contributed  most  to  their  wealth -and  created 
a  unique  performance  index  of  these  companies 
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Forbes  40 

SP500 

Dow 

1990  1991    1992  1993   1994   1995  1996  1997  1998  1999 


Forbes  Forty  Index  (1) 

S&P  500  (1)(2) 

DJIA(1)(2) 

Average  Annual  Returns  27.47% 

16.13% 

18.89% 

Compounded  Annual  Returns  25.14% 

15.31% 

Cumulative  Returns                      84 1 .89% 

(1)  Represents  returns  including  reinvested  dividends. 
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Hypothetical  Growth  of  the  Forbes  40  Index 

Over  the  past  ten  years,  the  projected  growth  of  this  index  surpassed 
the  Dow  Jones  Industrial  Average.  *And  bettered  the  S&P  500. 


To  check  out  the  performance  of  our  up-to-the-minute  index,  visit 
WWW.Forbes40.com.  You  might  be  surprised  at  what  you  find 
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Single  fMaft  &  Scotch  "Whisky  rE?(travaganz. 


An  Evening  ybu'ttyfever  forget 

Ladies  and  Gentlemen  are  Cordially Invited  to  Attend  a  Gala  EveningFeaturing  the  Finest 
Single  Malt  and  Scotch  Whiskies,  and  Premium  Imported  Cigars  from  the 

Humidors  of 

H.  Upmann  and  Cabanas 
Dinner  Buffet  Served 


Featuring 

Aberfeldy 
Aberlour 

•  10  Year  Old 

•  15  Year  Old 

•  21  Year  Old 
Ardbeg 

•  17  Year  Old 

•  3-Wood 
Auchentoshan 
Bowmore 

•  17  Year  Old 

•  21  Year  Old 

•  Darkest 
Bunnahabhain 
Bushmills  Mait 

•  10  Year  Old 

•  16  Year  Old 
Caol  Ila 
Chivas  Regal 

•  12  Year  Old 

•  18  Year  Old 
Cutty  Sark 

Dalmore  Single  Highland  Malt 

•  12  Year  Old 

•  21  Year  Old 

•  30  Year  Old 

•  Cigar  Malt 
Dewars  White  Label 

•  12  Year  Old 
Glenallachie 
Glendronach 


Co- Hosted  By: 
FHE  SCOTCH  MALT  WHISKY  SOCIETY 
&  FORBES  FYI  MAGAZINE 


HOTEL  BEL-AIR 
701  Stone  Canyon  Road 
Los  Angeles,  CA 
Thursday,  October  12,  2000 

THE  NEW  YORK  SHERATON 
811  Seventh  Avenue 
New  York,  NY 
Thursday,  October  19,  2000 

J.W.  MARRIOTT  HOTEL 
1331  Pennsylvania  Avenue 

Washington,  DC 
Tuesday,  October  24,  2000 

THE  PYRAMID  CLUB 
1735  Market  Street 
Philadelphia,  PA 
Wednesday,  October  25,  2000 

THE  RITZ  CARLTON 
15  Arlington  Street 
Boston,  MA 
Thursday,  November  2,  2000 

CHICAGO  HILTON  &  TOWERS 
720  S.  Michigan  Avenue 
Chicago,  IL 
Thursday,  November  9,  2000 

THE  BILTMORE  HOTEL 
1200  Anastasia  Avenue 
Coral  Gables,  FL 
Thursday,  November  16,  2000 

7:00-9:00  PM 
* Jacket  Preferred* 


Featuring 

Glen  Garioch 

•  15  Year  Old 
The  Glenlivet 

•  12  Year  Old 

•  18  Year  Old 

•  French  Oak  n 
Glenmorangie 

•  10  Year  Old 

•  15  Year  Old 

•  Fino 
Glengoyne 

•  10  Year  Old 

•  17  Year  Old 
Glen  Rothes 

•  1987  Vintagei| 
Glentauchers 
Highland  Park 

•  12  Year  Old 

•  18  Year  Old 
Knappogue  Cas 

•  1990/1991/191 
Laphroaig 

•  10  Year  Old 

•  15  Year  Old 
Linkwood 
Macallan 

•  12  Year  Old 

•  15  Year  Old 

•  Gran  Reservs 
Scapa 
Tamdhu 


Non-Member  Gues 

$75.00 


Scotch  Malt  Whisky 
Society  Members 

$65.00 


eservations  are  limited.  Admission  by  advance  ticket  purchase  only  •  Telephone  Toll  Free  1-800-990\ 
lal  rates  for  groups  of  8  or  more     **Cancellations  accepted  up  to  24  hours  prior  to  event  j 
Visit  our  website  at:  rvwrv.smrvsa.com 


MuchMore 

For  further  information  on  this  and  otlicr  witches  in  our  collection,  please  contact: 
ROGER  Dl'liLIS  NORTH  AMERICA  (570)  970  8888 


Take  Lady 
Liberty  to  the 
Market  and 
shell  really  let 
her  hair  down. 


U.S.  Mint  Eagles  at  the 
lowest  prices,  guaranteed. 

Here's  one  lady  who  knows  how  to  show 
your  portfolio  a  good  time.  If  you  think 
that  gold  represents  safety,  security,  and 
fiscal  conservatism,  well,  you're  right  - 
but  then  you  probably  haven't  witnessed 
one  of  the  stellar  performances  Miss 
Liberty  has  put  on  in  the  numismatic 
coin  market,  either.  When  you  invest  in 
gold,  silver  or  platinum  Eagles  from  the 
United  States  Mint,  you  balance  the  risk 
inherent  in  high  performing  stocks  and 
bonds,  and  protect  your  money  against 
inflation.  But  when  you  buy  your  Eagles 

in  brilliant  uncirculated,  mint  state 
condition,  you  add  a  whole  new  world  of 

investment  opportunity  to  your 
portfolio.  In  the  numismatic  market,  Gold 
Eagles  have  seen  increases  in  wholesale 
value  as  high  as  258%  during  periods  of 
declining  gold  spot  prices.  Best  of  all,  you 
can  acquire  brilliant,  uncirculated  Eagles 
for  about  the  same  price  you'd  pay  for 
regular  bullion  coins.  Sound  good?  Well, 

we're  going  to  make  it  sound  even 
better  for  Forbes  subscribers  -  IPM  will 
meet  or  beat  any  legitimate,  documented 
price  for  new,  brilliant  uncirculated  Gold, 
Silver  and  Platinum  Eagles. 

If  your  investment  portfolio  had  a  face,  it 
would  be  smiling  right  now. 


IPM 


International  Precious  Metals 
1 5  day  satisfaction  guarantee  on  all  orders 
Representatives  on  duty  24  hours,  7  days  a  week 

1-800-781-2090 

)'r:cc-  guarantee  requires  minimum  SI, 000  investment 

Visa  •  Mastercard 
v  Checks  and  Bank  Wires  Welcome 


"Quite  Possibly  One  of  Golf  s  Finest  Collecta 

Each  Solid  Silver  Golf  Ball  is  individually  struck  from  pure  .  999  silver,  Go 
Platinum  Golf  Balls  are  richly  layered  in  pure  24kt  Gold  &  Pure  Platinum 
Golf  Ball  weighs  one  troy  pound  and  is  individually  registered  with  a  ;/«;< 
certificate  of  authenticity.  Hand  cast  and  polished,  each  golf  ball  comes  in  a 
green  velvet  sack  housed  in  a  deluxe  handcrafted  wood  presentation  case. 

Limited  Edition  Only  5,000  will  be  made  in  this  se 

(Early  orders  receive  lowest  serial  numbers) 

Available  from  $109.00 


Brass 

1  -  $109.00 

set  of  3-  $95.00  ea. 

set  of  5  -  $89.00  ea. 

Copper 

1  $109.00 

set  of  3-  $95.00  ea. 

set  of  5  -  $89.00  ea. 

Silver 

1  -  $299.00 

set  of  3  -  $279.00  ea. 

set  of  5  -  $249.00  ea. 


24kt  Gold  layered  Co 

I  -  $1 19.00 

set  of  3-  $105.00  ea. 

set  of  5  - $99.00  ea.. 

24kt  Gold  layered  SiK 

1  $319.00 

set  of  3-  $299.00  ea. 

set  of  5-  $269.00  ea. 
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Platinum  layered  Silvc 

1  -  $339.00 

set  of  3-  $31 9.00  ea. 

set  of  5  -  $289.00  ea. 


FREE  overnight  shipping  in  the 
United  States.  FREE  logo  imprinting 
when  10  or  more  are  ordered. 
All  major  credit  cards  accepted. 


Century  Mint  Limited 

601  Cleveland  St.  •  Suite  820  •  Clearwater,  FL  33755 
1-888-295-1903  •  fax  1-888-295-1902  •  www.centurymini 


stop.  Suddenly  she  looked  up  and  said,  'Clare,  let's 
a  is:  The  first  one  of  us  who  smokes  a  cigarette  after 
ight  is  honor-bound  to  pay  $10,000  to  the  other.' 
The  next  morning  I  reached  for  my  cigarettes. 
I  froze.  I  couldn't  care  less  for  the  money,  but  the 
of  giving  $10,000  to  her  was  inconceivable — so 
>ped  smoking." 

fe  was  entertainment,  and  at  this  she  was  very 
i.  She  loved  it  when  the  rumor  floated  about  that 
vas  thinking  of  accepting  a  proffered  invitation 
n  for  governor  of  New  York  on  the  Conservative 
*  ticket  (in  1970).  "Would  you  believe  it,  Nelson 
;efeller  has  called  me  on  the  telephone  for  the  first 
r  since  Harry  died?" 

;  le  was  now  a  listless  Roman  Catholic,  in  the  faith 
1  her  celebrated  conversion  in  1946.  "The  church  I 
i  d  isn't  the  same  church  I  now  attend."  In  her  will  she 
i!  nated  me  as  one  of  her  two  eulogists.  I  recalled  that 
t :  end  of  her  formal  indoctrination,  Monsignor  Fulton 
fcn  had  told  her  the  time  had  come  to  undertake  a  ple- 
1  confession.  Did  she  have  in  mind  a  particular  priest 
K  be  most  comfortable  hearing  her  confession? 
flust  bring  me  someone  who  has  seen  the  rise  and  fall 
ilnpires"  was  her  daredevil  reply,  received  by  Fulton 
Un  with  his  characteristic  verve.  Not  even  Clare 
blhe  Luce  could  surprise  God,  who  was,  among  other 
a  things,  her  maker. 

rn  Wolfe  I  don't  remember  the  first  sight  of 
which  is  odd,  because  Tom  Wolfe  is  of  course  mem- 
"  y  dressed.  But  in  the  mid-'6os,  Tom  Wolfe  was  so 
ly  celebrated  on  so  many  fronts — as  a  virtuoso  hu- 
st,  a  chronicler,  a  critic — a  visual  exposure  to  him  and 
semble  was  unremarkable  (even  though  it  was  and 
ins  unusual,  the  double-breasted  suit,  high  starched 
,  the  rakish  white  fedora).  We  would  be  surprised  if 
peared  differently,  as  we'd  be  surprised  to  see  Henry 
dressed  other  than  by  Holbein.  Well  how  was  Henry 
dressed?  How  would  you  describe  his  appearance? 

e  was  an  extremely  rich  man  and  showed  it.  Note  the 
d-back  silk  lining  of  the  outer  garment,  the  chamarre 
eous  silks  were  harder  to  find  and  more  fashionable  than 
Ider fur  linings),  the  bejeweled flat  hat  with  its  ermine 
ft  the  passementerie  on  the front,  the  sleeves  of  the  dou- 
the  rings  on  his finger,  the  jewels  in  his  shoulder  chain  and 
llion  and  garter,  his  brocaded  satin  duckbill  slippers  and 
'n-silk  nether  hose;  he  was  physically  poweful,  note  the 
;  potent,  highly procreative  codpiece,  the  beard;  very  much 
varrior — note  the  dagger  in  its  sheath,  hanging  from  a 
'y  visible  cord,  the  short  military  tunic,  which  Henry 
s  stylized,  to  allow  the  codpiece  to  poke  through  and  to 
the  ornate  doublet — see  the  soldiers  simple  ( macho)  rope 
nd  the  tun  ic,  the  chain  that  girds  the  shoulders — the  war- 
since  back  then  there  was  no  separation  in  symbolism  be- 


tween the  warrior  and  the  aristocrat;  until  a  century  later 
there  would  be  no  figure  of  the  mere  aristocrat — the  aristocrat 
who  was  not  a  warrior  (e.g.,  Thomas  Jefferson). 

. .  .There,  I  played  a  trick  here.  Tom  Wolfe  had  no  idea 
what  I  was  up  to  when  I  asked  if  as  a  personal  favor  he 
would  give  me  a  "one-sentence  description"  of  how  Henry 
VTII  dressed,  based  on  the  Holbein  portrait  I  sent  along. 
What  arrived,  above,  is  one  example  of  his  skill  as  stylist 
and  observer,  and  of  his  noblesse  oblige. 

How  would  you  expect  Tom  Wolfe  to  dress?  It  was 
many  years  later  that  I  invited  him  to  join  me  for  a  few  days 
at  the  Bohemian  Grove.  I  hadn't  really  pondered  what  this 


would  mean  for  Tom  Wolfe,  but  you  just  can't  dress  his 
way  in  an  outdoor  setting  when  everybody  else  is  dressed 
in  camp-clothes.  We  drove  out  from  San  Francisco  after 
lunch  and  he  was  modifying  his  dress  already,  though  I 
think  he  still  had  on  a  tie.  I  had  gotten  used  to  his  manner. 
Tom  Wolfe  is  as  modest  in  his  conversational  mode  as  he 
is  volatile  and  florid  in  writing.  He  has  a  trace  of  aVirginia 
accent,  and  of  course  there  is  the  renowned  diffidence,  the 
matador  taking  tea  with  his  mother. 

It  happened  that  on  that  weekend  there  were  three  or 
four  astronauts  in  the  Grove.  Tom  Wolfe  had  just  written 
The  Right  Stuff,  and  the  movie  had  been  made.  Although 
it  is  almost  impossible  for  a  public  figure  to  attract  atten- 
tion in  the  company  of  the  2,000  campers  who  visit  the 
Grove,  Tom  was  lionized  by  the  men  he  had  written 
about  and  made  famous.  I  remember  thinking  it  would  be 
fine  to  read  a  description  by  Tom  Wolfe  of  the  treatment 
given  to  Tom  Wolfe  by  the  heroic  daredevils,  who  spoke 
to  him  as  though  they  had  traveled  together  to  the  moon. 

We  usually  meet  at  dinners  or  celebrations  but  one 
time  I  said  I  had  something  serious  I  wanted  to  talk  with 
him  about,  and  we  met  at  the  Carlyle  Hotel.  He  was 
dressed  as  I'd  have  expected.  My  assignment  was  to  for- 
ward an  invitation  to  an  offbeat  affair.  But  I  had  come 
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upon  Tom  Wolfe,  the  arduous  novelist,  in  mid-labor.  He 
had  spent  seven  of  what  would  be  n  years  on  his  novel. 
And  he  was  recovering  from  an  experience  he  described 
colorfully  but  with  clinical  concern. 

A  few  months  earlier  he  had  been  exercising  at  a  gym- 
nasium when  he  felt  the  pain.  He  was  quickly  taken  to  the 
local  hospital,  where  he  was  told  he  had  a  heart  problem 
and  needed  an  elaborate  operation,  doable  only  in  New 
York  City.  Arrived  there,  he  was  placed  in  the  hands  of  a 
middle-aged  prepossessing  heart  expert  to  whom  he  took 
an  instant  liking.  "I  said  to  my  doctor,  how  can  this  hap- 
pen to  me?  I  don't  smoke,  hardly  ever  drink,  exercise  three 
times  every  week."  How  can  you  explain,  the  doctor  ob- 
served, that  some  people  are  born  left-handed?  Torn  went 
into  the  operation,  emerged  whole  and  hearty,  to  learn  that 
his  doctor  had  died  the  night  before  of  a  heart  attack. 

He  lives  modestly,  in  New  York  and  in  the  country, 
with  his  gifted  wife  (she  is  a  graphic  designer)  and  two 
children.  Some  years  ago  I  retained  Sheila  Wolfe  to  re- 
design National  Review.  It  was  a  big  job,  and  the  time  came 
eventually  to  discuss  a  fee.  How  much,  she  asked,  does  it 
take  to  buy  word  processing? — the  whole  shebang,  com- 
puter, printer,  modem.  I  said  well,  to  do  it  right,  about  ten 
grand  (that  was  true  in  1980).  We  agreed:  I  would  order  the 
whole  assembly  and  one  afternoon  when  Tom  was  gone 
speaking  somewhere,  she'd  have  it  all  installed  in  his  office. 

A  wonderful  idea,  wonderful  surprise!  And  Tom  was 
very  grateful,  she  reported.  But  he  didn't  even  cut  the  rib- 
bon. He  was  back  with  his  Underwood  electric.  The  big 
news,  unnoticed  by  the  frenzied  world,  is  that  in  April 
:ooo,  Tom  Wolfe  succumbed  to  the  modern  era. 


Vladimir  Horowitz  The  first  time  a<j| 

ished  me.  I  was  sitting  on  the  Washington-New 
flight,  a  typewriter  on  my  lap,  and  this  man  walked  u| 
aisle,  a  wide  grin  on  his  pointed  face,  a  striped  silk  h 
kerchief  in  his  breast  pocket  matching  his  bow  tie 
was  so  familiar  (this  happens  sometimes)  it  took 
minute  to  realize  I  was  talking  with  Vladimir  Horo 
the  most  celebrated  musician  alive.  He  spoke  with 
animation  of  having  seen  me  a  day  or  two  before  on 
vision  and  of  approving  heartily  of  something  I  had 
about  the  Soviet  Union. "You  muss  meet  Vanda!1 
turned  and  brought  from  her  seat  the  formidable  dai 
ter  of  Arturo  Toscanini.  They  fought  life  together 
their  marriage  in  1933  until  his  death  in  1989. 

"Tu  penses  c'est  bien?"  he  called  out  to  her  froir 
piano  on  the  stage  at  the  Metropolitan  Opera  H 
Wanda  had  been  posted  at  the  very  rear  of  the  haj 
check  out  the  sound.  "Autrement  je  vais  annuler!"\\ 
didn't  think  the  sound  was  up  to  his  standards,  he'd 
eel  the  concert.  There  was  near-panic  by  the  dozen  e 
utives  standing  about,  because  the  whole  of  the  proc 
from  this  concert  by  Horowitz — the  first  ever  done 
single  artist  in  the  vast  opera  house — he  would  be 
nating  to  the  Met.  But  here  he  was,  trying  out  the  p 
on  stage  a  mere  week  before  the  scheduled  conceit 
finding  things  wrong  with  the  acoustics.  The  persoi 
invited  audience  of  a  few  dozen  friends  sweated  ai 
with  the  Met,  as  stagehands  experimented  here  and  ti 
with  great  wooden  panels  that  affected  the  acous 
Vladimir,  in  bits  and  pieces,  did  his  magic  on  the  p 
and  Wanda  (at  the  far  end  of  the  hall),  listened,  fii 
calling  out  her  approval. 

I  had  a  gist  of  the  maestro's  famous  eccentricity.  N 
Wallace,  filming  an  episode  for  60  Minutes,  had  ai 
him  why,  after  the  war,  he  had  rarely  left  his  hous 
New  York. 

'You  no  like  my  house?" 

Stifling  laughter,  Mike  had  to  explain  that  how 
much  he  liked  Vladi's  house,  it  was  nevertheless  oq 
have  hardly  moved  from  it  for  12  years. 

The  first  time  we  dined  with  him  at  his  hous 
Connecticut  my  friend  and  fellow  guest  James  Burn] 
and  I  plotted.  Our  objective  was  to  get  him  to  play  fd 
After  dinner,  winking  at  Burnham,  I  said,  "Vladimir,' 
had  asked  to  be  called  by  his  first  name),  "why  are) 
playing  Clementi  at  your  concert  next  week?" 

"Yes,  I've  wondered  the  same  thing,"  chimec 
Burnham. 

'You  dohn  like  Clementi?"  His  expression  was  at  c 
sad  and  combative. 

"Well,  sure,  I  like  him."  I  managed  to  sound  unj 
suaded. 

He  rose  and  strode  to  the  piano.  Burnham  and  I  sir 
triumphantly  and  he  proceeded  to  play  six  Clem 
sonatas.  But  after  hearing  Horowitz  play  Cleme 


DISTINCTLY  different 


■  en  you  travel  the  globe,  expect  a  world  of  difference  with  Summit 
f  tels  &  Resorts. 

S  nmit  Hotels  &  Resorts  is  a  distinguished  collection  of  over  155  luxury 
it  spendent  hotels  and  resorts  in  some  of  the  world's  most  exciting  destinations. 
E  :h  hotel  in  the  collection  has  been  hand-picked  for  its  exceptional  standards 
cjuxury  and  service,  yet  each  maintains  its  own  distinctive  character  and  style. 


Villas  of  Grand  Cypress, 

^/^Orlando/  FL  \ 
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SUMMIT 

HOTELS    &  RESORTS 

For  reservations  or  to  order 
a  directory  call 
US:  1-800-457-4000 
www.summithotels.com 


DISCOVERY 


A  SAMPLE  OF  THE  SUMMIT  PORTFOLIO: 
NORTH  AMERICA  &  THE  CARIBBEAN 

Le  Pare  Suite  Hotel,  Los  Angeles  CA 
The  National  Hotel,  Miami  Beach  FL 

The  Edgewater  Beach  Hotel,  Naples  FL 
The  Villas  of  Grand  Cypress,  Orlando  FL 
The  Colonnade  Hotel,  Boston  MA 
The  Atheneum  Suite  Hotel  & 

Conference  Center,  Detroit  Ml 
The  Kitano  New  York,  New  York  NY 
The  Michelangelo,  New  York  NY 
The  Siena,  Chapel  Hill  NC 
The  Inn  at  Essex,  Burlington  VT 
The  Stonington  Beach  Hotel,  Bermuda 
Half  Moon  Golf,  Tennis  &  Beach  Club, 

Montego  Bay,  Jamaica 


LATIN  AMERICA 

Hotel  Europa,  La  Paz,  Bolivia 

Los  Tajibos  Hotel  &  Convention  Center, 

Santa  Cruz,  Bolivia 

Grand  Hotel  Rayon,  Curitiba,  Brazil 

L'Hotel,  Sao  Paulo,  Brazil 
Rio  Atlantica  Hotel,  Rio  de  Janeiro,  Brazil 
Royal  Palm  Plaza,  Campinas,  Brazil 
Bogota  Plaza  Hotel,  Bogota,  Colombia 
Quinta  Real  Hotels,  Mexico  &  Guatemala 

Acapulco,  Aguascalientes,  Guadalajara,  Huatulco, 
Monterrey,  Zacatecas  &  Guatemala  City 
Hotel  El  Panama,  Panama  City,  Panama 

jiHalf  Moon  Gglf,  Tennis  &  Beach  Club,      Hotel  Excelsior,  Asuncion,  Paraguay 


Atheneum  Suite  Hotel  & 
Conference  Center, 
Detroit,  Ml 


SUMMIT  HOTELS  &  RESORTS 
A  DISTINCTLY  DIFFERENT  HOTEL  EXPERIENCE. 


Clemenri  becoi   :s  i  ly  favorite  composer. 

Som  rt  there  again  at  dinner.  During 

meals  both  he  and  Wanda  often  absented  themselves,  she 
to  check  the  kitchen,  he  for  whatever  reason,  including 
watering  his  cat.  There  were  five  of  us.  One  guest,  their 
interior  decorator,  told  us  of  the  crisis  of  a  week  earlier. 
"It  was  mid-morning,  Horowitz  was  fussing  over  there" — 


he  pointed  to  a  corner  of  the  living  room — "with  his 
music.  I  was  measuring  the  couch  when  the  man  doing 
the  curtains  walked  in  and  I  asked  him  what  the  new  cur- 
tains would  come  to. 

"His  name  was  Niccola  Rhigini.  He  took  a  pad 
from  his  pocket  and  said  it  would  come  to  $575.  And 
then,  without  looking  over  at  him  he  said,  'unless  Mr. 
Horowitz  would  play  a  concert  for  me  and  my  wife.  Then 
it  would  be  free.' 

"I  froze.  I  didn't  dare  lookup  at  Vladimir.  He  might 
have  grabbed  a  shotgun.  But  then  I  did.  He  was  standing 
with  the  music  in  his  hands.  There  was  a  second's  pause. 
Then  he  looked  at  Niccola,  and  bowed  his  head  deeply. 
'I  would  be  delighted  to  perform  for  you  and  your  wife.' 
On  Sunday  afternoon  they  both  came  in,  after  church,  all 
dressed  up,  and  Vladimir  played  the  whole  two  hours  of 
his  upcoming  Met  concert." 

Now  that  was  noblesse  oblige.  Horowitz  had  a  temper, 
and  took  offense  easily.  At  dinner  in  New  York,  a  few 
years  later,  he  did  one  of  his  disappearing  acts  in  the  mid- 
dle of  dinner,  and  I,  after  a  very  heavy  day,  signaled  to  my 
wife  and  said  goodnight  to  Wanda. 

That  proved  an  egregious  offense,  and  we  never  heard 
again  from  either  of  them.  Too  bad,  but  Horowitz  was 
beautiful  to  listen  to,  and  very  nearly  incomparable.  And, 
actually,  we  adored  Wanda. 

Roger  Moore  The  first  time  was  at  the  Eagle 

Club  in  Gstaad.  Roger  Moore  was  there  lunching  with  his 
ski  teacher.  The  club  is  a  small  eyrie,  founded  in  the  mid- 
'50s  for  the  benefit  of  affluent  skiers  who  want  to  celebrate 


the  exercise  they  just  finished  taking,  or  are  about  to 
with  a  rewarding  lunch.  In  the  Eagle  Club  you  h; 
choice  of  about  75  hors  d'oeuvres. 

Roger  was  always  the  attractive,  desirable,  shr 
amiable  and  often  comic  presence.  He  is  by  natu 
once  shy  and  a  performer,  his  observations  hilarious 
commentary  sometimes  ribald.  I've  seen  him  enter! 
ing  as  lustily  as  Jay  Leno,  engaging  his  guests  0 
audience  with  a  talent  one  doesn't  connect  with  J; 
Bond,  from  whom  one  expects  mostly  programr( 
levity.  Roger  Moore — like  David  Niven — is  a  j 
comic  raconteur. 

In  the  first  20  years  of  our  friendship  he  lived 
Luisa,  his  longtime  and  beautiful  Italian  wife,  in  a  ch; 
in  Gstaad  that  might  have  been  created  by  Walt  Dii 
Chalet  Le  Fenil  didn't  have  stuffed  sheep  grazing  ii 
hallway,  like  that  of  his  neighbor  Valentino;  but  all 
was  as  Swiss  as  a  Tiffany  version  of  a  cuckoo  clock, 
here  and  there  expressions  of  wry  artistic  humor  as  wi 
art  pieces  at  once  imaginative  and  enticing. 

Roger  made  his  way,  during  his  teenage  years, 
cartoonist  in  London.  He  retains  his  skills.  Whei 
painted  together  at  our  ping-pong  studio  nearby,  so 
times  he  would  ask  the  person  on  his  right  to  give 
a  number — any  number  (six,  let  us  suppose) — anc 
quest  as  much  of  the  person  on  his  left  (four?).  The 
would  sketch  out  a  six  and  an  imaginative  four  appel 
or  digested;  and  around  the  whole  he  would  do  a| 
painting,  the  numerals  always  surviving  whatever  rr 
rialized:  a  flower,  chalet,  mountain,  candlestick  ms 

It  wasn't  easy  to  ask  Roger  Moore  for  a  favor  invol 
heavy  use  of  his  time  or  imagination,  because  he  se 
vulnerable  to  any  such  assault.  But  twice  I  did  so.  C 
we  schedule  a  private  lunch? 

I  plotted  to  him  the  novel  I  was  working  on  (Stc 
Glass)  and  told  him  I'd  be  grateful  for  his  reaction  to 
atrical  third-act  alternatives.  He  didn't  enjoy  the  asg 
ment,  but  gave  interesting  advice. 

His  mind  is  naturally  critical,  but  he  resists  enter) 
in  fields  other  than  those  he  has  publicly  mastered.  He 
be  vehement  in  his  reactions.  (Life  is  Beautiful?  "The  fi 
movie  of  the  year."  Wallace  Beery?  "No  wonder  every! 
hated  him.  He  worked  overtime  at  it.")  It  was  a  prot 
at  his  house,  as  also  at  Niven's,  that  mention  was  notrj 
of  any  of  his  movies — moviemaking  was  another 
for  Roger  Moore.  Gstaad  was  for  the  dashing  bon  vrj 
talented  critic,  sportsman  and  wit. 

But  he  did  confide,  one  January,  that  he  intende 
take  the  lead  part  in  the  upcoming  world  premiei 
Andrew  Lloyd  Webber's  Aspects  of  Love.  He'd  1 
Gstaad  for  stretches  of  two  or  three  days  in  Londo 
order  to  rehearse.  We  were  alone  in  the  painting  st 
late  one  afternoon  and  he  permitted  himself  a  few  ar 
gios — he  was,  after  all,  practicing  to  do  a  singing 
something  he  had  never  done.  But  one  dramatic  da 
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Mm,  he  announced  abruptly  that  he  wouldn't  go 
rckh  with  it.  To  this  friend  he  explained:  There  are 
toy  three  points  in  the  musical  where  the  lead  has  to 
imlin  at  the  correct  pitch  without  any  prompting  from 
e  ichestra.  Roger  Moore  decided  that  that  was  some- 
SaJnot  even  James  Bond  should  undertake, 
tile  marriage  fell  apart.  The  beautiful,  voluble,  emo- 
jmy  demonstrative  Luisa  retained  custody  of  his 
[e  hed  chalet.  "You  will  love  Kristina,"  he  promised 
t(  letically),  talking  about  his  new  wife-to-be.  Every- 
ir  else  had  also  changed,  and  he  agreed  to  become  a 
to  vill  ambassador  for  UNICEF,  to  which  he  has  given 
e  ;t  several  years.  He  is  busy  with  the  charitable  activ- 
es Afhich  keep  him  traveling  endlessly.  But  he  has  an- 
il chalet,  in  another  part  of  Switzerland,  where  he  skis 
id  om  which  he  sometimes  travels  to  visit  his  affection 

1  ( 1  friends.  And  though  not  as  accessible  as  back  in  the 
y  f  the  Eagle  Club  and  Gstaad,  he  has  taken  up  e-mail, 
ci  ;  bravely  the  remorseless  technological  birth  pains, 
erice  of  admission.  It  is  great  joy  to  see  evidence  of  it  at 
>i>  ". .  .What  a  relief  to  know  that  it  is  all  working.  I  now 
vivisions  of  myself  going  to  Cyber  Cafes  around  the 
U  sitting  with  Bangladeshis  and  Thais  trying  to  log  on 
cfetrieve  my  junk  mail. . . 

ibve  from  us  both  to  the  two  of  you. .  .as  always, 
jfoger." 

stair  Cooke  The  first  time  was — lunch. 

,'Dthing  pleases  the  author  more  than  a  fine  book  re- 
[I  especially  from  an  unexpected  source.  My  book  was 
S  ection,  and  I  stared  with  dumb  gratitude  at  a  mar- 
1<;  sly  hospitable  review  by  the  great,  discerning  Alistair 
ike  in  The  Washington  Post.  I  characterize  as  "discern- 

2  any  complimentary  book  reviewer!  But  it  was  wel- 
ft,  from  so  august  a  figure,  more  widely  known 

is  native  England  than  any  American  with  the 
c  ?tion  of  the  president.  Moreover,  Cooke — 
)  I  gathered,  from  his  writing,  and  from  cer- 
.  intimations  in  his  famous  introductions  on 
<  "erpiece  Theater — was  something  of  a  liberal, 
lat  the  surprise  was  especially  great.  I  ex- 
ited my  gratitude  in  a  letter.  He  wrote  back 
i  ediately  and  said  let's  lunch, 
hat  was  in  1971,  and  the  wonder  of 
"hat  at  the  end  of  the  lunch  we  made 
jher  lunch  date  for  three  months 
.  There  was  the  usual  reaching-for- 
heck,  but  soon  we  agreed  to  alter- 
.  And  then  that  was  followed  by 
te  for  another  lunch — three 
ths  later.  The  schedule  is 
'oken,  though  interrupted 
lis  recent  illness.  i 
'Vhat's  it  like,  lunching  ' 
\  Alistair  Cooke? 


:3l 


For  one  thing,  there's  his  memory.  He's  91  and  I'd  be 
surprised  if  he  has  forgotten  anything.  I  amuse  myself 
every  now  and  then  by  asking,  when  the  check  comes:  "I 
forget,  Alistair,  is  it  your  turn  to  pay  or  mine?"  He  re- 
members instantly.  He  is  a  resolute  Scot. 

His  memory  extends  to  improvisational  powers.  He 
doesn't  tell  of  his  accomplishments,  but  by  probing  I 
learned  how  he  did  his  famous  introductions  of  Master- 
piece Theater  on  PBS.  He  would  concentrate  on  the  play 
or  the  drama  and  its  author  and  the  circumstances  of  its 
writing,  then  he  would  arrive  at  the  studio,  sit  down  in  his 
armchair,  and  the  perfectly  phrased  90-second  introduc- 
tions would  flow  from  his  lips.  He'd  speak  the  improvised 
lines  as  confidently  as  if  called  upon  to  give  the  Lord's 
Prayer — which  I've  never  asked  him  to  do.  Next  lunch  I'll 
try  to  remember. 

His  cachet,  beginning  many  years  before  PBS,  has  been 
his  weekly  15-minute  report  on  America  for  the  BBC.  In 
America,  we  know  him  for  his  television  work;  among  the 
cognoscenti,  he  is  celebrated  for  his  fine  writing  style  and 
memorable  portraits.  His  friends  know  him  for  his  humor 
and  geniality. 

"Is  there  anybody  you  haven  t  known?"  He  pauses,  his 
white  hair  framing  the  famous  face,  the  eyebrows  that  lift 
for  a  moment,  the  smile.  He  is  thinking. 

"Not  really,  I  guess  I'd  have  to  say."  I  make  it  a  point 
not  to  ask  him  who  out  there  among  the  thousand  pub- 
lic figures  he  didn't  like.  He'll  get  to  that,  if  he  wants  to; 
one  doesn't  press. 

Though  I  did  nag  him  about  his  legs.  For  Cooke,  golf 
comes  in  just  after  good  reading  and  writing.  But  the  anx- 
iety ended.  At  one  memorable  lunch  (we  meet  at  the 
Carlyle  Hotel)  he  surprised  me  on  arrival  by  saying:  "Ask 

me  to  dance  around  the  buffet." 
"To  what?" 

"Watch."  He  did  a  jig  around  the  collection  of 
trays  and  sat  down  with  a  triumphant  smile. 
"That's  what  the  operation  has  done  for  me." 
He  had  had  two  knee  replacements,  and  now 
could  go  back  to  his  golf  without  pain. 

Alistair  Cooke  has  never  sounded  old-fash- 
ioned, let  alone  out  of  date,  but  certain  ways 
of  doing  things  are  unalterable,  includ- 
ing his  love  of  jazz  (he  was  a  fine 
pianist)  and  his  devotion  to  an 
old  typewriter,  with  its  distinc- 
tive, falling-apart-old  font.  "A 
young  grandson  came  to  see  me 
the  other  day.  He's  17.  He  said, 
'Grandfather,  is  it  true  you  have 
a  typewriter?'  Yes,  I  said.  'Could 
I  see  it?' " 
He  loved  that:  genuine  inno- 
cence. It  had  better  be  genuine,  be- 
cause Alistair  Cooke  sees  through 


everything  and  everybody.  His  geniality  and  bounce  are 
always  there ,  but  his  light  blue  eyes  are  penetrating.  What 
a  piece  of  luck,  lunching  with  Alistair  Cooke  for  30  years. 

Grace  Kelly  I  first  met  her  as  a  fellow  guest  of 

David  Niven,  at  Chateau  d'Oex  in  Switzerland.  She 
would  spend  a  few  weeks  in  neighboring  Sehonreid  for 
the  skiing,  accompanied  some  of  the  time  with  Prince 
Rainier,  some  of  the  time  with  children  Caroline  and 
Albert  and  little  Stephanie — aged  16, 14  and  8.  Her  skiing 
was  more  dutiful  than  hedonistic:  The  one  or  two  times 
I  was  with  her  on  the  slopes  she  wore  that  slightly  deter- 
mined look  she  was  famous  for,  marking  the  determina- 
tion with  which  she  took  on  Hollywood,  royalty  and  the 
dramatic  loss  of  her  stunning  career  when  she  married 
Prince  Rainier.  She  laughed  heartily,  that  first  evening, 
laughed  at  David  Niven's  unrelenting  bonhomie.  She  en- 
couraged Jackie  Kennedy  to  ignore  the  paparazzi  that 
were  surrounding  her.  And  she  spoke  eagerly  about  shar- 
ing an  evening  with  the  Nivens  painting  oils  at  the  stu- 
dio we  kept  in  nearby  Rougemont. 

Her  beauty  was  always  captivating.  Three  years  later, 
before  dinner  and  the  studio,  I  impulsively  read  out  loud 
a  review  in  The  Washington  Post  I  had  received  that  morn- 
ing of  my  book,  Saving  the  Queen.  The  momentum  in  my 
reading  didn't  let  me  stop  in  time  to  avert  reading  the  sen- 
tence, "Mr.  Buckley's  dazzling  queen  puts  the  reader  in 
mind  of  the  young  Grace  Kelly."  I  stopped.  David  Niven 
yelped  his  protest  against  my  act  of  aggression — recalling, 
in  1976,  the  Grace  Kelly  of  1951.  But  she  laughed  it  off, 
though  she'd  as  soon  not  have  been  reminded  that  any 
face  would  be  expected  to  show  traces  of  a  passage  of  time. 
It  had  been  20  years  since  she  had  left  the  marquee  to  be- 
come a  reigning  presence  in  the  half-square-mile  princi- 
pality in  the  southeast  corner  of  France. 

But  her  character  fortified  her  in  all  matters.  Daughter 
Caroline  was  now  the  attraction,  and  Stephanie  was  a  bur- 
geoning jet-set  presence,  spirited,  challenging  and  not 
naturally  pious.  One  would  never  know  whether,  driving 
back  to  their  chalet  after  the  end  of  the  evening,  Princess 
Grace  would  lecture  to  her  children  about  manners  and 
morals.  There  proved  to  be  a  lot  to  lecture  them  about, 
as  they  began  their  marital  high  jinx.  Grace  was  discon- 
solate over  the  first  wedding,  which  she  correctly  pre- 
dicted wouldn't  last.  (It  was  over  in  two  years.) 

In  1981 1  told  her  I  had  an  urgent  and  serious  matter  to 
bring  up,  and  drove  over  to  her  orderly  chalet,  before  ski- 
time.  I  had  been  asked  to  oversee  two  experimental  doc- 
umentaries featuring  the  Sistine  Chapel,  which  the 
sponsor  had  got  permission  to  occupy  for  36  hours  with 
a  television  team.  The  philanthropist,  a  wealthy  Canadian 
who  had  struck  uranium  and  was  looking  for  a  devout  ges- 
ture of  reciprocity  for  his  good  fortune,  placed  the  entire 
enterprise  in  my  hands.  I  thought  to  commemorate  two 
f  the  parables:  the  first,  that  of  the  prodigal  son;  the  sec- 


ond, the  Good  Samaritan.  I  sensed  a  need  for  some  f 
star  participation  and  thought  to  persuade  David  Ni 
and  Charlton  Heston  and  Princess  Grace  to  appea 
each  of  the  two  segments.  Their  mission  was  to  give  fi 
their  own  reading  evidence  of  the  continuing  applica 
of  the  lessons  of  the  two  biblical  episodes. 

She  listened,  with  the  kind  of  patience  I'd  have 
pected.  What  would  be  required,  I  explained,  was  36  hi 
in  Rome,  and  two  or  three  minutes  before  the  earner 
each  episode.  (The  fee  would  be  $15,000.)  She  asked 
to  call  her  back  later  in  the  day,  after  she  had  checked 
schedule  "and  that  kind  of  thing." 

A  problem,  I  learned  from  her,  was  that  the  (\n 
known)  writer  on  whom  she  had  relied  to  compose  "e 
public  word  I  ever  uttered"  needed  to  be  asked  whethe 
could  cooperate  in  this  venture.  The  answer — not  for 
sons  antithetical  to  the  idea — was  no.  I  told  her  I  w< 
gladly  write  her  lines.  She  agreed,  and  two  weeks  later' 
formed  before  the  camera  for  the  first  time  since  leai 
Hollywood — an  enterprise  that  was  stillborn,  for  fai 
to  hold  down  the  attention  of  prospective  television  vi 
ers.  Even  Grace  Kelly  could  not  compete  with  the  Sis 
Chapel  paintings. 

Immediately  before  boarding  a  plane,  in  Septembe 
the  following  year,  I  sent  her  a  flippant  get-well-soon  t 
gram,  having  just  learned  that  she  had  had  a  car  accid 
On  reaching  San  Francisco  I  was  told  she  was  dead, 
watched  on  television  the  searingly  tragic  funeral, 
camera  so  exploitatively  focused  on  the  weeping,  disc 
solate  prince.  We  keep  in  our  bedroom  the  dried-flo 
collage  she  gave  my  wife,  spelling  out  the  simple  w 
Love.  Hers  was  an  operatic  ending  to  an  operatic  life, 
I  can't  help  thinking  how  splendidly  she'd  have  acted 
her  real  life  if  it  had  been  put  on  the  screen.  She'd  1 
done  it  with  panache,  and  her  grit  would  have  sh( 
through  the  whole  of  it. 

John  Kenneth  Galbraith  The  first  t 

was  on  an  elevator.  We  were  in  the  Plaza  Hotel  goinj 
to  Truman  Capote's  Black  &  White  Ball  in  1966.  He 
The  Enemy,  professional  and  personal.  The  standout 
litical  liberal  in  America;  brilliant  and  influential  tea< 
of  teachers  in  the  economics  and  the  politics  of  cent 
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ization.  Pei  -cause  I  had  visited  just  months  before 

a  profess*  •  work  I  wanted  regularly  in  my  maga- 
zine. I  learned  from  him  that  Professor  Galbraith,  on  see- 
ing the  one  article  he  had  written  for  us,  wired  him  to  say 
he  should  ostracize  National  Review. 

I  introduced  myself,  as  the  elevator  filled  and  began  its 
climb,  and  said,  "I  understand  you're  instructing  Professor 
[I  gave  his  last  name]  not  to  write  for  National  Review." 
He  looked  down  from  his  great  height  at  my  eyes  and  said 
in  his  clipped  tones,  "I  regret  that." 

He  had  reacted  to  an  article  in  National  Review  that 
reached  the  Harvard  Club  the  day  after  President  Kennedy 
was  assassinated.  He  had  winced  on  seeing  the  byline  of 
a  distinguished  colleague  in  a  magazine  that  had  been 
irreverent  and  even  antagonistic  to  John  Kennedy,  whom 
Galbraith  had  taught,  befriended,  counseled  and  finally 
loved.  His  entirely  uncharacteristic  call  on  the  colleague 
to  boycott  a  dissident  journal  was  corrected  now  with  a 
simple  apology. 

Two  months  later,  in  Switzerland,  he  invited  me  to  ski 
with  him.  After  viewing  his  descent  down  the  slope  I 
asked  him  how  long  he  had  been  skiing.  "Thirty  years,"  he 
said.  "That's  as  long  as  you've  been  studying  economics," 
I  commented.  Thirty-two  years  later  at  his  ninetieth 
birthday  party  he  recalled  the  gibe  delightedly,  in  the 
company  of  the  liberal  political  and  intellectual  elite  whose 
muse  he  has  been.  In  his  toast,  his  son  Jamie  correctly 
compared  his  influence  on  his  times  to  that  of  Adam 
Smith,  Ricardo  and  Keynes  in  theirs. 

And  he's  not  modest  about  it.  "I  learned  to  write  at 
Fortune  magazine,"  he  told  me.  He  credits  Henry  Luce  and 
his  enterprises  with  having  been  the  great  teacher  of  read- 
able prose.  In  Switzerland  he  and  his  wife  Kitty  have  lived 
in  a  small  apartment  in  Gstaad  for  two  winter  months,  and 
it  was  there  that  he  wrote  the  critically  influential  The 
Affluent  Society.  "When  I  decided  to  take  the  whole  sem- 
ester away  from  Harvard,  I  thought  I'd  protect  myself 
against  criticism  for  neglecting  my  teaching  duties  by  turn- 
ing over  the  proceeds  of  the  book  I  was  writing  to  Harvard." 
He  smiled  mefully,  reflecting  on  the  success  of  the  book. 

"It  made  Harvard  rich!" 

Every  year  we  visited,  skied,  argued.  We  exchanged  let- 
ters and  polemics.  I  read  his  books,  and  reviewed  his  mar- 
velous memoirs  of  his  stay  in  India  for  Life  magazine.  Once 
again,  with  his  Scottish  concern  to  account  for  time 
spent/income  earned,  he  wanted  a  point  made  clear  for  the 
benefit  of  anybody  who  criticized  him  for  taking  an  hour 
off  every  morning  as  ambassador  on  the  federal  payroll  to 
write  his  memoirs.  "I've  calculated  that  the  tax  I  paid  on 
those  memoirs  exceeded  my  salary  as  ambassador." 

We  debated  from  time  to  time,  on  television  and  on 
the  road.  Flying  one  afternoon  for  the  third  consecutive 
engagement,  this  one  at  Texas  A&M,  he  looked  up  from 
his  book,  his  long  legs  stretched  out  in  the  aisle,  and  said, 
"You  know  something?  I  have  never  in  my  entire  life 


missed  a  professional  lecture  engagement."  That  nigh 
the  lavish  guest  quarters  at  College  Station  the  phone  I 
in  my  room  at  midnight. 

"Is  this  Professor  Galbraith?"  "No,"  I  said.  "Well  co 
you  find  him  and  wake  him?"  "No — I  wouldn't  warn 
do  that  at  this  hour." 

'Well,  this  is  the  White  House.  Mrs.  Gandhi  has  b 
shot."  I  got  out  of  bed,  went  down  the  hall  and  knocl 
on  his  door.  The  president,  it  transpired,  wished  hiir 
represent  the  United  States  at  the  funeral.  Professor  G 
braith  had  to  cancel  the  next  evening's  scheduled  lecti 

He  does  very  nice  things,  even  for  people  who  have 
been  assassinated.  He  consistently  writes  pleasant  tribi 
to  my  own  books,  inevitably  advising  the  reader  that 
political  opinions  should  be  ignored,  my  fiction  appn 
ated.  His  friends  and  admirers  are  numerous  and  profi 
and  he  doesn't  mind  that  at  all.  He  is  amused  and  am 
ing  about  it.  I  was  a  speaker  at  his  85th-birthday  party, 
four-minute  talk  interrupted  halfway  through  by  the  m 
ter  of  ceremonies,  who  called  out  for  a  doctor.  The  aco 
tics  were  bad  and  the  next  day  I  sent  a  copy  of  my  tall 
him.  A  week  later  I  had  his  acknowledgment.  It  re 
"Dear  Bill:  That  was  a  very  pleasant  talk  you  gave  ab 
me.  If  I  had  known  it  would  be  so,  I  would  not  have 
structed  my  friend  to  pretend,  in  the  middle  of  y 
speech,  to  need  the  attention  of  a  doctor." 

I'm  preparing  a  speech  for  his  95th.  • 
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Life  begins  at  40,  but  it's  time  to  stai 
fryin'  the  fat.  By  Neal  Santelman 


The  typical  adult  human  burns  around 
i  million  calories  per  year.  If  that  same  adult  consumed 
just  i  million  calories  per  year,  he  or  she  would  barely 
change.  Alas,  one  glance  down  any  street,  beach  or  sports 
stadium  aisle  will  tell  you  we  can't  help  helping  ourselves. 

Through  eons  of  human  history — during  most  of 
which  Chinese  takeout  was  not  available — we  developed 
an  instinct  for  stuffing  our  faces.  That's  why  diets  are 
so  tricky  to  maintain.  Eating  is  not  a  matter  of  choice, 
notes  Arthur  Frank,  medical  director  of  the  George 
Washington  University  Weight-Management  Program: 
"There  are  powerful  biological  forces  that  get  us  to 
consume  food.  You  don't  change  things  like  that  easily." 

Apparently.  Back  in  May  the  government  released  its 


latest,  pvramid-studded  Dietarv  Guidelines,  remindinj 
yet  again  of  the  importance  of  exercise  and  a  low-fat  d 
Yet  55%  of  Americans  are  overweight — more  than  tw 
the  percentage  three  decades  ago. 

No  weight  gain  is  more  infuriating  than  the  middle- 
spread.  As  metabolism  slows  with  age,  dinner  invitati 
increase,  sedentary  work  becomes  more  time-consumi 
exercise  more  tedious... and  suddenly  there's  an  in 
tube  around  vour  midriff.  If  you're  over  40  you  know  w 
we're  talking  about,  or  soon  will.  Unless  you  take  acti 

To  help  maintain  your  youthful  figure — or  obtain  < 
for  the  first  time  in  a  while — we  offer  the  FY  I  plan  to 
yourself  of  10  million  extra  calories  between  now  and 
end  of  life  expectancy.  For  the  40-year-old  male,  that's 
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fries  per  day  over  36.4  years,  which  is  how  long  the 
lional  Center  for  Health  Statistics  estimates  he  has  left 
<  ve.  (Forty-year-old  females  with  41. 1  years  left  can  ad- 
l  accordingly.)  Bear  in  mind  that  3,500  calories  equals 
i  pound,  whether  you're  putting  it  on  or  taking  it  off. 
liere's  the  plan.  Now  all  you  have  to  do  is  stick  with  it — 
the  rest  of  your  life. 

All  energy  expenditures  shown  in  calories  per  hour  above 
ng  metabolism,  based  on  190-lb.  person.) 

I  40:  Happy  birthday!  Have  a  slice  of  chocolate  fudge 
1  (+310  calories)  with  a  double  scoop  of  Rocky  Road  ice 
im  (+600).  But  minimize  the  impact  by  dropping  one 
:e  of  wheat  toast  with  butter  and  jelly  at  breakfast. 

ustrations  by  Ruth  Marten 


That'll  cut  159  calories  per  day,  for  a  total  of  58,035  all 
year.  Starting  tomorrow,  blow  off  those  yakking  heads  on 
CNBC  and  take  Fido  for  a  daily  two-mile  walk  instead: 
At  a  four-mph  pace,  that's  172  calories,  or  62,780  per  year. 
(Total  loss  for  the  year:  -119,905) 
Age  41:  Ah,  that  weekend  place  in  the  country:  scenic 
vistas,  warbling  avians  and  too  many  chores.  But  gentle- 
man farmers  can  clean  the  barn  (-688),  milk  Bossy  by 
hand  (-258),  fork  straw  (-688),  drive  the  harvester  (-215) 
and  shovel  grain  (-473).  One  hour  per  chore  per  weekend 
is  plenty — after  all,  there  are  sports  on  TV.  (-120,744) 
Age  42:  Ever  wonder  why  the  horsey  set  is  so  skinny? 
(Hint:  It's  not  because  they  smoke  cigarettes.)  For  your 
regular  Saturday  at  the  stables,  try  trotting  for  an  hour 
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(-559))  galloping  (-688)  and  playing  polo  (-688).  Groom 
your  steed  yourself  (-516),  then  toss  a  game  of  horseshoes 
(-258).  And  eat  like  vour  horse  at  breakfast  with  a  cup  of 
oatmeal  instead  of  a  three-egg-and-cheese  omelette 
(-359).  (-159,536) 

Age  43:  "Darling,  your  eyes  are  as  blue  as  the  ocean,  your 
lips  as  red  as  rose  petals.  But  let's  step  it  up  here,  I'm  try- 
ing to  get  a  workout...."  At  129  calories  per  hour,  even 
"vigorous"  sex  is  a  slow  way  to  get  slim.  But  it  sure  beats 
jogging.  You'll  need  it  more  than  once  a  day.  How  about: 
1)  a  quickie  in  the  morning,  2)  a  nooner,  3)  afternoon  de- 
light, 4)  a  romantic  dinner,  5)  a  sweet  dessert  and  6)  mid- 
night at  the  oasis — all  year  long.  As  for  oiling  your  engine, 
have  six  oysters  instead  of  a  dozen  (-58),  and  a  shot  of 
vodka  instead  of  a  three-ounce  martini  (-124).  (-348,940) 
Age  44:  Remember  those  silly  suburban  diversions  you 
bought  at  Sears  and  banished  to  the  basement?  Dig  'em 
out  and  spend  an  hour  with  each  per  week.  Hustle  the 
kids  at  pool  (-215);  play  Frisbee  with  Fido  (-258);  smack 
a  ping-pong  ball  (-344);  swing  a  croquet  mallet  (-215); 
bowl  boules  (-258);  kick  a  hacky  sack  (-344);  toss  darts 
(-215);  and  ride  that  blasted  unicvcle  until  vou  get  it  right 
(-430).  (-118,508) 

Age  45:  The  most  romantic  military  hero  is  the  underage 
kid  who  sneaks  past  the  recruiter  and  serves  his  country  in 
a  blaze  of  glory.  Since  you're  looking  youthful  again  by 


now,  get  past  the  Navy  recruiter  and  sign  up  for  the  Nl 
SEALs.  Aspiring  SEALs — known  as  "BUD/S" — bl 
7,000-8,000  calories  per  day  through  seven  weeksl 
training.  Then  there's  the  legendary  "Hell  Week,"  whl 
melts  10,000-15,000  per  day.  Though  BUD/S  are  I 
plenty,  perhaps  you  can  ask  for  fresh  fruit  at  breakfast  .1 
maybe  a  chef  s  salad  for  lunch  and  dinner.  Dressing  on' 
side,  of  course.  (Eight-week  total:  -390,000) 
Age  46:  Ever  notice  how  much  is  stuffed  in  a  deli-mi 
sandwich?  Try  taking  your  own  sandwich  to  work  for 
next  few  years  using  just  four  ounces  of  turkey  insteao 
eight  (-140)  and  one  slice  of  Swiss  instead  of  two  (-ii 
But  double  up  on  pickle  slices  so  you  won't  feel  era] 
(+2).  You'll  probably  even  burn  a  few  calories  sprea 
ing  mustard.  (-194,184) 
Age  47:  With  your  weekend  farm  all  spruced  up,  1 
wooded  acres  next  door  are  looking  enticing.  After  cl» 
ing  the  deal,  spend  Weekends  barking  trees  (-602);  trif 
ming  trees  (-774);  felling  trees  (-688);  chopping  firewo 
(-1,462);  and  hauling  logs  to  the  wood  pile  (-946).  Asyq 
fireplace  crackles  through  the  winter,  calculate  ene» 
saved  and  calories  burned.  (-232,544) 
Age  48:  FYI's  godfather,  Malcolm  S.  Forbes,  S 
didn't  get  into  motorcycles  until  he  was  48  years  o 
While  you  might  not  become  a  publishing  magnate,  yc 
hour's  ride  to  work  will  burn  215  calories  each  way.  Y 
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129  calories  per  hour,  even  "vigorous"  sex  is  a 

w  way  t< 


around  on  a  motorcycle  and  a  lot  of  effort  goes 
eering,"  explains  three-time  World  Road- Racing 
>  Freddie  Spencer.  "That  gets  your  adrenaline 
d  your  heart  pumping — fast."  Faster  than  an  SUV, 
y.  (-112,230) 

h.  Buoyed  by  our  single  toast  deduction,  try  pulling 
e  stops  at  breakfast.  Cut  V4  cup  from  your  daily  bowl 
eerios  (-22);  use  1  %  milk  instead  of  2%  (-19);  drink 
wof  tomato  juice  instead  of  orange  juice  (-46);  have 
ellice  of  Canadian  bacon  instead  of  three  slices  of 
nrican  (-64);  and — nutritionists  be  damned! — once  a 
Jjoin  the  ranks  of  the  "just  aren't  breakfast"  people 
fl.  (-77,893 ) 

)  -.  By  now  medical  advances  may  have  made  our 
oot.  Currently  there  are  three  primary  weight-loss 
:  Xenical  inhibits  the  absorption  of  dietary  fats; 
ia  helps  limit  food  intake  by  enhancing  the  sense  of 
ss;  and  the  appetite-suppressant  phentermine  is  the 
f  fen-phen  that  survived  the  FDA.  Might  better 
ghting  pharmaceuticals  be  on  the  way?  "Oh,  yes," 
j.W.U.'s  Frank,  who  notes  that  he  can  recall  a  time 
I .  there  was  nothing  to  control  high-blood  pressure. 
I  re  understanding  more  and  more  about  the  neuro- 
|  listry  of  eating.  I'm  reasonably  hopeful  that  within 
I  ade  we'll  be  able  to  fix  things  with  medications." 
iank's  outlook  sounds  a  little... er... pie  in  the  sky, 
:  r  you  can  stomach  only  pumpkin  for  your  nightly 
f  fruit.  That'll  save  over  apple  (-40),  blueberry  (-60), 
try  (-30),  peach  (-40)  and  raspberry  (-40),  to  say 
ling  of  mincemeat  (-60)  and  pecan  (-160).  (-22,360) 
f  51:  Another  blazing  springtime  in  the 
I'hwest  and  the  National  Park  Service  needs 
les  to  fight  its  latest  "controlled"  fire, 
irding  to  Brent  Ruby,  director  of  the 
ersity  of  Montana's  Human  Performance 
>ratory,  elite  ground-crew  firefighters — 
1.  Hot-Shots — melt  3,000  to  7,000  calories 
lay.  Considering  it  took  33  days  to  contain 
nferno  that  devastated  Los  Alamos  last 
fe,  even  on  the  lower  end  that's  a  lot  of 
fees.  (33-day  total:  -148,500) 

:  That  serving  you  just  dished  up  is 
thy,  right?  Fat  chance.  "Restaurant  por- 
t  have  gotten  so  large  that  people  are  be- 
ing to  define  what  they  eat  at  home  by 
E  meals,"  laments  Roberta  Larson  Duyff, 
tar  of  the  American  Dietetic  Association's 
plete  Food  &  Nutrition  Guide.  So,  pay 
ition  to  what  you  eat.  An  actual  quarter- 


pound  of  lean  ground  beef  has  half  the  calories  of  a  half- 
pound  hamburger  (-308).  One  cup  of  spaghetti  noodles 
saves  over  your  usual  two  cups  (-200).  A  breast  of  chicken 
without  skin  clobbers  the  V2  chicken  you  snarf  at  the 
diner  (-573).  Indeed,  cutting  just  400  calories  per  day  over 
the  next  few  years  through  proper  portioning  really  adds 
up.  (-438,000) 

A  few  years  back  John  Miner,  our  mountain- 
biking  friend,  dipped  one  bike  wheel  into  the  Pacific  near 
Malibu  and  spent  the  next  70  days  pedaling  a  circuitous, 
4,900-mile  route  to  Myrtle  Beach,  South  Carolina.  At  10 
mph  he  averaged  70  miles — which  burned  about  3,612 
calories — per  day  (-252,840).  Despite  eating  like  a  sumo 
wrestler  the  whole  trip,  Miner  lost  15  pounds.  The  only 
problem  was  he  gained  ten  of  them  back  during  his  first 
sedentary  week  off  the  road.  How  to  avoid  that?  Turn 
around  and  ride  back  again!  (-505,680) 
Age  54:  Go  retro  with  five  hours  a  week  in  the  ash  heap 
of  fitness.  Warm  up  with  calisthenics  (-387);  dance  the 
lambada  (-516);  smack  a  handball  (-1,032);  whack  a  pad- 
dleball  (-860);  and  honor  that  briefest  of  all  flashes  in 
the  pan,  Billy  Blanks,  with  a  brisk  session  of  Tae-bo 
(-800).  Sorry,  doing  Tae-bo  to  lambada  music  won't 
double  your  burn.  (-186,940) 

Age  55:  Florida's  Senator  Bob  Graham  has  long  em- 
ployed "Work  Days"  to  bond  with  the  common  man. 
Over  the  years  he's  been  a  citrus  packer,  a  firefighter, 

even  an  actor  While  you  might  not  garner  headlines, 

you'll  certainly  shed  calories  with  one  eight-hour  day 
each  per  week  of  drilling  coal  (-559);  operating  a  punch 
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Las  ,  year  the  Mayo  Clinic  report  3 
what  jittery  people  have  known  al 
along:  Fidgeting  can  keep  you  J 


press  (-430);  tipping  molds  at  a  steel  mill  (-473);  digging 
trenches  (-731);  and  carpentry  (-301).  Which  makes  us 
wonder:  Why  do  so  many  laborers  have  such  big  guts? 
(-1,037,504) 

Age  56:  You've  got  to  run  at  least  one  marathon  in  your 
lifetime.  Former  Olvmpian  Jeff  Galloway  has  a  detailed 
beginner  training  program  on  his  website  (www.jeffgal- 
loway.com).  Figuring  a  4-mph  pace  for  the  walks  and 
6-mph  for  the  runs,  we  worked  it  out  to  74,552  calories 
over  27  weeks,  including  all  26  miles  and  385  yards  ot  the 
marathon  itself.  Hell,  at  that  rate,  maybe  you  ought  to  run 
ten.  (-745,520) 

Age  57:  Three  years  ago  adventure  photographer  Galen 
Rowell,  then  57,  became  the  oldest  person  ever  to  pull  off 
a  one-day  climb  of  Yosemite's  El  Capitan  (7,569  feet; 
3,604  above  the  valley  floor).  Leaving  at  4:30  a.m.,  Rowell 
spent  12  hours  scaling  the  Nose — admittedly,  one  of  the 
easier  routes — and  another  three  hours  coming  back 
down.  Less  experienced  climbers  should  plan  on  five  davs 
at  12  hours  per  day,  and  946  calories  per  hour.  (-56,760) 
Age  58:  With  your  feet  back  on  the  ground,  try  a  litrie 
hiking.  Okay,  a  lot  of  hiking.  First  go  West  and  do  the 
Pacific  Crest  Trail:  2,650  miles  from  Mexico  to  Canada 
through  California,  Oregon  and  Washington.  At  602 
calories  per  hour  and  a  2.5-mph  pace,  backpacking  will 
peel  off  4,816  calories  over  a  20-mile  dav.  Then  head  East 
and  hike  from  Georgia  to  Maine  on  the  2,158-mile 
Appalachian  Trail.  Of  course,  vour  burn-rate  goes  up  if 
you  get  chased  by  horny  hillbillies. . . .  (-1,160,656) 
Age  59:  Having  finally  cleared  all  the  trees  at  vour 
expanded  weekend  place,  it's  time  to  turn  those  40  acres 
into  your  own  personal  Eden.  Putter  in  the  garden  for 
five  hours  per  week:  laying  sod  (-430);  tilling  (-516); 
planting  (-344);  weeding  (-387);  and  trimming  shrubs 
(-387).  If  you  must  snack  while  vou  work,  carrot  sticks  go 
down  easier  than  a  Slim  Jim  Giant  Jerk  (-48).  (-119,808) 
Age  60:  Armed  with  plastic  portion  samples  and  reams 
of  dietary  information,  nutritionists  seem  to  have  been 
put  on  earth  to  be  ignored.  But  that  doesn't  stop  them 
from  trying!  Karen  Dolins,  a  nutritionist  in  Westchester 
County,  New  York,  gave  us  a  "guaranteed"  strategy  to 
fight  excessive  snacking:  Reward  yourself  with  %  cup  of 
the  creamiest,  gooiest,  tastiest  ice  cream  each  night. 
"You'll  do  it,"  Dolins  says,  "because  it  tastes  so  impossibly 
good  you'll  look  forward  to  it  all  dav."  So  for  V4  cup  of 


Haagen-Dazs  macadamia  brittle  (+140),  all  vou  Ij 
to  lose  is  your  coffee-break  blueberry  muffin  (-ij 
your  lunchtime  butterscotch  pudding  cup  (-180),  ji 
afternoon  chocolate-chip  cookie  (-50),  your  rush-h1 
Snickers  bar  (-280)  and  your  usual  full  cup  of  macadsu 
brittle  (-560).  Well,  it's  worth  a  try....  (-416,100) 
Age  61:  If  being  out  of  shape  puts  you  at  risk  for  strc 
perhaps  stroking  puts  you  at  risk  for  being  in  sha 
Rutgers  rowing  coach  Steven  Wagner  says  even  half 
decent  scullers  can  row  at  a  moderate  pace  (-602)  fori 
hours  per  day.  So  take  a  sabbatical  and  do  a  week  om 
waters  favored  bv  each  of  the  big  rowing  colleges:  onl 
Raritan  River  at  Rutgers;  the  Charles  River  at  Ham 
Carnegie  Lake  at  Princeton;  the  Potomac  at  Georgetd 
U.;  the  Schuvlkill  at  Penn;  Lake  Mendota  at  the  U 
WI;  the  Montlake  Cut  at  the  U.  of  WA;  the  Oakb 
Estuarv  at  U.C.  Berkeley,  and  the  Connecticut  Ri 
at  Dartmouth  and  Yale.  (-210,700) 
Age  62:  If  you  don't  know  how  to  handle  yourself  in  an 
by  now,  it's  time  you  learned.  Spend  an  hour  on  eachi 
week:  sparring  in  a  ring  (-774);  fencing  (-516);  ice  hoc 
(-688);  karate  (-860);  wrestling  (-516);  judo  (-860);  j 
running  away  at  a  5:30  per  mile  pace  (-1,548).  (-299,6 
Age  63:  Saturdav  morning  fishermen  take  note:  Yol 
better  off  spending  the  next  few  years  in  waders  in 
stream  (-516)  than  casting  from  the  banks  (-301).  J 
choose  the  sea's  bountv  wisely.  A  daily,  209-calorie  hs\ 
pound  of  grouper  beats  yellowfin  tuna  (-37),  coho  sain 
(-122),  sockeye  salmon  (-173),  trout  (-128),  freshwi] 
bass  (-49),  halibut  (-40)  and  eel  (-208).  (-151,632) 
Age  64:  Celebrate  the  2024  Summer  Olympics  hylic' 
oring  those  countries  that  dominate  all  the  rinky-di 
sports  Americans  couldn't  care  less  about.  Play  an  h< 
of  each  per  week:  field  hockey  (-688 — Hup!  HollM 
Hup!);  water  polo  (-860 — Es-pa-na!  Es-pa-na!);  sod 
(-602 — Super  Nigeria!  Super  Nigeria!);  badminl 
(-387 — Kom  Sd,  Danmark!  Kom  Sd,  Danmark!);  1 
team  volleyball  (-344 — Hup!  Hup!  Hup!).  (-149,8' 
Age  65:  Pebble  Beach,  Augusta,  Sea  Island...Amerit 
golf  cathedrals  are  well  known — and  booked.  So  ■ 
only  the  unproven  links  for  a  year.  According  to  1 
National  Golf  Foundation  there  were  496  "new" 
"expanded"  courses  in  1999,  the  most  ever.  At  4 
calories  per  hour  pulling  your  own  clubs,  and  thi 
hours  per  round,  that's  639,840  calories  il  you  p 
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BY  FAX:  Fax  attached  card 
or  form  to  630-739-9700 
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Cruise  Lines 


nal  Precious  Metals.  Rare  and  mod- 
■1,  silver  and  platinum  coins.  Contact 
ation  on  collecting  and  investing. 
02.  www.prcciousmctals.com 

(&  Murphy*  Handcrafted  for 
ince  1 850.  Check  out  what's  new  by 
445-8218  for  a  free  catalog, 
jwww.johnstonmurphy.com. 


ates  Auction.  Auctioneers  of 
bst  prestigious  homes.  Proven  market- 
that  guarantee  best  price  and  sold 
Is.  Our  programs  and  terms  can't  be 


e  Audio  Books.  Thousand  of 
pp-quality  books  on  tape  and  CD  in 
ry.  Save  money  and  rent, 
uthow.  1-800-729-2665 

lion  Lamp  &  Fixture  Co. 

E  of  authentic  reproduction  lighting, 
f  styles  and  1 1  finishes,  made  to  your 
ivered  to  your  door.  Visit  www.reju- 
orcall  l-888-GETLIT 
548)  for  free  catalog. 

International.  Exec.  1 62F  helicopter 
build  time,  proven  performance  and 
lg  design.  FADEC  system,  flight  train- 
:optcr.  World's  largest/oldest  kit  heli- 
aeturer. 

iding  Post.  Name  brand  outdoor  and 
lg,  travel  gear,  footwear,  and  acces- 
ngs  of  35-70*5? ,  call  for  free  catalog, 
S34 

,ej!um  Mens  Hat  Catalog.  Offering 
teadwear  for  all  seasons  and  all  occa- 


12.  Celebrity  Cruises.  Indulge  yourself  in  a  new 
hemisphere  of  possibilities-explore  a  world  of  trop- 
ica] rain  forests,  majestic  waterfalls  and  emerald 
jungles,  while  cruising  in  unsurpassed  Celebrity 
style.  Celebrity  Cruises  and  exotic  South  America- 
Discover  us.  For  information, 
call  1-800-CELEBR1TY.  ext.  30. 
www.celebritycruiscs.com 


Executive  Gifts 


13.  Century  Mint.  LTD.  Hand  Cast  .999  Pure 
Silver,  I  lb.  Golf  Balls.  Mounted  on  Crushed  Green 
Velvet  in  Hand-crafted,  Wood  Cases.  Silver,  Gold 
Layered,  Platinum  Layered  or  23  1/2  oz.  Solid 
Gold.  1-800-562-1390.  www.ccnturymint.com 

14.  The  Gift  of  Love.  The  Gift  of  Love  is  a  cus- 
tomized book  handcrafted  for  you.  Your  priceless 
photographs  are  digitally  reproduced  and  elegantly 
presented  on  heirloom  qualitv  archival  paper. 
1-800-324-1244 


15.  Kingsmill  Resort.  Kingsmill  features  400 
suites,  a  full-service  spa  and  54  holes  of  champi- 
onship golf,  www.kingsmill.com 

16.  Palmilla  Resort,  wvvw.palmillaiesoit.com 

17.  SuperClubs  Grand  Lido  Resorts.  Luxurious 
accommodations,  gourmet  dining,  24-hour  room 
service,  premium  liquors,  unlimited  water  sports, 
tennis,  everything's  included.  No  tipping.  Free 
Weddings.  l-800-GO-SUPER. 


Insurance/Financial 


18.  Prudential  Securities.  A  broad  range  of 
Financial  Services,  www.prudential.com 


Jewelry /Watches 


19.  Cartier.  www.carlicr.com 


22.  Andaman  Datai  Bay.  www.theandaman.com 

23.  Malaysia  Airports  Holding  Berhad. 

www.klia.com.my 

24.  Shangri-La  Hotel,  Kuala  Lumpur. 
www.shancri-la.com 


Real  Estate 


25.  Palmilla  Real  Estate.  Complemented  by  the 
Palmilla  Hotel  &  Golf  Club.  Palmilla's  occanfront 
homesites.  fairway  homes  and  oceanview  villas 
offer  the  very  best  in  the  master-planned  golf  com- 
munity. www.kollresorts.com 

26.  Stone  Canyon,  www.stonecanyon.com 


27.  Alden  Shoe,  w  wvv.aldenshoe.com 

28.  Godiva  Chocolatier.  To  order  a  gift  or  locate  a 
Godiva  boutique  near  you.  call  us  at 
1-800-9-GODIVA  or  visit  us  at  www.godiva.com 
or  AOL  (Key  word:  GODIVA) 


Voices  of  Cleveland 


Cleveland  Today,  www.clevelandtoday.org 

29.  Biotechnology  Resources. 

30.  Business  Relocation/Expansion. 

31.  Higher  Education. 

32.  Information  Technology  Resources. 

33.  Job  Relocation. 

34.  Quality-of-Life. 

35.  Tourism/Convention  Information. 

36. Flight  Options,  Inc.  Fractional  jet  ownership. 
The  most  requested  jets  for  35%  less.  We  have 
your  options. 


Vineyards.  America's  original  direct 
nt  -  Winning  more  awards  for  quality 
:r  winery.  Labels  may  be  custom  print- 
own  special  message.  1-800-333-9987 


isto  Cigars.  The  most  sought  after 
vorld.  Smoke  one  and  you'll  know 
ionlecristocisars.com 


r  Electronics 


20.  Roger  DuBuis  North  America.  Manufacturer 
of  supremely  complicated  mechanical  timepieces 
meriting  the  Geneva  Quality  Hallmark.  Each  style 
limited  to  28  pieces.  In  rose  or  white  sold,  and 
platinum.  1-570-970-8888. 

21.  Vacheron  Constantin.  The  world's  oldest  luxu- 
ry Swiss  watchmaker,  offering  both  exceptional 
design  and  craftsmanship.  The  "245"  celebrates  the 
firm's  rich  heritage  and  offers  contemporary  styling 
for  todav's  watch  connoisseur.  For  a  free  catalogue 
of  all  timepieces,  call  toll  free  1-877-862-7555" 


37.  Land  Properties.  In  The  Heart  Of  Spoon 
Valley  Lies  A  Gem  On  The  River.  35  Magnificent 
Acres  Of  Views  And  Horse  Meadows.  Contact 
Land  Properties,  Inc.  At:  1-800-556-8439. 


pany  of  America,  www.jvc.com 


r  Product/Service 


o.  With  two  independent  temperature 
pero's  400  Series  of  wine  storage 
ffers  unprecedented  wine  preservation 
I  long-term  storage.  The  units  are 
th  stainless  steel  or  customer  wood 
ith  glass  or  solid  doors.  For  more 
call  1-800-444-7820. 
o.com 
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EXT  MEETING 


You  get  a  different  perspective  from  up  here, 
high  in  the  Southern  Rockies  of  Colorado. 
You're  in  the  midst  of  250  magnificent  A 
square  miles  known  as  Forbes  Trinchera  -  the  perfect 
getaway  from  the  stresses  of  the  corporate  world. 

Your  accommodations,  which  include  an  experienced 
professional  staff  of  fifty,  fit  perfectly  into  the  natural  set 
ting  of  this  property. 

Here,  you're  surrounded  by  majestic  beauty. 
Lofty  peaks  scrape  the  blue  Colorado  sky  -  the  highest 
reaching  14,345  feet,  the  air  is  so  clear,  fresh  and  clean  that  you 


feel  invigorated,  revitalized  and  re-generated.  You  wi( 
plish  much  more  at  your  meetings. 

And  after  work,  there's  play.  Moretl 
miles  of  trout  filled  streams.   Miles  of  trails 
on  and  discover.  Skeet  shooting.  Horseback  rid 
you're  not  that  far  from  a  challenging  golf  course.  Let 
tude  give  your  next  meeting  a  fresher  attitude.il 
like  a  closer  look,  call  01-719-379-3263,  or  1 
at  tryland@forbes.com 


FORBES  TRINCHERA  RANCH:  A  Forbes  Executive  Retrea 


:|all.  For  best  results,  have  just  one  Samuel  Adams 
Ad  of  two  at  the  19th  hole  (-160).  (-719,200) 
«p6:  There's  the  high  road,  the  low  road  and  the 
i4  road.  Guess  which  burns  the  most  calories?  Spend 
:j  hours:  dancing  the  twist  instead  of  the  foxtrot  (for 
jra  -258);  eschewing  downhill  skiing  for  uphill  cross- 
flry  (-903);  taking  the  stairs  instead  of  the  elevator 
J);  using  crutches  for  Fido's  walk  (-43);  and  shoveling 
town  driveway  when  it  snows  (-516).  (-6,450) 
»7:  Last  year  the  Mayo  Clinic  reported  what  jittery 
)  e  have  known  all  along:  Fidgeting  can  keep  you  thin. 

I  study,  Mayo  fed  16  slim,  sedentary  and  clean-living 

II  teers  an  extra  1,000  calories  per  day.  Everyone  put  on 
[jit,  but  gains  ranged  from  as  little  as  2  pounds  to  as 
r  as  16.  Turns  out  those  that  stayed  slim  burned  their 
les  through  unwitting  and  nervous  little  movements 
as  jiggling,  stretching  and  strolling  around.  Average 
i  328  calories  per  day.  So  start  each  morning  with  a 
in  of  coffee,  then  get  Rimsky-Korsakov's  "Flight  of 
I'Umblebee"  in  your  head  and  keep  it  there.  (-119,720) 
68:  Isn't  it  time  you  started  lending  a  hand  with  the 
:hold  chores?  Each  week  until  you're  71  (at  least)  try 
iming  (-215),  washing  the  car  (-387),  scrubbing  floors 
),  washing  windows  (-387)  and  ironing  clothes  (-198). 
b — that  works  better  than  sex!)  And  for  those  once-a- 
.  couch-potato  breaks,  cut  your  Pizza  Hut  intake 

1  two  slices  of  pepperoni  pan  pizza  to  a  single  slice  of 
(8c  crispy  (-333).  (-310,908) 

^69:  Moderate  exercise  is  all  the  rage,  but  you  can  get 
ter  and  more  lasting  calorie  burn  if  you  step  things 
bit.  Gary  Hunter,  an  exercise  physiologist  at  the 
ersity  of  Alabama  at  Birmingham,  has  found  that 
i-intensity"  exercise  not  only  expends  more  energy 
ng  a  workout,  but  also  afterwards,  by  increasing  the 
f's  "resting  metabolic  rate,"  which  is  the  number  of 
ries  one  burns  merely  staying  alive.  Adults  who  go 
bore  just  once  a  week  can  melt  150  additional  calo- 
iuring  exercise  as  well  as  100  per  day  over  the  ensuing 
72  hours.  Not  to  mention  all  that  sweat.  (-23,400) 


Age  70:  It's  the  big  7-0,  and  you're  ready  to  consolidate. 
Have  the  kids  clean  their  stuff  out  of  the  attic,  hold  a  yard 
sale  and  dedicate  weekends  to  getting  the  house  ready 
to  sell  so  you  can  move  to  a  condo:  plastering  (-387); 
power-sanding  floors  (-387);  excavating  the  garage  (-430); 
moving  furniture  (-516);  painting  outside  (-430);  carrying 
boxes  (-602).  Whew!  You  should  have  done  this  years 
ago.  (-143,104) 

Age  71:  The  benefits  of  resistance  training  for  elderly 
adults  are  copious:  improved  strength,  increased  muscle 
mass  and  bone-density,  better  posing  at  the  senior  cen- 
ter....  At  516  calories  per  hour,  lifting  weights  "vigorously" 
three  times  a  week  provides  an  admirable  burn.  For  addi- 
tional results,  try  carrying  bricks  (-688),  humping  heavy 
boxes  upstairs  (-774),  even  carrying  your  own  golf  clubs  at 
the  course  (-473).  At  six  hours  total  per  week,  you'll  be 
kicking  sand  back  in  bullies'  faces  in  no  time.  (-181,116) 
Age  72:  Is  Doublemint  good  for  anything  other  than 
making  you  look  like  a  cow?  Earlier  this  year  researchers 
at  the  Mayo  Clinic — who  seem  to  have  too  much  time  on 
their  hands — announced  that  chewing  gum  can  result  in 
an  energy  expenditure  of  about  11  calories  per  hour.  At 
12  hours  a  day  that's  132  calories.  Buy  1,095  packs  and 
chomp  for  the  next  three  years.  (-144,540) 
Age  73:  In  1994, 73-year-old  Alvin  Straight  rode  his  lawn 
mower  240  miles  from  Iowa  to  Wisconsin  to  visit  his 
estranged  and  ailing  brother.  Though  you  might  not  get 
the  notoriety  of  Alvin  got  from  The  Straight  Story,  you'll 
burn  a  lot  more  if  you  push  a  hand  mower  (-516),  espe- 
cially if  you  turn  around  and  mow  back.  (-123,840) 
Age  74:  Time  to  start  thinking  about  your  legacy.  Work 
on  your  memoirs  for  an  hour  a  day  writing  like  Thomas 
Wolfe  did — i.e.,  on  your  feet  with  paper  and  pen.  You'll 
burn  43  more  calories  per  hour  standing  and  writing  long- 
hand than  you  will  sitting  and  typing  on  a  computer  key- 
board. Then  again,  who  knows  if  they'll  even  have  paper 
and  pens  in  2034.  (-15,695) 

Age  75:  By  now  you've  done  it  all.  Well,  almost.  We've 
got  one  word  for  how  to  fritter  away  your  diamond-an- 
niversary year:  shuffleboard!  At  258  calories  per  hour  and 
five  hours  per  day,  you'll  be  the  trimmest  shuffler  south 
Florida's  ever  seen.  (-470,850) 

Age  76-76.4:  If  you're  lucky,  you'll  end  life  fit,  trim  and 
suddenly.  Should  you  linger,  however,  chances  are  you 
won't  be  hungry.  In  the  last  stages  of  life,  eating  should  be 
more  about  enjoying  what  you  can  stomach  than  caloric 
intake,  says  Mary  Pat  Lane,  a  dietician  at  the  Hospice 
of  Northern  Virginia.  "Physicians  sometimes  unknow- 
ingly prescribe  2,800-calorie  diets  to  terminally  ill  acute 
patients.  If  we  can  get  them  to  eat  1,000  calories,  that's 
pretty  good."  So  if  you've  got,  say,  five  months  to  live,  look 
at  the  bright  side:  At  1,800-less  calories  per  day,  that'll  put 
you  over  the  edge!  (-270,000) 

You  did  it — 10,052,903  calories!  Congratulations,  and 
sweet  dreams  • 
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ME  &  MERCIER 

  GENEVE -1830   


For  a  copy  of  our  catalog  or  for  information,  call  1-800-MERCIER. 
www.baume-et-mercier.com 


(0  Lulu  Hawaiian  CDs 

nd  no  Don  Ho,  Brah!) 





kay.  W e  admit  that  it's  an  obscure 
stripe  on  the  musical  spectrum.  And  true,  you  can't 
's  understand  the  words.  But  good  Hawaiian  music 
lso  be  soothing,  hypnotically  beautiful  and  as  allur- 
s  the  sound  of  surf  breaking  off  Honokowa  Point, 
et  that  lolo  "Pearly  Shells" 
you  heard  in  the  old  Elvis 
es.  This  list  (all  albums  are 
obtained  on  Web  outlets) 
real  moku. 

TOP  PICK  HAS  GOT  TO  BE 

aiian  Slack  Key  Guitar 
;ers  (Dancing  Cat  Records 
2-38032-2).  In  the  early 
,  Southwestern  cowboys 
"imported"  to  Hawaii  to 
contain  the  island's  cattle 
lation.  These  new  arrivals, 
y  Spanish  and  Mexican, 
ght  their  guitars  with  them, 
shared  tunings,  styles  and 
s  with  the  local  Hawaiian 
oys,  called paniolos.  In  their 
s,  a  musical  style  developed 
utilized  open  tunings,  em- 
ized  finger-picking  over  strumming  and  found  for  its 
e  material  a  limitless  trove  of  ancient  chants  and 
5,  modified  and  updated  in  the  great  folk  tradition.  I've 
1  away  dozens  of  copies  of  this  CD,  and  everybody  says 
this  is  the  one  they  put  on  whenever  they  want  to  leave 
'  troubles  behind.  All  instrumental,  it  features  single 
from  the  genre's  top  players.  Breathtaking, 
he  Tau  Moe  Family  with  Bob  Brozman  (Rounder 
6028).  This  1989  album  is  the  ultimate  good-time 


music,  perfect  for  parties.  It  combines  past  and  present 
as  Brozman — an  ethnomusicologist  and  historian  of 
Hawaiian  music,  as  well  as  a  ferocious  guitarist — gets 
together  with  the  Tau  Moe  Family,  a  legendary  Hawaiian 
band  that  began  performing  way  back  in  the  1920s. 

Together  they  re-recorded  many  of 
the  songs  from  that  era  that  made 
the  Tau  Moe  Family  justly  famous 
throughout  the  islands  and  beyond. 
Great  liner  notes  on  the  history  of 
Hawaiian  music. 

The  acknowledged  master  of 
slack-key  guitar  worked  for  the 
Honolulu  Department  of  High- 
ways, but  his  passion  was  music. 
The  Gabby  Pahinui  Hawaiian 
Band,  Vol.  1  (Panini  Records  PCD- 
1007),  recorded  in  the  mid-1970s 
(and  featuring  world-music  vision- 
ary Ry  Cooder,  who  went  on  to  in- 
troduce us  all  to  the  Buena  Vista 
Social  Club),  is  my  favorite  of  this 
late  legend's  many  reissued  record- 
ings. It's  still  considered  a  classic. 
Pahinui  loved  performing  and  his 
soulful  songs  show  it. 
Gabby  Pahinui's  three  sons  have  kept  their  father's 
name  alive  and  each  is  a  successful  musician  in  his 
own  right.  Of  the  current  generation's  CDs,  I  recom- 
mend Night  Moon — Po  Mahina  by  Cyril  Pahinui. 
(Dancing  Cat  Records  08022-38030-2).  Cyril  has  his 
own  lilting  way  of  singing  that  transports  listeners  to 
soft,  breezy  places;  included  on  this  disc  is  his  version 
of  "Hi'ilawe,"  a  song  made  famous  by  his  dad. 
Ozzie  Kotani  is  another  of  the  great  slack-key  masters. 
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The  Ultimate 
Dnving  Machir 


Le  most  of  them,  however, 
hi  uses  nylon  strings,  which  give 
pngs  a  more  subtly  polished 
I,  and  his  four-fingered  picking 
makes  some  of  the  selections 
j  vaguely  classical.  I  like  his 
sous,  deft  1995  album  Kani  Ki 
u  (Dancing  Cat  Records  08022- 
-2).  On  first  listen,  it  takes  you 

ll  1  world  of  flowers  and  f  ragrant 

y  md  nights. 

I  ia  Kila  Meets  Ki  Ho'alu  (Dane- 
Tat  Records  08022-38031-2) 
tially  means  Hawaiian  acoustic 
guitar  meets  the  slack-key 
-this  time  in  the  hands  of  Bob 
man  (see  previous  page)  in  eol- 
ation with  yet  another  master, 
rard  Kaapana.  The  atmosphere 
n  that  must  have  permeated 
sessions  comes  through  in  the 
rists'  sprightly  interplay  as  they 
>rm  renditions  of  old  standards 
lewer  material. 

waii  is  also  home  to  lots  of  con- 
trary, modern-sounding  music 
nevertheless  borrows  liberally 


from  older  forms.  Tops  for  me  is  a 
band  called  Hapa,  whose  name  is  pid- 
gin for  "half — a  label  that  suits  their 
bicultural  hybrid  of  rock  and  tradi- 
tional island  music  perfectly.  Their 
self-titled  1992  album  Hapa  (Coconut 
Recording  Co.  CGRC  8191-2)  ranks, 
in  my  opinion,  as  their  best  work. 

Now  let's  dig  into  those  roots, 
starting  with  Vintage  Hawaiian 
Music:  The  Great  Singers  1928- 
1934  (Rounder  CD  1053).  This  is  early 
jazz,  Hawaiian- style — tight,  highly 
syncopated,  rigorously  played  and  yet 
bubbling  over  with  rhythm  and  play- 
fulness, from  the  likes  of  the  Waikiki 
Stonewall  Boys,  Mme.  Riviere's 
Hawaiians,  the  Coral  Islanders  and 
the  famed  Sol  Hoopii  Trio. 

The  aforementioned  Sol  Hoopii 
was  one  of  the  most  revered  gui- 
tarists to  record  and  perform  in  the 
vintage  style.  The  1987  disc  Master 
of  the  Hawaiian  Guitar,  Volume 
Two  (Rounder  CD  1025)  is  a  dazzler. 
The  very  busy  Bob  Brozman  helped 
assemble  this  collection  from  a  bunch 


of  old  78s  primarily  recorded  in  the 
1920s  and  1930s.  As  Brozman's  liner 
notes  say,  Hoopii  was  "the  main 
synthesizer  of  traditional  Hawaiian 
music  and  American  jazz."  In  addi- 
tion, the  telltale  steel  guitar  sound 
that  helped  give  birth  to  American 
country-and-western  music  (and 
especially  its  jazzy  variant,  western 
swing)  owes  a  lot  to  Hoopii,  so  if 
you're  interested  in  exploring  the 
origins  of  that  music,  you  should  def- 
initely check  him  out. 

Lastly,  let's  head  off  for  a  nightclub 
and  some  dance  music  that  you 
won't  be  able  to  sit  still  for.  Felix 
Mendelssohn  &  his  Hawaiian  Ser- 
enades (Harlequin  CD  93)  is  mai- 
tai  smooth  and  absolutely  gorgeous. 
Recorded  from  1940  to  1945,  these 
cuts  are  filled  with  the  glamorous 
spirit  of  World  War  II-era  island 
nightlife,  replete  with  the  obligatory 
images  of  swaying  palm  trees  and 
pretty  girls  in  grass  skirts.  As  they  say 
in  the  islands:  Hana  hou — or,  "One 
more  time!"  • 


Something  different. 
Something  special... 
a  natural  extension  of  you. 


One  look  at  the  LEICA  CI  tells  you  it's  something  special.  The  sleek  aluminum  alloy  body  and 
clean,  functional  styling  are  like  no  other  fully  automatic  personal  camera  on  the  market.  Pick  it  up 
and  you'll  immediately  feel  the  difference...  the  quality...  the  perfect  balance...  the  comfortable  way 
it  fits  in  your  hand...  how  effortlessly  it  comes  to  eye.  And  then  of  course,  there's  optical  quality. 
The  CTs  superb  Leica  zoom  lens  produces  laser-sharp  images  that  can  easily  be  enlarged  to  16  x  20 
inches!  The  LEICA  CI.  Something  different.  Something  special...  like  you.  Available  where  fine 
cameras  and  accessories  are  sold.  Call  1-800-222-0118  or  visit  www.leica-camera.com  for  details. 


LEICA  CI:  35mm  autofocus, 
autoexposure,  autoflash  camera  with 
38-105mm  LEICA  Vario-Elmar  zoom  lens. 


my  point  of  view 


Leica  Camera  inc.,  156  Ludlow  Avenue,  Northvale,  NJ  07647  ©2000 


1  £\  "The  Sexiest  Part  of  a 

JL  w  Man's  Body:  Ears,  and  the 
Amazing  Things  You  Can  Do 
With  Them."  (Ears.  Your  ears.) 

9 "How  to  Make  the  Perfect 
Souffle."  (See  also  "The  Best 
Way  to  Clean  a  Bathroom.") 


"  Three  Little  Words 
Guaranteed  to  Drive  Her 


Crazy:  'Calm  Down,  Dear'  "  and 
other  sure-fire  phrases  ("Take 
it  easy")  to  bring  the  woman 
you  love  to  the  point  of  murder. 

7 "Your  Wife's  Close  Friends 
Know  Everything.  Count  On 
It."  And  your  wife  knows  everything 


about  her  close  friends'  husbands, 
and  her  close  friends'  close 
friends  know  everything,  etc.,  etc. 
(It's  not  gossip.  It's  data-sharing.) 

6 "The  Manipulation  Files." 
A  stunningly  detailed  and 
intimate  confession  by  a  wife  of 
30  years  about  the  devious  tricks 
she  used  to  make  her  marriage 
a  success — and  why  her  husband 
thinks  it  was  all  his  idea. 

5 "Wet  Towels  and  Impotence." 
New  studies  show  that 
men  who  leave  damp  bath  towels 
on  the  furniture  or  floor  are 
20%  more  likely  to  have  difficulty 
maintaining  an  erection. 


4 "Some  Women  Care  About  H 
Big  It  Is;  Some  Don't."  That's 
God's  honest  truth.  Now  get  over 

3"  What  Women  Really  Want: 
They  Want  Men  to  Care  Ab< 
What  They  Want."  All  it  takes  is 
thought,  time  and  energy.  Cleanii 
the  bathroom  would  be  easier. 


"Why  She  Loves  You  Anywa 
Who  knows?  Something  to 


do  with  evolution?  Or  exhaustion 

1 "Baldness — Who  Cares  Whai 
It  Means  About  Your  Test- 
osterone Level?"  You  know  how 
boring  it  is  to  hear  about  her  weig 
So  shut  up  about  your  hair.  • 


FYI 


The  thrill  of  a  sport  sedan. 


Starting  at  $34,150.  As  shown  $36,150.* 

*MSRPs  for  2001  QX4,  excluding  $525  destination  charge,  tax,  title  and  license.  QX4  4WD  shown  with  optional  Premium  Package.  Retailer  sets  actual  price.  "Always  wear  your  seat  bel( 


THE  2001  INFINITI  QX4. 
Why  must  certain  driving 
pleasures  end  when  the 
road  turns  from  pavement  to 
snow,  rocks  or  worse?  In  the 
new  Infiniti'  QX4,  they  don't. 
A  host  of  innovations  blur 


the  lines  between  "SUV'and 
"luxury  sedan":  A  thrilling 
new  engine  whose  240 
horsepower  makes  it  the 
most  powerful  V6  of  any 
luxury  SUV.  One  of  the  world's 
most  advanced  automatic 
4WD  systems.  Ingenious 


features  that  include  Xenon 
headlights,  front-seat  active 
head  restraints"  and  a  6- 
disc,  in-dash  CD  changer. 
The  new  Infiniti  QX4.  It 
takes  performance,  luxury 
and  innovation  to  a  whole 
new  place:  Anyplace. 


in  the  rear  seats  properly  restrained.  With  a  front-passenger  air  bag. 


never  place  a  rear-facing  car  seat  in  the  front  seat.  ©2000  Infiniti  Division  of  Nissan  North  America.  Inc. 


One  phone  guy. 

One  IT  guy. 

One  guy  too  many. 


3Com 

Simple  sets  you  free. 


3LIEVE  IN  FREE  SPEECH  AND  FAT-FREE  CANNONS 


f  DEA  OF  AN  SUV  IS  A  GOLF  CART. 


BSCRIBE  TO  MAGAZINES,  NOT  LOTTERY  TICKETS. 


5  E  R  CAN  AFFORD  TO  BE  ON  HIS  BACK  FOR  MONTHS 


LIFE  INSURANCE 
ANNUITIES 

RETIREMENT  S  E  R  V I  C  E  S  /  40 1  (  k )  PLANS 
DISABILITY  INCOME  INSURANCE 
MUTUAL  FUNDS  /  INVESTMENTS 
LONG  TERM  CARE  INSURANCE 
S|\  TRUST  SERVICES 


Who  you  are  is  your 
business.  Disability 
Income  Insurance  is  ours. 
Help  insure  that  your 
household  continues  to 
have  an  income.  Visit 
www.massmutual.com 


MassMutual 

FINANCIAL  GROUP 


THE  BLUE  CHIP  COMPANIES5" 


,AL),  SPRINGFIELD,  MA  01111  -  ESTABLISHED  IN  1851  •  A  FORTUNE  500  COMPANY- 
RIES,  INCLUDING  OPPENHEIMERFUNDS,  INC.  AND  DAVID  L  BABSON  &  CO.  INC. 
es,  Inc.,  a  MassMutual  subsidiary,  and  OppenheimerFunds  Distributor,  Inc. 
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OutFront 

52    Up  From  the  Ashes?  Sprint  has 
floundered.  But  William  Esrey 
insists  his  underdog  company 
will  be  just  fine.  By  Scott  Woolley 

54   Taming  the  Lion  Lions  Gate 
Entertainment  proves  again 
that  it's  not  what  you  know  in 
Hollywood,  it's  who  you  know. 

By  Mark  Lacter 

56   Employers  Beware  It's  a  sign  of 
prosperous  times:  State 
legislators  are  meddling  in  the 
workplace.  By  Chandrani  Ghosh 

58  Who  Doesn't  Want  to  Be  a 

Millionaire?  Philanthropist  Lovett 
Peters  is  willing  to  bet  $1  million 
that  charter  schools  can  outteach 
the  public  ones.  Surprise! 
No  takers.  By  Joanne  Gordon 

58    Red  Flag  Conseco  hopes  Nascar 
fans  are  so  titillated  by  risk  that 
they'll  buy  its  stock-car  index 
fund.  By  Josephine  Lee 

60   Losing  Their  Shorts  Why  are  all 

those  underwear  makers  going 
bankrupt?  By  Brandon  Copple 

62   Aural  Surgery  Ray  Dolby  must 
keep  his  company  on  the  cutting 
edge  of  audio.  By  Quentin  Hardy 

62   Polling  for  Popularity  An  obscure 
university  v/ith  an  unpronounce- 
able name  gets  what  it  has  long 
sought — buzz.  By  Dirk  Smillie 
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On  the  Cover 

146  Boom! 

Suddenly  storage  is  hot,  and  Michael  Ruettgers'  EMC  Corp.  all  but 
owns  the  market.  So  why  is  he  running  for  his  life? 

By  Daniel  Lyons 

154  Busted! 

In  the  midst  of  the  biggest  economic  boom  ever,  millionaires  are 
going  bankrupt.  Are  you  next? 

By  Stephane  Fitch 

Illustrations  by  Ross  MacDonald 


rn£3L°TOi/\  UJOt 

"I  don't  think 
really  underst 
how  great  this 
opportunity  is.  It 
almost  has  no 
limits." 

146 
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On  the  Docket  |  Robot,  Esq. 

Computers  are  now  giving 
legal  advice.  Are  they  going  to 
cut  your  bills?  Don't  bet  on  it. 
By  Krysten  Crawford 

City  of  Greed  The  secret 
behind  the  wealth  of  Las  Vegas' 
newest  mogul  is  found  in  the 
murky  history  of  a  smelly  little 
California  city  called  Industry. 
By  Dorothy  Pomerantz 

Charticle  I  The  Missing  Men 

Why  is  it  that  females 
outnumber  males  on  college 
campuses — except  at  the  Ivies? 
By  Peter  Brimelow 

Backseat  Driver  I  The  Case  for 

Chauvinism  By  Jerry  Flint 

You've  Got  Ad-Mail  That  next 
e-mail  may  contain  a  new  type 
of  greeting:  a  commercial  from 
Toyota.  Or  from  Britney  Spears. 
By  Robyn  Meredith 


Entrepreneurs 

162  Alley  Cat  Joanna  Gallanter  broke 
into  the  old  boys  club  of  venture 
capital — by  bootstrapping  like 
an  entrepreneur.  By  Luisa  Kroll 

164  Feather  Weight  Keeping  the 
down  business  from  becoming 
a  commodity  business. 
By  RiShawn  Biddle 

166  Making  Whey  Once  pig  feed, 
the  dairy  by-product  is  now  a 
wonder  ingredient  in  people 
food.  Trailblazer  Michael  Otten 
has  to  scramble  to  stay  in  the 
high-value  end  of  the  business. 
By  Nathan  Vardi 

168  The  Billionaire  and  the  Orphan 
Drug  The  young  heir  to  the 
Serono  pharmaceutical 
fortune  is  being  thwarted  by  the 
FDA — but  maybe  not  for  long. 
By  Lea  Goldman 


Technology 

170  Go  Furth  and  Pubiish  Adobe 
mounts  a  turnaround — and 
launches  a  plan  to  make  everyone 
a  publisher.  By  Elizabeth  Corcoran 

174  Don'*  Go  There  Content  sites  are 
learning  that  holding  on  to  visi- 
tors means  getting  into  the  retail 
business.  By  Ghana  R.  Schoenberger 

176  Sound  Idea  Voice  is  about  to 
overtake  the  Internet,  and 
Net2Phone  could  rule  a  vast 
market.  Now  if  only  it  could  ring 
up  some  profits.  By  Neil  Weinberg 

184  Digital  Spin  !  Nihilists  AtHome 

By  John  G  Dvorak 

186  Digital  Tools  \  Plastic  Classic? 

By  Stephen  Manes 

Money  &  Investing 

190  Dr.  No  Which  seemingly  stable 
bonds  are  headed  for  trouble? 
Carol  Levenson  will  tell  you. 
By  John  Gorham 

192  Nothing  Ventured  Business 
development  companies 
promise  small  investors  they  can 
get  in  on  venture  capital  returns. 
How  democratic.  What  a  shame 
most  come  nowhere  near  that 
shining  goal.  By  Brendan  Coffey 

194  Mr.  Patience  Web  incubators  an 
overblown  fad?  Tell  that  to  a  guy 
who  has  been  at  it  for  45  years. 
By  Ghana  R.  Schoenberger 


Roman  Holiday 
Redux:  The  Vespa 
returns. 

2IO 


196  The  Charitable  Load  If  your  bro- 
ker suddenly  seems  hot  on  chari- 
table gift  funds,  you  might  want 
to  ask  how  much  of  your  gift 
will  go  to  him.  By  Ashlea  Ebeling 

198  Silicon  Valley  North  With  the 
Toronto  Stock  Exchange  300 
index  up  27%  year-to-date, 
Canadian  technology  stocks  are 
finally  getting  the  attention 
of  U.S.  investors. 
By  Megan  Mulligan 

200  Streetwalker 

DaimlerChrysler;  Manpower; 
Colgate-Palmolive;  DuPont; 
Jones  Apparel  Group. 

203  Markets  &  Forecasts 

205  Portfolio  Strategy  The  Luck  God 

By  Kenneth  L.  Fisher 
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206  Stock  Trends  The  Virtues  of  El 

By  Robert  S.  Salomon  Jr. 

208  Yes,  But  Breaking  Stride 

By  James  Grant 

Forbes  Life 

210  Revival  I  Roman  Holiday  Italy's 

most  famous  two-wheeled 
export,  the  Vespa,  is 
available  again  in  the  U.S. 
By  Leigh  Gallagher 

212  Books  |  War  Story  A  recently 
unearthed  soldier's  diary  bring 
the  Civil  War  to  life  through  pi 
tures  and  words.  By  Susan  Adan 

216  Practicing  What  He  Preaches  If 

you're  disgusted  by  the  low  le 
of  integrity  on  display  in  Slick 
Willy's  America,  the  antidote 
Thomas  Sowell's  A  Personal 
Odyssey.  By  James  W.  Michaels 
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□EDWARDS 


APPOINT  YOURSELF 

CHIEF 


FREEDOM 


OFFICER. 


Let's  talk  about  freedom  to  collaborate.  That's  what  we  stand  for  at  J.D.  Edwards.  Here's  how  we  can  help:  We  offer  software 
to  automate  your  core  business  processes  and  extend  them  outside  your  enterprise.  We  do  this  by  integrating  a  wide 
range  of  our  own  proven  solutions,  plus  hot,  new  e-commerce  applications  from  our  growing  lineup  of  software  partners 
So  now,  you  can  build  a  collaborative  network  that  brings  together  any  customer,  any  supplier  and  any  partner.  Regardless 
of  which  software  they're  running  You  get  a  solution  that's  open  to  the  future,  open  to  partners  and  open  to  the  genius 
of  many  software  suppliers.  We  call  it  The  Freedom  to  Choose.  The  Power  to  Share.  It's  what  makes  us  the  leader  in  agile, 
collaborative  solutions  for  the  Internet  Economy.  Interested?  Visit  us  at  www.jdedwards.com/freedom 


THE    FREEDOM   TO   CHOOSE.   THE    POWER   TO  SHARE. 
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Newsbits 


2001  Estimated 


Stock  Focus:  Consumer  Wireless 

From  handheld  com- 
puters to  automotive 
navigation  systems, 
people  can't  seem  to  get 
enough  wireless  gad- 
gets, and  that's  great 
news  for  the  companies 
that  manufacture  and 
market  them. 

All  seven  of  the 
companies  in  the  table 
produce  wireless  hand- 
held products  or  GPS 
(Global  Positioning  System)  equipment.  Ontario,  Canada-based  Research  in 
Motion  has  the  highest  current  P/E  ratio  of  the  group,  reflecting  the  popular- 
ity of  its  Blackberry  two-way  pager.  Also  richly  priced  is  market  leader  Palm 
Computing,  which  trades  at  193  times  year  2001  expected  earnings. 

Bargain  hunters  should  consider  Audiovox  of  Long  Island,  N.Y.,  which 
has  an  estimated  2001  P/E  of  9.  — Megan  Mulligan 
Full  story  available  at  www.forbes.com/extra/gadget. 


Recent 

Revenues 

Market  value 

Company/ticker 

price 

EPS 

($mil) 

($mil) 

Audiovox/VGXX 

$16.63 

$1.91 

$2,150 

$353 

Handspring/HAND 

31.50 

-0.60 

702 

3,945 

Lowrance  Electronics  lE!X 

4.31 

NA 

NA 

16 

Palm/PALM 

45.00 

0.23 

3,212 

25,423 

Qualcomm/QCOM 

58.13 

1.29 

3,775 

43,307 

Research  in  Motion/RIMM 

72.69 

0.14 

329 

5,183 

SonyVSNE 

109.94 

1.13 

72,254 

99,916 

Prices  as  of  Sept.  II.  'American  Depositary  Receipt.  NA:  Not  available. 
Sources:  Bloomberg  Financial  Markets;  IBES  Express;  Market  Guide  and  IBES 
International  via  FactSet  Research  Systems. 
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Quantum  Leap 

In  mid- August  a  group  of  IBM  researchers  un- 
veiled a  working  quantum  computer,  setting  the 
stage  for  a  radical  new  era  in  computer  power. 

While  a  digital  computer  is  essentially  a 
series  of  switches — bits  can  be  either  0  or  1;  on 
or  off — a  quantum  computer  uses  quantum 
bits,  known  as  qubits.  A  qubit  can  exist  in 
several  states  at  once,  so  a  quantum  computer 
can  perform  a  single  mathematical  function 
on  many  numbers  simultaneously. 

Intel  needn't  worry  quite  yet.  A  quantum 
computer  will  need  at  least  100  qubits  to  supplant 
a  conventional  machine  and  getting  there  is  not  going  to  be  easy.  The  reward?  A 
full-fledged  quantum  computer  could  perform  certain  tasks  that  would  take  the 
most  advanced  supercomputers  billions  of  years  to  complete.  — Matthew  Herper 
For  full  story,  see  www.forbes.com/extra/quantum. 


IBM's  quantum  computer. 
Powered  by  organic 
molecules,  not  silicon. 


New@Forbes.com 

Stock  Focus  Online  Our  print  Stock 
Focus  articles — such  as  on 
p.  198  on  Canadian  technolog 
stocks — are  now  supplemente 
with  online  stock  screen  featui 
every  Tuesday  and  Thursday. 

Corporate  Benefits  How  do  the 
employee  perks  compare  at 
Forbes  500s  companies?  See  < 
recently  updated  database  fbi 
information  on  401(k)  plansj 
insurance,  health,  educationa 
and  lifestyle  and  other  benefii 
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Faith  Computers  can  empo^ 
people  with  vision  problei 
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targeting  this  market. 

PEOPLE:  Chief  Eggheads  We  lool 
three  Ph.D.s  who  moved  ft) 
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the  boardroom. 
John  Warnock, 
of  Adobe  Sys- 
tems, Christo- 
pher S.  Henney, 
founder  of  Im- 
munex  and  now  chief  execu] 
officer  of  Dendreon,  and  M| 
Chandler  of  Luminex. 

MARKETS:  Snapping  Back  A 
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buyout  kings  Nelson  Peltz 
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kets.  Will  its  new  offerings  b 
sweet  as  its  products? 
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The  Busted  Millionaire  Next  Door  Whether  or 

the  wizards  at  the  Federal  Reserve  have  somehow  aholis 
the  business  cycle,  forever  banning  recessions,  I  am  fairly  I 
that  they  have  not  abolished  asset  cycles.  At  a  certain  poirj 
the  price  cycles  of  homes,  business  enterprises  or  comri 
cial  real  estate,  buyers  become  so  accustomed  to  apprecial 
that  they  believe  the  cost  of  financing  the  asset  is  irrelevj 
Never  mind  a  recession  or  a  crash;  what  happens  when 
prices  merely  go  sideways  for  a  while?  Stephane  Fitch  g| 
you  a  foretaste  of  the  disaster  in  store,  on  page  1 54. 

Loyalty  For  most  of  its  83-year  existence,  this  magazine1 
aimed  its  telescope  at  the  doings  of  chief  executives.  Tl 
lieutenants  dropped  into  the  background  when  we  prof 
their  companies.  Now  take  a  look  at  three  articles  that  br 
the  pattern.  In  our  Sept.  4  story  on  3M,  our  Sept.  18  story 
Sony  and  Katarzyna  Moreno's  profile  in  this  issue  of  Luc 
Technologies'  finance  boss  (page  68),  you  see  powerful  li 
tenants  asserting  their  own  views,  defiantly  and  indep 
dently,  in  ways  that  would  have  been  unthinkable  a  gene 
tion  ago.  Loyalty  cuts  both  ways.  Employers  are  much  m 
prone  to  fire  workers  than  they  used  to  be;  employees  in  ti 
are  much  more  likely  to  see  themselves  as  free  agents,  wh 
loyalty  lasts  only  until  the  next  headhunter  calls. 

Storage  King 

IBM  ushered  in  the 
age  of  disk  storage 
44  years  ago  with  the 
release  of  a  storage 
server  that  spread  5 
megabytes  across  50 
two-sided  platters. 
(If  you  want  the 
details,  check  out 
Emerson  Pugh's  100-kilobyte  platter,  vintage  1956. 
helpful  1995  biogra- 
phy of  the  company,  Building  IBM.)  Even  now  IBM  is  the  s 
entific  pioneer,  with  a  miniature  drive  that  squeezes  a  gif 
byte  onto  a  platter  1.08  inches  across.  But  who's  making  t 
most  hay  out  of  this  medium?  An  upstart  near  Boston  tl 
has  exploited  both  IBM's  discoveries  and  IBM's  classic  skills 
forming  a  tight  bond  with  customers.  Daniel  Lyons  tells  he 
in  "Boom,"  on  page  146. 
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•  To  ■C#W*Earn  Even  More  AvAdvantage!  Bonus  Miles  When  You  Book  Online  By  Oct.  31. 
tails  At  www.aa.com/bonus  Or  AOL  Keyword:  AA 

AA.Com  The  Ultimate  Site  For  Everything-  AmericanAirlines 

American/^ 
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e've  become  one. 


'Excluding  any  impact  of  anticipated  restructuring  charges  and  transaction  fees  of  $1.7  billion  to  $2.2  billion,  any  increased  sales  from  collaborative  activities  and  the  $1.9 
termination  fee  paid  by  Warner-Lambert  to  American  Home  Products  Corporation,  but  including  cost  savings  which  are  expected  to  amount  to  $1 .6  billion  annually  by  20 
Forward-looking  statements  should  be  evaluated  together  with  the  many  uncertainties  that  affect  our  business,  particularly  those  mentioned  in  the  cautionary  statements  I 
of  our  1999  Form  10K  and  in  our  periodic  reports  on  Form  10-0  and  Form  8-K.  which  we  incorporate  by  reference. 


Pfizer  and  Warner-Lambert  have  become  one. 
The  new  Pfizer  is  the  fastest  growing  pharmaceutical  company. 
We  have  the  world's  leading  pharmaceutical  research  team, 
with  a  scientific  staff  of  12,000  people  on  a  mission  to 
find  the  cures  of  the  future.  This  year  we're  budgeted 
to  spend  $4.7  billion  on  R&D,  more  than  any  other 
company,  and  in  the  coming  years  we'll  invest 
even  more.  Which  is  one  of  the  reasons  the 
new  Pfizer  is  redefining  the  future  of  medicine. 

Pfizer  and  Warner-Lambert  have  an  extensive 
line  of  patent-protected  products  and  a  robust 
product  pipeline.  We  expect  to  have  combined 
revenues  of  over  $31  billion  this  year,  with  a 
projected  compound  annual  earnings  growth  rate 
for  the  next  three  years  of  at  least  25%  (excluding 
certain  significant  items  and  merger-related  costs)* 
The  new  Pfizer  is  a  leader  in  vital  areas  of  research 
including  diabetes,  heart  disease,  hiv/aids,  oncology, 
stroke,  neurology  and  arthritis.  And  we're  an  innovative 
leader  in  both  consumer  products  and  animal  health. 
Today,  a  new  company  has  emerged.  Tomorrow,  people 
around  the  world  will  reap  the  benefits. 


Life  is  our  life's  work. 


www.pfizer.com 
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READERS  SAY 


Fund  Alert 

Being  a  20-year  investor  in  the 
Nicholas  Fund  ("Closemouthed 
Funds,"  Aug.  21,  p.  200),  I  was  both 
disturbed  and  shocked  when  I  saw 
the  results  of  their  restructuring  of 
their  portfolio  by  investing  in  high- 
technology  stocks  during  the  first 
half  of  this  year. 

I  was  confronted  with  capital 
gains  that  made  up  19%  of  the  value 
of  the  stock  held,  this  for  only  the 
first  half  of  the  year,  with  more  to 
come  at  year-end.  Certainly,  for  a 
long-term  investor  with  a  reasonable 
number  of  shares,  this  will  require  a 
reevaluation  of  the  tax  situation  for 
the  year  2000  with  either  a  sale  of  a 
considerable  amount  of  stock  or 
wholesale  divestment  of  the  fund  to 
satisfy  the  tax  consequences  of  this 
unexpected  move. 

NELSON  MARANS 
Silver  Spring,  Md. 

Keeping  It  Together 

So  your  canned  solution  to  any  com- 
pany that  does  not  meet  15%  growth 
is  to  break  it  up?  ("Minnesota  Min- 
ing &  Catchall,"  Sept.  4,  p.  52).  How 
myopic.  Giant  redwood  trees  were 
first  dismissed  as  construction  lum- 
ber; it  was  not  a  hardwood.  Now  red- 
wood is  in  demand  because  it's  been 
shown  to  resist  insects  and  rot. 

That  which  grows  fast  dies  fast,  bi- 
ologically or  economically.  The  en- 
during stature  of  the  redwoods  is  a 
monument  to  effective  slow  growth. 
This  concept  can  apply  to  business  as 
well,  and  3M  in  specific.  Don't  cut  it 
down  and  break  it  up  just  because  it 
does  not  meet  your  short-term  goals 
and  views. 

BRIAN  NELSON 
Dallas,  Tex. 

Penney  For  Your  Thought 

I'm  one  of  the  92%  of  Penney's  Web 
site  visitors  ("Penney  Wise,"  Sept.  4, 
p.  72)  that  did  not  place  an  order.  I 
tried  twice  but  found  it  far  too  con- 
voluted and  slow,  even  though  I  knew 


Fever 

I   think  the 
:Cue:C.A.T.  is  great 
although  I  was  disap- 
pointed at  the  lack  of 
bar  codes  in  your  latest 
issue.  I  gave  them  as  gifts 
and  forwarded  the  info  to 
20  people. 

GEORGE  W.GOEKE 
Alton,  U 


\ 


I'm  afraid  your  cat  is  way  toi 
temperamental  for  me.  It's  jua 
much  easier  and  much  les 
time-consuming  to  key  in  th 
URL  myself.  This  cat  is  heade 
for  the  pound. 

BARRY  BLANCHAR] 
Etters,  Pi 

For  help  with  your  :Cue:C.A.T\ 
call  214-292-6223.  —EL 


the  catalog  numbers  and  had  a  Pi 
ney's  credit  card. 

They  wanted  me  to  conjure  ui 
Web  name  (twice)  and  password, 
what,  they  did  not  say.  Current  tej 
nology  should  allow  them  to  capti 
my  phone  number  and  check  that  w 
the  credit  card  and  shipping  info  to  v 
ify  authenticity.  User  name/passwc 
access  should  be  offered  so  custom 
can  order  from  outside  the  home,  1 
should  not  be  required  when  order 
from  home. 

RAY  BRO\ 
Lexington, 

Who's  the  Villain? 

"Tom  Cruise  Versus  Corporate  E\ 
(Sept.  4,  p.  82)  does  well  to  point  ( 
the  ridiculousness  of  Mission  Impo. 
ble:2's  stock-option-wielding  viliai 
FORBES  only  hints,  however,  at  1 
more  important  issue  underlying 
cheesy  villainy  and  "logical  lacun; 
of  the  plot. 

Yes,  MJ.-2  has  an  antibusiness  m 
sage,  and  it's  not  the  first.  But  1 
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In  1899,  Henry  Timken's  ideas  reduced  friction. 
Today,  they  defy  gravity 


n  carriage  axles  that  turned  with  less  friction  in  St.  Louis, 
ltc  the  company  was  founded,  to  the  Pathfinder  mission  to  Mars, 
ken  innovation  has  helped  push  mankind  to  new  frontiers.  By 
tinuing  to  advance  bearing  and  steel  technology, Timken  products 
e  made  travel  faster,  smoother,  and  more  reliable  -  and  even 
sible  to  places  Henry  could  have  never  imagined.  With  a  century 
nnovative  solutions  behind  us,  our  sights  are  set  on  the  next 
ennium. Wherever  mankind  goes,Timken  will  help, lead  the  way. 


TIMKEN 


WORLDWIDE  LEADER  IN  BEARINGS  AND  STEEL 
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www,  flex  jet  com 


'QiHREMLUSlMA 
T        fER  AND  A  PAY  PHONE 


Today's  entrepreneur  now  has  affordable 
access  to  fractional  ownership  of  Learjet® 
or  Chailenger®  business  jets;  a  modern 
business  tool  that  enables  you  to  increase 
your  productivity  and  your  competitive 
advantage.  We  offer  the  most  complete 
range  of  latest  technology  aircraft  available 
today.  So  while  there  may  be  other 
options  to  Flexjet,  there  can  only  be  one 
choice.  Flexjet.  For  more  information  on 
the  many  affordable  benefits  of  fractional 
ownership  and  our  unprecedented  level 
of  personal  service  and  attention  to  detail, 
call  1-800- FLEXJET. 


BOMBARDIER 

AEROSPACE 


Flexjet  is  a  Bombardier  Aerospace  program. 


FLEXJET 

we  build  the  aircraft 


The  Big 
Picture 


How  can  business  leaders  maintain 
their  bearings  in  a  world  literally 
being  turned  upside  down  by 
globalization?  Reinhard  Mohn  is 
a  member  of  the  prestigious  Club 
of  Rome  and  the  executive  who 
built  Bertelsmann,  Inc.  from  a 
small  business  to  a  global  media 
leader.  In  Humanity-  Wins,  he  makes 
a  compelling  case  for  maintaining 
and  strengthening  our  democratic 
systems  and  roots  in  the  face  of  the 
dramatic  challenges  confronting 
business  and  society. 


HUMANITY 

INS 


fact  is  that  Hollywood's  antibusii 
grudge  is  more  apparent  today  t 
ever  before.  Businessmen  com 
most  of  the  murders  on  televisionl 
in  movies.  And  who  can  forget  the 
farious  plot  in  Austin  Powers  for  vn 
domination  through  the  Starbij 
Corporation? 

When  movies,  media  and  polil 
repeatedly  portray  business  as  moi 
reprehensible,  a  gradual  but  dan 
ous  demonization  is  under  \ 
Nobody  will  ever  excel  at  work 
his  friends — and  perhaps  even 
himself — suspect  to  be  mor 
reprehensible. 

JULIAN  HU1 
Mercer  Island,  W 

Don't  Show  Me  the  Money 

Money  in  sports  is  nothing  new  ('" 
Minute  Drill,"  Sept.  18,  p.  92).  In  1 
I  must  say  in  some  ways  it  has  ruij 
sports.  Fans  can  no  longer  keep 
with  the  roster  of  players  on  theii 
vorite  team  because  the  players  hi 
no  loyalty  and  switch  to  another 
cording  to  the  highest  bid— it's 
about  the  money. 

Players  should  be  paid  on  per 
mance  like  the  rest  of  us.  However, 
Redskins'  Daniel  Snyder  is  playing 
game  the  way  it  has  to  be  done  to 
and  doing  a  great  job  of  it. 

ROBERT  TURlJ 
West  Palm  Beach, 


Corrections 

In  the  sidebar  to  "Plastic  Classic" 
p.  186  of  this  issue)  we  should  h 
mentioned  that  Apple's  iMacs  cc 
with  two  Web  browsers  and  e-n 
clients,  as  well  as  with  AppleWorks ; 
several  other  programs. 

Some  of  our  readers  in  Hawaii  U 
issue  with  "The  Modest  Media  Mog 
(Sept.  18,  p.  132).  Cox  Enterprises  CI 
Executive  James  Kennedy  should  h 
been  referred  to  as  a  "haole" — the 
tive  term  for  a  foreigner — no 
"howlie,"  as  we  referenced  him. 


Send  e-mail  to  readers@forbes.c 
Letters  will  be  edited.  Please  inc 
address  and  phone  number. 


IN 


;  crown 


Wherever  books  are  sold    •  www.randomhouse.com 


Billions  of  fans... 

two  teams... 

one  sportsbook. 


•  Immediate  Account  Activation 


•  Affiliate  Program 


800-BET-WWTS 
www.betwwts5.com 

^    for  casino  games  visit 
www.thesands.com 


Bottom  Line. . .  We  Pay! 


Profitable  supplier  relationships  are  built  on  trust 
and  good  information.  Unfortunately,  neither  one  has 
ever  come  all  that  easily.  But  now,  SAS^the  world 
leader  in  data  mining  and  e-Intelligence,  has  joined 
forces  with  Dun  &  Bradstreet  and  B2Emarkets  Inc. 
to  bring  new  insight  and  certainty  to  your  supplier 
relationships.  Helping  you  to  seize  opportunities 
that  can  save  as  much  as  15%  on  your  total  supplier 
costs.  Savings  that  can  have  a  real  impact  on  your 
company's  profitability.  To  learn  more  abput  this 
and  other  SAS"  solutions  for  business  decision  mak- 
ing, call  1-800-727-0025  or  stop  by  www.sas.com. 


The  Power  to  Know,, 


csas 

e-Intelligence 


(truteh 


The  ffedsjshotuV name  a  plane 
for  her:  FasfflfRrTwartimc. 


-EDITED. -BY.  WILLIAM  P.  BAI 


Estate  Planning?  No  Rush 

►  Barbara  Fasken,  78,  pioneer  female  World  War  II  pilot  and 
widow  of  Midland,  Tex.  1982  Rich  Lister  David  Fasken,  finally 
did  some  serious  estate  planning — four  days  before  her  1995 
death  in  San  Francisco.  A  costly  delay.  On  an  estate  they  valued 
at  $728  million,  heirs  have  paid  $284  million  in  federal  death 
taxes — an  astounding  2%  of  that  year's  total  nationwide — plus 
S 1 1 6  million  in  state  levies.  Now  the  feds,  calling  the  last-minute 
asset  transfer  to  a  family  limited  partnership  a  joke,  value  the  estate 
at  S900  million — another  S94  million  in  total  taxes.  Her  kin 
seek  a  $39  million  refund.  — Janet  Novack 

Land  of  the  Rising  Put 

►When  New  York-based  vulture  fund  Ripplewood  Holdings 
bought  Japan's  Long  Term  Credit  Bank,  the  Japanese  government 


promised  to  buy  the  bad  loan  portfolio  at  its  $5  billioi 
value.  But  in  Japan  this  is  an  admission  of  debtor  bankrt 
Fearful  of  an  avalanche,  regulators  have  secredy  asked 
banks  to  buy  the  debt  at  a  premium,  promising  reimt 
ment  and  giving  Ripplewood  a  big  windfall. 

— Benjamin  Fi 

Stili  Hoping  for  Voodoo  Magic 

►Artisan  Entertainment,  distributor  of  the  successfully  sill 
spooky  Blair  Witch  Project,  hopes  to  finally  float  its  $14C 
lion  public  offering  in  early  November  just  after  the 
loween-week  release  of  Book  of  Shadows:  Blair  Witch  2. 
san's  own  tale  has  been  pretty  scary:  a  sour  new-issues  rr. 
and  the  sudden  resignation  of  co-chief  executive  Mark  ( 
But  the  Santa  Monica,  Calif,  firm's  true  value  might  lie 
sets  like  a  3,300-film  library  including  such  flicks  as  It's  a 
derful  Life  and  Terminator  II.  — Mark  J 

Mays  Day!  Mays  Day! 

►When  the  Volkswagen  New  Beede  two  years  ago  ei 
tured  onetime  hippies,  Ford  Motor  executives  dismiss* 
retro  styling  as  a  fad.  But,  hedging  their  bets,  they  alread 
hired  J  Mays,  45,  a  New  Beede  designer.  Now  Ford  is  rea 
peddle  his  latest  triumph:  a  Ford  Thunderbird  as  retro  as 
come.  The  2002  edition  of  this  classic  1950s  vehicle  w 
on  sale  next  summer  for  around  $37,000  to  $42,000  for  £ 
cial-edition  black-and-silver  number.       — Robyn  Met 

New  Lucent  Site:  QteraStinks.com 

►In  August  Lucent  Technologies'  Holmdel,  N.J.  facility  go 
cled  during  lunch  by  a  plane  hauling  this  banner:  "Are 
options  losing  altitude?  careers@qtera.com."  Network  sys 
maker  Qtera,  a  Nortel  unit,  calls  this  creative  headhunting 

cent's  stock  is  off  50%  this  year.  — Chandrani  C 


Hurrah  for  Those  West  Coast  B-School  Deans 


Deans  of  prestigious  graduate  business  schools  get  to  sit  on  lots  of  corporate  boards.  Here's  a  look 
at  seven  big  names  and  how  well  investors  have  done  on  thsir  watches.  —Tomas  Kellner  and  W.P.B. 


DEAN  B-SCHOOL 

Robert  Joss/ Stanford 

Laura  D  Andrea  Tyson/Berkeley 

Kim  B.  Clark/Harvard 
Robert  Hamada/Chicago 
Donald  Jacobs/Northwestern 
Meyer  Feidberg/Columbia 


BOARD  SEATS  INCLUDE 

BEA  Systems,  E.piphany,  Wells  Fargo 

Eastman  Kodak,  Exodus  Communications,  Healtheon, 
Humane  Genome  Sciences,  Morgan  Stanley  DW 
Fleet  Financial,  Guidant,  Handspring,  Tower  Automotive 
AM  Castle  &  Co.,  Northern  Trust 

CDW  Computer  Centers,  Hartmarx,  Terex,  Unicom  -1 1 

Federated  Department  Stores,  Primedia,  Revlon  -19 
Douglas  Dunn/Carnegie  Mellon  j  Universal  Stainless  &  Alloy,  VocalTec  Communications  -24 

'Average  annual  compound  change  in  stock  price  less  corresponding  S&P  change  for  each  seat  through  Aug.  3 1 ,  weighted  for  tenure. 

Sources:  Bloomberg  Dow  Jones  Interactive;  www.tenkwizard.com. 


PERFORMANCE 

VS.  S&P  500 

234% 

57 


Invest  with  this  man:  Joss. 
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nation  will  have  the  advantage.  Which  is  why  you'll  find  Northrop  Grumman  technologies  in  the 
advanced  unmanned  aerial  surveillance  and  reconnaissance  system  in  the  world.  Defense, 
.pace.  Cyberspace.  It's  where  we  come  from  and  where  we're  headed,  poised  to  handle 
row's  challenges  with  agility,  innovation  and  world-class  military,  government  and  commercial 
3ns.  To  learn  more  about  how  Northrop  Grumman's  systems  integration,  defense  electronics  and 
lation  technologies  are  shaping  the  future,  visit  www.northgrum.com. 


Technology's  Edge  NORTHROP  GRUMMAN 


orthrop  Grumman  Corporation. 


FJBL 


ULHJLU  G  H 


EDITED  BY  SUSAN  AD 


MAY  18,  1998 

Sunk 

TWO  YEARS  AGO  WE  SAID  REBECCA 
Mark  was  poised  to  succeed  Kenneth 
Lay  as  chairman  of  Enron,  the  Hous- 
ton energy  giant.  Looks  like  that's 
never  going  to  happen.  Shortly  after 
our  story  ran  Mark  took  a  job  as  chief 
of  Enron's  water  spinoff,  Azurix.  After 
a  solid  initial  offering  in  June  1999 
Azurix's  stock  climbed  to  $23  by  Au- 
gust of  that  year.  But  Mark  burned 
through  too  much  capital  investing  in 
politically  sensitive  international  deals. 
Earnings  fell  short  and  the  stock  sank 
to  a  recent  $5.  In  August  Mark  was 
forced  to  quit  Azurix  and  she  stepped 
down  from  Enron's  board.  What  now? 
Mark  claims  she'll  stick  with  the  water- 
resources  business  as  a  private  investor. 

— Lynn  Cook 

AUGUST  7,  20D0 


Sacked 


IN  OUR  AUGUST  COVER  STORY  ON 
Qwest  Communications  Interna- 
tional's $58  billion  merger  with  US 
West,  we  predicted  boss  Joseph  Nacchio 
would  lay  off  as  many  as  14,000  work- 
ers. After  our  story  ran  we  received  two 
anonymous  letters  from  concerned 


Qwest  union  members.  They  told  us 
that  shortly  after  our  story  appeared, 
Nacchio  claimed  in  a  meeting  with 
union  presidents  that  FORBES'  layoff 
numbers  were  bogus.  Now  it  seems  we 


had  it  right.  In  early  September 
chio  announced  he'd  indeed  take  a 
to  his  work  force:  He'll  lay  off  1 L 
people.  — Carleen  h 

APRIL  17,  2000 

Stuffed 

LAST  SPRING  WE  EXPOSED  ST| 
promoter  John  Liviakis  and  his  tl 
client,  a  Denver  outfit  called  Webtj 
teractive  Services.  Webb  was  the  1| 
in  a  string  of  obscure,  thinly  tra 
companies  Liviakis  flogged  to  a 
work  of  7,000  regional  retail  brol 
His  inflated  predictions  had  boo 
Webb's  share  price  from  $3  to  $6 

Since  our  story,  Webb's  stock 
plummeted  to  $12.  Its  second  qu: 
was  bleak,  with  losses  of  $7  millioi 
$1.1  million  in  revenue.  In  its  latest 
filing  the  company  says  it  needs  to 
$15  million  by  Jan.  1.  Liviakis? 
company  let  him  go. 

—Phyllis  Ber) 


FLASHBACKS 


75  YEARS  AGO  IN  FORBES/NOVEMBER  15,  1925 

Some  Things  Never  Change  it  costs  too  much  to  get  justice  from  the  ir 

tax  authorities  when  disputes  arise.  Today  there  are  some  5,000  cases  pending  before  the  Board  of  Ti 
peals  and  more  are  daily  pouring  in.  The  Board  is  thus  swamped.  Sometimes  it  is  cheaper  for  the  tax 
to  pay  the  additional  sum  claimed  than  to  resist  it,  even  if  he  knows  injustice  is  being  done  him. 

40  YEARS  AGO  IN  FORBES/November  I, I960 

Talking  Points  Whatever  the 

election's  outcome,  it  will  go  down  as  one  of  the 
most  thoroughly  aired  presidential  contests  in 
history.  Thanks  to  TV,  no  American  anywhere 
need  have  remained  unaware  of  the  issues  and 
personalities  involved.  For  this  the  TV  broad- 
casting industry  deserves  a  resounding  pat  on 
the  back.  The  Nixon-Kennedy  debates  were,  of 
course,  the  highlight. 

20  YEARS  AGO  IN  FORBES/FEBRUARY  4,  1900 

Cold  War  Olympics  The  U.S.S.R.  has  mounted  a  nationwide  drive  of  moonsho  I 

portions  to  ready  stadiums,  hotels,  roads  and  every  single  aspect  of  the  Russian  scene  for  the  event, 
see  their  hosting  of  the  Games  as  the  ultimate  Communist  political  triumph,  their  ultimate  accepi 
by  the  world.  If  all  the  U.N.  nations  voting  condemnation  on  the  invasion  of  Afghanistan  mean  it, 
ing  would  give  the  Resolution  more  stunning  impact,  more  pause  to  potential  further  Red  aggression 
boycotting  the  Olympic  Games. 

Led  by  the  U.S.,  some  60  nations  boycotted  the  1980  Moscow  Games. 
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Grocery  Distribution  Center. 
Partially-Exposed  Gas  Pipe. 
Careless  Night-Shift  Floor  Buffer. 


Your  Business.  Your  Risk.  Understood.0 


rhere  are  so  many  things  out  there  that  can  cause  your  business  to  go  up 
n  flames.  That's  why  you  want  an  insurance  partner  who  knows  your 
leeds  inside  and  out.  One  who  has  walked  a  mile  in  your  shoes.  And  one 
,vho  can  provide  the  best  possible  coverage,  in  130  countries  worldwide, 
or  matters  you  may  never  see  coming. 


SUNALLIANCE 


You  Have  Our  Attention. 


roviding  Commercial,  Personal  and  Specialty  Insurance  Solutions. 

'  2000  Royal  &  SunAlliance,  Charlotte,  NC     A  member  of  the  worldwide  Royal  8  Sun  Alliance  Insurance  Group  pic  www.royalsunalhance*usa.com 


If  the  world  of  digital  has  become  your  world,  Memory  Stick®  media  is  the  link  that-sticks  it  all  together. 
You  can  capture  digital  images  and  MPEG  video.  You  can  store  digital  music  files.  And  with  the  Sony  Memory  Stick 
Voice  Recorder,  you  can  even  record  your  voice  and  convert  it  to  text.  That's  just  the  beginning. 

Imagine  the  possibilities  at  www.sony.com/MS  :     -   .<■  § 


MEMORY 


STICK 


MS  Walkman®  personal  stereo  requires  MagicGate®  Memory  Stick®  media. 

©2000  Sony  Electronics  Inc  All  rights  reserved  Reproduction  m  whole  or  pan  r;r!houl  .vrrtien  permission  is  prohibited  Sony  Memaiy  Stick  Memory  Stick  Walkman,  MagrcGdte  jnfl  Stick  /fare  trademarks  ot  Sony  Corporation 


Q_ILR  M  J  N  D 


EDITED  BY  KATARZYNA  MORE 


KATHERINE  GLASSEY 

CHIEF  STRATEGY  OFFICER 

BRIO  TECHNOLOGY  (DATABASE  SOFTWARE) 

Of  all  of  our  competitors,  I  know  Michael  Savior,  the 
chief  executive  of  MicroStrategy,  the  best.  We  ran  into 
each  other  when  we  were  both  tiny  companies,  and  we 
would  sneak  in  on  the  other  guy's  pitch.  Michael  could 
utter  total  balderdash  and  yet  be  the  headliner  at  a  con- 
ference. It's  the  P.T.  Barnum  effect.  As  tempting  as  it  is,, 
I've  resisted  talking  vapor. 


Know  Thy  Enemy? 

lot  easy  being  friends  with  a  competitor. 
But  sometimes  it's  harder  to  be  enemies. 

H.  DAVID  AYCOCK 

CHIEF  EXECUTIVE 
NUCORCORP. 

I've  been  in  the  steel  industry  for  46  years.  There's  very  lit- 
tle- that  we  in  the  old  industries  can  learn  from  our  compe- 
tition. I  don't  think  spending  time  with  competitors  would 
be  my  most  enjoyable  weekend.  After  all,  we're  trying 
to  take  bread  off  their  table,  and  they're  trying  to  take 
bread  off  ours. 

ROBERT  WRUBEL 

CHIEF  EXECUTIVE 

ASK  JEEVES  (SEARCH  PORTAL) 

Scott  Kurnit,  chief  executive  of  About.com,  acts  as  my  shrink. 
We  are  living  in  unprecedented  times.  I  often  ask  him  over 
for  dinner.  We  talk  about  everything,  from  employee  morale 
to  hiring.  I  say  to  Scott:  "Oh,  are  you  having  a  hard  time  re- 
cruiting salespeople?  Me  too."  It  gives  me  a  sense  of  the 
things  that  are  actually  hard  to  execute,  and  what  are  actually 
just  my  own  personal  challenges. 

RICHARD  H.  BROWN 

CHIEF  EXECUTIVE 
ELECTRONIC  DATA  SYSTEMS 

Friendship  among  competitors  matters  more  these  days  be- 
cause so  many  industries  are  in  upheaval.  A  competitor 
today  could  be  your  client  tomorrow.  That's  the  practical 
element  in  knowing  your  adversaries,  but  it  can  also  be  a 
distraction.  Ultimately  it's  more  important  to  focus  on  cus- 
tomers. Winning  against  your  competitor  but  losing  your 
customer  is  not  a  victory. 

FOUNDER 

RUSS  BERRIE  &  CO.  (TOY-  AND  GIFTMAKER) 

I  started  in  the  toy  business  37  years  ago.  For  years  I 
knew  all  my  competitors.  We  were  one  big  family.  But 
most  of  those  old  guys  are  gone  now,  taken  out  in  lever- 
aged buyouts  by  Harvard  M.B.A.s.  When  number  crunch- 
ers start  running  the  industry  there's  a  certain  under- 
standing that  gets  lost.  This  business  isn't  as  friendly 
as  it  used  to  be. 
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JOHN  SCHARFFENBERGER 

CHIEF  EXECUTIVE 

SCHARFFEN  BERGER  CHOCOLATE  MAKER  INC. 

The  candy  business  is  very  secretive.  It's  filled  with  industj 
spies.  There  is  skulduggery  and  tremendous  paranoia.  Q 
chocolate  maker  won't  even  let  me  into  his  factory.  That's  9 
industry  with  only  nine  major  manufacturers.  One  exceptioi 
Joseph  Schmidt  of  the  loseph  Schmidt  Co.  He's  a  friend  I 
and  competitor  second.  When  we  started  making  candy  bars 
showed  us  his  wrapping  machine.  That  meant  a  lot  to  me. 

JAMES  UKROP 

CHIEF  EXECUTIVE 
UKROP'S  SUPERMARKETS 

Johnny  Johnson  founded  Community  Pride  grocery  stora| 
competitor.  We  have  a  very  close  relationship.  I  have  two  so 
and  he's  sort  of  like  a  third  son  to  me.  Only  one  difference: 
listens  when  I  tell  him  something.  I  knew  him  when  he  v 
bagging  groceries  for  minimum  wage.  I  helped  him  start 
first  business,  buying  inner-city  grocery'  stores.  Now  he's  ; 
quiring  stores  in  the  suburbs,  competing  with  us.  Better  Johr 
than  Wal-Mart.  — Dan  Krtiger,  Brett  Nelson  and  Dirk  Smi 


Remember  TIAA-CREF. 

TIAA-CREF  has  been  the  retirement  system  ot  choice  for  millions  of 
educators  and  researchers  for  over  80  years.  The  TIAA-CREF  group  of 
companies  has  a  proven  history  of  helping  people  plan  for  tomorrow.  Today, 
our  mutual  funds,  IRAs,  personal  retirement  annuities/  trust  services  and 
tuition  plans  are  available  to  everyone. 

TIAA-CREF  pension  accounts  have  some  of  the  lowest  expense  charges  in 
the  financial  services  industry,  one  of  the  reasons  why  Morningstar  says 
that  "TIAA-CREF  sets  the  standard  in  the  financial  services  industry."* 

Call  800  226-0147  for  more  information  about  TIAA-CREF's  products  and 
services,  including  charges  and  expenses,  or  for  mutual  fund  and  personal 
annuity  prospectuses.  Please  read  them  carefully  before  you  invest  or 
send  money. 

Isn't  that  a  tomorrow  you  can't  live  without? 


Ensuring  the  future  for 
those  who  shape  it. 


TIREMENT 


NSURANCE 


TRUST  SERVICES 


TUITION  FINANCING 


irmance  is  not  a  guarantee  of  future  results. :  t  Availability  subject  to  state  approval.  !  'Source:  Mornmgstar.  June  2000,  referring  to  the  TIAA-CREF 
ccounts'  consumer  education,  service  and  low  fees.  TIAA-CREF  Individual  and  Institutional  Services,  Inc.  distributes  CREF  and  TIAA  Real  Estate 
annuities  •  Teachers  Personal  Investor  Services,  Inc.  distributes  the  Personal  Annuities  variable  annuities.  Mutual  Funds,  and  Tuition  Savings 
its.  •  TIAA  and  TIAA-CREF  Life  Insurance  Co.  issue  insurance  and  annuities.  •  TIAA-CREF  Trust  Company,  FSB  provides  Trust  Services. 
"IAA-CREF  and  TIAA-CREF  Life  Insurance  Companies,  NY,  NY  •  investment  products  are  not  FDIC  insured,  may  lose  value  and  are  not 
sranteed. 


8  0  0   2  2 

www.tiaa 


6-0147 

-cref.org 


-^-^  THAT 

CREF  proudly  sponsors  (  — ?       MONEY    A  new  an(*  <nforma{ive  newsmagazine  about  money  every  week  on  PBS 

~\-fer  SHOW  [check  local  listings  for  airtimesl 


[check  local  listings  for  airtimes] 


MA  CHIPS 


QUALCOMM's  next  generation  of  CDMA  chipsets  and  system  software  is 
the  future  of  wireless  communications.  QUALCOMM  CDMA  chips  deliver 
call  quality,  increased  data  rates,  better  power  management,  and  enhar 
functionality.  In  addition,  our  CDMA  chips  provide  the  innovative  feature 
customers  demand,  such  as  voice  recognition,  Internet  connectivity,  strea 
video,  and  GPS. 

The  QUALCOMM  name  will  always  guarantee  the  integration  of  the  most  a 
features  available.  As  manufacturers  produce  increasingly  innovative  pr 
QUALCOMM  CDMA  chips,  backed  by  our  superior  support  tools,  custon 

service,  and  dedication  to  partnership,  will  play  a  critical  role. 

■ 

Look  to  the  future.  Look  to  QUALCOMM. 


w.qualcomm.com 
Coejmatit  ©  2000  oualcomm  m 


QUALCO/WSA 
CDMA  Technologies 

Enabling  the  future  of  communications. 


ALT  AND   bUMMLN  I 


y  Steve  Forbes,  Editor-in-Chief 
With  all  thy  getting  get  understanding" 


PERISH  PREMATURE  PASTURING  OF  PILOTS 


[MERCIAL  AVIATION  IS  EXPERIENCING  A  GROWING  SHORT- 
>f  pilots.  Over  the  last  ten  years  the  number  of  certified  pilots 
>nwide  has  fallen  by  nearly  80,000.  Major  airlines  are  raiding 
egionals,  and  the  regionals  are  raiding  flight  schools  for  their 
t  experienced  instructors.  Carriers  are  lowering  their  flight- 
requirements  for  new  pilots,  taking  on  individuals  with  less 
less  experience.  Because  of  downsizing,  the  military,  once  a 
ful  source  of  pilots  for  the  airlines,  is  turning  out  fewer  pilots, 
rhis  should  be  enough  to  prod  the  Federal  Aviation  Admin- 
tion  (FAA)  to  scrap  its  arbitrary  mandatory  retirement  age 
)  for  commercial  pilots.  It  was  put  in  place  in  1959,  not  be- 
e  of  scientific  findings  but  because  the  then-chairman  of 


American  Airlines  wanted  to  force  out  senior— and  therefore 
expensive — pilots  when  American  converted  to  jet  aircraft. 

Other  countries  are  raising  the  mandatory  retirement  age  for 
pilots.  Forty-four  countries,  including  Great  Britain,  Germany 
and  Israel,  have  upped  the  limit  to  63  or  65.  Remember,  the  health 
of  commercial  pilots  is  constantly  scrutinized;  captains  must  un- 
dergo major  physical  exams  every  six  months.  Evidence  is  grow- 
ing, in  fact,  that  these  senior  flyers  have  lower  accident  rates  than 
do  their  younger  peers.  As  you'd  expect,  experience  counts. 

If  the  FAA  doesn't  act,  Congress  should  mandate  the  change. 
There  are  enough  problems  with  air  travel  today  without  belea- 
guered passengers  having  to  worry  about  who's  in  the  cockpit. 


SNAKE-OIL  SURVEY 


WORLD  HEALTH  ORGANIZATION 
10)  in  June  released  its  ranking  of 
lealth  care  systems  of  191  countries, 
I  five  measures  of  performance.  The 
;ot  a  lot  of  publicity,  mainly  because 
le  relatively  poor  ranking  given  the 

Our  "overall  performance"  was 
|  behind  Japan,  most  of  western  Eu- 
:  and  such  nations  as  Colombia  and 
■occo.  We  ranked  72nd  in  "level  of 
th  performance,"  behind  such  med- 
>uperstars  as  Albania  and  Sri  Lanka, 
le  summary  "overall  goal  attainment"  the  U.S.  was  15th. 
rhe  survey  is  preposterous.  WHO  bureaucrats  larded 
r  "research"  with  an  extraordinary  number  of  subjective 
)rs  and  arbitrary  criteria.  Take,  for  example,  its  "disabil- 
idjusted  life  expectancy  (DALE)."  This  measure  takes 
;evity  and  subtracts  the  years  spent  suffering  from  dis- 
ty.  Accordingly,  the  DALE  of  an  American  male  is  little 
e  than  67  years.  If  that  were  accurate,  the  number  of  men 
ursing  homes  would  be  about  ten  times  what  it  is  today, 
t  gets  worse.  The  WHO  puts  more  store  in  "equality  of 
th"  than  it  does  in  the  "absolute  level  of  health  itself."  Thus  a 
ntry  where  most  people  die  at  the  age  of  40  gets  a  higher 
e  than  a  country  that  has  significant  disparities  in  longevity 


Is  Albanian  medical  care  really  better  than  ours? 


in  parts  of  its  population — even  if  the  av- 
erage age  at  death  is  75.  Countries  with 
nationalized  health  care  systems  are  given 
high  marks  for  "fairness."  The  WHO 
gives  extra  credit  to  countries  that  use 
their  health  care  resources  "efficiently."  A 
country  like  the  U.S.  that  invests  heavily 
in  innovative  equipment  and  in  develop- 
ing drugs  is  docked  because  initially  the 
costs  can  be  very  expensive.  It  takes  time 
for  the  learning  curve  to  set  in  and  for 
advances  to  turn  into  routine  practices. 
The  WHO  makes  much  of  the  fact  that  44  million  Ameri- 
cans are  uninsured.  Millions  of  these  people  are  in  their  20s  and 
feel  they  don't  need  health  insurance.  Millions  more  are  between 
jobs,  their  time  without  insurance  measured  in  months.  Even 
those  who  are  truly  without  insurance  would  probably  prefer  to 
take  their  chances  here  than  in,  say,  Honduras,  which  the  WHO 
ranks  higher  than  the  U.S.  in  level  of  health  performance. 

We  need  health  care  reforms  in  the  U.S.,  but  not  the  let- 
the-government-run-the-whole-health-care-show  type.  We 
should  remove  the  suffocating  restrictions  on  medical  sav- 
ings accounts,  which  would  put  health  care  resources  in  the 
hands  of  patients  instead  of  third  parties,  such  as  employers, 
government  bureaus,  insurance  companies  and  HMOs. 


ENLIGHTENING  SOLUTION 

JFORNIA'S  ELECTRICITY  DISASTERS— RISING  PRICES  have  been  seized  with  the  notion  that  the  generation  of  elec- 
'  blackouts — underscore  a  sad  truth:  Policymakers  are  tricity  can  be  free  of  bureaucratic  oversight  but  that  the 
dng  a  hash  of  deregulation.  Pols  and  power  bureaucrats    transmission  and  distribution  of  power  must  remain  in  a 
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regulatory  traitjacket  In  California,  for  example,  utilities 
have  been  effectively  relieved  of  the  ability  to  generate  their 
own  power;  more  and  more,  they  have  to  buy  electricity 
from  others.  In  other  states  utilities  are  being  forced  to  allow 
independent  suppliers  of  electricity  to  use  their  power  lines. 

rhe  result  is  all  too  predictable.  There  is  little  incentive 
for  companies  to  build  transmission  lines  when  they  may  be 
forced  to  open  them  up  to  all  comers  at  politically  regulated 
prices.  Such  an  approach  retards  technological  innovation. 

There  is  a  better  approach:  true  deregulation  of  the  electric 
utility  industry — generation,  transmission  and  distribution.  As 
the  Competitive  Enterprise  Institute's  Clyde  Wayne  Crews  Jr. 
has  long  advocated,  the  best  way  to  do  this  is  to  remove  the 
utilities'  monopoly  status  within  states.  Anyone  who  wants  to 
get  into  any  part  of  the  business  would  be  free  to  do  so.  Each 
company  would  be  able  to  decide  how  it  wished  to  structure 
itself,  if  a  utility  wished  to  remain  an  integrated  whole,  it  could. 

Demonopolizing  electricity  would  spark  a  surge  of  tech- 
nological innovation  and  competition  that  would  lead  to 
lower  prices.  Competition?  Isn't  electricity  a  "natural  mo- 
nopoly "?  Not  today — if  it  ever  was.  Unshackled,  entrepre- 
neurs would  find  ways  to  team  up  with  existing  holders  of 
rights  of  way,  such  as  cable,  gas  and  telephone  companies, 


railroads  and  highways,  to  run  power  lines  to  new  custori 
e.g.,  a  housing  development  or  a  new  office  building,  or  J 
to  customers  of  utilities  that  charge  higher  rates.  New  n 
nologies  are  coming  that  will  enable  electricity  to  travel 
ter  over  longer  distances.  To  forestall  competing  lines,  if 
utilities  would  cut  deals  to  let  others  move  juice  over 
wires  for  a  fee.  Politicians  wouldn't  have  to  mandate  ao| 
to  existing  power  lines,  free  markets  would.  Moreci 
smaller,  more  powerful  generators  and  microturbines  (t 
jet  engines  that  are  fueled  by  natural  gas)  are  being  develq' 
that  will  skip  existing  power  grids  altogether,  or  be  1 
sources  of  power  to  others. 

With  sweeping  deregulation,  electricity  suppliers  w«| 
offer  consumers  price  breaks  for  using  electricity  duringi 
peak  hours.  Homeowners  would  soon  have  timers  on  t 
water  heaters  to  take  full  advantage  of  these  low  rates. 

Real  deregulation  would  avoid  the  politicians'  having  to 
involved  in  such  fractious  issues  as  how  to  treat  "stranded  col 
i.e.,  money  that  utilities  sank  into  too  costly  or  out-of-« 
generating  plants.  Again,  the  markets  would  dictate  a  solut) 

The  faster  Congress  demonopolizes  electricity,  the  gre 
the  beneficial  "charge"  to  the  economy — and  the  faster  I 
sumers  will  have  lower  prices  with  better  service. 


ROAD  RAGE 


Highway  Robbery — by  John  Billheimer  (St.  Martin's  Minotaur, 
S24.95).  A  wonderful  blend  of  numerous,  superbly  devel- 
oped— and  often  eccentric — characters;  wry,  politically  incor- 
rect humor;  surprises  and  suspense,  spiced  with  some  of  West 
Virginia's  legendary  skulduggery-encrusted  poli- 
tics makes  for  an  always  interesting  murder  mys- 
tery. Our  California-based  hero,  Owen  Allison,  is 
suddenly  called  home  to  West  Virginia  by  his 
mother.  She  suspects  that  a  skeleton  uncovered  by  a 
road  construction  crew  is  that  of  her  late  husband 
(and  Owen's  father),  who  supposedly  drowned  in 
a  flood  decades  ago.  Owen's  father  was  that  true 
West  Virginia  rarity — an  honest  highway  commis- 
sioner. He  and  his  scruples  didn't  sit  well  with 


plenty  of  pols  and  contractors.  The  mother's  hunch  about! 
body  is  wrong,  but  she's  dead  right  about  her  husband's  ft 
ing  been  the  victim  of  foul  play.  As  Owen  discovers,  sew 
people  have  skeletons  they'd  like  to  keep  hidden  in  the  closl 
This  is  Billheimer's  second  mystery.  Reao 
and  you'll  be  looking  for  his  first — and  pray 
he  turns  out  more  like  these. 
Excerpt  "WJiat's  the  matter?" 

"The  woman  was  promoting  good  cam 
Causes  I  believe  in.  And  we  blackmailed  her. " 
"Oh,  come  on.  Being  for  good  causes  does 
Wj&ke  you  a  good  person.  Jeffrey  Dahmer  recya 
Mussolini  promoted  mass  transit. " 

Judith  smiled.  "And  Oedipus  loved  his  mothe 


RESTAURANTS:  GO,  (    NSIDER,  STOP 


Here  is  the  distilled  wisdom  of  brothers  Bob,  Kip  and  Tim,  an 

•  Revel-24  East  81st  St  (Tel.:  249-5720).  Casual  style  and  hel- 
ter-skelter service  seem  out  of  place  in  this  grand  and  venerable 
setting.  But  the  good  food  is  beautifully  presented.  Best  dishes: 
baby  chicken  roasted  and  stuffed  with  root  vegetables  and  sprin- 
kled with  basil  crumbs;  pan-seared  red  snapper  served  with  fava 
beans  and  dandelion  greens.  Desserts  are  sinfully  delicious. 

Cafe  Luxembourg-200  West  70th  St.  (Tel.:  873-7411).  Still  re- 
tains some  of  its  high-style  Parisian  ambience  but  seems  to  have 
devolved  into  just  another  neighborhood  eatery.  What  may  be 
forgivable  in  today's  hot  spot  (inconsistent  food  and  service 
with  attitude)  becomes  worthy  of  criticism  in  yesterday's. 


d  other  FORBES  eatery  experts  Tom  Jones  and  Patrick  Cook 

I  Novita-102  East  22nd  St.  (Tel.:  677-2222).  Handsome,  a 
terely  furnished  little  spot  near  Gramercy  Park  serving  exc 
lent  Italian  food  in  generous  portions.  Recommended:  chil 
asparagus  with  hazelnut  vinaigrette;  beef  carpaccio  with  mu 
rooms  and  truffle  oil;  seared  tuna  with  black  pepper  crust  a 
lemon  sauce;  and  monkfish  in  a  caper  sauce. 

Tocqueville-15  East  15th  St.  (Tel.:  647-1515).  The  fan 
"new  American"  but  has  a  decidedly  European  flavor.  Tryt 
chilled  asparagus  salad  with  summer  truffle  vinaigrette;  ro 
rack  of  lamb;  tender  veal;  and  excellent  risotto.  Sen-ice  c 
be  slow. 
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Yo  u  never 

actually  own  a  Patek  Philippe 
You  merely 

look  after  it    for  the   next  generation. 


Annual  Calendar 
b  y  Patek  I'  h  i  I  i  p  p  c 


For  information:  Patek  Philippe  S.A.,  P.O.  Box  2654,  1211  Geneva  2,  Switzerland.  Tel  :  (41)  22  884  20  20.  www.patek.com 


■it: 


Where  the  rational  mind 
nd  the  emotional  mind  collide. 

Safely,  of  course. 


■ 

tti 


When  it  comes  to  buying  a  car,  it's  easy  to  be  of  two  minds.  The  rational  mind  desires  things  like  safety  a 
value.  The  emotional  mind  is  swayed  by  performance  and  style.  Fortunately,  there  is  the  E320.  It's  a  rc 
model  for  iuxury  cars,  precisely  because  it  embodies  all  those  attributes.  So  you  should  have  no  difficu 
making  up  both  your  minds.  To  learn  more,  call  1-800-FOR-MERCEDES  or  visit  www.MBUSA.com. 


OJH  E  F  COM  MEN  T  S 


The  houses  of  lawyers  are  roofed  with  the  skins  of  litigants. 

—WELSH  PROVERB 


Mixed  Signals  There  are  two  kinds  of  people  in  this 

world:  Those  that  enter  a  room  and  turn  the  television  set  on, 
and  those  that  enter  a  room  and  turn  the  television  set  off. 

-LAURENCE  HARVEY,  as  Raymond  Shaw, 
in  Tlie  Manchurian  Candidate  (1962  film) 

Wired— or  Tangied?  Today's  monopoly  electricity 
market  is  the  result  of  conscious  political  design,  not  natural  mo- 
nopoly characteristics.  A  monopoly  cannot  sustain  itself — and 
hardly  is  "natural" — if  those  who  prefer  not  to  partake  of  its  ser- 
vices are  free  to  leave.  Electric  utilities  never  achieved  monopoly 
status  before  the  advent  of  the  state  public  utility  commissions. 

If  regulation  were  devised  to  help  consumers,  prices  should 
have  fallen  and  the  quantity'  of  power  supplied  should  have  in- 
creased after  the  shift  to  regulation.  Instead,  customers  paid 
more  under  rate  of  return  regulation  than  they  had  under  com- 
petition. Also,  output  of  electricity  fell  following  regulation,  while 
utility  profitability  and  return  on  assets  increased.  Seemingly, 
utility  regulation  did  not  fight  monopoly  or  protect  consumers, 
but  created  artificial  monopolies  that  sacrificed  the  interests  of 
smaller,  competitive  producers  and  their  customers  for  the  sake 
of  politically  powerful  but  less  efficient  electricity  producers. 
—CLYDE  WAYNE  CREWS  IR.,  Competitive  Enterprise  Institute 

Cover  Story  Thanks  to  the  Rare  Book  Division  of  the  Li- 
brary of  Congress,  I  have  soft  hands  and  a  fairly  complete  head  of 
hair.  Let  me  explain.  I  like  to  find  and  fix  up  old,  beat-up,  dried- 
out  leather-bound  books.  Long  ago,  when  I  worked  in  the  White 
House,  I  came  over  here  to  find  out  the  secret  of  the  Library's 
leather  preservative.  Without  hesitation,  they  gave  me  their  secret 
formula — 60%  pure  anhydrous  lanolin,  40%  neatsfoot  oil — and 


"ft  must  be  his  beeper." 
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told  me  how  to  combine  the  two  in  a  double  boiler.  Even 
months  I  mix  up  a  batch,  and  rub  it  into  needy  leather  booD 
a  result,  I  have  these  soft,  smooth  romantic  hands,  and  beca 
dry  my  hands  by  running  them  through  my  hair,  I  have  not 
bald.  You  ever  see  a  bald  sheep?  Of  course  not;  lanolin  is  trM 
swer.  And  that's  why  I  am  a  fan  of  the  Library  of  Congress. 
—WILLIAM  SAFIRE,  Old  Books  Have  a  Future,  bo* 
written  for  the  Antiquarian  Booksellers'  Associi 

Out  of  Step  Some  politicians  remain  a  blur:  there 
"there"  there.  But  Al  Gore  has,  in  fact,  a  very  well-defined  c 
acter.  The  trouble  is  that  this  character  is  a  hard  one  to  s4 
a  mass  electorate.  Mr.  Gore  is  a  patrician  in  a  party  that  is 
posed  to  represent  the  underdog,  a  believer  in  government 
dom  in  a  world  that  distrusts  know-it-alls  in  office,  and  a 
in  a  culture  that  is  increasingly  defined  by  gross-out  mov 

— Tlie  Econa 

Hit  and  Run  Owen  laughed.  "Biodegradable  traffic  corl 
"Oh,  yeah,"  Sammy  said.  "That's  a  combination  aboil 
useful  as  whitewalls  on  a  wheelbarrow.  The  Fox  woman  [hea 
the  DOT]  figured  that  if  she  got  biodegradable  traffic  cones 
wouldn't  clog  the  landfills  when  the  state  was  done  with  thi 
"Well,  after  one  wet  West  Virginia  winter,  all  the  conesi 
ted,  tilted,  and  turned  the  color  of  rotting  pumpkins.  E 
one  of  our  construction  sites  looked  like  a  witches'  graveya 
Sammy  waved  his  hand,  as  if  dismissing  the  million-dc 
losses.  "But  that  don't  bother  me  near  so  much  as  what  the 
doing  now.  Half  our  downtown's  boarded  up  and  the 
building  birdhouses  instead  of  roads.  You  can't  jack  upi 
state's  economy  that  way.  You  know  West  Virginia's  got  the 
est  population  in  the  U.S.?  Older  even  than  those  geezer ; 
dens  down  south.  That's  because  young  folks  have  to  leav 
find  work  and  old  farts  like  me  can't  afford  to  go  anyplace  el 
-Highway  Robbery,  BY  JOHN  BILLHED 

Plain  Happy  Joy  seems  to  be  a  product  of  the  geoj 
phy,  just  as  deserts  can  produce  mystical  ecstasy  and  Eng 
moors  produce  gloom.  Once  happiness  gets  rolling  in 
open  place,  not  much  stops  it.  And  if  the  Great  Plains  are 
that  today,  what  must  they  have  been  like  in  the  ninetee 
century,  when  man  didn't  have  to  share  the  stage  with  law 
institutions  or  machines.  The  Great  Plains  provided  an  ot 
ingly  blank  backdrop  for  Custer,  for  the  Sioux,  for  gamb 
and  buffalo  hunters  and  river  pilots  and  outlaws  and  ti 
pers  and  cowboys.  People  pursued  happiness  here  so  fief 
that  sometimes  they  touched  it  just  as  it  was  disappearin 

-IAN  FRAZIER,  Great  Pi 
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$442  billion  in  assets 
under  management. 
$48  billion  in  premiums* 
35  million  customers. 
In  more  than  60  countries. 
68,000  employees.  Over 
a  century  of  experience. 
Zurich  Financial  Services 
Group.  Insuring  your  life. 
And  business.  Transforming 
your  financial  future  through 
focused  asset  management. 
Creating  possibilities 
with  disciplined,  yet  highly 
innovative  thinking. 
It's  a  perspective  that 
knows  no  limits. 


ZURICH 

FINANCIAL  SERVICES 

Your  aspirations.  Our  passion. 


www.zurich.com 
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Jamie  Thingelstad  -  Chief  Technology  Officer,  MarketWatch.com 

"AT&T  provides  us  with  expert  solutions  to  meet  our  data,  web  hosting, 
transport  and  voice  needs  -  all  from  one  company.  We  no  longer  have  to 
juggle  multiple  vendors  to  get  our  services  to  customers." 


Bypass  all  the  Net  congestion.  CBS  MarketWatch.com,  ranked 

the  #  I  online  financial  news  provider  by  Media  Metrix  *  saw  its  bandwidth  consumption 
increasing  by  one  percent  per  day.  They  needed  a  single  provider  offering  faster,  larger  and 
more  reliable  IP,  data  and  web  hosting  capabilities  with  the  highest  level  of  security  for  users. 
AT&T  Data  &  IP  Services  provided  a  solution  of  high-speed  Internet  connectivity, 
dedicated  server  hosting,  ATM  and  private-line  frame  relay  services  CBS 
MarketWatch.com  now  delivers  nearly  ten  million  pages  of  financial  data  and  news  each  day 
to  approximately  a  half  million  people  around  the  world.  If  your  company  needs  speed  and 
performance  without  the  Net  congestion,  let  AT&T  take  you  there  -  now. 


Data  &  IP  Services  |  I  800  ATT- 3  1 99  |  www.att.com/business_st 
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1  Events  at  Home  and  Abroad 

r  Caspar  W.  Weinberger,  Chairman 


POLISHING  BILINGUAL  EDUCATION:  A  VERY  GOOD  IDEA 


hHER  OF  THE  MYTHS  PROPAGATED  BY  THE  AMERICAN 
'  ation  of  Teachers  and  the  National  Education  Associa- 
is  being  exploded.  Many  will  recall  the  prophecies  of 
}i  circulated  two  years  ago,  when  California  voters  ap- 
::d  Proposition  227.  That  measure  ended  bilingual  edu- 
n,  requiring  the  state's  more  than  1  million  Spanish- 
ting  pupils  to  learn  and  to  be  taught  in  English. 
fazX.  happened  in  the  wake  of  this  revolutionary  vote? 
be  students  are  improving  in  reading  and  other  subjects  at 
striking  rates,  according  to  standardized  test  scores,"  re- 
|the  New  York  Times.  Second-graders  classified  as  limited  in 
sh  have  posted  major  gains  in  both  reading  and  mathemat- 
l  one  California  school  district,  Oceanside,  where  25%  of 
nts  (or  more  than  5,000)  have  "limited  English  proficiency," 


average  reading  scores  in  the  second  grade  have  gone  up  20  per- 
centage points.  But  in  a  nearby  district,  many  of  whose  students 
were  granted  waivers  and  allowed  to  continue  in  bilingual  classes, 
increased  proficiency  was  less  than  half  that  of  Oceanside. 

The  effect  of  Proposition  227  has  not  been  lost  on  other 
states.  In  November  Arizonans  will  vote  on  a  measure  out- 
lawing bilingual  education,  and  similar  measures  are  head- 
ing for  the  ballot  in  Colorado,  Massachusetts  and  New  York. 

Bilingual  education  became  entrenched  in  poor  Southwest- 
ern schools  because  states  could  use  federal  funds  to  pay  for 
thousands  of  bilingual  teachers  and  aaministrators.  Ending  what 
has  been,  in  effect,  a  deprivation  of  the  right  of  immigrant  chil- 
dren to  be  educated  in  English,  the  language  they  will  all  need,  is 
a  real  triumph  for  parents  over  the  public  school  bureaucracies. 


AN  INEPT  U.N.  HANDS  SADDAM  ANOTHER  VICTORY 


YEARS  AGO,  WHEN  A  U.S.-LED  COALITION  OF  30  NATIONS 
nly  defeated  but  also  utterly  routed  Iraq's  military,  Sad- 
Hussein  talked  the  victors  into  letting  him  stay  in  power 
omising  to  permit  inspections  of  his  weapons  manufac- 
g  and  other  military  sites.  Within  a  few  months  these 
lises  turned  out  to  be  as  worthless  as  his  others, 
ffective  U.N.  inspections  in  Iraq  lasted  only  for  a  short 
with  inspectors  continually  harassed  and  denied  access 
eas  they  suspected  of  being  used  to  restore  Iraq's  shat- 
military.  Then  in  late  1998  Saddam  refused  to  permit  in- 
ions,  and  after  a  bit  of  grumbling  and  a  few  ineffective 


air  raids,  the  U.S.  and  the  U.N.  gave  up  trying  to  enforce  them. 

After  a  year  of  inspection-free  opportunity  for  Iraq,  the  U.N. 
came  up  with  a  new  "compromise"  proposal  designed  to  meet 
most  of  the  defeated  Saddam's  demands.  There  would  be  very 
few  U.S.  inspectors  on  the  new  team,  which  essentially  meant  ac- 
cess would  be  only  where  and  when  Saddam  allowed.  The  pos- 
sibility of  the  U.N.'s  suspending  sanctions  was  held  out  if  Iraq 
accepted  this  proposal.  The  next  day  Iraq  contemptuously  re- 
jected it  and  vowed  never  again  "to  cooperate"  with  inspections. 

Two  months  ago  Iraq  reiterated  its  position.  It  is  safe  to  say 
the  U.N.  will  do  nothing  more — except  try  again  to  lift  sanctions. 


HISTORY  REPEATS  ITSELF 


IE  1980  PRESIDENTIAL  RACE  NEARED  ITS  END,  PRESIDENT 
?r  realized  that  Governor  Reagan's  attacks  on  his  policy, 
h  had  gravely  weakened  the  U.S.  military,  were  gaining 
pproval  of  an  increasing  number  of  voters.  So,  late  in  the 
Carter  called  for  increases  in  the  defense  budget.  Who 
i  for  an  increase  in  defense  spending  late  this  August? 
Clinton.  Of  course  his  increase  would  not  take  effect  until 
bly  2002 — because  it  is  not  yet  a  plan  or  a  program.  It  is 
ly  a  politically  motivated  ploy  designed  to  blunt  the  suc- 
ul  attacks  on  Clinton  and  Gore's  past  policies, 
l  May  internal  Pentagon  pleas  for  budget  increases  in  2002 
brushed  aside  by  the  White  House.  Now,  to  the  Pentagon's 
rise,  Clinton's  budget  draft  (normally  kept  confidential) 
with  great  fanfare,  for  a  $16  billion  increase  in  defense  fund- 
etween  2002  and  2007.  Very  little  of  the  increase  would  help 


readiness  by  2002.  In  fact,  despite  the  political  labels  Mr.  Clin- 
ton's spin  artists  will  put  on  his  proposal,  a  large  percentage  of 
any  new  money  will  have  to  go  to  pay  the  high  cost  of  our  virtu- 
ally useless,  continued  presence  in  Bosnia,  Kosovo  and  elsewhere. 

We  can  expect  many  more  hyped  manipulations  of  next 
year's  budget  as  more  soft  spots  in  Gore's  policies  are  probed 
by  GOP  campaigners.  For  example,  recently  the  White  House 
announced  housing  grants  for  states  with  large  electoral 
votes,  proposed  new  parklands  and  streamlined  electronic 
health  care  claims  to  speed  payments — all  of  which  could 
have  been  done  last  year. 

We  will  be  seeing  more  and  more  examples  of  Mr.  Clin- 
ton's principal  contribution  to  modern  politics:  the  contin- 
ual, never-ending  campaign.  Elections  do  not  end  it;  they 
only  stimulate  Clinton's  continuous  quest  for  votes.  F 
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Ne  make  money 

all  over  the  place..." 


e-commerce  just  got  bigger, 
do  you  know  how  big? 

If  you  think  e-commerce  is  just  about  your  website, 
think  again.  It's  much  bigger.  That's  why  you  should 
look  into  Intershop.  Our  application  software  supports 
the  widest  range  of  current  and  emerging  e-commerce 
solutions.  It  enables  you  to  sell  in  ways-and  places- 
like  never  before.  In  fact,  designed  with  XML,  Java, 
ICE  and  WAP,  the  same  application  you  use  for  your 
website  today,  can  help  you  sell  wherever  you  may 


need  to  in  the  future.  From  cell  phones  that  re-o 
stock  with  one  press  Of  a  button,  to  onli 
marketplaces  and  affiliate  sites,  to  production  ti 
machines  that  automatically  buy  inventory  wh 
needed.  Which  means  you  have  ways  to  expa 
ercommerce  revenue  opportunities  that  make  everyc 
happy.  Call  us  at  1-877-499-4390.  Next  time,  a  mach 
will  make  the  call  for  you. 
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GORE 


GUY  GRADUATED  FROM  HARVARD  BUSINESS  SCHOOL. 
)ther  guy  rip-corded  out  of  Vanderbilt  law  school  and 
is  Vandy  to  release  his  grades.  Still,  it  is  Al  Gore  who,  ac- 
ng  to  half  the  Silicon  Valley  entrepreneurs  and  venture 
ilists  I  talk  to,  possesses  the  right  stuff  to  be  President, 
is  this  nebulous  right  stuff?  Well,  you  see,  Al's  smart, 
le  "gets"  technology. 

hat's  about  as  far  as  the  thinking  goes.  I  sit  on  one  board 
the  guy  who  co-invented  the  Web  browser  and  on  an- 

board  whose  chairman  is  a  world-renowned  VC.  Both 
ble-pounding,  fire-breathing,  free-trade  capitalist  yahoos 
sd  and  word.  Both  intend  to  punch  the  Gore  hole  in  No- 
•er.  Go  figure.  Their  reasoning  is  that,  well,  Al's  smarter, 
um,  he  actually  uses  a  computer.  (Snigger  the  next  time 
tear  about  political  sophistication  in  Silicon  Valley.) 

George  W.  Bush  fails  to  carry  the  technology  vote  in 
mber,  he  will  lose.  And  will  deserve  to  lose.  This  won't 
cause  the  Silicon  Valley  tech  vote  is  large  and  decisive.  It 
ther.  Jammed  into  pastoral  Santa  Clara  County  in  a  cor- 
f  the  San  Francisco  Bay  Area  and  populated  by  2.3  mil- 
)eople — of  whom  400,000  professionals  are  eligible  vot- 
Silicon  Valley  is  too  micro  to  matter  much  even  in  its 
state.  But  the  Silicon  Valley  vote  has  great  import  as  a 
y.  It  sits  atop  several  big  political  and  social  fault  lines  of 
lay:  trade,  technology,  growth,  education,  planning  ver- 
laos  and  equity  versus  salary.  Silicon  Valley  is  all  about 
omic  and  social  dynamism  with  its  accompanying 
5.  Problem  is,  too  many  hate  chaos  and  will  try  to  tame 
en  if  that  clips  growth. 

/hat  kind  of  President  would  Gore  be?  There  are  two 
ers.  One  is  Gore  backed  by  a  Gephardt-led  House.  The 
e  of  trade,  tort  reform  and  tax  laws  favoring  capital  for- 
on  would  then  rest  on  Trent  Lott.  Posit  this  dreary  out- 
:  to  a  Silicon  Valley  crowd,  and  Bush  pulls  ahead.  But 
if  we  were  to  get  Gore  and  a  Republican  Congress?  At 
many  Silicon  Valley  eyes  light  up. 

per's  Right! 

Al  Gore  is  not  Bill  Clinton.  (Yes,  Tipper  has  said  as 
h.)  Clinton  is  a  man  who  countenances  a  certain  bit  of, 
call  it,  chaos.  He  grew  up  with  it,  and  today  he  evidences 
omfort  with  it  through  his  enjoyment  of  jazz,  random 
al  affairs,  legal  deconstructions  and  podium  ad  libs.  If 
want  a  canny  take  on  Clinton,  watch 
i960  movie  Elmer  Gantry,  starring 
Lancaster  and  based  on  the  1927 


Sinclair  Lewis  novel.  Small-town  poor  boy  learns  to  husde, 
woo  and  preach,  and  grab  whatever  moral  set  of  clothes  suits 
him  at  the  moment.  If  you  shot  sodium  pentothol  into  Clin- 
ton's veins,  you  might  hear  him  admit  he  was  glad  that 
Hillary's  health  care  grab  went  toes  up  in  1993  and  that  the 
Republicans  swept  Congress  in  1994.  This  shattered  his  1992 
mandate,  whatever  that  old  whore  was!  Much  better  are 
smoke  and  ambiguity — the  ideal  Darwinian  environment 
for  a  riffing  freelancer. 

Alpha  Planner 

I'm  not  defending  the  Clinton  presidency  or  chaos  in  any- 
one's presidency,  except  as  comedy.  But  comfort  with  chaos 
in  the  explosive  tech  and  entrepreneurial  sectors  is  surely  a 
plus  for  a  politician  who  wants  prosperity.  Central  planning 
is  a  killer  in  business  today.  Think  Europe  and  Japan.  Crucial 
data  about  science,  invention,  capital,  talent,  supply,  channels 
and  prices  can't  possibly  travel  up  the  pipe  to  a  central  plan- 
ner and  back  down  fast  enough. 

Among  the  few  things  genuine  about  Al  Gore  is  his  love 
of  central  planning.  He  is,  according  to  Ben  Macintyre,  the 
U.S.  editor  of  the  Times  of  London,  "impelled  by  a  Calvinist 
fear  of  chaos,  plagued  by  doubts."  To  the  degree  Gore's  made 
clear  utterances  about  anything,  his  common  theme  is  cen- 
tral planning:  government  schools,  government  pensions, 
government  pricing  mechanisms  and  one-size-fits-all  eco- 
logical fixes. 

Thus  for  all  his  technoposing,  Gore  is  way  out  of  step. 
The  apogee  of  central  planning  occurred  in  1957,  when  the 
greatest  central  planner  of  them  all,  the  Soviet  Union,  sud- 
denly burst  ahead  in  the  space  (and  technology)  race  with 
Sputnik  I.  Many  Western  intellectuals  thought  democracy 
was  doomed.  Too  much  chaos,  too  many  eggs  dodging  the 
omelet  pan.  Unnoticed  in  1957  was  the  formation  of 
Fairchild  Semiconductor  by  eight  rebel  semiconductor  entre- 
preneurs, most  of  whom  were  in  their  20s. 

The  event  was  unplanned.  The  bolt  of  lightning  struck  far 
from  Washington,  D.C.  It  was  an  individual  inspiration.  A 
mere  crazy  idea  in  1957,  the  chip  soon  began  its  triumphant 
march  from  the  bottom  up,  a  step  at  a  time,  pushed  along  by 
yet  more  dreamers  and  doers.  In  time  the  chip  gathered 
enough  mass  and  momentum  to  propel  it  to  where  it  now 
drives  the  modern  global  economy,  creating  an  unprece- 

Z~  :     77  dented  level  of  prosperity  and  reasserting 

For  further  discussion  of  this  and  other  c     r      '  ° 

topics,  go  to  the  forum  at  our  Web  site  democratic  capitalism  as  a  moral  force, 
at  www.forbes.com/karlgaard.  And  nobody  planned  it.  F 
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Up  From  the  Ashes? 


D  o  M  I  Sprint  sat  idle  for  a  year,  waiting  for  WorldCom  to  buy  it.  Now  the  deal  is  dead,  am 
future  looks  bleak.  No  problem.  William  Esrey  insists  his  underdog  company  will  be  just  fine. 

BY  SCOTT  W00LLEY 

SPRINT  EXECUTIVES  COULD 
hardly  believe  their  luck  last 
fall.  A  rich  buyout  offer  from 
WorldCom,  worth  $76  a 
share,  had  many  of  them 
scouting  locations  for  second  homes. 
Then,  just  as  unexpectedly,  antitrust 
regulators  scotched  the  deal  in  July, 
and  Sprint's  shares  tumbled  to  $30, 
60%  below  the  buyout  price.  "It  was 
like  we  were  all  watching  our  ship 
come  in.  It  was  coming  right  into  the 
harbor — and  then  it  sank,"  one 
Sprinter  says  now. 

Even  worse,  the  ill-fated  deal  para- 
lyzed the  nimble  company  for  almost  a 
year.  It  held  off  plans  to  lay  fiber  optics 
to  bridge  key  gaps  in  Sprint's  network 
in  Chicago  and  elsewhere,  assuming 
WorldCom  coverage  would  suffice. 
The  company  pulled  out  of  its  interna- 
tional alliance  with  Deutsche  Telekom 
and  France  Telecom;  now  it  lacks  a 
strategy  for  serving  global  customers. 

And  after  shareholders  approved 
the  deal  in  May,  top  brass  was  able  to 
exercise  all  pending  stock  options  at 
once.  Some  key  executives — Sprint  re- 
fuses to  say  how  many — have  cashed  in 
and  quit,  including  the  president  of 
Sprint  PCS,  the  chief  of  strategy  and  the 
head  of  business  services.  A  better-de- 
signed plan  would  have  let  options  vest 
only  after  the  deal  was  actually  com- 
pleted. "It  made  it  possible  to  go  with- 
out leaving  a  lot  of  money  on  the 
table,"  says  Andrew  Sukawaty,  the  for- 
mer PCS  chief. 

Now  the  betting  is  that  Sprint  is  a 
goner,  mere  bait  for  a  big  buyer  like 


Table  for  one:  Can  Esrey 
really  keep  his  boardroom 
free  of  acquisitive  rivals? 
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itsche  Telekom,  which  already  owns 
'o  of  it,  or  BellSouth,  the  sole  sur- 
j)r  among  the  original  seven  Baby 
s.  Sprint  has  been  in  "strategic  cold 
age"  since  WorldCom  bid  for  it  a 
-  ago,  says  CIBC  analyst  Steve  Kam- 
l.  He  goes  so  far  as  to  suggest  scrap- 
l  the  company  for  parts  (see  table). 
Sprint  Chairman  William  Esrey 
itly  admits  the  merger-that-wasn't 
lied  out  to  be  a  costly  distraction.  "I 
l't  say  we  didn't  miss  a  beat,  he  says, 
cause  we  did  miss  a  couple  beats." 

But  he  scoffs  at  the 
notion  that  Sprint 
is  too  spindly  to 
survive  on  its  own. 

True,  the  long- 
distance business, 
which  still  provides 
almost  half  of  rev- 
enue, is  declining 
alongside  everyone 
else's.  Prices  fell 
17%  this  year  from 
a  year  ago,  and 
Sprint  now  charges 
as  little  as  2  cents  a 
minute.  But  Esrey 
will  aim  at  three 
main  growth  areas 
in  telecom — wire- 
less, data  and 
local — and  vows  to 
keep  the  company 
growing  at  20%  a 
year  for  the  next 
few  years. 

For  Esrey,  60, 
the  merger's  col- 
lapse is  a  chance  to 
redeem  himself.  He 
is  telecom's  longest- 
serving  chief  execu- 
tive, building  Sprint 
from  the  rural 
phone  company  he 
took  over  15  years 


Chon  It  Up? 


Sprint  PCS 


Local  phone  service 


Long  distance 


Business,  data,  misc 


Total  value 


Current  enterprise  value  of  all  Sprint  stock: 


NA:  Not  applicable.  Sources:  Sprint,  CIBC. 


ago  into  a  re- 
spected brand 
with  $24  billion  in 
revenue.  Privately 
he  hated  the  idea 
of  selling  out  to 
WorldCom's  chief, 
Bernard  Ebbers, 
even  as  he  em- 
braced the  deal 
publicly. 

"Personally,  it 
was  the  last  thing  I 
would  want  to  do,"  he  told  the  Sprint 
board  when  the  WorldCom  offer 
emerged,  though  he  saw  the  strategic 
merits.  In  overseeing  the  demise  of  the 
company,  which  traces  its  roots  back 
100  years,  "there  was  a  sadness  there," 
he  says.  "You  sort  of  feel  responsible — 
during  your  time  at  the  helm,  things  in 
some  respects  came  to  an  end." 

The  question  is  whether  he  can 
stave  off  that  fate  even  now.  In  wireless 
Sprint  has  a  strong  position  with  7.4 
million  subscribers  nationwide.  In  data 
it  owns  a  fine  Internet  backbone,  a  key 
reason  WorldCom  wanted  to  buy  it. 
But  local  phone  service?  Sprint  starts 
out  with  only  8.2  million  local  lines, 
mostly  in  second-tier  markets;  Verizon 
has  63  million. 

Not  to  worry.  While  most  telecom 
players  focus  on  serving  giant  global 
businesses,  Esrey  gets  more  excited 
about  residential  customers  and  small- 
business  clients. 

"We  built  the  long-distance  busi- 
ness from  scratch.  We  built  the  wireless 
business  from  scratch.  And  I  think  we 
can  do  the  same  in  terms  of  building  a 
heck  of  a  local  empire." 

He  argues  he  can  break  the  hold  of 
local  phone  companies  without  merg- 
ing with,  say,  BellSouth,  or  otherwise 
making  a  huge  investment  in  wires  (a 
la  AT&T's  $110  billion  buying  binge  for 
cable  properties).  Esrey's  way:  "fixed 


With  its  main  stock  down  30%  from  WorldCom's  buyout  price 
(and  its  once  high-flying  PCS  tracking  stock  slumping 
too),  Sprint  might  well  fetch  a  higher  price  if  it  were  broken  up. 

Customers  Revenues   Revenue  Possible  value 
(mii)        ($bil)      growth  ($bil) 

$5.3 


7.4 


97%  $46.0 


8.2 


5.6 


20.0 


9.0 


11.2 


19.0 


NA 


2.0 


10 


4.3 


89.3 


$73  billion 


wireless,"  which  circumvents  the  locals 
by  mounting  tiny  antennas  on  houses 
to  receive  high-speed  Internet  service 
and  crystal-clear  phone  calls. 

So  far  the  technology  is  unproven. 
Sprint  will  offer  only  Internet  hookups 
first;  technology  to  send  high-quality 
phone  calls  won't  be  ready  until  next 
year  at  best,  the  company  says.  But 
Sprint  has  had  a  trial  system  up  and 
running  in  Phoenix  and  Tucson  since 
August,  and  it  owns  spectrum  in  50 
more  cities.  It  plans  to  spend  at  least 
$2.5  billion  on  the  approach. 

Esrey  has  a  lot  riding  on  his  plan. 
His  shares  have  lost  $104  million  in 
value  since  the  merger  collapsed, 
though  he  professes  to  be  philosophi- 
cal about  it.  "It  was  more  money  than 
you  ever  thought  you'd  have,  more 
than  you  probably  thought  you  de- 
served," he  says  with  Zen-like  calm. 

"In  a  way  the  merger  with  World- 
Com would  have  been  a  capstone"  to 
his  career,  Esrey  adds.  "But  the  com- 
pany would  be  sold.  Now  there's  a 
whole  different  opportunity.  I'm  60, 
I'm  not  65 — there's  a  lot  of  years  to 
pull  this  off." 

It's  a  romantic  notion — Bill  Esrey 
proving  that  Sprint  can  go  it  alone  and 
overcome  far  bigger  rivals.  But  telecom 
isn't  all  that  nice — it  is  unforgiving  and 
in  a  hurry.  Esrey  may  yet  have  to  sell 
his  beloved  company.  Again.  F 


Esrey  aims  to  break  the  hold  of  local  phone  monopolies,  but 
without  merging  with  one  or  paying  billions  for  cable  systems. 
His  way:  an  unproven  technology  called  "fixed  wireless."  
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Taming  the  Lion 

The  curious  saga 
Gale  Entertainment  proves  again  that 
it's  not  what  you  know,  it's  who  you  know. 


BY  MARK  LACTER 

AS  AN  UPSTART  STUDIO,  LIONS 
Gate  Entertainment  hasn't 
wowed  audiences  with  such 
flicks  as  Jesus'  Son,  Eyes  of  Tammy  Faye 
and  Steal  This  Movie!  But  what  it  lacks 
at  the  box  office  Lions  Gate  more  than 
makes  up  for  in  the  marquee  investors 
it's  attracted.  They  include  Microsoft 
billionaire  Paul  Allen,  former  Salomon 
Smith  Barney  Cochairman  James 
Dimon  and  two  of  Europe's  biggest 
broadcasters,  Tele  Munchen  and  SBS 
Broadcasting. 

A  key  behind-the-scenes  player  in 
this  script  is  Gordon  Crawford,  the  en- 


tertainment analyst  and 
money  manager  at  $300 
billion  (assets)  Capital 
Research  & .  Manage- 
ment, which  has  built  up 
a  2.7-million-share  stake 
($7.4  million)  in  the  film 
company  since  its  for- 
mation three  years  ago. 

Ironically,  at  the  start 
Crawford  had  little  inter- 
est in  Lions  Gate.  He  had 
been  busy  counseling  the 
likes  of  Ted  Turner,  Lib- 
erty Media's  John  Mal- 
one  and  Time  Warner's 
Gerald  Levin  in  their  big 
media  mergers  over  the 
past  decade.  "We  were 
too  small  for  Gordy 
Crawford,"  acknowl- 
edges Lions  Gate  chair- 
man and  founder  Frank 
Giustra,  a  flamboyant 
Canadian  stock  pro- 
moter and  small-time 
movie  producer. 

So  eyebrows  rose 
when  Crawford  quietly 
began  looking  into  the 
$184  million  (revenues) 
moneylosing  Vancouver- 
based  outfit  that  made  an  ill-advised 
45%  equity  investment  in  Peter  Guber's 
Mandalay  Pictures  (FORBES,  May  29) 
two  years  ago. 

For  Crawford,  Capital's  stake  in 
Lions  Gate  has  become  something  of  a 
personal  crusade,  even  though  he  holds 
no  formal  title  at  the  film  company. 
Having  contributed  to  the  creation  of 
huge  media  conglomerates  that  make  it 
difficult  for  independents  to  survive, 
Crawford  believes  Lions  Gate  repre- 
sents a  chance  to  even  the  score.  So  he's 
helping  to  bankroll  one  of  the  last  of  a 
breed:  the  smallish  publicly  traded  stu- 
dio in  a  world  dominated  by  the  Time 


Having  contributed  to  the  creation  of  huge  media 
conglomerates,  Crawford  believes  Lions  Gate 

represents  a  chance  to  even  the  score.  


Warners  and  Viacoms. 

"Gordy  sees  himself  as  a  kind  ofi 
chitect  to  what's  being  put  togethi 
says  Michael  Burns,  the  company's 
chairman. 

Crawford  started  noticing  Li 
Gate  when  his  old  friend  Burns  joi 
the  company  last  year  as  a  direc 
Burns  was  a  former  investment  bar 
in  Prudential  Securities'  Los  Angelea 
fice,  and  dabbled  in  an  eclectic  arra 
entertainment  ventures,  including 
Hollywood  Stock  Exchange  Inter 
site.  The  two  started  talking. 

As  an  experienced  player  in  Ha 
wood,  Crawford  was  well  acquain 
with  such  infamous  implosions  as  C 
olco  Pictures  and  Cannon  Gro 
Smaller  movie  producers  often  stag 
along  with  high  operating  costs  and 
consistent  revenues.  Seduced  by 
glamour,  the  companies  spend 
much  money  making  movies,  whic 
far  riskier  than  simply  distribut 
them  or  owning  television  shows  ; 
film  libraries. 

Maybe  Lions  Gate  had  some  pot 
tial,  Crawford  thought.  If  it  had  enoi 
financial  leverage  to  roll  up  seve 
smaller  companies,  the  combinat 
would  be  diversified  enough  to  av 
disaster. 

Coincidentally,  Crawford  was  p 
viding  career  counseling  for  anot 
friend,  Jon  Feltheimer,  who  had 
cently  resigned  as  head  of  Sony  Picti 
Entertainment's  television  operatioi 

Crawford  got  Feltheimer  toget 
with  Burns.  It  turned  out  the  pair  1 


Lions'  Share 

Lions  Gate's  strategy  depends  on  mak 
;  and  distributing  low-cost  art  films 


Major  studios' 
average  film  production  cost  in  198S 

Lions  Gate's  average  film  productic 
cost. 

Box  office  total  fo 
Lions  Gate  "hit"  American  Psycho. 


Sources:  Lions  Gate;  MPAA 
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Every  business  needs  to  drive  strategic 
wth,  improve  processes,  reduce  operating 
iplexity  and  increase  corporate  flexibility. 
3aan  is  a  global  software  player  and 
the  expertise  and  products  to  deliver 
:  that. 

Dur  software  is  at  the  very  cutting  edge 
technology  and  supports  every  facet  of 
iness  processes  including  manufacturing. 
:ribution,  and  transportation. 
E-Enterprise.  E-Fulfilment  supply  chain 
I  CRM  no  less.  And.  of  course,  we  can 


guarantee  absolute  integration  across  your 
business  processes. 

Added  to  which,  we're  now  backed  by 

Invensys,  listed  on  the  London  Stock 
Exchange  with  a  market  value  of  some  £9 
billion.  This  alignment  will  ensure  we  now 
have  even  more  muscle  to  compete  harder 
in  today's  dynamic  market-place.  Providing 


our  customers  with  even  greater  levels  of 
service,  and  products  that  can  drive  their 
business  performance  even  further. 

Hardly  surprising  then  that  we  believe 
there's  never  been  a  better  time  to  become 
one  of  our  customers. 


Vinvensys 

Software  Systems 


ntlTFHDN  i 


known  each  other  for  years, 
even  vacationing  together. 
Crawford  played  catalyst. 

The  three  of  them 
cooked  up  a  plan  to  reorga- 
nize the  company  through 
what  became  a  $33  million 
preferred  offering,  a  $200 
million  credit  line  led  by 
Chase  Securities,  and  an  ac- 
quisition strategy  to  buy  up 
midsize  entertainment  companies. 

The  trio  then  sold  the  strategy  to 
Giustra,  and  the  networking  began  in 
full  force.  Feltheimer  contacted  SBS 
Chairman  Harry  Evans  Sloan,  whom 
he  had  known  from  his  days  at  New 
World  Entertainment.  Sloan  brought  in 
Herbert  Kloiber,  chairman  of  Tele 


A  friend  indeed: 
Gordon  Crawford. 


Miinchen.  Dimon,  now  chief 
executive  of  Bank  One  Corp., 
came  aboard  because  he's 
friends  with  Burns.  An  in- 
vestment banker  pal  of  Gius- 
tra's  arranged  an  introduc- 
tion to  Allen's  Vulcan 
Ventures.  "It's  a  small  com- 
munity," Burns  deadpans. 

As  the  first  piece  of  the 
acquisition  plan,  Lions  Gate 
paid  $50  million  in  cash  and  stock  this 
past  June  for  Trimark  Holdings,  a  Ma- 
rina del  Rey,  Calif,  studio  with  a  frat- 
boy  approach  to  filmmaking.  Its  low- 
rent  productions  include  The  Bogus 
Witch  Project,  Pinocchio's  Revenge  and 
the  bloody  Leprechaun  horror  series. 
For  all  the  wheeling  and  dealing  to 


date,  the  new  team  hasn't  a  lot  to 
for  its  efforts.  The  Mandalay  in) 
ment  provided  the  bulk  of  a  $3.61 
lion  loss  last  year.  Lions  Gate  trarJ 
barely  half  of  its  52-week  high  I 
giving  it  a  market  cap  of  $86  mi] 
There's  scant  interest  among  otW 
stitutional  buyers. 

The  company  had  a  minor  hit  i 
last  quarter  with  its  release  of  the  j 
some  and  misogynistic  American 
cho.  But  there  was  also  another  kii 
hit — a  $446,700  charge  for  its  sha 
the  Mandalay  losses. 

Just  wait  and  watch,  pror 
Feltheimer:  "You're  talking  abc 
company  that's  now  big  enou 
make  some  noise."  Now  all  it's  g 
do  is  make  some  profits. 


Bv  the. Numbers 


Employers  Beware 

labor  It's  a  sign  of  prosperous 
times:  State  legislators  are  meddling 
in  the  workplace. 

BY  CHANDRANI  GHOSH 

AWAITING  SIGNATURE  on  Califor- 
nia Governor  Gray  Davis'  desk 
are  seven  pieces  of  legislation  ex- 
tending new  benefits  and  protections  to 
workers.  He  is  expected  to  sign  most  of 
them,  including  one  allowing  workers 
to  take  time  off  to  care  for  grandpar- 
ents, siblings  and  domestic  partners. 
Late  last  year  Davis  signed  a  law  ban- 
ning "discrimination  based  on 
lifestyle" — meaning  employers  can  no 
longer  bar  any  legal  activity  by  employ- 
ees after  work  hours,  including  dating  a 
subordinate  or  moonlighting. 

Don't  worry  about  Washington.  There's  plenty  of  mischief  from  the  state 


North  Dakota  and  New  York. 
Tennessee,  Hawaii  and  Min- 
nesota have  passed  legislation 
mandating  employers  to  pro- 
vide space  for  mothers  to 
breast-feed.  In  1999  Connecti- 
cut, Maine,  New  Hampshire,  New  York, 
North  Carolina  and  Wyoming  passed 
legislation  to  provide  unemployment 
insurance  coverage  for  victims  of  do- 
mestic violence.  In  August,  16  new  em- 
ployment laws  were  implemented  by 
the  states. 

No  need  to  fret  about  what  kind  of 
mischief  is  coming  out  of  Washington 
to  punish  the  private  sector.  There's 
plenty  in  state  capitals.  While  Congress 
just  held  its  first  hearings  on  genetic 
testing,  22  states  already  have  laws  that 
prohibit  genetic  discrimination  in  em- 
ployment, and  20  have  genetic  privacy 


An  outbreak  of  employment  legislati 
is  spreading  to  state  capitals  every- 
where. A  few  examples: 

states  prohibit  genetic  discrimi 
ination  for  coverage  of  health 
insurance. 

states  are  considering  providin 
paid  family  leave  for  new  parents 

states  provide  unemployment 
insurance  coverage  for  victims 
of  domestic  violence. 

Sources:  Society  for  Human  Resource  Manager 
National  Coalition  Against  Domestic  Violence 

to  each  state  and  hire  additional  pd 
to  oversee  compliance. 

Here's  something  to  send  c 
down  a  personnel  director's  si 
"comparable  worth."  In  the  1980s 
nesota  and  Washington  impleme 
comparable-worth  laws,  but  they 


Here's  how  San  Francisco  employ- 
ment lawyer  Garry  Mathiason  de- 
scribes the  law:  "If  a  schoolteacher 
works  as  a  stripper  outside  of  school 
hours,  the  school  can't  prohibit  that." 

California,  as  always,  is  a  bit  ahead 
of  the  curve  in  social  engineering,  but  it 
has  no  monopoly  on  this  business.  No- 
lifestyle-discrimination  laws,  for  exam- 
ple, have  been  adopted  by  Colorado, 


protections. 

Just  keeping  up  with  all  the  employ- 
ment legislation  makes  for  quite  a  bur- 
den. PMI  Food  Equipment  Group,  a 
manufacturer  of  commercial  food 
equipment,  has  more  than  200  factories 
and  sales  offices  in  44  states.  Because 
states  have  enacted  vastly  differing  laws 
governing  family  and  medical  leaves, 
PMI  must  tailor  policies  and  documents 


applied  to  government  workers.  Sc. 
example,  if  a  fireman's  job  is  dee 
comparable  to  a  librarian's,  they  ha 
pay  the  same. 

Last  year  17  states  introduced  c 
parable-worth  bills,  many  of  which  w 
extend  the  concept  to  private  firms, 
the  possibility  that  one  will  be  enact 
enough  to  make  you  wish  for  tough 
eral  legislation  to  preempt  the  field. 
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RAH  RAMIREZ 

•  MARIPOSA  HOTEL 

TEL  MANAGER 
GRADED  TO  ICG 

E  ROOMS  DATA  READY 
/ACANCY  UNTIL  2003 


i's  Open  Road  Infrastructure"  provides  not  only  a  backbone, 
:  also  the  operational  control  and  network  support  you  need. 

whether  you're  introducing  the  latest  video  game  or  putting  your  hotel  on 
map,  we'll  keep  you  connected.  Hit  the  Open  Road  and  see  just  how  far 
an  take  you. 


VOICE  •  DATA  •  INTERNET 


www.ICGCOM.  com 
1-877-HELLO-ICG 


J2000  ICG  Communications,  Inc.  Open  Road  Infrastructure  is  a  trademark  of  ICG  Communications,  Inc.  All  other  trademarks/trade  dress  are  property  ot  their  respective  companies. 


Who  Doesn't  Want 
Millionaire? 

1 6  E  S I  Philanthropist  Lovett 

Peters  is  willing  to  bet  $1  million  that  ' 
charter  schools  can  outteach  the  public 
ones.  Surprise!  No  one's  taking  him  up  on  it 


BY  JOANNE  GORDON 

HOW'S  THIS  FOR  A  CONFIDENT 
philanthropist?  In  late  August 
Lovett  C.  Peters  issued  a  challenge 
to  22  Massachusetts  public  schools 
whose  fourth-grade  students  had  scored 
at  the  bottom  of  a  statewide  exam:  Con- 
vert your  school  into  a  charter  school 
that  would  be  run  by  a  community 
group.  If  student  scores  did  not  improve 
after  five  years,  the  school  would  revert  to 
a  public  entity,  and  he  would  give  it  $1 
million,  no  strings  attached. 

Good  deal?  Not  if  you're  entrenched 
in  the  public  school  system. 
Charter  schools  get  state 
funding,  but  their  private 
operators  are  free  from  ed- 
ucation bureaucrats  and 
can  hire  and  fire  teachers 
and  principals  at  their  dis- 
cretion. Guess  what  the 
educrats  thought  of  Peters' 
challenge?  Not  one  princi- 
pal or  superintendent  or 
mayor  has  responded  to  Pe- 
ters. Sniffs  Janie  Ortega, 
principal  of  Donald  McKay 


There  are 
2,069 
charter 
schools 
nationally,  up 
22%  from 
last  year.  


school  in  East  Boston,  one 
of  the  targeted  elementary 
schools:  "It's  easy  for  some- 
one not  familiar  with  the 
individual  schools  to  make 
an  offer  like  this." 

Actually,  the  87-year- 
old  Peters  is  quite  familiar 
with  public  education. 
Since  1988  the  retired  oil 
industry  investor  has  been 
running  the  Pioneer  Insti- 
tute, a  Boston  think  tank 
he  founded  to  promote 
free-market  ideas. 

Last  year  Pioneer  spent 
$700,000  of  its  $  1 .8  million 
in  donations  to  nurture  the 
state's  36  charter  schools. 
Pioneer  helps  community 
groups  prepare  applica- 
tions for  state  approval  and 
then  teaches  them  how  to 
run  the  schools  efficiently. 
There  are  2,069  charter 
schools  nationally,  a  num- 
ber that  grew  22%  since  last  year,  as 
parents  seek  alternatives  to  the  troubled 
public  system. 

"These  public  schools  are  horribly' 
failing  the  children,"  says  Peters,  an 
unassuming  activist  with  a  Snoopy  tie 
and  a  breezy  smile.  "We  made  this  big 
fancy  offer  to  show  that  kids  will  do  bet- 
ter in  a  charter  school." 

Peters  decided  to  issue  his  challenge 
because  he  was  antsy  over  the  slow  pace 
of  change.  First  he  quietly  sent  a  copy  of 
his  $1  million  proposal  to  each  superin- 
tendent and  offered  to  come  talk  about 
it.  "I  had  no  takers,"  he  says. 

Frustrated,  he  decided 
to  go  public,  and  blanketed 
local  media  with  a  press  re- 
lease describing  his  offer. 

After  years  of  dealing 
with  public  educators, 
Peters  says  he's  not  sur- 
prised, or  deterred,  by  the 
nonresponse.  "I'm  busy 
developing  new  strategies 
to  make  this  happen,"  he 
says  cheerily. 

Good  luck.  F 


Red  Flag 

investing  Conseci 
hopes  Nascar  fans  are  s 
titillated  by  risk  that  the 
buy  its  stock-car  index  f 

BY  JOSEPHINE  LEE 

YOU  MIGHT  THINK  TH 
odd  time  for  a  troubled 
cial  services  company 
flogging  an  offbeat  index  fund 
Conseco,  the  Carmel,  Ind.  insi 
The  company's  money  ma 
ment  arm  is  plotting  a  big  m. 
ing  push  for  an  affinity  fun 
Nascar  fans.  The  54  compan 
the  Conseco  StockCar  Stocks 
Fund  are  sponsors  of  Nascar  j 
races.  The  idea  is  that  sport: 
will  be  so  emotionally  caught 
the  racing  scene  that  they 


will  rush  to  buy  a  themed  i 
fund.  And  Conseco  will  gro 
new  group  of  investors  who 
eventually  buy  its  more  tradit 
funds.  Or  its  insurance. 

No  question,  Nascar  spo 
have  helped  make  the  France  f; 
owners  of  privately  held  N; 
rich,  with  some  $48  million  in 
sorship  revenue  and  $35  milli 
licensing  fees  last  year.  How  is 
seco  doing  for  investors?  Ter 
Over  the  past  year  and  eight  m< 
the  fund  has  lost  an  annua 
1.4%,  while  the  S&P  500  gs 
13.2%.  The  portfolio  was  p 
down  by  a  number  of  ailing  . 
motive  and  consumer  goods 
panies,  including  Philip  Mc 
DuPont,  Mattel,  Procter  &  Gai 
Kmart  and  Ford.  Conseco,  a 
Nascar  sponsor,  has  its  own  bat 
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Simple  physics:  uninf lated  balls  take  up 
less  space.  That's  why  we  ship  soccer  balls 
flat  to  Europe  for  a  leading  manufacturer. 
Until  they  arrive  at  a  distribution  center  near 
Amsterdam.  There,  at  a  specially-designed 
pumping  station,  we  inflate  and  package 
them  for  the  final  leg  of  the  journey. 

If  there's  a  more  efficient  way  to  move 
goods  from  manufacturing  to  market,  CNF 
will  find  it.  It's  what  we  do  every  day,  every- 
where. To  find  out  more,  visit  our  website. 

OIF 


stock  in  the  fund — down  67%  since  the 
portfolio's  inception  on  Oct.  1, 1998. 

The  fund  also  owns  shares  in  Inter- 
national Speedway,  which  owns  race- 
tracks '.'  here-  Nascar  races  are  held.  But 
there  are  signs  that  interest  in  stock-car 
racing  is  fading  ( FORBES,  Aug.  21).  Net- 
work TV  ratings  sank  this  year.  And  a 
recent  ESP  N'  poll  noted  that  fans  are  los- 
ing interest.  That  could  spook  some  of 
Nascar's  big  sponsors.  If  they  leave  the 
sport,  they're  booted  out  of  the  index 
fund.  That  might  or  might  not  help 
performance. 

You  can't  blame  Conseco  for  wooing 
the  speedway  set.  Once  a  sport  for 


If  Nascar  sponsors  leave  the  sport,  they're 
booted  out  of  the  index  fund.  That  might  or  mi 
not  help  the  stock-car  fund's  performance.  J 


southern  bootleggers,  Nascar  events  at- 
tracted 6.2  million  visitors  last  year  from 
a  fan  base  that  is  increasingly  affluent — 
and  loyal:  seventy-two  percent  say  they 
take  sponsorships  into  consideration 
when  making  purchasing  decisions. 

Soon  after  taking  control  of  the 
StockCar  fund  earlier  this  year,  Conseco 
started  hawking  it  in  ads  in  Nascar  pro- 
grams. Come  February,  Conseco  will 


offer  trackside  financial  advice  at 
If  it  can  get  fans  to  take  their  eyesi 
from  the  speeding  cars,  or  their  I 
off  their  beers,  long  enough  to 
about  P/E  ratios,  the  fund  may  rea 
$25  million-to-$50  million  goal.  B 
far  Nascar  fans  are  not  racing  to 
Conseco's  first  affinity  fund.  It  has 
mulated  a  meager  $4.6  million 
2,200  investors. 


Losing  Their  Shorts 


apparel  So,  why  are  all  those 
underwear  makers  going  bankrupt? 

BY  BRANDON  C0PPLE 

TIME  WAS  WHEN  MAKING  UNDERWEAR  WAS 
as  simple  as  putting  it  on.  Not  anymore — 
witness  the  trifecta  of  bankruptcies  in  the 
men's  underwear  business,  beginning  in  De- 
cember with  Fruit  of  the  Loom.  Then  came  the 
summer  liquidation  of  Ithaca  Industries  and  the 
Chapter  1 1  filing  of  privately  held  Beltex.  All 
three  got  their  undies  in  a  knot  over  moving  pro- 
duction to  Latin  America  just  as  consolidating  re- 
tailers were  cranking  up  pricing  pressure. 

Trouble  began  in  1995,  when  the  North  Ameri- 
can Free  Trade  Agreement  made  it  advantageous  to   \  ; 
knit,  cut  and  sew  underwear  in  Mexico.  Some  apparel 
makers,  like  Sara  Lee,  saw  the  change  coming.  Its  Hanes 
unit  got  out  of  underwear  production  almost  entirely,  selling 
S600  million  worth  of  factories  in  two  years.  Outsourcing 
eliminated  the  hassle  of  running  plants  in  the  Third  World. 

Fruit  of  the  Loom  ignored  Nafta  for  three  years,  until 
1998,  when  Chief  William  Farley  moved  his  operation  south 
of  the  border.  He  shifted  95%  of  its  manufacturing  offshore, 
up  from  12%  in  just  18  months.  Too  much,  too  late.  Gross 
margins  sagged  to  2%  in  1999,  from  27%  in  the  early  1990s, 
not  enough  to  cover  its  $100  million  annual  interest  expense. 

Smaller  outfits  like  Ithaca  and  Beltex  also  had  heavy  debt 
loads  that  made  it  impossible  to  keep  opening  spinning 
plants.  Even  with  Third  World  wages,  labor  costs  are  daunt- 
ing: It  can  take  20  weeks  to  train  a  work  force  of  2,000  to  op- 
erate the  machines  that  stitch  your  briefs  together. 


Down  Around  the  Ankles 


Latin  American  production,  stingy  retailers  and  heavy 
debt  loads  left  Fruit  of  the  Loom  and  Ithaca  Industries 
with  no  elastic  to  keep  their  shares  from  falling  off.  (A 
private  company,  Beltex  escaped  shareholder  wrath.) 

$20  Ratio  scale   $20  Ratio  scale  
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Source:  Interactive  Data  Corp.  via  FactSet  Research  Systems. 


2000 


Managing  the  strung-out  supply  chain  gets  dicey, 
Stone  Apparel,  a  private-label  underwear  maker  in  Col 
bia,  S.C.,  moved  production  to  the  Caribbean,  then  bou; 
client-server-based  system  that  wires  customers  like  Targ 
the  factory  so  they  can  receive  on  Wednesday  what  the; 
dered  over  the  weekend.  With  that  system  and  efficient  j 
seas  production,  sales  grew  40%  last  year,  to  $70  million 

Times  change,  even  if  skivvies  don't. 
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STOM 


Internet  around  the  clock  (energy) 


Madrid-Seville  (high  speed  train) 


Relaxation  (cruise  ship) 


Pablo,  26,  dotcom  CEO 


lurgery 

i  N  T  s  l  Ray 
]  sell  his 
company  but  must  keep  it  on 
the  cutting  edge  of  audio. 

BY  QUENTIN  HARDY 

RAYMOND  DOLBY  HAS  SPENT  HIS 
life  chasing  perfection.  Now, 
he  says,  "we  make  recordings 
sound  just  like  a  guitar  or  a  voice.  Can't 
work  on  quality  anymore." 
One  challenge  down, 
plenty  to  go. 

Dolby's  name  has  ap- 
peared on  835  million  audio 
products  since  he  founded 
Dolby  Laboratories  in  1965. 
Some  28,000  theater  screens 
use  Dolby  Digital  sound. 
Dolby's  closest  competitor, 
Digital  Theater  Systems  of 
Agoura  Hills,  Calif.,  is  on  just 
4  million  high-end  audio 
devices,  and  on  20,000 
movie  screens. 

A  nice  edge,  but  fast 
chips  and  the  Internet  have 
taken  quality  audio  to  new  places,  such 
as  computers,  airlines  and  music  down- 
loads, where  Dolby  lags. 

Dolby  Laboratories  is  at  a  critical 
juncture.  At  67,  the  once-tireless  Dolby 
is  dreaming  of  retiring,  and  is  talking 
with  Morgan  Stanley  about  cashing  in 
his  100%  ownership  through  a  public 
offering.  Given  the  fat  profit  margins 
on  its  $120  million  in  revenue,  the 
company  could  fetch  a  public  value  of 
at  least  $400  million.  Longtime  Dolby 
employees  are  itching  for  some  of  the 
wealth.  "I  have  to  think  about  how  to 
keep  this  thing  going,"  says  Dolby.  "I've 
got  employees  who  have  been  with  me 
35  years,  and  we  have  to  adapt  to  a  new 
environment." 

Luckily,  the  new  environment's 
problems  are  easily  addressed  by  ele- 
ments of  Dolby's  old  world.  With  Inter- 
net-delivered music,  Dolby's  noise-re- 
duction matters  more  now  than  in 
55,  when  Dolby  first  observed  that 


the  voltage  of  hiss  in  audiotape  out- 
matched the  music  by  a  factor  of  1 ,000 
to  1.  He  simply  cut  out  the  noise  and 
boosted  the  music  to  improve  quality. 

Existing  Web  audio  standards  such 
as  MP3  and  RealAudio  also  avoid  hiss 
and  cut  redundant  information  with- 
out hurting  quality.  But  Dolby  claims 
its  newly  introduced  Advanced  Audio 
Coding  standard  does  it  better.  Most 
computers  still  hook  into  the  Net  at  56 
kilobits  a  second.  A  CD-quality  41/:- 
minute  song  would  take  two  hours  and 


Dolby  sells  out  his  sound  idea  after  35  years. 

fifteen  minutes  to  download  without 
compression.  With  Advanced  Audio 
Coding  it  takes  only  12  minutes,  with 
little  effect  on  tone. 

As  usual,  technology  is  only  half  of 
the  battle;  the  other  half  is  marketing. 
Dolby  has  always  had  strong  ties  to 
hardware  manufacturers  but  few  ties  to 
the  music  publishers  who  can  make  or 
break  digital  audio  formats.  Established 
players  like  RealNetworks  and  Mi- 
crosoft have  more  credibility  with  In- 
ternet companies  and  promise  music 
publishers  the  same  kind  of  security 
Dolby  offers. 

So  to  peddle  its  standard,  Dolby  has 
teamed  with  Lucent,  Sony  and  others, 
and  is  counting  heavily  on  its  relation- 
ships with  hundreds  of  manufacturers. 
Insists  Ramzi  Haidamus,  Dolby's  busi- 
ness strategist  for  advanced  audio  cod- 
ing: "The  end  product,  the  devices  for 
Internet  audio,  will  still  be  made  by  our 
customers."  F 


Polling  for 
Popularity 

MARKETING  An 

obscure  university  with 
an  unpronounceable 
name  gets  what  it  has 
long  sought— buzz. 

BY  DIRK  SMILLIE 

■  N  HIGHER  EDUCATION  IT'S 
I  enough  to  be  good,"  says  )ol 

■  Lahey,  president  of  Quinni 
University.  "You  have  to  be  knoi 

No  one  has  ever  accused 
small  private  school  in  Harru 
Conn,  of  being  an  academic  st) 
out.  But  it  sure  is  known,  at  lea 
the  Northeast.  Lahey,  a  son 
bricklayer,  has  shown  that  si 
marketing — mainly  flogging  a  p 
ical  poll — works  in  academia. 

Once  a  sleepy  business  sell 
Quinnipiac  is  a  big  success  stoi 
New  England  higher  ed.  Ovei 
last  decade,  while  national  er 
ments  sagged,  Quinnipiac's  jun 
to  6,000  from  1,900  and  its  bu 
nearly  quintupled  to  $115  miL 
This  summer  Quinnipiac  chai 
from  a  college  to  a  university. 

Lahey  took  the  reins  at  Quin 
iac  in  1987,  at  age  40.  He  decided 
71 -year-old  school,  named  foi 
area's  Indian  settlers,  needed  b 
So  he  launched  the  Quinnipiac 
doing  surveys  on  regional  and 


Just  spell 


it  right: 


John  Lahey. 
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WHAT'S  MISSING  IN  AIRLINE  ALLIANCES? 


YOU 


It 


When  airlines  form  an  alliance,  there's  often 
something  missing.  You.  That's  why  we've  created 
Sky  Team '.  Together,  we  are  committed  to  offering 
you  the  highest  level  of  privileges  including 
complimentary  lounge  access*  and  fast,  easy  access 
to  elite  status.  And  as  well  as  receiving  priority 
treatment,  you'll  always  be  welcomed  with  a 
friendly  smile  across  all  four  corners  of  the  globe. 
For  more  information  visit  skyteam.com 


Caring  more  about  you 


|»  AEROMEXICO        AIR  FRANCE 

A  Delta         KOREAN  Al  R 


'Access  is  available  for  SkyTeam  First  and  Business  class  passengers 
and  SkyTeam  Elite  Plus  flyers,  on  the  same  day  of  travel 


THE  ME ^G^^^^^^^^WW 

ISN'T  BIG  ENOUGH 
FOR  TWO  ClOs. 


One  guy  gets  a  six-figure  severance  package. 
The  other  guy  gets  a  coach  seat  to  nine  time  zones 
and  a  two-word  mission  from  the  chief:  fix  it. 
The  "synergy"  that  was  supposed  to  happen 
with  the  merged  companies  didn't. 
The  operating  units  can't  share  data. 
The  employees  work  together  fine; 
the  data  storage  systems  don't. 
It's  too  bad  you  can't  take 
storage  systems  offsite  to  bond. 


THAT'S  WHEN  IT  HITS  YOU.  YOU  ARE  SO  READY  FOR  E  =  EVE 


fact 

The  average  large  company  has  six  different  computing  environments,  making  consolidation  a  problem. 
Open  IBM  storage  solutions,  including  Enterprise  Storage  Server™  and  SAN,  work  with  the  systems 
of  all  leading  vendors.  Storage  matters.  In  the  New  Economy,  you're  only  as  good  as  your  infrastructure. 

1  800  426  7777  ask  for  Storage  Solutions 

ibm.com/storage/solutions  13 

(©business  infrastructxire 

IBM,  Enterprise  Storage  Server,  the  e-business  logo  and  That's  when  it  hits  you.  You  are  so  ready  lor  IBM  are  registered 
trademarks,  trademarks  or  service  marks  ot  International  Business  Machines  Corporation.  ©2000  IBM  Corporation, 


tional  elections  and  hot  issues — and 
.  i  with  the  results, 
piac  has  turned  up 
11  ies.  Lahey  is  spending 
$4;  j  l)00  tor  this  year's  44  surveys,  15 
of  t  hem  on  the  high-profile  Hillary 
Clinton  New  York  Senate  race. 

The  results?  The  school  is  finally 
drawing  students  from  beyond  its 
home  state.  Today  75%  of  students  now 
hail  from  New  York,  New  Jersey  and 
Connecticut,  the  three  states  canvassed 
by  the  poll.  Fifteen  years  ago  two-thirds 
• 

La  Familia 
Bronfman 

CONNECTIONS!  Guess  who 
has  joined  the  rush  to  bring  a 
balky  Latin  America  to  the  Web? 

BY  KERRY  A.  DOLAN 

BEFORE  VIVENDI  SWOOPED  IN  ON 
Seagram  in  June,  Chief  Executive 
Edgar  Bronfman  Jr.  had  been  busy 
acquiring  more  than  just  big-name  en- 
tertainment firms.  He  had  also  picked 
up  a  network  of  well-connected  busi- 
ness acquaintances.  Now  he's  attempt- 
ing to  make  the  most  of  it. 

Into  a  new  family  firm  focused  on 
Latin  America,  Bronfman  is  putting  a 
bit  of  his  money,  a  small  amount  of 
time  and  whatever  access  is  necessary  to 
his  well-placed  network.  The  operation, 
E-Quest  Partners,  is  a  tiny  yet  ambi- 
tious private  equity  outfit  launched  a 
year  ago  with  his  Venezuelan  brother- 
in-law,  Alejandro  Zubillaga.  Their  goal: 
Locate  and  invest  in  the  most  promis- 
ing young  Web  firms  in  Latin  America. 
So  far  they've  put  about  $10  million  of 
their  own  funds  into  seven  different 
companies — ranging  from  an  online 
auction  site  to  an  edgy  portal  targeted 
at  the  region's  youth. 

Sure,  $5  million  is  pocket  change  for 
a  guy  like  Bronfman,  a  wealthy  man 
who  stands  to  inherit  big  bucks  from 
his  billionaire  father.  But  E-Quest  has 
idy  begun  to  leverage  its  small  war 
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came  from  just  Connecticut. 

New  name  recognition  has  also 
helped  raise  millions  for  campus  proj- 
ects from  the  likes  of  bagel  baron  Mur- 
ray Lender,  A.  Van  H.  Bernhard  (son  of 
the  late  Value  Line  founder)  and  enter- 
tainer Ed  McMahon.  Lender  is  a  1950 
grad;  the  other  two  are  fathers  of  alums. 

Lahey's  media-centric  strategy  also 
includes  hosting  the  annual  Fred 
Friendly  Award,  a  journalistic 
schmoozefest  in  New  York.  Cost: 
$10,000,  a  pittance  given  the  press  cover- 


age it  nets.  Lahey's  ad  budget  this  j 
$750,000,  mostly  for  1 ,800  radio  sj 
Students  may  be  flocking  to  1 
den,  paying  $25,000  a  year  for  til 
and  board.  But  what's  eluded  Qui| 
iac  is  high-scoring  freshmen.  Th$ 
of  2004's  SAT  average  is  1080,  just  j 
the  national  average  of  1016.  Ev< 
Lahey  has  achieved  his  first  goal. "] 
institution  that's  being  talked  ab 
says  Everette  E.  Dennis,  a  business 
fessor  at  New  York's  Fordham  Ui 
sity.  Even  if  you  can't  pronounce  i 


Money  is  nice,  but  connections 
are  better:  Alejandro  Zubillaga 
and  Edgar  Bronfman  Jr. 


chest  with  the  duo's  connections.  Ex- 
ample: E-Quest  invested  $2.1  million  in 
hip,  Latin-flavored  youth  portal,  Lo- 
quesea.com.  (Translation:  "whatever.") 
Bronfman  then  hooked  up  Loquesea 
head  Carlos  Lizarralde  with  record  in- 
dustry and  media  execs.  The  site  now 
has  a  healthy  music  component  and  is 
among  the  ten  most-visited  Latin  Web 
sites.  Oh,  and  Seagram  is  an  advertiser. 

Then  there's  access  to  money.  Zu- 
billaga estimates  that  through  his  and 
Bronfman's  introductions,  the  firms  in 
their  portfolio  have  raised  an  additional 
$150  million — from  the  likes  of  Merrill 
Lynch,  J.P.  Morgan  and  Newbridge 
Capital,  a  private  equity  firm  backed  by 


Texas  Pacific  Gro 
Latin  Americ 
behind  the  U.S. 
it  comes  to  thing 
line.  In  a  region  o 
II  million  people, 
|  j  than  5%  have  cor 
iil^P  ers,  and  Internet 
tration  is  only  \ 
according  to  IDC 
America.   It  fi 
total  Internet 
merce  in  the  regi 
$1.4  billion  this 
versus  $142  billi 
the  U.S. 

That's  why  t 
Quest  partners  se 
portunity.  "Th 
petite    for  Int 
access  is  actually 
to  be  more  inter 
lesser-developed  countries,"  says  B 
man.  One  potential  way  to  acce 
penetration,  he  notes,  is  wireless  I 
net  access,  avoiding  the  cost  of  1 
telephone  lines. 

Next  on  Bronfman's  agenda: 
up  successful  U.S.  Internet  and  tecl 
ogy  companies  with  potential  par 
south  of  the  border.  He's  started  t 
troducing  Zubillaga  to  Jerry  Yar 
Yahoo,  and  to  Robert  Davis,  chief 
utive  at  Lycos. 

If  nothing  else,  the  Latin  conns 
gives  Bronfman  occasion  to  practi 
minimal  Spanish — which  could 
in  handy  should  the  Seagram-Vh 
merger  grow  rocky. 


SOME  THINGS  YOU  REMEMBER 
FOR  A  LIFETIME 


This  is  the  power  behinc 


ice  or  recognition  aware 


from  Tirtany:  Affordable  designs  that  always  create  an  exciting 

Blue  Box  presentation.  Timeless  designs  that  are  treasured 
tor  years  afterwards.  For  information  or  to  apply  for  a  business 
account  call  Tiffany  Corporate  Sales  at  800-770-0080. 


Tiffany  &  Co. 


Lucent's  once-golden  reputation  on  Wall  Street  is  now  tarnished. 
A  new  chief  financial  officer  is  making  a  whirlwind  effort  to  restore  i 


BY  KATARZYNA  MORENO 

MY  BACK  HURTS,  MY  BACK 
hurts,"  says  Deborah  Hop- 
kins, looking  perfectly  fit 
mock-limping  around  a  con- 
ference table  at  Lucent  Technologies' 
Warren,  N.J.  offices.  The  company's  new 
chief  financial  officer  suffered  through 


an  uphill  bike  ride  the  day  before  with 
her  teenage  daughter,  who  was  fresh  off  a 
three-week  Outward  Bound  trip. 

Hopkins  is  on  an  adventure  of  her 
own.  The  45-year-old  took  the  number 
three  job  at  the  world's  largest  telecom- 
munications equipment  maker  in  late 
April,  with  crises  erupting  on  all  fronts. 


Lucent's  sales  growth  has  suddenly 
unexpectedly  slowed,  its  credibility- 
Wall  Street  is  dismal  and  its  high-prc 
optical  networking  products  lag  rival 
ferings  from  Nortel  and  Ciena. 

Now  it's  up  to  Hopkins  to  get 
Murray  Hill,  N.J.-headquartered  cc 
pany  back  on  solid  financial  footing. 
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has  to  mend  fences  with  big  in- 
stitutional investors  and  Wall 
Street  analysts  who  feel  betrayed, 
and  identify  poorly  performing 
product  lines  for  elimination. 

The  role  of  turnaround  artist 
usually  falls  on  the  shoulders  of 
the  chief  executive,  in  Lucent's 
case  54-year-old  Richard 
McGinn.  But  investors  have  lost 
faith  in  the  boss,  who  has  been  at 
Lucent  and  its  predecessor  for  22 
years.  "We  don't  trust  Rich 
McGinn.  We  trust  Hopkins,  but 
what  can  she  do?  She  is  just  a 
CFO,"  says  Mark  Herskovitz,  a 
portfolio  manager  at  Dreyfus 
Corp.  who  dumped  his  entire  po- 
sition of  925,000  Lucent  shares 
after  July. 

Lucent's  wheels  began  com- 
ing off  in  January  when,  after  13 
consecutive  quarters  of  30%  or 
better     12-month  earnings 
growth,  it  missed  its  earnings  es- 
timates and  lowered  growth  esti- 
mates for  the  upcoming  months. 
Hopkins  came  aboard  only  two 
months  before  McGinn  again 
lowered  expectations  for  the  rest 
of  the  year.  The  stock,  now  at  40, 
is  less  than  half  what  it  was  in  De- 
cember. Institutional  sharehold- 
ers have  fled.  Lucent  made  up 
1.2%  of  all  large-cap  growth-fund 
holdings  as  of  June  30,  1999,  ac- 
cording to  Morningstar.  A  year 
later,  that  percentage  is  0.5%. 
Hopkins  will  have  to  draw  on  every 
:  acquired  in  her  rapid-ascent  career, 
rior  positions  at  Unisys  and  Boeing, 
stepped  willingly  into  the  role  of 
fbleshooter  while  never  hiding  her 
)ition  for  a  higher  office. 
Hopkins  started  out  modeling  and 
ng  clothes  for  Saks  Fifth  Avenue  but, 
ause  finance  paid  better,  she  got  a 
lelor's  degree  in  accounting  in  1977 
ri  Walsh  College  in  Troy,  Mich.  After  a 
:k  stint  at  Ford,  she  spent  13  years  at 
sys,  rising  from  the  financial  analysis 
artment  to  corporate  controller.  "She 
t  asking  me  to  put  her  in  an  operating 
ition,"  remembers  Unisys'  then-chief 
:utive,  James  Unruh.  Hopkins  got  her 


wish,  running  the  business  consulting  di- 
vision for  two  years. 

She  wanted  experience  at  a  bigger 
company,  so  she  left  Unisys  in  1995  for  a 
duller  job  as  GM's  general  auditor.  She 
parlayed  that  into  the  chief  financial  of- 
ficer position  with  GM  Europe  in  early 
1997.  After  nearly  two  years  she  jumped 
to  the  chief  financial  officer  job  at  Boeing. 
Just  a  few  months  earlier  the  aviation 
giant  had  suffered  its  first  loss  in  50  years. 
One  of  her  first  moves  was  to  comb 


through  its  myriad  business  lines  to  learn 
which  made  money  and  which  could  be 
cut.  Then  it  was  her  job  to  sell  the  re- 
structuring plan  to  Boeing's  work  force. 
She  got  a  rousing  ovation  after  a  speech 
to  line  workers  at  Boeing's  manufactur- 
ing floor  in  Everett,  Wash. 

"I'm  not  into  a  short-term  fix,"  Hop- 
kins told  a  local  Seattle  newspaper.  But 
14  months  later  she  lit  out  for  Lucent, 
despite  the  fact  that  she  was  in  the  run- 
ning for  Boeing's  presidency.  Once  again 
the  job-hopper  moved  cross-country 
with  her  two  teenage  children  and  hus- 
band, David,  an  ex-marketer  at  Unisys 
and  GM.  McGinn's  offer  was  too  rich  to 
pass  up:  a  $4  million  signing  bonus,  plus 
650,000  options,  now  deeply  underwa- 
ter, and  120,000  shares  of  restricted  stock. 

Hopkins'  first  task  was  to  repair  rela- 
tions with  Wall  Street.  Five  days  into  the 
job  she  began  making  the  rounds,  visiting 
65  Wall  Street  analysts  in  one  day  and  Fi- 
delity Investments  the  next.  This  was  in 
marked  contrast  to  her  predecessor,  Don- 
ald Peterson,  who  had  delegated  most 
claily  financial  management  tasks.  Steven 
Levy  of  Lehman  Brothers,  one  of  Lu- 
cent's most  vocal  critics,  came  away  mol- 
lified. "She  knows  how  to  listen,"  he  says. 

In  mid-August  she  presented  the 
company's  managers  with  her  "realized 
profit"  program.  Each  of  Lucent's  95 
products  and  services  will  be  judged  on 
its  return  on  capital  invested.  Previously, 
Lucent  had  only  overall  profit-and-loss 
statements  from  its  two  divisions  (not 


counting  the  spun-off  business-phone 
system  and  soon-to-be-spun-off  micro- 
electronics units).  So  many  of  Lucent's 
products  are  sold  internally  to  other  di- 
visions that  it  was  often  impossible  to 
distinguish  how  much  revenue  each  gen- 
erated, let  alone  the  cost  required  to  pro- 
duce it.  Hopkins  hired  Marakon  Associ- 
ates, a  Stamford,  Conn,  consulting  firm, 
to  cull  data  from  millions  of  sales  trans- 
actions. She  predicts  a  working  plan  will 
be  in  place  in  October. 


Hopkins  has  no  qualms  about  call- 
ing for  the  phase-out  of  underperform- 
ing  product  lines  and  perhaps  some  lay- 
offs. Some  managers  will  realize  they 
can't  keep  up  with  Hopkins'  raised  ex- 
pectations. "People  will  say,  'Oh,  my  God, 
I  need  to  get  out  of  this  building.'  And 
that's  fine,"  she  says. 

Hopkins  also  intends  to  stop  Lucent's 
sales  reps  from  giving  away  the  store.  In 
the  past,  Lucent's  salespeople  were  re- 
warded for  the  ability  to  bring  in  revenue 
and  profits  at  the  gross  margin  level. 
Largely  ignored  were  the  hidden  costs  of 
installation,  training  and  interest  on 
loans  to  customers.  As  a  result,  return  on 
assets  for  the  nine  months  ended  June 
dropped  to  4%  from  10%  a  year  earlier. 
Under  Hopkins'  new  plan,  salesmen  will 
know  and  be  compensated  for  their  abil- 
ity to  manage  all  these  operating  costs. 
"It  will  be  impossible  to  hide,"  says  Hop- 
kins, matter  of  factly. 

As  ambitious  as  this  one  is,  a  financial 
officer  can  do  only  so  much  to  cure  an 
engineering  weakness.  Lucent's  10-giga- 
bit  optical  switches  are  about  three  years 
behind  Nortel's,  whose  optical  network- 
ing group  grew  150%  in  the  June  quarter. 

Hopkins  burns  to  run  a  company. 
Her  trajectory  looks  a  lot  like  that  of 
Carleton  Fiorina,  the  ex-Lucent  sales 
chief  now  running  Hewlett-Packard.  But 
bean-counters-turned-chief-executives 
are  still  fairly  scarce.  Hopkins  has  a  lot  to 
prove  as  an  operator  and  strategist  be- 
fore she  can  make  the  final  ascent.  F 


To  mollify  Wall  Street,  Hopkins 
met  with  65  analysts  in  one  da] 
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Child's  Play 


ite!  wants  to  move  beyond  Pentium  chips 
into  toys  and  consumer  gadgets. 
The  path  has  plenty  of  pitfalls. 


BY  ELISA  WILLIAMS 

HNA  FORMER  ANTIQUES  MALL  IN 
■  Portland,  Ore.  some  Intel  re- 
I  searchers  recently  settled  down 
H  into  pumpkin-colored  chairs  to 
Mm  contemplate  how  geckos  walk 
across  the  ceiling. 

"Our  technology  people  are  in- 
trigued by  that,"  muses  Jeffrey  Abbate, 
head  of  the  Intel  Smart  Toy  Lab.  "If 
only  we  could  apply  the  same  principles 
to  make  toys  that  can  defy  gravity." 

Geckos?  Toys?  What  does  either  have 
to  do  with  800-megahertz  Pentium 
chips?  Not  much,  it  turns  out.  Besides 
working  out  of  an  unmarked  building 
that's  about  as  far  in  spirit  as  it  can  get 
from  Intel's  highly  regimented  Santa 
Clara,  Calif,  home  base,  Abbate's  re- 
searchers are  breaking  with  Intel  tradi- 
tion in  another  way:  They  are  designing 
Intel  products,  not  Intel  parts  for  other 
companies'  products.  Intel's  engineers 
have  made  PC  cameras,  a  kids' 
microscope,  Internet  appliances      i  i  |  x 

and  gadgets  that  do  everything   U 

from  inserting  a  child's  picture 

into  a  videogame  to  morphing  voices. 

"For  over  15  years  we've  been  in- 
vesting in  the  guts  of  the  PC,  and  now 
we're  looking  beyond  that,"  says  Don- 
ald Whiteside,  general  manager  of 
Intel's  Connected  Products  division, 
which  designed  the  Pocket  PC  Camera. 
"We  want  to  extend  the  PC  experience 
and  extend  the  Internet  experience." 

The  big  S29  billion  (1999  sales) 
company  has  occasionally  sold  prod- 
ucts other  than  chips  as  far  back  as 
1984,  when  it  peddled  a  math  coproces- 
sor and  a  memory  expansion  board. 
But  those  products  targeted  techies 
who  weren't  afraid  to  unscrew  the  lid 
on  a  PC.  Now,  with  Chief  Executive 
Craig  Barrett's  new  urgency  to  expand 


beyond  the  PC,  the  company 
is  trying  to  exploit  its  fa- 
mous brand  in  such  ven- 
tures as  hosting  Internet 
sites  and  selling  net- 
working equipment. 

It's  one  thing  to  sell 
peripherals  to  the  folks 
who  frequent  the  Fry's 
computer  chain.  It's 
another  to  sell  stuff  to 
the  masses  who  shop  at 
Target.  In  many  cases 
Intel  is  going  after  techno 
phobes  who  have  never  used  a 
PC.  The  Intel  Dot. Station  is  the  first  in 
a  series  of  Internet  appliances  that  Intel 
will  sell  by  piggybacking  onto 
providers  who  offer  Web  access,  e-mail, 
online  banking  and  other  services.  Its 
SI 49  Pocket  PC  Camera  is  designed  for 
folks  who  are  comfortable  with  tech- 
nology but  haven't  tried  digital  pho- 


Intel 

outside: 

Will  Intel's  new 

Me2Cam  (above)  and 

Pocket  PC  Camera 

(below)  develop  into 

another  Pentium  chip? 


's  as  if  Nabisco  were  making  tires ...  Pel 


tography.  Abbate's  Smart  Toy  Lab  this 
fall  will  sell  a  Computer  Sound 
Morpher  for  under  S45  that  allows  kids 
to  annoy  their  parents  by  recording 


sounds  and  mixing  them  up  on  a  F*l 
the  pipeline:  the  Intel  Play  Di^j 
Movie  Creator.  More  Intel-bran 
gizmos  for  instant  messaging,  resic 
tial  monitoring,  home  entertainn 
and  possibly  even  keyboards  and  r 
are  being  explored. 

"We're  trying  to  target  product 
ments  that  don't  exist  or,  if  they 
exist,  they're  very,  very  small,' 
Claude  Leglise,  an  Intel  vice  presic 
who  runs  the  companyr's  Home  Pr 
ucts  Group,  formed  in  1998.  "If  the: 
no  incumbent  in  these  segments, 
figure,  why  not  try  it  ourselves?" 

It's  a  good  idea  not  to  compete  v 
your  customers,  and  Intel  honors 
rule  in  not  manufacturing  fa 
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Popularity  Contest 


Source:  Interbrand  Group. 


Four  of  the  top  five  most  valuable  brand 
names  are  technology  companies. 

BRAND  VALUE 

($BIL) 

% 

Brands 

2000 

1999 

change 

Coca-Cola 

$72.5 

$83.8 

-13% 

Microsoft  Windows 

70.2 

56.6 

24 

IBM 

53.2 

43.8 

21 

Intel 

39.0 

30.0 

30 

Nokia 

38.5 

20.7 

86 

General  Electric 

38.1 

33.5 

14 

Ford 

36.4 

33.2 

10 

k  Disney 

33.5 

32.3 

4 

^  McDonald's 

27.8 

26.2 

6 

|^  AT&T 

25.5 

24.2 

6 

tant  family  members  to  see  and 
talk  to  one  another,  creating 
spontaneous    family  re- 
unions, all  from  the  PC," 
rhapsodized    one  Intel 
press  release  in  1996. 

But   the  grandma 
PC   never   took  off. 
Though  technology 
and  broadband  con- 
nections have  made  it 
possible  for  people  to 
see  each  other  and 
talk  at  the  same  time, 
that  does  not  mean  they 
want  to. 


Even  one  of  Intel's  most  visible  in- 
house  enterprises  is  wary  of  the  brand's 
connotations  outside  the  PC  arena. 
When  Intel's  Ezra  (Rip)  Harris  helped 
found  a  company  that  makes  an  elec- 
tronic nutrition-and-fitness  planner,  he 
went  with  the  name  Vivonic. 

"We  wanted  to  build  something 
new  that  would  make  people  think 
about  health  and  fitness  first  and  not 
the  technology,"  Harris  says.  Adds  Mar- 
keting Manager  Melanie  St.  John:  "It's 
as  if  Nabisco  were  making  tires  or  if 
Tide  started  making  cookies.  People 
would  wonder  what  in  the  world  Intel 
was  doing  next  to  their  treadmill." 

Intel  need  only  look  as  far  as  its  soul 
mate,  Microsoft,  for  a  hard  lesson  about 
trying  to  drive  your  brand  name  into 
unfamiliar  territory.  Despite  18  years  of 
experience  hawking  computer  mice, 
keyboards,  joysticks  and  other  acces- 
sories, Microsoft's  peripherals  sales 
have  been  uneven,  even  though  it 
shares  the  market  lead  with  big  mouse- 
maker  Logitech. 

Its  ergonomic  Natural  Keyboard  re- 
ceived rave  reviews  when  it  was  intro- 
duced in  1994.  But  most  computers  are 
still  shipped  with  the  standard-issue 
flat  keyboard  that's  been  around  since 
the  invention  of  the  PC.  Two  years  ago 
Microsoft  suffered  when  small  manu- 


d  wonder  what ...  Intel  was  doing  next  to  their  treadmill 


ided  PCs.  But  it  considers  anything 
enhances  a  PC  or  taps  into  the  In- 
et  to  be  fair  game.  Hence  the 
.Station,  notwithstanding  that  IBM 
Dell  both  have  made  Internet  ap- 
ices using  Intel  processors. 
3ut  if  IBM  looks  at  Intel's  past  effort 
:onsumer  products  it  probably 
i't  tremble  with  fear.  Intel  evange- 
1  for  years  that  as  videoconferenc- 
technology  became  affordable,  it 
ild  become  the  perfect  home  acces- 
'  for  a  mobile  society.  Lonely  grand- 
hers  who  had  resisted  the  digital 
lami  would  snap  up  home  comput- 
or  the  purpose  of  chatting  face-to- 
with  the  grandkids. 
'The  Intel  Video  Phone  allows  dis- 


"What  Intel  didn't  realize  was  that 
people  were  nervous  about  the  idea  of 
suddenly  seeing  another  person  live  on 
the  screen  talking  to  them,"  says  Robert 
A.  Enderle,  a  PC  product  market  ana- 
lyst with  Giga  Information  Group. 

It  wasn't  a  total  loss.  Intel's  PC  cam- 
eras, which  grew  out  of  the  long-suffer- 
ing videoconferencing  technology,  have 
since  become  hot  sellers. 

But  with  other  ventures,  Intel  still 
seems  to  be  groping  for  the  right  for- 
mula. A  much- touted  partnership  with 
Mattel  to  develop  high-tech  toys  died  a 
quiet  death.  Mattel  still  serves  as  Intel's 
contract  manufacturer,  but  now  Intel 
must  navigate  the  cutthroat  world  of 
toy  design  and  retailing  on  its  own. 


facturers  gave  mice  and  keyboards 
away  for  free. 

More  recendy  Microsoft  killed  a  line 
of  $199  PC  speakers  that  boasted  three- 
dimensional  sound  but  didn't  sell  well. 

"We're  careful.  We  take  calculated 
risks,  but  we  still  get  bombs,"  sighs 
Timothy  McDonough,  director  of  mar- 
keting for  Microsoft's  hardware  prod- 
ucts group. 

One  thing  Microsoft  won't  be  mak- 
ing anytime  soon  is  PC  cameras.  The 
company  assembled  a  focus  group  in 
August  to  assess  the  potential  competi- 
tion, Logitech  and  Intel. 

"The  majority  couldn't  get  them  to 
work,"  McDonough  says.  "We  think 
that's  a  tricky  one."  F 
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in  Numbers 


insights  By  Peter  Huber 


am  FTEP  THE  CRASH  ALMOST  EVERYONE  REMARKED 
J|A  that  the  Concorde  had  had  a  stellar  safety  record  in 
—W  1 1  s  previous  24  years  of  commercial  operation.  That 
^KbA  a  catastrophic  failure  of  one  of  ( ioodyear's  lues 
Bsc  wL  could  bring  down  the  aircraft,  with  its  109  passen- 
gers and  crew,  came  as  a  complete  surprise.  The  Concorde  will 
be  remembered  by  many  as  a  fatefully  unlucky  exemplar  of 
magnificent  engineering. 

Ford  and  Firestone,  by  contrast,  could  easily  have  prevented 
most  of  the  Ford  Explorer  crashes,  or  so  we're  being  told.  Sift- 
ing back  through  the  accident  records,  regulators  now  blame 
Firestone  for  88  deaths  (and 
counting)  in  the  U.S.,  most  of 
them  in  Explorer  crashes.  The 
companies  knew — or  should 
have  known — long  before  the 
body  count  rose  so  high. 

Here's  another  view.  The 
Concorde  was  an  icon  of  engi- 
neering arrogance  and  statisti- 
cal ignorance.  Firestone's  tire 
may  have  had  serious  problems, 
too,  but  Firestone  and  Ford  had 
a  tougher  call  to  make,  and 
probably  made  a  more  reason- 
able one.  Forget  about  Con- 
corde's "24  years  of  safe  opera- 
tion." Unless  you're  a  test  pilot, 
paid  to  stretch  the  odds,  don't 
fly  in  an  aircraft  that's  1  of  only  12  like  it.  Favor  mass-market 
products,  like  Firestone's  ATX.  It  had  a  production  run  of  6.5 
million.  And  it  was  grounded  a  lot  faster  than  the  jet  was. 

They  call  it  "learning  the  hard  way,"  but  much  of  the  time 
it's  the  only  way.  Anticipating  every  possible  path  to  misad- 
venture is  impossibly  hard;  learning  from  misadventure  is 
comparatively  easy.  Not  for  the  unlucky  few  who  are  the  early 
victims,  of  course,  but  easy  for  society  as  a  whole.  What  makes 
mass  production  so  safe  is  that  it  lets  manufacturers  learn  hard 
lessons  so  fast. 

Maybe  Firestone  and  Ford  didn't  learn  as  fast  as  they 
should  have.  But  the  lessons  you  learn  from  a  million  cars 
driving  on  different  roads  around  the  world  can  be  messy 
ones,  and  more  so  with  tires  than  with  just  about  any  other 
part  of  the  car.  One  hundred  wrecked  cars  with  blown  tires 


A  firm  selling 
millions  of  tires  has 
to  discount 
a  lot  of  real 
accidents.  One  with 
only  12  planes  aloft 
takes  every  narrow 
escape  as  seriously 
as  a  crash. 


may  point  to  1 00  flawed  tire 
or,  in  a  crowd  that  large,  to 
suicidally  irresponsible  drivj 
A  manufacturer  can't  assu 
perfect  tire  maintenance, 
can't  design  against  gi 
abuse,  either.  So  the  challej 
isn't  to  find  fatal  wrecks,  id 
make  sense  of  them.  The  f 
may  be  in  the  driver,  the  n 
ber,  the  car's  center  of  grail 
or  the  road. 

Or  in  the  fuel  tank.  Nobody  can  seriously  blame  Good] 
for  the  Concorde  crash,  even  though  its  tire  figured  prcj 
nently  in  the  disaster.  Aircraft  tires,  like  car  tires,  can't  be 
signed  to  survive  every  possible  hazard  on  the  tarmac,  w 
made  the  Concorde  horribly  unsafe  wasn't  the  tire  but 
proximity  of  undercarriage  to  fuel  tank,  on  a  plane  builf 
unusually  stressful  takeoffs  and  landings.  Tire  blowouts 
and  should  be,  "normal,"  statistically  speaking.  Blowouts 
rupture  fuel  tanks  aren't,  and  shouldn't  be. 

As  they  sifted  through  early  accident  reports,  Firestone 
Ford  had  to  make  hard  calls  about  what  was  really  going  wrj 
keeping  in  mind  that  in  a  million-vehicle  fleet,  some  nun) 
of  accidents  are  inevitable,  however  tragic  that  fact  mav 
The  Concorde's  owners  had  to  make  their  calls  at  the  d 
end  of  the  statistical  curve,  with  far  too  little  experiencj 
hand.  A  company  with  millions  of  cars  on  the  road  has  to 
count  a  lot  of  real  accidents.  One  with  only  a  dozen  aircraj 
the  air  has  to  take  every  narrow  escape  as  seriously  as  a  cij 

The  Concorde's  owners  didn't.  The  jet  had  already 
vived  at  least  one  burst-tire  incident  that  gravely  damag) 
fuel  tank.  If  the  Boeing  747,  a  much  more  common  plan 
about  the  same  vintage,  had  been  as  vulnerable  as  the  C 
corde,  it  would  have  experienced  serious  fuel-tank  dan 
every  few  months.  But  the  Concorde's  owners  reacted  tcj 
harbingers  of  disaster  much  as  NASA  did  when  it  downpli 
early  signs  of  trouble  with  the  shuttle's  O-rings. 

To  say  that  they  should  have  learned  more  from  pries 
cidents  is  to  miss  the' main  point,  however.  Firestone  and  1 
may  not  have  reacted  as  quickly  as  they  should  have  whei 
ports  of  serious  accidents  began  to  accumulate.  The  C 
corde's  owners  made  a  much  more  fundamental  mistake.  | 
opted  to  fly  a  12-aircraft  fleet. 


Peter  Huber,  a  Manhattan  Institute  senior  fellow,  is  the  author  o/Hard  Green:  Saving  the  Environment  from  i  V 

the  Environmentalists  columns  at  www.forbes.com/huber  or  use  your  CAT.  scanner  on  theCuecode  k  ^ 

( right)  to  take  you  there  instantly  ^L*--  m 
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ery  time  you  buy  insurance.  At  Quotesmith.com  you  get 
i  tant  quotes  from  over  300  companies  -  and  the  freedom 
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ing  Appetites 


Who  has  time  to  cook  anymore?  Who  has  time  to  shop  for  food? 
One  big  grocer  intends  to  follow  consumers  wherever  they  eat. 


Stocking  up:  Groceries  are  just  part  of  Cees  van  der 
Hoeven's  plan  to  put  more  food  on  your  table. 


BY  DEBORAH  ORR 

MOST  AMERICANS  HAVE  NEVER 
heard  of  Dutch  grocer  Royal 
Ahold,  but  the  antitrust  lawyers 
at  the  Federal  Trade  Commission  sure 
have.  Last  year  the  FTC  blocked  Ahold's 
$1.7  billion  bid  for  the  New  Jersey-based 
Pathmark  chain.  Already  the  nation's 
fourth-largest  supermarket  concern, 
Ahold  would  have  sealed  its  dominance 
in  the  Northeast  with  that  deal. 

Ahold  Chief  Executive  Cees  van  der 
Hoeven  should  thank  the  FTC.  By  calling 
a  halt  to  his  growth-by- acquisition  strat- 
egy on  the  East  Coast,  the  antitrust  reg- 
ulators pushed  van  der  Hoeven  to  follow 
through  on  what  looks  to  be  a  far  more 
lucrative  plan:  consolidating  the  compa- 
nies that  deliver  food  to  restaurants,  hos- 
pitals and  other  institutions. 

Earlier  this  year  he  snapped  up  the 
Maryland-based  U.S.  Foodservice  for 
$3.6  billion;  in  August  he  followed  this 
move  with  the  $1.6  billion  purchase  of 
Sara  Lee's  PYA/Monarch  food-distrib- 
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ution  business.  Together 
the  two  entities  give 
Ahold  a  bigger  chunk  of 
the  fragmented  bulk- 
supply  market  (7.5% 
than  anyone  besides  in- 
dustry juggernaut  Sysco. 

Why  food  service? 
Consumers  are  buying 
fewer  groceries  and  more  prepared 
meals.  The  food-service  business  is 
growing  around  8%  a  year,  twice  the 
rate  of  the  grocery  trade.  "Americans 
now  eat  around  half  their  meals  out- 
side the  home,"  explains  van  der  Ho- 
even. "We  have  watched  this  trend  for 
years — setting  up  salad  bars  and  of- 
fering more  take-home  meals  gives  us 
some  of  that  business — but  we  can't 
reverse  the  trend." 

The  bulk  trade  is  about  far  more  than 
canned  beans.  Food-service  businesses 
often  supply  gourmet  fare  that — here 
comes  the  additional  beauty  of  it — is  one 
of  the  fastest  growing  areas  of  supermar- 


ket sales.  A  substantial  food-service  1 
ness  gives  Ahold,  the  only  grocer  w 
food-service  arm,  an  edge  when  it  cc 
to  offering  the  fresh  fare  in  its  stores 
Van  der  Hoeven  has  been  eyeinj 
food-service  sector  for  years.  0 
question  was:  Is  there  a  strong  cas 
us  to  enter  the  business?  In  the 
there  wasn't,"  he  explains.  That's) 
cause  under  old  inventory  systems 
suppliers  didn't  recognize  the  c 
bined  purchasing  clout  of  a  grocer 
food-service  firm.  Like  most  gro 
Ahold  used  to  negotiate  contracts  \ 
food  suppliers  based  on  the  numbj 
units  it  sold  at  its  stores — it  would 
so  many  cases  of  Coca-Cola  or  so  n 
packages  of  frozen  peas — \i 
food-service  companies  bought  g<| 
in  industrial-size  containers.  It  was 
possible  to  lump  the  two  tj 
of  purchases  together  to 
purchasing  power. 

But  new  inventory  systems  and 
tract  arrangements  have  changed  all) 
Now  big  chains  like  Ahold  can  nega 
contracts  based  on 
umes  sold  globallyJ 
discounting  purpos 
doesn't  matter  anyit 
whether  the  cola  cq 
in  six-packs  or  5-g^ 
i  kegs  of  syrup.  WitH 
|  move  into  food  sell 
Ahold  gains  the  o 
with  vendors  that 
giant  Wal-Mart,  top 
^  cer  Kroger  and  a  hail 
of  other  purveyors  ej 
Those  savings  can  also  be  passed  « 
the  firm's  main  business:  selling 
cenes.  Ahold  operates  supermarke! 
over  the  world,  but  it  is  now  more  A] 
ican  than  Dutch.  Global  sales  this) 
will  approach  $50  billion,  with  rou 
$30  billion  of  that  booked  in  the 
Ahold  has  built  its  U.S.  presence  by 
ing  up  family-run  chains  and  alloi 
the  stores  to  continue  to  trade  under 
established  names. 

It  sells  groceries  under  the  H 
banner  in  the  Southeast,  Giant  in 
mid-Atlantic  region  and  Tops 
Stop  &  Shop  in  the  Northeast.  X 
the  FTC  blocked  its  acquisitiol 
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It's  a  different  kind  of  world. 

You  need  a  different  kind  of  software. 


Taken  from  10  major  industry  sectors,  the  InternetWeek  100  showcases  companies  that  are  successfully 
utilizing  e-business.  Whether  in  the  form  of  increasing  revenues,  adding  customers,  cutting  costs  or 
improving  relationships,  these  companies  have  generated  impressive  returns.  On  average  they  expanded  their  customer  bases 
by  8%.  And  fully  one-third  expect  revenues  to  grow  by  40%  this  year.  How  did  they  do  this?  By  using  different  software.  Software 
that  is  proven  and  tested  to  be  flexible,  reliable,  scalable,  cross-platform  and  supports  industry  standards.  In  other  words,  the 
IBM  portfolio  of  e-business  software:  WebSphere,'"  Lotus,  DB2®  and  Tivolif  To  learn  more,  visit  ibm.com/software/different 
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Food  Fight! 


Shoppers  might  not  know  it  by  name,  but  Ahold  is  the  fourth-largest  grocery  firm  in  t 
U.S.  With  new  acquisitions,  it's  also  the  first  one  to  challenge  Sysco  in  food  service. 

Cnmnanv 

sales 
(Sbil) 

markel 
share 

Market 
value 
(Shift 

2000  E 
P/E 

Kroger 

$45.4 

9.8% 

$18.7 

17 

Albertson's 

37.5 

8.1 

9.3 

10 

Safeway 

28.9 

6.3 

24.3 

22 

Ahold 1 

20.3 

4.4 

22.7 

21 

Distributors 

Sysco 

19.3 

12.5 

14 

31 

Ahold/US  Foodservice2 

12 

7.5 

22.7 

21 

'Ahold  U.S.  grocery  revenues.  2Ahoid  food-service  business  only(includes  GFG  Foodservice,  US  Foodservice  an 
PYA/Monarch  acquisitions).  Sources:  IBES  Express  and  Interactive  Data  Corp  via  FactSet  Research  Systems;  If 
Barings;  Supermarket  News. 

Pathmark,  Ahold  was  one  of  the  most 
aggressive  consoiidators  in  the  U.S. 
grocery  business. 

"We  bu;  a E>mp; that  are  already 
veil  run  and  leave  the  management  to 
those  who  know  the  company  best,"  says 
van  der  Hoeven.  Smart  strategy:  Ahold's 
U.S.  operating  margins  are  4.9%,  very 
high  for  the  grocery  industry.  Sales  per 
square  foot  at  Ahold's  U.S.  stores  are  by 
far  the  highest  in  die  country,  at  $670  in 
1999.  Wal-Mart's  were  only  $461 . 

Ahold  grew  out  of  a  family-run  busi- 
ness itself.  The  company  was  founded  in 
1887,  when  Albert  Heijn  took  over  from 
his  father,  who  got  his  start  delivering 
flour,  cheese  and  other  staples  from  a  cart 
in  Zaandam,  near  Amsterdam. 

Cees  van  der  Hoeven,  now  52,  joined 
the  firm  in  1985  after  spending  most  of 
his  career  in  various  international  post- 
ings with  Shell.  He  now  spends  more 
than  half  his  time  on  the  road,  trying  to 
sell  investors  on  his  acquisitive  strategy. 
And  there's  a  good  story  line:  He  has 
promised  (and  delivered)  earnings-per- 
share  growth  of  20%  a  year  since  1996. 

But  U.S.  food  retailing  is  out  of 
favor  on  Wall  Street.  A  late-August 
profit  warning  from  Albertson's  sent 
the  sector  down  even  further,  knock- 


ing more  than  $1  billion  off  Ahold's 
market  cap  in  one  week  alone. 

With  the  food-service  purchases, 
Ahold  is  hedging  its  supermarket  bet. 
Sysco's  stock  has  thrived  despite  the 
grocery  selloff,  appreciating  67%  in 
the  past  year.  "People  have  to  eat 
somewhere,"  says  van  der  Hoeven.  "If 
you  eat  at  home,  we  have  stores.  If  you 
eat  at  a  restaurant,  at  school,  at  a  hos- 
pital— even  at  a  prison — we  can  still 
supply  the  food." 

Ahold's  success  in  the  U.S.  stands  out 
among  Europe's  big  grocery  groups. 
France's  Carrefour,  Germany's  Tengel- 
man  (which  controls  A&P),  among  oth- 


ers, have  attempted  to  invade  the 
grocery  market.  Most  have  failed.  By  o 
trast,  Ahold's  aftertax  earnings  H 
quadrupled  to  $752  million  since  van 
Hoeven  took  over  in  1993,  with  nearl 
of  that  growth  coming  from  the  U.S 

The  new  food-service  strategy 
likely  help  sustain  these  results.  M« 
time,  he's  still  shopping  for  acqu 
tion  candidates  beyond  the  Northe 
The  privately  held  Publix  Super  r\| 
kets  chain,  based  in  Florida,  is 
possible  target. 

One  way  or  another,  van  der  Ho« 
intends  to  increase  what  he  calls  Abu 
"stomach-share"  of  America. 


The  Anti-Webvan 

Last  year  retailing  luminary  Louis  Borders,  armed  with 
$400  million  in  venture  capital,  promised  to  revolution- 
ize the  grocery  business  with  Webvan.  His  strategy:  Skip 
the  stores  and  deliver  direct.  Borders  and  his  backers  have 
built  a  massive  Webvan  warehouse  in  Oakland,  Calif.;  hired 
George  Shaheen,  the  former  head  of  Andersen  Consulting,  to 
run  the  business;  and  signed  Bechtel  to  build  26  distribution 
centers  at  a  cost  of  $25  million  to  $35  million  each  over  the 
next  three  years. 

Ahoid  has  a  plan  here.  too.  Its  strategy?  A  guy  in  the  back 
room  who  will  pick,  pack  and  deliver  your  groceries— for  a 
price.  But  don't  laugh.  If  Borders  got  the  buzz,  Ahold  got  the 
profits.  Webvan  sold  only  $13.3  million  worth  of  groceries  last 
year,  lost  $1.27  million  and  has  a  serious  cash-bum  problem. 
Ahold's  home-delivery  service,  on  the  other  hand,  turned  prof- 
itable in  the  Netherlands  last  year,  broke  even  in  the  U.S.  and 
has  been  thriving  for  years  in  Argentina— all  without  a  huge 
initial  investment. 

Some  of  the  company's  U.S.  stores  have  converted  part  of 


their  back  rooms  into  packing  areas  called  warerooms.  T 
dedicated  pickers,  as  they  are  called,  can  reach  80%  ol 
store's  nonperishables.  For  the  rest,  pickers  go  out  front  ti 
what  they  need. 

Ahold  sold  less  than  $25  million  worth  of  food  for  di 
ery  last  year,  versus  sales  of  $20  billion  at  its  U.S.  stc 
but  it  expects  home-delivery  sales  to  grow  to  around  10 
its  total  worldwide  revenues.  As  business  picks  up  anc 
warerooms  get  crowded,  Ahold  will  move  its  order  fulfillr 
to  a  bigger  facility  by  partitioning  existing  distribution  cer 
or  building  new  stand-alone  facilities  or  buying  existing  w 
houses  as  it  did  in  September  with  the  $12  million  acquis 
of  Streamline. corn's  Washington,  D.C.  facilities. 

To  market  Ahold's  cyberfood  activities,  in  April  Cees  vai 
Hoeven  snapped  up  Peapod,  the  biggest  Internet  grocer,  jui 
it  was  about  to  run  out  of  money.  Ahold  bought  51%  of  the  t 
pany's  equity  for  $73  million.  (Other  U.S.  grocers  are  follow 
similar  tack,  buying  up  troubled  online  counterparts.)  Peaj 
$73  million  in  annual  sales  won't  add  much  to  Ahold's  top-lin 
ures,  but  it  was  cheaper  to  buy  the  technology  and  know- 
Peapod  had  than  create  it  from  scratch.  And  this  was  done 
out  burning  a  hole  in  investors'  pockets.  i 
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-business  software 


It's  a  different  kind  of  world. 

You  need  a  different  kind  of  software. 


How  fast  is  that?  At  440,880  transactions  a  minute,  a  new  TPC-C 
record,  DB2 '  Universal  Database™  is  three  times  faster  than  Oracle. 
Yes,  the  e-business  world  is  different.  And  it  demands  software  that  performs.  Try  the  world's 
most  powerful  database  on  Windows5  or  any  other  platform  at  ibm.com/software/different/db2 


Can  a  French  executive  make  a  Japanese 
automaker  shape  up?  Early  indications  are 
that  voluble  Carlos  Ghosn  will  succeed. 


BY  BENJAMIN  FULFORD 

AT  A  RECENT  BOARD  MEETING 
Nissan  Motor  President  Carlos 
Ghosn  got  some  restructuring 
proposals  approved.  After  the  meeting, 
Nissan  Chairman  Yoshikazu  Hanawa 
took  him  aside  and  told  him  that  there 
had  been  many  "negative  yes"  votes.  He 
explained  this  means  that  if  forced  to 
vote,  the  executives  would  vote  yes,  but 
that  they  had  some  doubts  they  were 
unable  to  express  consciously. 

"Sometimes  [Japanese]  cannot  come 
up  with  a  quick  answer  or  explain  how 
we  reached  a  conclusion,"  Hanawa  says. 

Ghosn,  raised  in  Brazil,  is  a  graduate 
of  the  Ecole  Polytechnique  in  Paris,  a 
school  famous  for  producing  people 
who  adhere  to  rigorous  (some  say  exces- 


sively rigorous)  logic.  He  will  have  none 
of  this  kind  of  vagueness.  "Every  coun- 
try has  a  culture  and  you  have  to  deal 
with  it."  he  says.  This  new  import  from 
France,  given  the  Nissan  helm  last  year, 
insists  on  clear  lines  of  responsibility 
and  full  explanations  for  every  move. 

This  is  still  a  shock.  "Westerners  are 
like  computers,  they  go  yes/no,  yes/no, 
yes/no  until  they  reach  their  conclu- 
sion," grumbles  Hanawa,  who,  in  the 
old  order  of  things,  would  have  been 
running  the  company. 

The  old  order  ended  in  March  1999, 
when  Nissan's  banks  pulled  the  plug 
and  Renault  came  to  the  rescue  by  in- 
jecting $6  billion  of  capital  in  return  for 
a  controlling  36.8%  stake.  The  46-year- 
old  Ghosn  (pronounced  "Ghone"),  who 


Nissan 


helped  to  rebuild  the  French  auto  n 
stay,  was  brought  in  to  straighten  a 
company  recently  dethroned  by  Ho 
as  Japan's  number  two  carmaker. 

"Ghosn  has  succeeded  way  bej 
our  wildest  expectations,"  Hanaw^ 
mits.  "The  biggest  difference  is  sp 
We  thought  we  should  change,  bu 
were  slow."  What  Nissan  avoided  d 
for  a  decade,  Ghosn  plans  to  accomi 
in  three  years.  In  the  first  year  hi 
nounced  he  would  close  five  facte 
Nissan  is  ahead  of  schedule  for  its  t 
to  cut  20%,  or  $10  billion,  from  id 
nual  costs  by  2002.  In  the  fiscal  yean 
ends  next  March,  Nissan  could  eke  i 
small  profit  on  $58  billion  in  sales 
lowing  three  losing  years. 

In  the  U.S.,  which  accounts  for 
of  Nissan's  sales,  executives  have  gs 
more  direct  access  to  headquarters 
more  responsiveness  to  U.S.  needs) 
Jed  Connelly,  senior  vice  preside! 
charge  of  sales  and  marketing.  1 
decade  U.S.  dealers  have  been  askij 
vain  for  Nissan  to  introduce  a  fuL 
truck,  something  that  Ghosn  will  u 
at  the  Detroit  Auto  Show  in  Januar 
than  a  year  after  hearing  this  rec 
from  U.S.  dealers,  says  Connelly. 

Ghosn  is  not  the  first  outsid 
take  command  in  Japan's  critical 
industry.  Mazda  is  now  being  run 
third  foreign  president  since  Ford  t» 
33.4%  stake  in  1996.  But  in  man 
spects  Ghosn's  start  is  more  impre 
Because  it  was  the  first  foreign  com 
to  take  over  a  large  Japanese  one, 
had  to  promise  to  move  ginjj 
Ghosn  abruptly  cut  costs,  but  als< 
increased  capital  spending  by  25% 
put  $1  billion  more  into  U.S.  plant 
plans  to  revamp  Nissan's  stodgy  li 
with  22  flashy  new  models  by  \ 
many  of  which  will  also  be  on  disp 
January  in  Detroit. 

Unlike  Japanese  executives,  whe 
to  present  an  aloof  image,  Ghosn  \ 
ously  shakes  hands  with  every  emp 
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Remarkably  quickly,  the  Internet  has  transformed  how  business  is  done.  This 

requires  software  that's  flexible,  reliable,  scalable,  has  cross-platform  capability  ^■■■■■■■hhh 

and  supports  industry  standards.  That  software  is  WebSphere,"  Lotus,'  Tivoli"  and  DB2:  It's  the  software  IBM 
makes  to  create,  deploy  and  manage  e-business  applications.  To  learn  more,  go  to  ibm.com/software/different 
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who  enters  his  office,  regardless  of  how 
junior  they  are.  "If  Americans  like  un- 
derdogs, well,  we  are  a  super-underdog," 
he  says.  "Nissan  will  be  one  of  the  im- 
portant turnaround  stories  in  the  his- 
tory of  the  automobile  industry." 

There  have  been  accounts  of  stormy 
shareholder  meetings,  deep  dissatisfaction 
among  older  personnel  and  grumblings 
from  managers  about  cuts  in  expense- 
paid  trips  to  girlie  bars  with  suppliers.  Is 
he  facing  an  obstacle 
course?  The  voluble 
Ghosn  leans  back  in  si- 
lence, stares  at  the  ceiling 
and  says,  "Honestly,  I  do 
not  see  any.  I  am  confi- 
dent— not  optimistic,  be- 
cause that  implies  a  bit  of 
hope  and  wishful  think- 
ing— but  confident." 

Renault's  involve- 
ment in  Nissan  took  a 
bit  of  courage,  flying  as 
it  did  in  the  face  of  a 
stereotype  that  the 
French  and  Japanese  get 
along  like  cats  and  dogs. 
And  since  Renault  is 
smaller  than  Nissan,  a  failed  rescue 
would  probably  doom  both  companies. 

Ghosn  took  the  job  after  insisting  on 
complete  control  and  "no  sacred  cows, 
no  taboos,  no  constraints."  He  found 
himself  in  charge  of  a  company  that  had 
suffered  a  long,  debilitating  decline. 
Once  the  leader  of  Japan's  "energy  cri- 
sis" export  surge,  it  has  been  losing  mar- 
ket share  over  the  past  26  years,  has 
failed  to  turn  a  profit  in  seven  of  the  past 
eight  years  and  has  critical  debt  levels. 

Yet,  Ghosn  says,  he  found  a  complete 
lack  of  urgency.  "The  house  was  on  fire 
and  they  were  just  sitting  around,"  he 
says.  Ghosn  jolted  employees  out  of 
their  complacency  when,  backed  by  Re- 
nault's controlling  voting  share  in  Nis- 
san stock,  he  removed  35  out  of  42 
board  members,  leaving  Nissan  with  a 
much  slimmer  board. 

In  the  old  Nissan,  promotions  came 


►  By  the  Numbers 


A  year  after  taking  charge 
aT  Nissan,  Carlos  Ghosn  is 
outpacing  Ford's  revamp 
of  rivai  Mazda  in  important 
respects.  One  is  Japanese 
overstaffing. 

Head  count 
reduction  at  Mazda  over 
last  five  years. 


Head  count  cut  at 
Nissan  during  Ghosn's 
first  year  of  control. 

Ghosn's  planned 
reduction  (21,000 
positions)  by  year  2002. 


with  seniority;  talent  was  not  readily  re- 
warded and  women  were  relegated  to 
minor  roles.  Chairman  Hanawa  credits 
Ghosn  for  ending  all  that  and  making 
rigorous  numerical  targets  and  results 
the  main  evaluation  criteria." 

Ghosn  also  concluded  that  Nissan's 
esteemed  engineering  and  quality  were 
wasted  on  dull  design.  He  poached  a  se- 
nior designer  from  another  company — 
very  un-Japanese.  Shiro  Nakamura, 
from  Isuzu,  immediately 
took  charge  of  electrify- 
ing Nissan's  look.  What 
was  wrong:  too  many 
designers  spoiling  the 
design,  creating  flavor- 
less, generic-looking 
cars.  "Japanese  people 
are  more  interested  in 
compromising  with  the 
group  than  asserting 
their  individuality,"  ex- 
plains Nakamura.  He 
intends  to  make  sure 
foreigners  account  for  at 
least  10%  of  the  design 
team. 

Nissan  executives  are 
no  longer  sent  abroad  as  "advisers"  but 
as  full-fledged  members  of  the  manage- 
ment of  subsidiaries.  "It  turns  out  we 
were  not  really  communicating  with  our 
subsidiaries  overseas,"  Hanawa  admits. 

How  do  French  managers  communi- 
cate with  Japanese  ones?  Intensive  English 
training  for  all  Nissan  employees,  from  re- 
ceptionists to  top  executives.  "Having  to 
speak  English  is  very  helpful,  as  it  is  not 
our  native  tongue;  so  we  have  to  simplify 
our  thoughts  down  to  core  issues,"  says 
Thierry  Moulonguet,  a  Frenchman  who  is 
the  new  chief  financial  officer.  "It  turns 
out  there  are  not  two  different  ways  to  talk 
about  important  financial  data." 

Moulonguet' s  first  big  move  was  a 
big  bath  for  the  accounts,  which  will 
make  future  profits  easier  to  come  by. 
The  result  was  a  $6.5  billion  loss  in  the 
year  to  March.  "I  found  that  economic 
criteria  were  not  at  the  center  of  the  de- 


cision-making process  at  Nissan, 
says.  Now,  Nissan's  accounts  are  in 
with  international  standards  and  u 
are  no  surprises,  like  an  underfuq 
pension  plan,  left  on  the  books. 

The  new  regime  has  also  chaij 
the  way  Nissan  thinks  about  cars, 
old  Nissan  would  decide  what  platfq 
and  parts  to  use  first  and  then,  alma 
an  afterthought,  take  a  look  at  what  i 
sumers  wanted,  confesses  Yoshio  Fij 
in  charge  of  product  planning.  "> 
when  we  make  a  Sunny  [Sentra  in1 
U.S.],  we  have  to  think  who  the 
tomer  is,  what  she  wants  and  how) 
uses  a  car  first,"  he  says. 

The  corporate  ties  cut  both  w 
Renault  has  a  lot  to  learn  about  e) 
neering,  production  processes 
product  quality,  Nissan  executives 
plain.  Despite  its  problems,  Nissani 
has  the  most  productive  plants  in  Nl 
America  and  Europe.  It  has  always 
near  the  top  of  surveys  of  reliab 
Teams  of  Nissan  engineers  and  ex 
tives  have  been  dispatched  to  helpl 
grade  technical  standards  at  Renaul 

The  companies  complement  on^ 
other.  Renault  is  strong  in  Europe 
South  America,  where  Nissan  hi 
minor  presence.  Nissan  is  stroni 
North  America  and  Asia,  where  Refl 
is  almost  absent.  Nissan  makes  lirj 
cars  and  four-wheel -drive  cars,  proc 
that  are  almost  nonexistent  in  Rena 
inventory.  The  two  companies  now 
save  money  by  jointly  purchasing  j 
and  splitting  R&D  costs.  More  saV 
are  in  store  in  the  future  as  they  bi 
sharing  chassis  as  well. 

Despite  the  synergies,  not  all  is 
monious.  Renault's  plan  to  sell  son 
its  cars  in  Japan  is  looking  iffy.  "We 
putting  some  Renault  cars  in  a  To 
showroom,  but  Japanese  customers 
not  like  the  designs  at  all,"  says  the . 
"  of  a  Tokyo  Nissan  dealership.  "The 
riors  of  Renault  cars  look  cheap 
shoddy,  and  I  will  not  try  very  hai 
sell  them  if  I  am  forced  to  put  the: 
my  showroom." 


"Nissan  will  be  one  of  the  most  important  turnaround 

stories  in  the  history  of  the  automobile  industry."  
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The  Crisis  That  Isn't 

It  is  common  for  politicians  to  deplore 
illiteracy.  But  when  you  get  right  down  to  it, 
what  they  are  deploring  is  the  fact  that  half 
of  the  population  reads  less  well  than 
the  median  person.  Is  that  really  a  crisis? 


BY  DAN  SELIGMAN 

A CASUAL  READER,  OR  EVEN  A 
casual  illiterate,  could  be  forgiven 
for  assuming  that  illiteracy  pre- 
sents a  huge  national  problem.  Com- 
ing at  us  from  all  directions  are  au- 
thority figures  proclaiming  that  it  is  a 
grave  threat.  George  W.  Bush  has  called 
it  a  "national  emergency."  Surveys  find 
that  30%  of  the  adults  in  Appalachia 
are  "functionally  illiterate."  The  figure 
for  Dallas  is  said  (by  the  National  In- 
stitute for  Literacy)  to  be  29%.  One 
learns  from  the  U.S.  Department  of 
Education  Web  site  that  between  40 
million  and  44  million  people  "read  at 
a  level  less  than  necessary  for  full  par- 
ticipation in  society" — whatever  that 
is.  Most  of  these  folks  are  possibly 
among  the  60  million  people  who 
could,  according  to  Time  Warner,  ben- 
efit from  more  literacy  education,  like 
the  company's  own  Time  to  Read  pro- 
gram. Several  years  ago  the  National 
Center  for  Education  Statistics  (NCES) 
was  encouraging  you  to  worry  about 
the  fact  that  70%  of  the  U.S.  prison 
population  is  illiterate. 

You  have  possibly  never  read  an  ar- 
I  iclc  bating  that  the  country's  illiteracy 


problem  is  much  overblown.  Until 
now,  that  is. 

Anybody  trying  to  get  up  to  speed 
on  literacy  instantly  hits  a  discouraging 
speed  bump:  There  is  no  agreed-upon 
definition  of  literacy.  Instead,  as  you 
have  possibly  already  intuited  from  the 
examples  above,  there  are  infinite  data 
based  on  endlessly  shifting  standards. 
Take  that  70%  prison  figure,  for  exam- 
ple. It  comes  with  a  rather  daunting 
footnote,  which  states:  "About  seven  in 
ten  prisoners  ...  are  apt  to 
experience  difficulty  in 
performing  tasks  that  re- 
quire them  to  integrate  or 
synthesize  information 
from  complex  or  lengthy 
texts  or  to  perform  quanti- 
tative tasks  that  involve  two 
or  more  sequential  opera- 
tions and  that  require  the 
individual  to  set  up  the 
problem."  This  raises  two 
questions:  One  is  whether 
we  really  want  our  bank 
robbers  and  drug  dealers  to 
become  more  proficient  in 
dealing  with  life's  com- 
plexities. (The  NCES  an- 


swer is  a  resounding  yes:  "Literacy  j 
grams  for  inmates  cannot  afford  tc 
shortchanged.")  The  other  questior 
On  that  rather  demanding  definitioi) 
literacy,  what  proportion  of  the  n\ 
prison  population  is  illiterate?  Ansv( 
almost  50%. 

Severely  criticizing  the  arbitrarirj 
of  all  these  measures  is  an  excel 
entry  on  illiteracy  in  the  Encycloped\\ 
Human  Intelligence.,  published 
Macmillan  in  1994.  The  entry  no 
that  differing  popular  definitions  hi 
yielded  illiteracy  estimates  for  Ame 
can  adults  ranging  from  less  than 
(when  the  standard  is  an  ability  to  I 
your  name)  to  more  than  90%  (wlj 
the  standard  is  an  ability  to  deline 
the  difference  between  two  emplcr 
fringe  benefits  after  reading  a  detail 
description  of  each).  A  cherished  del 
from  the  encyclopedia  is  the  figure! 
ability  to  comprehend  a  New  Yi 
Times  editorial.  Of  this  challenging  ti 
the  encyclopedia  states:  "More  th 
60%  could  not  understand  the  mi 
idea."  My  heart  goes  out  to  them. 

Perhaps  your  biggest  surprise  in  | 
ploring  all  these  data  will  be  the  rel 
lation  that  "illiteracy"  nowadays  d^ 
not  refer  merely  to  reading  abilj 
When  you  see  references  to  "functio! 
illiteracy,"  you  can  generally  assui 
that  what's  being  gauged  is  a  wh< 
range  of  mental  abilities.  The  most  i 
cent  national  sample  of  literacy  ij 
1992  study,  done  under  contract  fori 


Down  With  Illiteracy 


The  term  "illiteracy"  has  many  meanings,  but  whe 
it  means  a  literal  inability  to  read  or  write  at  any 
level,  in  any  language,  there's  not  much  of  it  left. 

zo\ 
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X     Percentage  of  Americans  14  years  old  and  over 
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proud  of  him  because 
ked  about  VIAGRA. 


-VIAGRA  has  shown  improvement  in  erectile 
function  in  4  out  of  5  men  compared  with 
1  out  of  4  for  sugar  tablets 

— More  than  6  million  men  in  the  US  have 
been  prescribed  VIAGRA  ( I  million  were  also 
taking  blood  pressure-lowering  medication) 

re  him  because 
he  did  it  for  us. 


Love  life 


•NT  Siim-M  Of  MF0RMA1  ION  ABOUT 

(silde.r.ajil  cilrau)uWa 
This  summary  contains  imjiortanl  information  about 
VIAGRA'-.  It  is  not  mean!  !o  >ake  the  place  of  your  doctor's 
instructions.  Read  this  information  carefully  before  you  start  taking 
VIAGRA.  Ask  your  dorior  or  pharmacist  if  you  do  not  understand 
any  of  this  information  or  it  you  want  to  know  more  about  VIAGRA. 
This  medicine  can  heip  many  men  when  it  is  used  as  prescribed  by 
llieir  doctors  However,  ViAGRA  is  not  for  everyone.  It  is  intended  for 
use  only  by  men  who  have  a  condition  called  erectile  dysfunction. 
VIAGRA  inust  never  be  used  by  men  who  are  faking 
medicines  that  contain  nitrates  of  any  kind,  at  any  lime. 
This  includes  nitroglycerin.  If  you  take  VIAGRA  with  any 
nitrate  medicine  your  blood  pressure  could  suddenly  drop 
in  an  unsafe  or  life  threatening  level. 

What  Is  VIAGRA? 

VIAGRA  is  a  pill  used  to  treat  erectile  dysfunction  (impotence)  in 
men.  It  can  help  many  men  who  have  erectile  dysfunction  get  and 
keep  an  erection  when  they  become  sexually  excited  (stimulated). 
You  will  not  get  an  erection  just  by  taking  this  medicine.  VIAGRA 
helps  a  man  with  erectile  dysfunction  gel  an  erection  only  when  he 
is  sexually  excited. 

How  Sex  Affects  the  Body 

When  a  man  is  sexually  excited,  the  penis  rapidly  fills  with  more 
blood  than  usual.  The  penis  then  expands  and  hardens  This  is 
called  an  erection  After  the  man  is  done  having  sex,  this  extra  blood 
flows  out  of  the  penis  back  into  the  body.  The  erection  goes  away 
II  an  erection  lasts  for  a  long  time  (more  than  6  hours),  it  can 
permanently  damage  your  penis.  You  should  call  a  doctor 
immediately  it  you  ever  have  a  prolonged  erection  that  lasts  more 
than  4  hours. 

Some  conditions  and  medicines  interfere  with  this  natural  erection 
process.  The  penis  cannot  fill  with  enough  blood  The  man  cannot 
have  an  ereclion.  This  is  called  erectile  dyslunction  if  it  becomes  a 
Ireguent  problem 

Duiing  sex,  your  heart  woiks  harder  Therefore  sexual  activity  may 
not  be  advisable  tor  people  who  have  heart  problems  Before  you 
start  any  treatment  tor  erectile  dyslunction,  ask  your  doctor  if  your 
heart  is  healthy  enough  to  handle  the  extra  strain  of  having  sex.  If 
you  have  chest  pains,  dizziness  or  nausea  during  sex,  stop  having 
sex  and  immediately  tell  your  doctor  you  have  had  this  problem. 

How  VIAGRA  Works 

VIAGRA  enables  many  men  with  erectile  dysfunction  lo  respond  to 
sexual  stimulation  When  a  man  is  sexually  excited,  VIAGRA  helps 
the  penis  till  with  enough  blood  to  cause  an  erection  After  sex  is 
over,  the  erection  goes  away 

VIAGRA  Is  Not  for  Everyone 

As  noted  above  [How  Sex  Affects  the  Body),  ask  your  doctor  if 
your  heart  is  healthy  enough  for  sexual  activity 

If  you  take  any  medicines  that  contain  nitrates-either 
regularly  or  as  needed-you  should  never  take  VIAGRA. 

II  you  take  VIAGRA  with  any  nitrate  medicine  or  recreational  drug 
containing  nitrates,  your  blood  pressure  could  suddenly  drop 
to  an  unsafe  level.  You  could  get  dizzy,  faint,  or  even  have  a  heart 
attack  or  stroke.  Nitrates  are  found  in  many  prescription  medicines 
that  are  used  to  treat  angina  (chest  pain  due  lo  heart  disease)  such 
as: 

•  nitroglycerin  (sprays,  ointments,  skin  patches  or  pastes, 
and  tablets  that  are  swallowed  or  dissolved  in  the  mouth) 

•  isosorbide  mononitrate  and  isosorbide  dimtrate  (tablets 
that  are  swallowed,  chewed,  or  dissolved  in  the  mouth) 

Nitrates  are  also  found  in  recreational  drugs  such  as  amyl  nitrate 
or  nitrite  ("poppers").  If  you  are  nol  sure  if  any  of  your  medicines 
contain  nitrates,  or  if  you  do  not  understand  what  nitrates  are, 
ask  your  doctor  or  pharmacist. 

VIAGRA  is  only  for  patients  with  erectile  dysfunction.  VIAGRA  is  not 
tor  newborns,  children,  or  women  Do  not  let  anyone  else  take  your 
VIAGRA  VIAGRA  must  be  used  only  under  a  doctor's  supervision. 

What  VIAGRA  Does  Not  Do 

•  VIAGRA  does  not  cure  erectile  dysfunction.  It  is  a  treatment 
for  erectile  dysfunction. 

•  VIAGRA  does  not  protect  you  or  your  partner  from  getting 
sexually  transmitted  diseases,  including  HIV— the  virus  that 
causes  AIDS. 

•  VIAGRA  is  not  a  hormone  or  an  aphrodisiac. 

What  To  Tell  Your  Doctor  Before  You  Begin  VIAGRA 

Only  your  doctor  can  decide  if  VIAGRA  is  right  for  you.  VIAGRA  can 
cause  mild,  temporary  lowering  of  your  blood  pressure.  You  will 
need  to  have  a  thorough  medical  exam  to  diagnose  your  erectile 
dysfunction  and  to  find  out  if  you  can  safely  take  VIAGRA  alone  or 
with  your  other  medicines.  Your  doctor  should  determine  if  your 
heart  is  healthy  enough  to  handle  the  extra  strain  of  having  sex. 
Be  sure  to  tell  your  doctor  it  you: 

•  have  ever  had  any  heart  problems  (e.g.,  angina,  chest  pain, 
heart  failure,  irregular  heart  beats,  or  heart  attack) 

«  have  ever  had  a  stroke 


a    gain  . 


•  have  low  or  high  blood  pressure 

•  have  a  rare  inherited  eye  disease  called  retinitis  pigmentosa 

•  have  ever  had  any  kidney  problems 

•  have  ever  had  any  liver  problems 

•  have  ever  had  any  blood  problems,  including  sickle  cell 
anemia  or  leukemia 

•  are  allergic  to  sildenafil  or  any  of  the  other  ingredients  of 
VIAGRA  tablets 

•  have  a  deformed  penis,  Peyronie's  disease,  or  ever  had  an 
erection  that  lasted  more  than  4  hours 

•  have  stomach  ulcers  or  any  types  of  bleeding  problems 

•  are  taking  any  other  medicines 

VIAGRA  and  Other  Medicines 
Some  medicines  can  change  the  way  VIAGRA  works  Tell  your 
doctor  about  any  medicines  you  are  taking.  Do  not  start  or  stop 
taking  any  medicines  before  checking  with  your  doctor  or 
pharmacist.  This  includes  prescription  and  nonprescription 
medicines  or  remedies  Remember,  VIAGRA  should  never  be  used 
with  medicines  that  contain  nitrates  (see  VIAGRA  Is  Not  lor 
Everyone)  If  you  are  taking  a  protease  inhibitor,  your  dose  may  be 
adjusted  (please  see  Finding  the  Right  Dose  lor  You.)  VIAGRA 
should  not  be  used  with  any  other  medical  treatments  that  cause 
erections.  These  treatmenls  include  pills,  medicines  that  are  injected 
or  inserted  into  the  penis,  implants  or  vacuum  pumps. 

Finding  the  Right  Dose  for  You 

VIAGRA  comes  in  different  doses  (25  mg,  50  mg  and  100  mg)  If 
you  do  not  get  the  results  you  expect,  talk  with  your  doctor  You 
and  your  doctor  can  determine  the  dose  that  works  best  for  you. 

•  Do  not  take  more  VIAGRA  than  your  doctor  prescribes. 

•  It  you  think  you  need  a  larger  dose  of  VIAGRA,  check  with 
your  doctor. 

•  VIAGRA  should  not  be  laken  more  than  once  a  day 
II  you  are  older  than  age  65.  or  have  serious  liver  or  kidney 
problems,  your  doctor  may  start  you  at  Ihe  lowest  dose  (25  mg)  of 
VIAGRA  If  you  are  taking  protease  inhibitors,  such  as  for  the 
treatment  ol  HIV,  your  doctor  may  recommend  a  25  mg  dose  and 
may  limit  you  to  a  maximum  single  dose  of  25  mg  of  VIAGRA  in  a 
48  hour  period. 

How  To  Take  VIAGRA 

Take  VIAGRA  about  one  hour  before  you  plan  to  have  sex  Beginning 
in  about  30  minutes  and  lor  up  to  4  hours,  VIAGRA  can  help  you  get 
an  erection  if  you  are  sexually  excited.  If  you  take  VIAGRA  after  a 
high-fal  meal  (such  as  a  cheeseburger  and  french  fries),  the 
medicine  may  take  a  little  longer  to  start  working.  ViAGRA  can  help 
you  get  an  erection  when  you  are  sexually  excited  You  will  not  get 
an  erection  just  by  taking  Ihe  pill 

Possible  Side  Effects 

Like  all  medicines,  VIAGRA  can  cause  some  side  effects  These 
eftects  are  usually  mild  to  moderate  and  usually  don't  last  longer 
than  a  few  hours.  Some  of  these  side  effects  are  more  likely  to  occur 
with  higher  doses.  The  most  common  side  effects  of  VIAGRA  are 
headache,  flushing  ol  Ihe  face,  and  upset  stomach  Less  common 
side  effects  that  may  occur  are  temporary  changes  in  color  vision 
(such  as  trouble  telling  the  difference  between  blue  and  green 
objects  or  having  a  blue  color  tinge  to  them),  eyes  being  more 
sensitive  to  light,  or  blurred  vision. 
In  rare  instances,  men  have  reported  an  erection  that  lasts  many 
hours.  You  should  call  a  doctor  immediately  il  you  ever  have  an 
erection  that  lasts  more  than  4  hours.  If  not  healed  right  away, 
permanent  damage  to  your  penis  could  occur  (see  How  Sex  Atlecls 
the  Body) 

Heart  attack,  stroke,  irregular  heart  beats,  and  death  have  been 
reported  rarely  in  men  taking  VIAGRA  Most,  but  not  all,  of  these 
men  had  heart  problems  before  taking  this  medicine.  It  is  not 
possible  to  determine  whether  these  events  were  directly  related  to 
VIAGRA 

VIAGRA  may  cause  other  side  effects  besides  those  listed  on  this 
sheet  If  you  want  more  information  or  develop  any  side  effects  or 
symptoms  you  are  concerned  about,  call  your  doctor 

Accidental  Overdose 

In  case  of  accidental  overdose,  call  your  doctor  right  away 

Storing  VIAGRA 

Keep  VIAGRA  out  ot  Ihe  reach  of  children.  Keep  VIAGRA  in  its 
original  container.  Store  at  room  temperature,  59°-86°F  (15°-30°C). 

For  More  Information  on  VIAGRA 

VIAGRA  is  a  prescription  medicine  used  to  treat  erectile  dysfunction. 
Only  your  doctor  can  decide  if  it  is  right  for  you.  This  sheet  is  only  a 
summary  If  you  have  any  guestions  or  want  more  intormation  about 
VIAGRA,  talk  with  your  doctor  or  pharmacist,  visit  www.viagra.com, 
or  call  I-888-4VIAGRA. 


23-5515-00-4 


(sildenafil  citrate) tablets 


NCES  by  Educational  Testing  Ser| 
(ETS) — the  outfit  best  known  for  \ 
and  other  college  placement  tests.  I 
study,  based  mainly  on  written  exa 
nations  and  interviews  conducted  1 
a  nationally  representative  grou] 
13,600  adults,  looked  at  "prose  li 
acy"  (ability  to  comprehend  diffe 
kinds  of  writing),  "document  liter; 
(ability  to  deal  with  timetables,  i 
maps,  fill  out  forms,  etc.)  and  "qua 
tative  literacy"  (e.g.,  ability  to  calci 
monthly  mortgage  payments,  gj 
some  information  about  annual  ] 
centage  rates).  In  each  of  these  ci 
gories  the  ETS  ranked  individual 
one  of  five  groups. 

But  note  that  what's  being  m 
sured  here  is  not  what  you've  b 
thinking  of  all  your  life  as  "literal 
The  cluster  of  abilities  being  exami 
is  obviously  a  proxy  for  plain  old 
telligence."  The  tests  for  literacy  li 
increasingly  come  to  look  like  IQ  H 
and  there  is  every  reason  to  believe 
the  test-score  distributions  look  i 
much  like  that  familiar  old 
curve — the  one  made  famous  a 
years  back,  when  it  was  the  title 
bestseller  by  Richard  J.  Herrnstein 
Charles  Murray.  All  of  which  me; 
inevitably,  that  there  is  a  continuur 
abilities  from  the  bottom  to  the 
and  that  the  population  of  peoples 
inadequate  abilities  can  be  made  ai 
trarily  large  by  the  placement  of; 
cutoff  line  on  that  curve. 

Just  as  it  always  has  been,  lif 
tougher  for  those  in  the  left  tail, 
that's  hardly  anything  new.  And 
hardly  a  crisis.  If  you  want  to  say  thai 
million  adult  Americans  are  illiten 
feel  free.  But  please  do  not  tell  us  1 
government  or  any  other  institutio 
going  to  transform  this  situation.  It 
forever  be  true  that  those  in  the  lo 
percentiles  are  not  contributing 
much  as  we  are,  and  they  and  milli 
of  employers  would  wish  them  tc 
your  figure  is  34  million,  then  you 
implicitly  telling  us  that  the  lowest  o 
sixth  of  the  population  do  not  rr 
your  standards  for  literacy.  But  it 
take  more  than  an  act  of  Congresi 
get  them  up  to  the  17th  percentile.  | 
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royalty-free.  When  you  join  the 


nacraw  Design  Center,  you  close  the  gap  between  broadband  technology  research  and 
next  generation  of  products.  You'll  also  find  big  brains  for  hire,  with  eight  Yamacraw 
versifies  producing  a  surging  broadband  work  force  of  technology  design  professionals, 
find  out  more,  contact  Yamacraw  at  www.yamacraw.org  or  (404)  894-1400. 


>  www.yarrtacraw.org 
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Computers  are  now  giving  legal  advice.  Are 
they  going  to  cut  your  bills?  Don't  bet  on  it. 

BY  KRYSTEN  CRAWFORD 


IT'S  EVERYONE'S  FONDEST  DREAM:  A  COMPUTER  THAT  WILL 
do  your  legal  work  and  won't  bill  you  at  $400  an  hour. 
Sorry,  it's  not  about  to  happen  anytime  soon.  But  then 
there's  Frederic  Parnon,  a  former  Manhattan  litigator  who 
left  his  firm  five  years  ago  to  develop  software  that  can  be 
used  to  give  legal  advice  of  sorts. 

Working  from  a  cramped,  nondescript  lab  above  Rocke- 
feller Center,  Parnon  has  spent  more  than  $1  million  of  his 
own  money  creating  a  program  called  Jnana,  which  means 
"knowledge"  in  Sanskrit. 

Already,  a  handful  of  companies  and  law  firms,  such  as 
General  Electric,  J.P.  Morgan  and  Davis  Polk  &  Wardwell, 
have  bought  the  program  and  customized  it  for  their  needs. 
Typically  the  program  is  made  available  to  employees 


through  the  Internet,  allowing  them  access  to  advice 
aren't  getting — or  are  paying  to  get  from  law  firms. 

Take  a  program  designed  by  New  York  law  firm 
Polk  for  Goldman  Sachs  and  Morgan  Stanley  Dean  W 
Say  the  London  office  of  a  U.S.  investment  bank  mal 
margin  loan  to  a  Taiwanese  company.  As  security  the 
pany  pledges  securities  of  companies  based  in  Japan,  S) 
pore  and  the  U.S.  If  the  Taiwanese  company  files  for  H 
ruptcy,  can  the  investment  bar) 
the  collateral  to  cover  the  loan 
Rather  than  call  a  lavvyeil 
wait  maybe  days  for  a  men 
Goldman  Sachs  employee  in 
accesses  the  virtual  lawyer  pro 
through  an  Internet  site.  H 
swers  24  detailed  questions  a 
the  bank's  position.  The  comj 
relies  on  "if/then"  sequences 
are  based  on  case  law  and  sta( 
on  the  subject  in  England,  Tai 
Japan,  Singapore  and  the  U.S 
swer:  Yes,  it  can  sell  securiti 
U.S.  and  Japanese  companies) 
not  those  based  in  Singapore. 

All  it  takes  is  a  few  minute:) 
lawyers  interfere.  It  works  nil 
And  it  doesn't  take  vacations.1 
like  a  lawyer,  it's  not  cheap.  Pai| 
whose  Jnana  Technologies  haj 
to  make  money,  charges  eitil 
$100,000  annual  license  fej 
$250,000  to  buy  the  software 
right.  A  company  or  law  firm  c 
then  spend  as  much  as  huncj 
of  thousands  of  dollars  custoi 
ing  it,  depending  on  how  fact- 
cific  the  task. 

Parnon  doesn't  have  the  fie 
himself.  Linklaters  &  Alliana 
English  law  firm,  has  designed  a  program  for  investii 
banks  to  sift  information  on  securities  regulations  arc 
the  world.  Merrill  Lynch  is  a  client.  BroadVision  and  1 
Pearl,  both  San  Francisco-area  companies,  sell  similar 
grams  to  brokerage  houses,  telecom  and  health  care  firn 
LRN,  a  Los  Angles-based  company  founded  by  law  sc 
grad  Dov  Seidman,  sells  Internet-based  programs  to  con 
nies  on  potentially  litigious  areas  like  sexual  harassment! 
intellectual  property.  Employees  at  General  Motors,  Johi 
&  Johnson  and  Motorola  can  get  information  written  in 
men's  terms.  Other  areas  on  the  site  have  more  sophistic 
legal  memos  that  in-house  lawyers  can  access. 

Sound  tempting?  Better  not  fire  your  lawyers  just 
While  the  best  of  these  programs  are  more  than  mere  0 


Attorney-in-a-box: 
Has  Fred  Parnon  built 
the  perfect  lawyer? 
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Shares  Tumble  Amid  Interest  Rate  Speculation 


Major  Indexes  Post  Sudden  Solid  Gains 


Stocks  Take  A  Hit, 
NASDAQ  Takes  A  Beating 


Solid  Earnings  Make  For  A  Strong  Market  Close 


If  dizziness  occurs,  consult  a  financial  advisor. 


PUTNAM 

INVESTMENTS 


www.  putnam  inv.com 


the  world,  the  future  of  Visu 


ihnology  looks  bright  with  ViewSonic 


Welcome  to  the  Visual  Revolution7.1 

We  have  entered  the  new  information 
economy.  Where  demand  for  niched 
content,  e-commerce,  business 
information  and  entertainment  will 
be  supplied  through  a  variety  of 
visual  and  communication  products 
and  services  from  ViewSonic. 

ViewSonic  is  leading  the  visual 
technology  revolution  with  OptiSync™ 
digital  displays  and  networked 
internet  appliances  designed  for  B2B 
and  B2C  commerce.  Look  for  our 
latest  display  technology  and  Internet 
appliances  designed  to  deliver  the 
ultimate  visual  communications 
experience  across  the  world  wide  web. 

ViewSonic,  the  #1  best  selling 
monitor  and  display  company  in  the 
USA*  is  working  hard  to  lead  the 
visual  technology  revolution  in  the 
information  economy.  Welcome  to 
the  Visual  Revolution™ 

For  more  information  visit: 
www.ViewSonic.com 

*** 

The  Visual  Technology™  Company 


ViewSonic 
ontoi 


(800)  888-8583  •  Specifications  subject  lo  change  without  notice  •  Copyright  ©  2000,  ViewSonic  Corporation.  •  Corporate  names  and  trademarks  stated  herein  are  the  property  ol  their  respective  companies 
•  "ViewSonic  ranks  as  United  States'  01  best  selling  Hat  panel  display  and  the  leading  non  captive  monitor  brand  by  Stanford  Resources,  Inc.  (Flat  Panel  Monitrak,  Q4  '99  and  Monitrak  04  '99)  •  All  rights  reserved 
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aren't  licensed 
law— so  who's 
for  hum  advice? 


bases,  they  can't  replicate  the  level  of  reasoning  and  finesse 
that  lawyers  are  expected  to  supply.  For  now  they're  best  for 
routine,  narrow  areas  that  are  highly  regulated — like  envi- 
ronmental or  securities  law.  "We're  not  going  to  replace 
Marty  Lipton — not  in  my  lifetime  anyway,"  says  Parnon,  re- 
ferring to  the  New  York  lawyer-dealmaker. 

But  Parnon  and  others  say  the  main  advantage  of  a  vir- 
tual lawyer  system  is  to  avoid  costly  litigation  by  spreading 
legal  advice  to  workers  down  the  ranks.  "There  are  lots  of  sit- 
uations where  employees  don't  get  advice  either  because  it's 
too  expensive,  complicated  or  cumbersome,"  says  Richard 
Susskind,  a  British  legal  consultant  who's  dubbed  this  poten- 
tial liability  the  "latent  legal  market." 

At  General  Electric,  for  example,  employees  used  Jnana 
to  build  a  program  called  Patent  Adviser,  aimed  at  avoid- 
ing patent  violations.  The  computer  asks  an  engineer  a  se- 
ries of  questions  about  an  invention  and  then  searches 
multiple  databases  for  conflicting  patents.  It  then  ranks 
which  inventions  run  a  higher  risk  of  violating  a  patent — 


a  function  that  goes  beyond  searching  a  database. 

All  of  this  raises  legal  ethical  questions  that  bar  asj 
tions  have  yet  to  resolve.  Computers,  for  instance,  are] 
censed  to  practice  law — so  who's  responsible  for  bur 
vice?  Lawyers  also  have  to  be  licensed  in  the  state  or  co| 
where  the  law  on  which  they  are  advising  applies.  How  \ 
that  work  in  this  kind  of  cyberlaw? 

Conflicts  of  interest  could  also  be  a  problem:  How  c 
firm  ensure  that  a  system  that's  accessible  to  multiple  c 
doesn't  end  up  advising  two  parties  involved  in  the  same 
Suppose  a  trader  at  an  investment  bank  is  selling  deriv 
and  has  a  legal  question.  Virtual  lawyer  gives  an  answe 
let's  say  the  buyer  of  those  derivatives  is  also  a  firm  clien 
uses  the  system  to  get  advice.  Without  the  express  appro 
both  clients,  that  kind  of  dual  representation  is  illegal. 

Are  law  firms  worried  about  losing  business?  M 
when  and  if  artificial  intelligence  programs  can  simu 
lawyer's  reasoning.  But  for  now  Parnon's  programs  see 
be  good  for  law  firms.  For  one  thing,  they  help  cem 
client  relationship.  Goldman,  for  instance,  isn't  as  lik« 
bolt  Davis  Polk  for  another  firm,  at  least  on  issues  inva 
collateral.  Plus,  these  programs  bring  in  new  revenue; 
law  firm  by  preying  on  a  corporation's  fear  that  theii 
ployees  may  be  doing  potentially  litigious  things. 

Even  if  they  are,  who  knows  whether  these  program 
curb  them?  But  it  does  make  for  a  persuasive  selling  poii 


solution 


e-commerce  solutions  2000  presents  "The  Next  Generation",  an 

exclusive  hi-level  senior  management  conference.  Insightful  and  practic 
information  for  today's  business  leaders  and  tomorrow's  success  storie 

Our  experienced  presenters  will  offer  meaningful  solutions  and  succes: 
partnering  opportunities.  Visit  our  Web  site  to  preview  our  speakers, 
topics  and  editorials  at  www.okpmw.com/ecus. 

If  you  are  a  corporate  or  business  unit  executive  in  a  global  2000 
organization  or  dot-com  company,  then  submit  your  application  to  atter 
this  exclusive  FREE  conference.  Apply  Now.. .Space  is  limited! 

Visit  www.okpmw.com/ecus  or  call  1-877-207-9577. 

Only  qualified  registrants  will  be  invited  to  attend. 
Organizers  reserve  the  right  to  determine  qualification. 


Executive  Conference  Dates 
Dallas  -  October  10,  Atlanta  -  October  1 1 ,  New  York  -  October  12, 
Chicago  -  October  17,  Los  Angeles  -  October  18, 
San  Francisco  -  October  19 


Presenters 


Broad  Vision 


m 


Media  Sponsor 


Forbes 


Organize 


One  invented  the  electric  light 
One  brought  electricity  to  the  world 
One  sculpted  the  face  of  the  earth  itself 


Their  companies  lifted  humanity 


'ith  the  power  and  vision 
to  forge  a  New  Legacy, 


building  the 
global  community 

With  innovative  solutions 
for  industry,  transportation, 
power,  and  the  environment 


V 


Washington 


The  Dynamic  New  Force  in  Engineering  &  Construction 

Power  .  Infrastructure  &  Mining  .  Industrial/Process  .  Government .  Petroleum  &  Chemicals 

www.wgint.com 


to  focus  less  on 


THE  DOT 


and  more  on 


THE  COMMERCE 


Dell™  offers  a  complete  line  of  Inter-based  systems.  Expand  your  E-Business  with  robust  Dell  PowerEdge™  servers  based  | 
Intel  Pentium"  III  Xeon'"  processor. 

'Availability  varies.  Intel,  the  Intel  logo,  and  Pentium  are  registered  trademarks,  and  Pentium  III  Xeon  is  a  trademark  of  Intel  Corporation.  Dell,  PowerEdge,  and  the  Dell  logo  area 
trademarks  of  Dell  Computei  Corporation.  Dell  E  Com  and  How  E  Works  are  trademarks  of  Dell  Computer  Corporation.  ©2000  Dell  Computer  Corporation.  All  Rights  R 


our  complete  offering  of  internet  products  &  services 


Dell  |  E  Works 


expert  services 


strategic  partnerships 


Infrastructure  products 


flexible  financing 


internet  services 


high  availability  services 


With  all  the  talk  about  the  dot  these  days, 
it  seems  many  have  taken  their  eyes  off  the 
real  miracle  of  the  Internet  —  profits. 

It  takes  more  than  just  technology  to  build  a 
successful  business  (although,  we're  pretty  proud 
of  whdt  we  have  to  offer  in  that  department). 

It  takes  partnerships  with  some  of  the  most 
successful  and  viable  E-Businesses  out  there 
—  like  Intel®,  Microsoft®,  and  Red  Hat  "  Linux™. 

It  takes  a  commitment  to  provide  your  company 
with  the  tools  it  needs  to  grow,  such  as  open 
standdrd  Deir  PowerEdgem  servers,  fedturing 
Intel  Pentium®  III  Xeon™  processors  ond 
expandable  PowerVauir  storage  systems. 

it  takes  service  and  support  that  is  available 
to  you  by  phone,  and  online  24/7.  And,  if  we 
can't  solve  your  problem  over  the  phone  or 
online,  we're  prepared  to  send  a  technicidn 
to  your  business,  for  the  times  you  may  need 
on-site  service. 1 

Finally,  it  takes  financing  options  that  are 
as  flexible  and  addptable  as  the  systems  and 
servers  we  sell. 

What  do  you  coll  this  kind  of  offering? 
Dell  E  Works  —  the  total  online  solution  that 
delivers  the  true  miracle  of  the  Internet  —  profits. 
Just  ask  Monster.com.  Part  of  their  E  Works 
solution  includes  Dell  PowerEdge  servers, 
featuring  powerful  Intel  Pentium  III  Xeon 
processors  to  fuel  their  business. 

Call  us,  or  go  online  to  find  out  obout 
Dell  E  Works  —  your  complete  Internet 
product  and  service  provider. 


D0LLOCOM 


800.953.4017 


WWW.DELL.COM 


of  Greed 


The  secret  behind  the  wealth  of  Las  Vegas' 
newest  mogul  is  found  in  the  murky  history  of 
a  smelly  little  California  city  called  Industry. 


BY  DOROTHY  POMERANTZ 

SUSCi  HE  Q  n  (  M  INDUSTRY  IS  NOT  A 
place  tourists  frequent  when 
I    they  visit  Los  Angeles.  With  its 
■    low-slung,  monotonous  indus- 
trial buildings,  crisscrossing  railroad 
tracks  and  cheesy  commercial  strip  fea- 

■■■ 


turing  topless  bars,  liquor  stores  and 
bodegas,  it's  the  ugly  stepsister  to  Tin- 
seltown's more  glamorous  haunts. 

One  of  the  only  bright  spots  among 
the  industrial  detritus  is  a  six-story 
white  building  surrounded  by  immac- 
ulate lawns.  This  is  the  baronial  head- 


quarters of  the  aptly  named  Maja 
Realty,  a  real  estate  developer  owne 
two-year  Forbes  400  member  Edw 
Roski  Jr.  that  lords  over  a  38  mill! 
square-foot  empire  in  nine  states.  V 
its  extensive  collection  of  African 
Asian  art,  the  Majestic  building  i 
oasis  in  a  cultural  desert. 

For  most  folks,  Industry  is  a  drj 
blur  to  avoid  while  speeding  past  or 
Pomona  Freeway.  Not  to  Roski.  Tl 
homely  anonymous  boxes  have  ha 
earn  him  a  fortune  valued  at  $900 
lion,  some  of  which  he's  spent  acq 
ing  stakes  in  the  Los  Angeles  Kj 
hockey  team  and  Lakers  basket! 
team.  Expanding  his  holdings  in! 
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A  rooftop  retreat  at 
Far  Eastern  Plaza  Hotel  in  Taipei. 


S 

Far  Eastern  Plaza  Hotel 

n  Plaza  Hotel,  Taipei.  Tel:  (886  2)  2378  8888  Fax  (886  2)  2377  7777  E-mail:  tpe@shangri-la.com  TAlra 

II  I  1  IIC-A       r~        J        II  r          .  ill.  ■  .  |  MANAC.HJHY  SHANI.kl  I  A  INIIKNATIONAI  HOtH 

ations,  tall  your  travel  consultant  or  UbA  &  Canada  toll -tree  1  800  942  5050  or  book  on-line  at  www  .shangri-la  com  manaumfnt  i  imitfd 

•  BKIHAI  •  BEUjNC  •  (mU  •  t  HANC,(  HUN  •  DAMAN  •  nUHAI'3»»3i  •  [III  •  HANG^HOU  •  HAKIIIN  •  HUNG  MINI.  •  IAKARTA  •  M)IA  MNABALU 
UMI'UR    •    MANILA    •     I'lNANG    •    QINGDAO    •     SHANGHAI    •    SHENYANG    •    SIIIN/IIIN    •    SINGAI'ORI     •     SURAHAYA    •     TAIPEI     •     WUHAN    •     XIAN    •  YANCON 
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A  friend  in  need: 
Roski's  Fullerton 
Road  project. 


Vegas,  Roski  recently  paid  $365  million 
for  fjh«  famed  Las  Vegas  Hilton  hotel 
and  Ld  ih    and  has  announced  plans  to 
iperty  to  attract  more 

Developers  everywhere  depend  on 
connections  and  clout,  of  course.  But 
Ed  Roski  is  unique  in  that  he  has  so 
masterfully  exploited  the  special  cir- 
cumstances of  15-square-mile  Industry 
to  earn  his  place  among  the  nation's 
richest  men. 

So  tight  is  his  relationship  with  In- 
dustry that  when  he  proposed  develop- 
ing the  remaining  empty  parcel  of  425 
prime  acres  in  the  summer  of  1999,  the 
city  quietly  and  without  seeking  com- 
peting bids  ditched  plans 
to  sell  off  the  area  piece  by 
piece  and  gave  the  land  to 
Roski's  Majestic,  gratis. 
The  only  stipulation  is 
that  the  city  will  split  any 
net  revenue  with  Roski, 
but  the  lease  definition  of 
net  revenue  is  creative 
enough  that  the  city  may 
never  see  a  dime. 

In  contrast,  ten  devel- 
opers competed  against 
one  another  to  bid  up  an 
adjoining  73-acre  parcel  to 
$15.2  million. 

"By  the  time  we  heard 
about  it,  it  was  a  fait  ac- 
compli that  Majestic  would  be  the  de- 
veloper," grumbles  Philip  Lombardo,  a 
senior  vice  president  with  competing 
developer  Trammell  Crow. 

What  others  call  an  insider  deal, 
Roski  calls  smart  business.  Ask  him 
about  his  cozy  dealings  with  Industry, 
and  the  soft-spoken  61 -year-old  mogul 
tightens  his  poker  face.  He'd  much 
rather  discuss  his  exotic  athletic  pur- 
suits, including  climbs  up  Mount  Ever- 
est and  a  recent  biking  trip  in  Myan- 
mar.  When  pressed  on  Industry,  he 
denies  anything  untoward  ever  goes  on. 

"Industry  is  a  city  just  like  any 
other,"  he  mumbles,  straight-faced. 
"Those  accusations  could  be  from 
someone,  I  don't  know,  who  maybe  is 
envious  or  something  like  that." 

But  Industry  is  not  like  any  other 
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For  most  folks,  Industry  is  a  dreary 
blur  to  avoid  while  speeding  past. 


city.  Created  43  years  ago  under  a  quirky 
Los  Angeles  County  law  that  was  meant 
to  discourage  overbuilding  in  residential 
areas,  Industry  was  set  up  to  take  on  the 
messy  development  others  didn't  want 
in  their  backyards.  The  founders  were 
short  of  the  minimum  500  residents  to 
incorporate,  so  they  added  the  1 69  pa- 
tients and  employees  of  a  local  mental 
hospital  to  their  count. 

The  city  saves  money  by  contracting 
for  almost  all  of  its  basic  services  with 


the  county,  but  still  reaps  the  benefits  of 
an  elected  government,  which  has  been 
in  the  hands  of  a  small  group  of  men 
since  the  city's  founding.  Although  an- 
nexing has  tripled  the  city's  size,  there 
are  only  190  more  residents  than  when 
the  city  was  founded.  Not  surprisingly, 
there  is  little  opposition  to  the  local 
"government's"  proposals. 

Industry  is  still  run  by  a  tight  group 
of  insiders  who  rarely  disagree.  The 
mayor,  Dave  Winn,  has  been  involved 
in  city  affairs  for  two  decades.  The  city 
manager  was  city  clerk  for  14  years.  The 
vice  mayor  is  John  Ferrero,  son  of  the 
mayor  who  served  from  1957  to  1997. 

The  town  has  had  a  long  tradition 
of  manipulating  the  rules  to  benefit  in- 
siders, most  notably  Roski.  Exploiting  a 
state  redevelopment  act  that  allows  mu- 


nicipalities to  extract  extra  tax  m« 
by  developing  depressed  areas,  Indu 
declared  80%  of  the  city  land  bligj 
by  1974,  allowing  the  city  to  sell 
land  to  any  developer  of  its  chod 
without  putting  out  a  request  for  pi 
bids.  Once  the  land  is  developed; 
increase  in  tax  receipts  over  the  ya| 
was  sold  goes  to  the  local  redeve 
ment  agency  instead  of  to  the  couii 

Industry's  "blighted"  prope; 
were  in  fact  undeveloped  ranchesi 
cow  pastures.  "Industry  as  we  dt 
oped  it  wouldn't  be  considered  blig 
under  today's  standards,"  admits  ' 
ham  Ritchie,  a  former  city  attorne]) 

Inheriting  his  father's  successful 
Angeles  commercial  brokerage,  fl 
migrated  into  industrial  building 
serving  a  four-year  stint  in  the  Ma 
Corps  in  Vietnam.  As  one  of  the: 
industrial  developers  in  the  city,  rf 
became  chummy  with  the  rand 
who  had  dreamed  up  the  place,  in<ji 
ing  founding  father  lames  Staffoi 
jowly,  fedora-wearing  character  stn 
out  of  a  Raymond  Chandler  mys 
Stafford  ruled  the  city  with  an  iroi 
without  ever  holding  public  office. 

If  favors  were  called  for,  pow 
men  such  as  Stafford  and  the  elder 
rero  were  usually  willing  to  help  c 
friend.  When  the  competing  Birt 
Real  Estate  Group  tried  to  develop 
in  the  mid-1970s  along  Fullerton  F 
then  a  barren  stretch  of  land,  the 
declared  a  building  moratorium  oi 
property  under  the  guise  of  stud 
the  "impact  of  infrastructure."  W 
Birtcher  finally  sold  the  proper 
Majestic,  the  moratorium  was  co 
dentally  lifted. 

Stafford  eventually  went  to  js 
1 984  for  his  part  in  a  construction 
tract  kickback  scheme.  And  the 
Roski  was  investigated  by  the  FBI  fc 
role  on  the  board  of  the  local  bank 
was  accused  of  laundering  the  mi 
he  was  never  charged. 

"No  one  talked  to  us  about 


"hose  accusations  could  be  from 
•iiejwho  maybe  is  envious." 


'  snorts  Roski.  "I  think  Stafford 
made  a  mistake,  but  he  paid  for  it." 

.  opposite  of  the  color- 
ful rogues  behind  Industry,  the  for- 
mally dressed  Roski  comes  across  as  ur- 
bane and  mannered.  But  despite  his 
involvement  in  professional  sports  and 
Las  Vegas,  he  avoids  the  limelight  and 
still  makes  his  home  in  the  low-key  San 
Fernando  Valley  suburb  of  Toluca  Lake. 
Unless  pontificating  on  such  beloved 
topics  as  Africa  or  obscure  lease  details, 
Roski  often  speaks  in  a  monotone  that 
can  put  even  the  most  patient  listener 
to  sleep. 

"Ed  made  his  money  by  being  a 
shrewd,  conservative  businessman," 
swoons  lawyer  O'Malley  Miller  of 
Munger  (as  in  Warren  Buffett  crony 
Charlie)  Tolles  &  Olson,  one  of  Roski's 
many  admirers.  Roski  also  has  good 
working  relationships  with  Los  Ange- 
les Mayor  Richard  Riordan  and  annu- 
ity billionaire  Eli  Broad.  Even  detrac- 
tors describe  him  as  a  "pleasant  table 
companion." 

But  this  mild-mannered  man  won't 
shy  away  from  a  fight.  With  a  mix  of 
dread  and  envy,  one  developer  admit- 
ted he  was  afraid  to  talk  about  Roski. 
Others  abruptly  declined  comment  or 
never  returned  calls.  "Roski's  a  power- 
ful guy,  and  I'm  not  talking  to  you," 
squeaked  one  competing  developer  be- 
fore slamming  down  the  phone. 

Roski  doesn't  spare  his  political 
friends,  either.  Sounding  as  if  he  were 
shocked,  shocked,  that  there  were  in- 
sider dealings  going  on,  Roski  filed  a 
lawsuit  in  1991  accusing  the  City  Coun- 
cil of  buying  land  and  then  renting  it  to 
the  mayor  at  a  low-ball  fee  for  his  farm- 
ing and  cattle  business.  The  suit  was 
quietly  settled  that  year. 

But  perhaps  a  little  more  than  coin- 
cidentally,  Roski  was  pursuing  a  second 
case  against  the  city  at  the  same  time 
over  a  hotel  he  had  built  next  to  Indus- 
try's convention  center.  As  part  of  that 

ement,  the  city  said  it  would  build  a 
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base  for  a  second  hotel  tower  should 
Roski  wish  to  expand.  When  the  City 
Council  reneged  on  the  deal,  Roski 
sued  them  to  buy  the  hotel  from  him, 
which  they  did  for  $30  million.  It  cer- 
tainly didn't  hurt  his  leverage  to  have 
also  been  suing  city  government  for 
questionable  dealings. 

Roski  recently  got  back  not  just  the 
Sheraton-franchised  hotel  but  the  en- 
tire convention  area,  which  includes  2 
golf  courses,  17  tennis  courts  and  an 


Olympic-size  pool  complete  with  sev- 
eral levels  of  diving  boards.  The  city's 
rental  price  to  him  for  the  entire  prop- 
erty: $300,000  per  year  with  no  rent 
due  the  first  year.  The  city  is  also  spend- 
ing $7.8  million  to  upgrade  the  com- 
plex with  everything  from  new  furni- 
ture and  televisions  to  renovated 
restrooms. 

But  if  he's  tough  on  his  pals,  he's 
even  rougher  on  outsiders.  William 
Cunningham,  former  mayor  of  dusty 
Redlands,  Calif,  knows  firsthand  the 
pain  of  dealing  with  Majestic  if  a  hap- 
less politician  steps  on  Roski's  toes.  In 
his  rustic  home  tucked  between  orange 
and  avocado  groves,  Cunningham 
wearily  recalls  wrangling  with  Roski 
over  an  odd  1,200-acre  piece  of  unin- 
corporated land  known  as  the  "donut 


hole"  because  it  is  surrounded  oi 
sides  by  Redlands. 

Roski  proposed  turning  1 10  acr 
the  land  into  a  shopping  center.  Be 
ing  the  city  would  eventually  annej 
land,  Redlands  had  sunk  $5  mil 
into  infrastructure  on  the  property, 
even  offered  to  halve  the  $6.2  millic 
fees  the  city  would  normally  den 
from  such  a  large  development. 

But  Roski  wanted  more  concess 
than  the  city  was  willing  to  hand  \ 
leading  to  local  attempts  to  try  td 
the  development.  The  bizarre  battld 
dragged  on  for  seven  years  and  lq 
political  intrigue  that  ousted  nearj 
of  the  Redlands  City  Council  last  yj 
The  brawl  fir| 
landed  in  July  on  the 
of  California  Govej 
Gray  Davis,  who  sign 
bill  whose  sole  intent; 
let  Roski  develop  the  | 
irrespective  of  Redla 
opinion.  Redlands  is 
suing  the  state. 

A  modest  Roski  sn 
off  his  hardball  tacti 
nothing  more  than  sti 
ing  up  for  the  little 
"The  real  injustice 
the  thousands  of  pal 
who  need  jobs  out  thj 
he  says. 

Incongruously,  IrJ 
try  housed  one  of  only  two  public 
museums  in  the  country.  The  Ralpj 
Miller  Golf  Library  in  the  Indij 
Hills  Sheraton  Resort  featured  si 
5,000  tomes  on  the  sport,  includi 
rare  1597  volume  that  contains  ol 
the  first  mentions  of  golf  (as  a  disi 
tion  from  archery  practice).  Othe 
riosities  included  Dwight  Eisenho' 
clubs  and  Gerald  Ford's  putter. 

Make  that  only  one  golf  museu 
the  country.  The  Industry  shrine 
recently  evicted  to  make  way  fo 
renovations  the  city  promised  as  pi 
Roski's  takeover  of  the  property. 

"They're  converting  it  to  execi 
offices,"  laments  business  manager 
jorie  Dewey,  acknowledging  Roski! 
termination.  "There's  nothing  tha 
make  Majestic  change  their  minds.; 


The  hole  in  the 
donut:  Roski's 
hew  battleground. 


PeopieSoft  Customer  Relationship  Management  is  about  knowing  what  your  customers 
want  -  even  before  they  do.  By  tracking  your  customers'  behavior  and  history,  PeopleSoft's  new 
generation  of  e-business  applications  gets  information  into  the  hands  of  the  people  in  your 
company  who  need  it,  when  they  need  it.  Now,  armed  with  Vantive's  best  of  breed  CRM  technology, 
everyone  can  proactively  forge  and  develop  profitable  customer  relationships  like  never  before. 
Which  is  exactly  the  competitive  advantage  your  people  need  to  successfully  lead  your  business. 
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%  female  enrolment  5 


All  colleges 

(Overall  average:  54.5%) 


The  Missing  Men 

Why  is  it  that  females  outnumber  males 
on  college  campuses— except  at  the  Ivies? 

NEW  BMOC:  BARELY  MEN  ON  CAMPUS" — DENVER  POST  HEADLINE,  AUG.  21.  THE  STORY:  THE  COLORADO 
version  of  a  national  phenomenon.  At  54.5%,  women  now  outnumber  men  in  the  country's  colleges 
and  universities  (above).  This  despite  the  fact  that  men  make  up  51%  of  the  relevant  age  group  (18  to 
24).  And  the  imbalance  seems  to  grow  from  freshman  to  senior  year.  Women  earned  57%  of  the  bachelor's 
degrees  in  1997  (the  latest  year  available),  compared  with  43%  in  1970  and  24%  in  1950. 

By  contrast,  men  still  have  a  slight  edge  at  the  ten  large  schools  that  are  probably  the  most  selective  (below). 
The  result  is  little  altered  by  removing  the  one  engineering  school,  Massachusetts  Institute  of  Technology. 

What's  going  on?  One  theory  is  that  men  are  more  inclined  to  leave  college,  or  skip  it  altogether,  in  haste 
to  participate  in  the  hot  economy.  Another  theory  is  that  the  entire  education  system  is  somehow  turning 
men  off.  Possible  evidence  for  this:  The  proportion  of  women  rises  sharply  in  the  sophomore  year,  both  for 
all  colleges  and  for  the  most  selective  ten.  Apparently  a  significant  number  of  men  take  a  look  at  college  and 
decide  they  don't  like  what  they  see. 

Cornell  University  professor/economist  Ronald  G.  Ehrenberg,  author  of  the  mordant  new  book  Tuition 
Rising:  Why  College  Costs  So  Much  (Harvard  University  Press),  says  that  selective  colleges  are  able  to  control 
their  gender  balances.  Which  could  raise  interesting  discrimination  issues.  Less  selective  schools  take  what 
they  can  get.  F 


J 


Ten  large  selective  colleges 

(Overall  average:  47%) 
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Research:  EDWIN  S.  RUBENSTEIN,  research  director, 
Hudson  Institute,  Indianapolis,  edwinr@hudson.org. 
Graphics:  DAVID  LADA 


'ncrea 


Freshman 


Sophomore 


Junior 


Senior  and  beyond 


Data  are  for  full-time  undergraduates  at  four-  and  two-year,  degree-granting,  higher-education  institutions  eligible  to  participate  in  Title  IV  federal  financial  aid  programs  The  elil 
colleges  selected  are  Harvard.  Yale.  MIT.  Dartmouth.  Princeton,  Columbia.  Cornell.  University  of  Pennsylvania.  Brown  and  Stanford  Source:  U  S  Department  of  Education. 

chai  ticks  at  www.forbes.com/brimelow  or  use  your  C.A.T.  scanner  on  the  Cue  code  (right)  to  take  you    Jtf       k  ' 
there  instantly.  ^ 
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Building  Competitive 
a^^Advantaae  Through 


1* 

e  t> 


by  Brandon  Hall,  Ph.D. 


i  mpanies  around  the  globe  strive  to 
£  \  produce  just-in-time  products  to  stoke 
I  m  the  economy  and  compete  for  cost- 
effectiveness  and  efficiency,  e-learning  is 
moving  to  the  forefront  to  meet  the  training 
needs  of  an  ever-changing  world.  Employees 
need  to  know  how  to  integrate  all  of  the  new 
technological  advances  into  the  workplace. 
With  two-thirds  of  corporate  training  budgets 
comprised  of  travel  expenses  alone,  managers 
^flGfe|^^^  are  turning  to  e-learning  to 
L  reduce  costs  and  increase 
the  scope  and  potential  of 
their  training  programs. 


and  most  promising  market  in  th 
education  industry.  According  to  Wl 
Hambrecht  &  Co.,  e-learning  is  poise 
to  explode,  and  the  company  antic 
pates  the  market  to  more  than  dout> 
in  size  each  year  through  2002. 

As  companies  strive  to  integrate 
learning  into  their  training  prograrr 
and  to  figure  out  how  to  provide  trai 
ing  to  a  global  workforce,  the  race  is  a 
among  suppliers  to  provide  quality  co 
tent,  technology  and  services.  Compi 
nies  that  once  selected  content  ar 
tools  separately  are  demanding  a  moi 
thorough  one-stop-shopping  approacl| 
Learning  portals  like  Headlight.com  j 
Trainingnet.com  are  surging  in  popi 
larity.  They  provide  access  to  thoi 
sands  of  courses  and  offer  need 
assessment,  tracking  and  onlin 
record  keeping  for  training  managers 


E-learning  is  the  fastest-growi 


I 


The  training  and  education  sector  rep- 
resents $772  billion,  or  9%  of  the  GNR 
second  only  to  health  care,  according  to 
WR  Hambrecht  &  Co.,  a  full-service  bro- 
kerage and  underwriting  firm  for  high- 
tech and  emerging-growth  companies.1 
Corporate  e-learning  represents  $500 
million  of  that  amount,  with  growth 
expected  to  top  $7  billion  by  2002. 

A  1999  benchmarking  study  of  501 
U.S.  companies  conducted  by  the 
American  Society  of  Training  and 
Development  (ASTD)  shows  not  only 
a  year-to-year  increase  in  spending  on 
e-learning,  but  also  a  direct  relation- 
ship between  company  performance 
and  spending  on  training.  Companies 


that  reported  improvements  in  busi- 
ness performance  also  reported  a 
higher  level  of  spending  on  training 
measured  as  a  percentage  of  payroll. 
Higher-performing  companies  also 
provided  training  to  a  greater  per- 
centage of  their  employees  when 
compared  with  others. 
E-learning  is  the  fastest-growing 


[  Amount  of  GNP  Represented 
^  (Sbillions) 

Training  and  Education 

MOMft        Corporate  Market 

Continuing  Education 

Source:  WR  Hambrecht  &  Co., 

"Corporate  E-Learning:  Exploring  a  New  Frontier." 

(March  2000). 


Suppliers  that  thrive  in  the  e-lean 
ing  age  will  play  on  all  three  fronts  - 
content,  technology  and  services 
and  will  deliver  a  complete  e-learnin 
solution.  Suppliers  that  expand  the 
offerings  or  partner  with  others  ar 
most  likely  to  make  it  to  the  next  leve 

The  industrial  era  gave  way  to  th 
information  era  as  computers  entere 
the  workforce.  Employees  now  mus 
have  critical  thinking  skills  to  identil 
process  improvements,  work  as  a  tean 
.and  change  processes,  products,  tool 
and  more.  In  addition,  the  averag 
employee  will  switch  jobs  many  time 
in  his  or  her  lifetime  —  more  tha 
seven  times  is  probable.  Thus  the  nee 


WR  Hambrecht  &  O 


srporate  ELearning:  Exploring  a  New  Frontier,"  (March  2000). 


!o  learn  new  information  and  new 
rocesses  is  unlikely  to  abate. 

In  spite  of  this  trend,  more  than  40% 
f  the  labor  force  performs  at  the  two 
)west  levels  on  government  literacy 
cales,  suggesting  that  workers  lack  the 
kills  needed  to  interpret,  integrate  and 
ompare  information.  The  growing  divide 
etween  what  is  needed  in  today's  econ- 
my  and  what  skills  our  workforce  has 
eerms  to  be  wide  and  deep. 

The  growth  of  the  Internet  is  bring- 
ig  online  education  to  people  in  cor- 
orations,  institutes  of  higher  learn- 
ig,  the  government  and  other 
ectors.  Online  learning  moves 
ccess  to  education  as  close  as 
ne's  PC,  and  in  some  cases  makes 
■  nearly  as  affordable  as  a  tradition- 
I  approach. 

With  the  carrot  of  cost  savings  and 


U.S.  Corporate 
Training  Topics 


Source:  Training  Magazine,  (1999). 

ing  were  for  managerial  and  supervi- 
sory skills,  professional  skills  and 
occupational  safety.  Firms  spent  the 
least  amount  of  money  on  areas  such 
as  basic  skills,  executive  develop- 
ment, and  quality,  competition  and 
business  practices. 


changed,  improved  and  reengineered 
virtually  every  business  process,  and 
now  e-learning  is  reshaping  how  human 
resources  within  our  companies  are 
developed. 

ECONOMIC  DRIVERS 

The  Knowledge-Based  Economy 

Everywhere  you  look  in  financial  reports, 
books  on  best  business  strategies  and 
periodicals,  you'll  read  comments  about 
the  New  Economy.  Before  our  very  eyes, 
and  within  our  lifetime,  we  have  moved 
from  the  Industrial  Age,  to  the  Informa- 
tion Age,  to  the  Knowledge  Age.  Infor- 
mation is  everywhere,  overwhelming  in  its 
mass  and  difficult  to  find  when  we  need 
to  use  it.  Yet,  what  we  do  with  that  infor- 
mation is  valuable  to  the  organizations 
we  work  for.  Knowledge  about  our 
customers  drives  the  products  that  we 


t  promising  market  in  the  education  industry. 


jst-in-time  training  to  keep  pace  with 
ie  heavy  knowledge  demands,  what 
>  the  downside  for  people  building  e- 
;arning  into  their  training  programs? 
'bstacles  include  bandwidth  limita- 
ons,  confusion  about  technology  and 

natural  resistance  to  change  from 
eers,  trainers  and  managers. 

In  the  ASTD  1999  benchmarking 
tudy,  the  typical  firm  spent  the  most 
loney  on  training  in:  1)  technical 
rocesses  and  procedures,  and  2) 
lformation  technology  skills.  Each  of 
lese  categories  claimed  13%  of  the 
verage  organization's  training  expen- 
itures  for  the  year.  The  next  most 
ommon  types  of  professional  train- 


Market  Drivers 

Of  the  E-Learning  Industry 

Like  all  industries  in  the  New  Economy, 
the  e-learning  industry  is  growing  at 
Internet  speed  and  is  affected  by  the 
same  growing  pains  as  other  "e"  enti- 
ties in  the  marketplace.  The  drivers  that 
create  this  momentum  fall  into  three 
major  categories:  economic,  corporate 
and  learner-centric. 

Like  other  technology  industries,  the 
landscape  is  changing  on  a  daily  basis. 
For  the  user  of  e-learning  products  and 
services,  getting  through  the  maze  and 
finding  the  right  products  and  services 
to  fit  one's  needs  can  be  confusing. 
Over  the  past  few  years,  technology  has 


develop.  Knowledge  and  experience  often 
differentiate  us  from  our  competition,  but 
only  if  our  organizations  can  move  quick- 
ly enough  to  take  the  advantage.  "Busi- 
ness at  Internet  speed"  is  a  phrase  often 
used  to  describe  today's  work  pace. 

The  cost  of  computing  is  dropping 
25%  per  year,  and  the  under-$l,000 
PC  market  now  represents  one-half  of 
all  PCs  sold.  Ray  Kurzweil,  noted  com- 
puter scientist,  predicts  that  by  2019, 
a  $1,000  computer  (in  1999  dollars) 
will  be  able  to  perform  20  million  bil- 
lion calculations  per  second  and  will 
be  equivalent  in  sophistication  to  the 
human  brain.  (After  that  it  just  keeps 
getting  smarter.) 


I     Today,  providing  professional  online  learning  takes  more  than  a 
site.  It  takes  sound  instructional  design,  relevant  and  engaging  courses,  and  a  choice  of  learning  methods, 
ikes  Element  K.  With  over  400  IT  and  business  courses  designed  exclusively  for  the  Web,  Element  K  offers 
-uctor-led  courses,  self-paced  tutorials,  a  comprehensive  reference  library  and  dynamic  interaction  with  experts 
peers.  Element  K  hosts  a  rich  learning  environment  integrated  with  a  powerful  learning  management  system, 
ock  the  power  of  knowledge.  Experience  www.elementk.com  \  s 

 .   t:"  element  k 

ierly  ZDU.com  the  knowledge  catalyst 


©  2000  Element  K  LLC.  All  rights  reserved. 


A  1998  Grant  Thornton  survey  for 
the  National  Association  of  Manu- 
facturers (NAM)  revealed  that  83% 
of  its  membership  —  14,000  com- 
panies employing  18  million  work- 
ers —  cited  lack  of  work  skills  as 
a  growth  hurdle. 

In  response,  NAM  launched  NAM 
Virtual  University  (NAM  VU).  NAM'S 
goal  was  to  introduce  e-learning  as 
a  valuable  service  to  its  member- 
ship. President  Jerry  Jasinowski 
says,  "With  skilled  workers  becom- 
ing an  increasingly  precious  com- 
modity, affordable  and  accessible 
distance  learning  applications  will  be 
key  to  continued  productivity  growth 
and  competitiveness." 

Working  in  partnership  with  NAM 
and  General  Physics  Corporation, 
Docent,  Inc.,  of  Mountain  View, 
Calif.,  delivered  an  e-learning  solu- 
tion for  NAM  VU  that  provides  ease- 
of-use,  e-commerce  capabilities, 
account  management,  tracking  and 
assessment. 

The  Docent-powered  NAM  VU 
launched  on  budget  and  on  time. 
Implementation  by  General  Physics 
took  less  than  30  days.  By  the  end 
of  2000,  NAM  VU  expects  to  offer 
more  than  1,000  online  courses 
and  use  the  Docent  enterprise 
knowledge  exchange  platform  to 
manage  classroom  instruction. 


Shortage  of  Skilled  Workers 

Yet,  in  the  midst  of  all  this  technolo- 
gy, information  and  potential  access, 
the  U.S.  is  facing  a  shortage  of  skilled 
workers.  This  is  also  a  global  prob- 
lem. PricewaterhouseCoopers  states 
that  70%  of  the  world's  1,000  top- 
tier  companies  cite  lack  of  trained 
employees  as  their  number 
one  barrier  to  sustaining 
growth. 

Department  of  Labor  statis- 
tics show  that  occupations 
requiring  a  college  degree  are 
growing  twice  as  quickly  as 
others.  By  2006  almost  half  of 
all  U.S.  workers  will  be  em- 
ployed in  industries  that  pro- 
duce or  intensively  use  infor- 
mation technology  products  and 
services.  In  the  U.S.  alone,  one  out  of 
every  10  computer-related  positions, 
or  approximately  350,000  jobs,  are 
unfilled.  Students  graduating  with 
computer  science  degrees  are  de- 
creasing (Merrill  Lynch,  The  Book  of 
Knowledge,  1999). 


Technology  —  Enabler  and  Driver 

Whether  your  role  is  sales,  marketin 
accounting  or  customer  service,  you  a 
a  knowledge  worker  charged  with  makj 
decisions  on  a  daily  basis.  The  challen 
for  both  technology  and  business, 
today  is  capturing  information  and  buj 
ing  useful  and  meaningful  databasi 


As  companies  strive  1 
integrate  e-learning  in- 
their  training  programs,  tr 
race  is  on  among  suppli 
to  provide  quality  conte 
technology  and  services 


whose  contents  are  retrievable  wty 
and  where  needed.  Both  informal 
technology  and  telecommunications  a 
driving  the  need  for  e-learning  and  at  tl 
same  time  creating  the  means 
accomplish  it.  For  the  purposes  of  th 
report,  e-learning  is  defined  as  any 
of  technology  for  learning  outside  tfl 
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Training  Hours:  Lecture/Lab  vs. Technology-Delivered 
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The  number  of  hours  of  a  sample  lecture/lab  course  (28  hours  over 
four  days)  was  reduced  by  60%  to  11.2  hours  when  converted  to 
technology-delivered  training. 


28  hours 

Lecture/ Lab 
Training  Hours 

Technology-Delivered 
Training  Hours 

Source:  brandon-hall.com,  "Return  on  Investment  and  Multimedia  Training,"  (1995). 


ich   One  dO  yOU   remember?  The  only  way  to  learn  to  drive  is  to  get 
the  wheel.  Which  is  the  same  approach  the  Ninth  House  Network  "  takes  to  employee 
jment.  We  use  interactive  movies  and  simulations  to  teach  pivotal  business  skills  right  over  ypur 
k.  So  your  staff  learns  hands-on  in  an  engaging  curriculum  led  by  the  finest  minds  in  business, 
ith  access  from  any  desktop,  class  time  is  any  time  they  choose.  We  call  it  a  broadband 
g  network.  You'll  call  it  your  new  competitive  edge.  Take  a  test  drive  at  www.NiritnHouse.com. 
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ninth  house 

network™ 

where  learning  lives 

Breakthrough  Software 
Cuts  Time  and  Costs 

Knowledge  Mechanics  (KM)  has 
raised  the  technological  bar  in  the 
e-Learning  arena  with  its  Knowledge 
Mechanics  Studio  3.0  software,  a 
next-generation  authoring  platform. 
KM  Studio  3.0  allows  businesses  to 
create  and  deploy  company-specific 
training  materials  quickly  and  easily. 

At  the  heart  of  KM  Studio  3.0  is 
its  "Knowledge  Object/ Repository" 
approach,  which  enables  companies 
to  effortlessly  revise,  reconfigure 
and  repurpose  training  elements  for 
the  creation  of  new  courses,  product 
documentation,  sales  presentations 
and  even  marketing  materials.  By 
guiding  courseware  developers  with 
intuitive  prompts  and  templates,  KM 
Studio  3.0  ensures  sound  instruc- 
tion and  dramatically  accelerates 
the  development  process. 

Flexible  enough  to  stand  alone  or 
integrate  seamlessly  with  legacy 
systems  and  data,  KM  Studio  3.0 
enables  companies  to  realize  a 
faster  return  on  e-Learning  invest- 
ments and  provides  a  single,  scal- 
able platform  for  the  establishment 
of  an  enterprise-wide  knowledge 
community. 
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boundaries  of  the  physical  .classroom. 

CORPORATE  DRIVERS 

OF  E  LEARNING 

The  Corporate  University 

If  knowledge  is  a  corporate  asset,  then 
training  must  be  viewed  as  both 
a  strategic  initiative  and  com- 
petitive advantage.  One  sign 
that  training  has  come  of  age  is 
the  advent  of  the  corporate  uni- 
versity and  the  CLO  (chief  learn- 
ing officer).  In  many  cases,  the 
CLO  reports  to  the  chief  execu- 
tive officer,  is  a  lateral  position 
to  the  chief  financial  officer  and 
participates  when  the  executive 
team  plans  future  strategy.  In 
1988,  there  were  approximately  400 
corporate  universities.  Today  there  are 
approximately  1,600,  and  if  the  trend 
continues,  they  will  exceed  the  number 
of  traditional  universities  in  the  U.S.  by 
2010.  In  addition  to  training  employ- 


ees, corporate  universities  are  all 
becoming  profit  centers  that  a 
responsible  for  training  a  corporation 
complete  ecosystem  or  supply  chain 
including  customers,  partners,  chanr 
partners  and  suppliers.  Serving  t| 


The  average  employee 
switch  jobs  many  times 
his  or  her  lifetime  —  m 
than  seven  times  is  pro 
ble.  Thus  the  need  to  lea 
new  information  and  ne 
processes  is  unlikely  to 


value  chain  ensures  proper  represe 
tation  of  the  corporation's  products  an 
services,  garners  mind  share  in  none 
elusive  relationships  and  capture 
future  e-commerce  revenues  in  varioil 
other  cases. 


Total  Training  Costs:  Lecture/Lab  Training  vs. 
Technology-Delivered  Training  (Smillions) 


$3,500,000 
$3,000,000  - 
$2,500,000  - 
$2,000,000 
$1,500,000 
$1,000,000 
$500,000  - 
$0 


$3.3  million 


Lecture/Lab  Costs 


$1.7  million 


Technology-Delivered 
Training  Costs 


Comparison  of  total  costs  over  3  years  at  a  sample  company 
for  development  and  delivery  of  a  course  in  lecture/lab  format 
($3,291,327)  vs.  technology-delivered  format  ($1,748,327) 


Source:  brandon-hall.com.  "Return  on  Investment  and  Multimedia  Training."  (1995) 
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"Nothing  has  to  travel  faster  than  knowledge." 


Rand  Blazer,  President  and  CEO,  KPMG  Consulting 

When  KPMG  Consulting  wanted  to  keep  its  8,000  consultants  ahead  of  the  rapidly 
evolving  e-commerce  curve,  it  turned  to  DigitalThink.  Our  e-learning  solutions 
have  helped  them  not  only  get  out  in  front,  but  stay  there.  KPMG  Consulting  is  one 
of  the  leading  companies  who  rely  on  DigitalThink  to  help  them  get  to  market 
faster  with  smarter  employees,  a  more  knowledgeable  sales  force,  and  customers 
who  understand  how  to  use  their  products  and  services. To  find  out  how  cutting 
lead  time  can  lead  to  a  better  bottom  line,  visit  us  at  www.digitaithink.com 


SMART   COMPANIES   GET  IT 


www.digitalthink.com 


NASDAQ:  DTHK 


Employees  who  need  to  lear 
new  software  solutions  all  e 
one  time  don't  have  to.b< 
dragged,  group  by  group,  intj* 
packed  classrooms.  Rathe 
they  can  find  training  on  the 
desktops  when  they  need  it 


The  Proven  Management  System 
for  the  E-Business  Economy 

TEDS  is  the  proven  workforce  learn- 
ing and  development  solution  for  the 
e-business  economy.  From  online  and 
CD-ROM  learning  to  the  traditional 
classroom  setting,  from  instructor-led 
to  self-guided  interactive  instruction, 
TEDS  manages  every  form  of  learn- 
ing you  employ. 

TEDS  serves  millions  of  users  in 
the  value  chains  of  companies  in  85 
countries  —  at  Internet  speed!  Com- 
panies like: 

Agilent  Healthcare  Solutions  Group 

Applied  Materials 

Bell  Atlantic  Network  Services 

BellSouth  Telecommunications 

Celanese  Acetate 

DaimlerChrysler  Corporation 

Eastman  Chemical  Company 

Florida  Power  &  Light 

GE  Capital 

GE  Medical  Systems 
Hewlett-Packard 
Marriot  International 
Nissan  North  America 
Nortel  Networks 
Quest 

Sandia  National  Laboratories 
T.  Rowe  Price 
Telcordia  Technologies 
Texas  Instruments 
Thiokol 


The  People  Resource  Planning  Solution™ 

www.teds.com 
E-mail:  teds.marketing@teds.com 
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The  Global  Economy 

Since  corporate  employees 
around  the  world  work  either 
from  the  office  or  from  home, 
learning  resources  and  knowl- 
edge databases  must  be 
available  24/7  to  cover  every 
time  zone.  Language  and  cul- 
tural differences,  sometimes 
called  localizations,  also  must 
be  taken  into  consideration. 
By  using  the  corporate  intra- 
net, students  can  access  e-learning 
content  whenever  they  need  it.  Some 
suppliers  in  the  e-learning  space  have 
been  working  to  establish  a  global 
presence. 


Business  PCs  With 
Internet  Access  , 
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Source:  Bank  of  America  Securities. 
Brandon  Dobell  and  Howard  Block,  Ph.D. 
"The  E-Bang  Theory,"  (Sept.  1999). 


Time-to-Market 

Time-to-market  is  also  a  major  driver  fo 
corporations.  When  your  company  i 
global  and  product-launch  informatic 
needs  to  reach  thousands  of  sales,  su 
port  and  management  professional 
who  are  decentralized  —  perhap 
around  of  the  world  —  instructor-le 
training  just  can't  provide  the  speed  ne 
essary  to  maximize  return  on  investmen 
The  product  may  be  available  for  sale,  bj 
if  salespeople  are  not  made  aware,  tha 
is  opportunity  lost  and  an  open  door  fc 
a  faster  competitor  to  react.  Produc 
development  cycle  times  are  diminishin 
most  visibly  in  the  technology  industrie: 
Field  organizations  within  high-tech  con 
panies  experience  a  tremendous  amour 
of  pressure  to  keep  up  with  the  constar 
barrage  of  information.  Resolving  ar 
enterprise-wide  issues  via  e-learnin 
strategies  and  tools  will  quite  often  pn 
vide  the  greatest  visibility  and  the  mos 
substantial  rewards. 

In  the  knowledge  economy,  corporat 
universities  and  learning  organization 
are  playing  mission-critical  roles  withi 
the  corporation.  Cost  containment,  dowi 
sizing  and  strategic  change  are  factor 
that  affect  who  we  train  and  how  w 


Don't  Learn 
"he  Hard  Way 


some  companies  call  e-learning  simply  isn't.  Flat  graphics.  Stale  presentations.  Recycled  text.  They're  hardly  easy. 
ledgeNet  has  harnessed  the  power  of  the  Internet  to  create  an  e-learning  experience  that's  unique,  engaging, 
lemorable.  As  a  Cisco*  and  Microsoft*  certified  learning  partner,  we  offer  both  live,  instructor-led  and  interactive, 
iced  courseware  with  rich  multimedia,  interactive  animations,  and  strong  instructional  design.  The  result:  increased 
ion,  higher  pass  rates  and  more  value  for  your  training  dollar.  Sure,  you  can  learn  the  hard  way.  But  why  would  you? 
KnowledgeNet  you  www.DontLearnTheHardWay.com       1  -S77-6BB-37  i  & 


KndwledgeNet 


Now  You  Know" 


©2000  KnowledgeNet  com.  Inc  All  Rights  Reserved  KNOWLEDGENET  is  a  registered  trademark,  and  the  K  DESIGN  and  NOW  YOU  KNOW  are  trademarks  of  KnowledgeNet  com.  Inc 
All  other  trademarks  or  registered  trademarks  are  the  property  ot  their  respective  companies. 


Since  pioneering  highly  interactive 
distance  learning  in  1989,  ONE  TOUCH 
Knowledge  Systems  continues  to 
provide  advanced  e-learning  solu- 
tions that  power  the  highest  levels 
of  interaction. 

The  company  believes  the  best 
way  for  organizations  to  accelerate 
the  distribution  of  knowledge  among 
geographically  dispersed  employees, 
partners  and  customers  is  through 
the  same  structured  collaboration 
that  works  in  a  conventional  class- 
room. By  integrating  full-motion 
video  and  full-duplex  audio  with  two- 
way  interactive  data,  ONE  TOUCH 
e-learning  solutions  drive  continuous 
enterprise-wide  learning,  overcoming 
barriers  of  time,  distance,  budget 
and  bandwidth. 

ONE  TOUCH'S  award-winning 
e-learning  applications  are  power- 
ful, easy  to  use  and  highly  scal- 
able. Global  100  customers  such 
as  General  Motors,  AT&T,  American 
Express,  JCPenney  and  Pfizer  rely 
on  ONE  TOUCH  e-learning  solu- 
tions to  train  an  estimated  total  3 
million  employees  a  year. 

ONE  TOUCH  e-learning  solutions 
can  help  an  organization  transcend 
traditional  training  techniques  to 
clearly  and  collaboratively  commu- 
nicate its  vision  and  mission  across 
the  enterprise. 

ONE  TOUCH 

KNOWLEOoF  systems 


sKllillilt 


train.  While  some  learning  organizations 
may  take  traditional  classroom  ap- 
proaches, others  are  using  the  benefits 
of  e-learning  to  meet  corporate  objec- 
tives. Examples  of  other  e-learning 
implementations  within  the  enterprise 
include  using  technology  to  train  tech- 
nology, new  product  introductions, 
tracking  regulatory  compliance,  on- 
demand  task  or  skill  references,  degree 
programs  from  online  universities  and 
IT  certifications. 

Cost  Savings 

According  to  Training  Magazine  cor- 
porations save  between  50%  to  70% 
when  they  replace  instructor-led  train- 
ing with  alternative  electronic  delivery. 
Housing  and  travel  costs  account  for 
the  majority  of  the  savings.  Lost  pro- 
ductivity and  revenue  can  actually  be 
higher  if  you  consider  that  classroom 
days  include  not  only  travel 
time,  but  also  total  time 
away  from  the  office. 

What  is  the 
cost  of  looking 
for  information? 
Savings  from 
just-in-time  refer- 
ence tools  may  be 
difficult  to  accurately 
assess,  but  should  be 
considered  in  the  cost- 
saving  mix. 

Modular  e-learning  is  another  source 
of  cost  savings  that  allows  training  to  be 
spread  out  over  a  period  of  several  days. 
This  flexibility  allows  the  student  to 
attend  to  business  and  then  learn  when 
he/she  has  the  time  to  concentrate.  The 
company  benefits  as  the  employee 


keeps  work  on  schedule,  and  the  st 
dent  benefits  by  being  able  to  progres 
with  valuable  course  work. 

The  last  cost-saving  strategy  involve 
strategic  training,  as  opposed  to  jus 
in-case  training  that  is  not  necessarii 
tied  to  specific  corporate  objective} 
Training  in  this  category  simply  become 
an  event.  While  some  information  will  t) 
retained  immediately  following  th 
course,  over  longer  periods  of  tim« 
knowledge  retention  dissipates.  Th 


Top-management  suppoi 
is  key,  as  these  senh 
executives  must  see  the 
e-learning  is  a  way  t 
meet  corporate  prioritie 
and  close  business-critic; 
knowledge  gaps. 


Research  Institut 
of  America  four 
that  33  minute 
after  a  lecture  is  cor 
pleted,  students  usuall 
retain  only  58%  of  th 
material  covered.  B 
the  second  day,  33 
is  retained,  and  thre 
weeks  after  the  course  is  complete! 
only  15%  of  the  knowledge  is  retainec 

CORPORATE  E-LEARNING 
ECONOMIES 

Consistency 

Instructor-led  training  does  not  alwa^ 
guarantee  that  the  same  information  \ 
quality  of  instruction  is  provided  to  £ 


AN  OPEN  QUESTION  TO  CEOs 

What  will  you  do  with  the  total  disappearance  of  night? 


We  no  longer  work  in  a  workplace.  We  no  longer  live  in  a  lifespace.  Work  and  lite  are  becoming  organic. 
There  is  no  night.  There  is  no  downtime.  What  will  you  do  with  perpetual  day? 

At  Quisic,  our  business  is  asking  questions — and  providing  new  ways  to  help  you  answer  them.  We  believe 
that  the  right  combination  of  knowledge  and  technology  can  catapult  an  organization  to  greater  success. 
To  this  end,  we  offer  revolutionary  e-learning  solutions  tor  business  education  to  help  todays  leading  business 
thinkers  ask  and  answer  new  questions.  Visit  us  at  question.quisic.com  or  call  1-888-960-1700.  We'd  love  to 
hear  what  you're  doing  to  meet  the  needs  of  the  new  business  environment  and  to  share  what  we've  learned. 


Ouisic 

the  essence  of  learning 


Combining  the  Strengths 
Of  Three  E-Learning  Leaders 

Gilat  Communications,  LearnLinc 
Corporation  and  Allen  Communica- 
tion have  come  together  to  form  one 
of  the  largest  e-learning  companies 
in  the  world,  serving  over  5,000  cus- 
tomers worldwide.  Mentergy,  Inc. 
offers  clients  an  unprecedented 
range  of  e-learning  tools  and  expert 
services,  including  live  e-learning, 
video-rich,  broadband  delivery,  custom 
courseware  development,  step-by- 
step  consulting  and  an  integrated 
suite  of  e-learning  development  and 
delivery  tools. 

Mentergy's  e-learning  solutions 
combine  innovative  learning  pro- 
cesses with  the  latest  technology 
to  achieve  high  performance  and 
business  gains  for  clients  such  as 
American  Express,  Aetna  U.S.  Health- 
care, Boeing,  Countrywide,  World- 
Com, Autodesk  and  many  more. 

Consultants  and  developers  at 
Mentergy  begin  by  carefully  analyz- 
ing a  client's  overall  training  needs. 
Then,  they  help  clients  create  a  learn- 
ing process  that  has  the  power  to 
generate  action  and  change  in  their 
organizations.  Mentergy  focuses  on 
process-oriented  solutions  that 
blend  traditional  learning  methods 
with  the  latest  e-learning  technolo- 
gies to  achieve  optimal  results. 


Mentergy 

www.mentergy.com 


students.  Class  dynamics  can  often  pro- 
vide different  outcomes.  Instructors  and 
students  engage  in  the  class  with  differ- 
ing levels  of  competency  about  the  topic. 
Training  Magazine  reported  50%  to  60% 
improved  consistency  using  some  form 
of  e-learning.  Because  business  moves 
at  Internet  speed,  content  needs  to 
be  updated  frequently  to  avoid  obso- 
lescence. The  scalability  of  e-learning 
allows  one  course  to  train  thousands 
of  students,  as  opposed  to  the  ratios 
of  1  to  20  in  the  more  traditional 
classes.  Both  consistency  of  infor- 
mation and  content  integrity  can  be 
maintained  efficiently. 

Time  Savings 

Depending  on  the  complexity  of  the 
topic  and  the  individual  skill  level,  some 
students  will  learn  faster  or  slower  than 
others  will.  E-learning  allows  students 
to  learn  at  their  own  pace.  The  slower 
student  can  review  course  material  as 
often  as  necessary,  redoing  exercises 
or  simulations  until  the  information  con- 
verts to  knowledge.  An  average  of  50% 
time  savings  has  been  found  when 

Company  Spending  — 
^  Traditional  Training  Costs  y 


Source:  WR  Hambrecht  &  Co., 

"Corporate  E-Learning:  Exploring  a  New  Frontier, 

(March  2000). 


comparing  time-to-learn  in  a  classroonjj 
versus  on  a  computer.2 

Compliance  Training 

If  your  industry  is  regulated,  the  imporl 
tance  of  being  able  to  provide  timelyj 
consistent  and  accurate  training  foi 


your  employees  is  crucial.  The  ability 
to  assess,  test  and  track  the  results 
of  perhaps  thousands  of  students  is 
also  mandatory.  Failure  to  do  both 
might  result  in  expensive  fines  and 
settlements  from  lost  lawsuits.  Fortui 
nately,  there  are  a  combination  ol 
e-learning  content,  tools  and  vendors 
to  assist  you.  Vendors  are  beginning 
to  specialize  in  providing  compliance 
training  to  the  insurance,  banking, 
securities,  health  care,  law  and  real 
estate  professions.  One  vendor  in  this 
field  is  eMind.com,  which  offers  al 
"Knowledge  Portal"  to  attract  and 
serve  financial  professionals. 

The  Free  Agent 

Many  individuals  in  the  workforce  today 
have  probably  worked  for  companies 
that  have  experienced  downturns  in 
business.  Even  the  most  people-centric 
organizations  will  downsize,  reorganize 


2brandon  hall.com,  "Return  on  Investment  and  Multimedia  Training,"  (1995). 


time  you  found  out  what's  inside  the  best  minds  in  your  organization. 

lowledge-based  economy.  Make  sure  your  organization  is  operating  at  maximum  intelligence.  Wouldn't  you  like  to  know  what  some  of  the 
g  Fortune  500  companies  have  recently  discovered  about  corporate  and  organizational  learning?  Like  for  instance,  how  closely 
/ees'  knowledge  affects  the  bottom  line?  Or  how  an  organization  that's  in  the  know  tends  to  create  better  customer  experiences?  Or 
mployees  whose  minds  are  engaged  stay  on  the  job  longer?  Our  learning  management  software  and  services  will  give  you  clearer 
s,  help  create  a  polished  and  stimulated  workforce,  and  make  sure  everyone's  up  to  speed.  Including  you.  /**  www.saba.com 


saba 


connecting  people  to  teaming 


Saba  logo,  saba.com,  and  the  phrase  "connecting  people  to  learning"  and  its  variants  are  either  trademarks  or  registered  trademarks  of  Saba  Software,  Inc. 
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Started  in  1997,  SMGnet  is  the 
online  development  and  delivery 
division  of  Strategic  Management 
Group,  Inc.  SMGnet's  mission  is  to 
support  and  inspire  the  growth  and 
development  of  human  capital  by 
harnessing  the  power  of  the  Inter- 
net. The  company  achieves  this 
mission  primarily  through  the 
development  of  Business  IQnet- 
works,  which  integrate  performance 
management  tools,  e-learning  expe- 
riences, coaching/mentoring  prac- 
tices, simulation  and  community  to 
impact  our  clients'  business  results. 

SMGnet  optimizes  the  Internet  to 
provide  professionals  with  a  skill  set 
of  comprehensive  business  tools. 
By  coordinating  with  our  instructor- 
led  training  division,  we  provide  com- 
prehensive e-learning  solutions  in 
finance,  project  management,  mar- 
keting, strategy,  sales  and  leader- 
ship. Interactive  learning  scenarios 
enable  immediate  application  and 
reinforcement.  Clients'  specifica- 
tions determine  if  we  use  synchro- 
nous or  asynchronous  e-learning. 
online  seminars,  interactive  real-time 
experiences  or  live  online  courses  to 
deliver  appropriate  and  exciting  train- 
ing solutions. 

Our  mission  motivates  us  to  help 
companies  build  their  human  capi- 
tal by  creating  solutions  that  link 
business  issues  to  performance  and 
development. 
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or  right-size  to  survive. "Workers 
often  display  very  little  loyalty  to  their 
organization.  One  of  the  highest- 
priority  issues  for  corporations  today  is 
retaining  skilled  workers.  Add  to  this 
equation  the  value  of  intellectual  cap- 
ital and  the  characteristics  of  the 
knowledge  economy  discussed  earli- 
er, and  the  result  is  a  free-agent  men- 
tality when  it  comes  to  pursuing 
employment.  Employ 
ees  may  very  well 
choose  the  high-  > 
est  bidder,  the  one  I 
with  the  best  ben-  « 
efits,  the  one  that  1 
allows  the  most  flex- 
ible working  condi- 
tions or  the  one  that 
offers  the  most  po- 
tential for  development 
of  valuable,  marketable  skill 
sets.  Skilled  workers  know  their 
value  to  the  organization,  but  they  also 
know  that  they  are  responsible  for  their 
own  growth.  Those  employees  have  a 
position  of  strength  when  negotiating 
with  their  prospective  employer.  When 
talent  is  scarce,  corporations  are  forced 
to  compete  for  the  best  people.  A  lead- 
ing-edge company  that  offers  new  experi- 
ences and  training  will  be  attractive  to 
the  free  agent.  Training  is  a  benefit. 

Who  Has  Time  For  Training? 

As  a  knowledge  worker,  if  you  are  able  to 
keep  up  with  the  advances  and  changes 
in  your  industry,  and  master  the  products 
and  services  your  company  produces, 
you  are  very  valuable.  In  the  Knowledge 
Age.  this  combination  is  rare.  Learning 
must  be  accessible  at  anytime,  any- 


To  keep  the  business  rui 
ning  fast,  Cisco  is  movi 
100%  of  its  course 
line.  The  topic  is  h 
department  meetings, 
there  is  a  constant  r 
at  the  executive  level. 


where,  in  the  right  amoun 
and  suited  to  the  indivii 
ual's  needs.  If  you  havel 
dig  for  an  answer  an 
get  back  to  a  custorm 
who  is  on  the  phom 
nine  times  out  of  Ij 
you'll  probably  get  voic 
mail.  At  the  same  time,  ya 
can't  afford  to  spend  extende 
amounts  of  time  in  the  classroom  a 
the  expense  of  personal  productivity. 

Technology  Is  Not  a  Panacea 

Applying  technology  to  learning  is  not  ye 
a  pure  science.  Classroom  learning  pri 
vides  the  human  touch  that  many  bus 
ness-skil!  topics  require  to  transfer  rej 
skills.  And  some  learners  need  the  face 
to-face  interaction  in  order  to  attai 
those  new  skills.  Learning  is  fundamer 
tally  a  social  process.  The  right  solutio 
might  be  to  provide  a  combination  c 
appropriate  high  tech  and  high  toucr 
High  touch  may  mean  that  a  learner  is  i 
the  classroom,  online  or  both. 

Building  the  Business  Case 

As  with  any  new  technology,  e-learninj 
may  be  met  with  skepticism  fror 


all.com.  "Return  on  In 


Training."  (1995) 


Open 
the 


company 
mind. 


company 

has  hidden  power. 

Right  now,  it's  just  sitting  there,  ^  ~ 

unrealized.  Everything  your  employees 
know,  everything  they've  ever  learned,  is  trapped 
inside  their  heads  awaiting  release.  Vuepoint's  online 
platform  for  learning,  collaboration  and  creativity  liberates  that 
intellectual  capital  and  extends  it  across  the  farthest  reaches 
of  your  enterprise.  Forming  a  unified  mind  free  of 
departmental  boundaries.  Companies  such  as  Deloitte 
Consulting,  Michelin,  Carlson  Marketing  Group  and  Toyota 
have  already  discovered  the  power  that  Vuepoint  can  unleash. 
To  tap  your  company's  potential,  contact  Ara  Ohanian, 
Vuepoint  CEO,  at  (516)  39(3-8811  or  aohanian@vuepoint.com. 


www.vut.'poinl:.com 


vuEpoint 

Suddenly,  everyone's  on  the  next  page. 


Saba,  the  company  that  connects 
people  to  learning,  is  the  leading 
provider  of  e-learning  infrastructure. 
This  infrastructure  consists  of  Inter- 
net-based learning  management  sys- 
tems, business-to-business  learning 
exchanges  and  related  services.  Cus- 
tomers around  the  world  rely  on 
Saba's  e-learning  infrastructure  to 
increase  their  competitive  advantage 
by  building  critical  skills  throughout 
their  extended  enterprise  of  cus- 
tomers, partners,  employees  and 
suppliers. 

Founded  in  1997  and  taken  public 
in  April  2000.  Saba  has  more  than 
2.8  million  people  around  the  world 
and  30.000  learning  offerings  "on 
Saba."  which  is  supported  by  more 
than  450  employees  worldwide.  Cus- 
tomers like  Anheuser-Busch.  Cisco. 
Ford,  General  Electric  and  i2  Tech- 
nologies depend  on  Saba  to  ensure 
that  everyone  in  the  extended  orga- 
nization is  up  to  speed  on  all  they 
need  to  know  at  all  times. 


saba 
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for.  Then,  one  must  outline  the  bene- 
fits to  the  company  when  it  moves  to 
these  new  training  methods. 

Enterprise-Wide  E-Learning 

While  adding  e-learning  piecemeal  to  the 
existing  training  structure  may  be  attrac- 
tive, companies  that  set  the  bar  for 
training  excellence  —  and  are  reaping 
the  most  benefits  —  are  creating  enter- 
prise-wide e-learning  strategies.  They 
identify  how  e-learning  can  be  used  by 
the  entire  workforce  as  a  component 
of  the  overall  training  plan. 

Strategic,  enterprise-wide  imple- 
mentation of  e-learning  typically 
comprises  one-third  to  one-half  of 
the  total  training  budget.  Employ- 
ees who  need  to  learn  new  soft- 
ware solutions  all  at  one  time  don't 
have  to  be  dragged,  group  by  group, 
into  packed  classrooms.  Rather, 
they  can  find  training  on  their  desk- 
tops when  they  need  it. 

Companies  that  have  successfully 
put  into  place  enterprise-wide  e-learn- 
ing strategies  have  a  few  characteris- 
tics in  common.  A  recent  study  by  bran- 
don-hall. com  of  e-learning  across  the 
enterprise  shows  that  top-management 
support  is  key,  as  these  senior  execu- 
tives must  see  that  e-learning  is  a  way 
to  meet  corporate  priorities  and  close 
business-critical  knowledge  gaps.'Then 
a  team  needs  to  be  assembled  that  will 
implement  the  plan.  Finance  and 
human  resource  departments  should 
be  included  in  the  discussions  so  the 
budget  as  well  as  the  tracking  system 
can  be  taken  into  account  from  the 
start.  The  IT  network  services  group 
also  should  be  represented  early  on  to 


address  issues  of  bandwidth  and  ne 
work  compatibility.  HR  trainers  need' 
solicit  support  from  IT  if  online  learnir 
is  to  be  a  reality  at  a  company. 

Once  the  enterprise-wide  e-learnin 
team  is  in  place,  the  members  w 
need  to  create  comprehensive  strat 
gies  that  include  planning  arour 
staffing,  budget,  technology  and  me 
rics  considerations. 


Learning  portals  have  fo 
niche  by  partnering  with 
panies  to  provide  train 
businesses  and  indivi 
when  they  need  it,  ho\ 
they  need  it. 


IBM  Integrates  E-Learning 
Into  Management  Development 

Management  training  is  a  critical  bin 
ness  issue  at  IBM.  and  is  part  of  ii 
strategy  for  adapting  to  the  New  Eco 
omy.  Subsequently,  e-learning  is  a  cr 
cial  component  of  the  company  's  ove 
all  training  approach. 

"We  have  been  able  to  provide  fiv 
times  as  much  content,  at  one-thii 
the  cost,  with  e-learning, "says  Nanc 
Lewis,  director  of  worldwide  manag 
ment  development  at  IBM's  corporal 
headquarters  in  Armonk.  N.Y. 

For  more  than  30,000  IBM  mai 
agers,  e-learning  is  essential  to  tM 
management  training  program.  A 
first-line  managers  take  part  in  a  fOL 
tiered  strategy  for  training.  The  fir: 

enchmarking  Study  of  Best  Practices.'  (2000). 


that  really 


How  do  you  get  your  employees  to  turn  what  they  learn  into  business  results  for  your 
company?  Make  what  they  learn  easy  to  absorb.  SMGnet's  proven  methodology  does  this 
through  customized  assessment  tools,  facilitated  learning,  e-learning  and  simulations.  Now 
that  you  know  what  we  do,  shouldn't  we  be  doing  it  for  your  company?  1 .888.503.81 22. 

Improving  business  performance  through  human  performahce. 


smg^" 

www.smgnet.net 


The  most  important  f 
dation  for  e-learning  in 
organization  is  a  lear 
management  system  (L 
A  learning  manager 
system  provides  the  i 
structure  and  datat 
from  which  employ 
may  quickly  tap  e-lear 
courses,  registration 
needs  assessment. 


Initially  known  as  University  Access, 
Quisic  teams  up  with  corporations, 
thought  leaders  and  top  business 
schools  to  deliver  compelling  e-learn- 
ing courses  and  timely  business 
knowledge  solutions.  The  company's 
focus  is  to  develop  the  world's  best 
business  leaders,  and  because  top 
executives  continually  ask  questions, 
Quisic  helps  them  ask  the  right  ques- 
tions and  arrive  at  the  best  answers. 

Quisic  aligns  with  prestigious 
institutions,  including  USC,  London 
Business  School,  UNC-Chapel  Hill's 
Kenan-Flagler  Business  School 
and  the  Tuck  Business  School  at 
Dartmouth  College. 

The  company  developed  the  first 
online  pre-M.B.A.  foundation  course 
series,  which  features  top  educators. 
Quisic  also  led  the  transformation  of 
Dartmouth's  Tuck  Business  Bridge 
Program™  into  an  e-learning  experi- 
ence. The  program  is  an  online  alter- 
native to  the  renowned  business 
immersion  program  designed  for 
rising  young  business  leaders. 

Quisic  has  earned  16  courseware 
awards,  including  three  "Excellence 
in  Distance  Learning  Teaching"  cita- 
tions and  an  honor  through  the 
Smithsonian  Institution  for  its  revo- 
lutionary learning  approach. 

For  more  information,  visit  Quisic's 
business  knowledge  destination  at 
www.quisic.com. 


Ouisic 


six  months  of  the  program  are 
almost  exclusively  online. 

IBM  invited  researchers  from  Har- 
vard University  to  conduct  a  prefer- 
ence study  of  its  training  program. 
When  the  managers  were  asked 
prior  to  taking  part  in  the  training 
program  which  method  they  wanted, 
most  of  them  selected  classroom, 
or  face-to-face,  learning.  After  par- 
ticipating in  the  e-learning-based 
training,  however,  most  of  the  man- 
agers selected  the  e-learning  model 
as  their  favorite.  "The  response  has 
been  better  than  we  expected,"  says 
Lewis.  "Users  do  not  want  to  leave 
the  collaboration  area  online  when 
they  are  done  with  the  last  phase  of 
our  program."  Managers  learn  to 
take  advantage  of  the  opportunity  to 
ask  for  advice  from  colleagues  and  to 
share  common  challenges. 

IBM's  four-tiered  e-learning  program 
begins  with  groups  of  24  managers 
entering  the  first  tier  of  the  program 
simultaneously,  although  the  learners 
do  not  meet  face-to-face.  Content  is 
offered  online  at  any  time  and  delivered 
via  the  company  intranet.  A  key  com- 
ponent of  the  program  is  the  transfer  of 
information  and  communication  of 
basic  concepts  regarding  what  it  takes 
to  be  an  IBM  manager. 

The  tools  in  this  tier  are  just-in-time 
performance  support,  with  access  to 
a  massive  database  of  questions, 
answers  and  sample  scenarios  to 
address  common  concerns  such 
as  evaluation,  retention  and  conflict 
resolution. 

The  second  tier  presents  interactive 
learning  models  with  more  than  a 


dozen  situation  simulations.  Here,  mc 
seasoned  IBM  managers  coach  t 
new  managers  online.  Simulations  gii 
the  learners  an  opportunity  to  intera 
tively  experience  topics  such  as  bui 
ness  conduct,  compensation  and  be 
efits,  and  employee  skill-building.  With 
a  handful  of  simulations,  there  a 
more  than  5,000  screens  of  actio 
Further  simulations  dip  into  areas  lil 
multicultural  issues  and  retainin 
talent.  Harvard  Business  School  Pi 
lishing  provided  some  of  the  content  f 
this  area  and  Cognitive  Arts  of  Chicaj 
helped  create  the  scenarios. 

Collaboration  begins  as  the  ma 
ager  enters  the  third  tier.  Using  Loti 
Learning  Space,  the  groups  of  ma 
agers  that  have  been  moving  i 
through  the  tiers  interact  and  sol\ 
problems  as  a  team.  At  any  give 
time,  many  groups  of  24  will  be  lear 
ing  simultaneously. 


Live  Virtual  Classrooms       Web-based  Training 


Courseware  Development 


Broadband  e-learning 


Strategic  Consulting 


/  Mentergy  can  help  you  win  the  e-learning  game 
Hatching  the  right  technologies  and  services  with 
r  business  needs. 

rgy  brings  together  the  live  virtual  classroom  technologies  of  LearnLinc"  the  web-based  training 
nd  courseware  of  Allen  Communication,  and  the  advantage  of  broadband  video-intensive  delivery 
nl\let'.u  With  fifteen  years  of  experience,  Mentergy  has  helped  thousands  of  corporations  around 
rid  achieve  e-learning  success.  Now  it's  your  turn  to  experience  the  increased  productivity,  cost 
and  competitive  edge  only  a  truly  blended  e-learning  solution  can  provide. 


Get  the  Blend 


www.mentergy.com 


edgeNet.com,  Ire.  delivers  next- 
generation,  Internet-based  training 
that  enables  enterprises  and  indi- 
viduals alike  to  enjoy  online  educa- 
tion with  the  freshest  content  and 
best  instructional  design  possible. 

The  company's  multiple  synchro- 
nous and  asynchronous  content- 
delivery  solutions  represent  an 
integrated  suite  of  e-learning  products 
that  can  be  easily  customized.  Knowl- 
edgeNet  was  named  "Internet  Start- 
up of  the  Year"  by  the  Arizona  Soft- 
ware &  Internet  Association  and  is 
the  year  2000  recipient  of  the  United 
States  Distance  Learning  Association 
and  Information  Technology  Training 
Association  Awards  for  Excellence. 

The  company  is  a  member  of  the 
Cisco  Learning  Partner  (CLP)  pro- 
gram and  is  a  Microsoft  Certified 
Technical  Education  Center  (CTEC). 
Companies  choose  KnowledgeNet's 
integrated  e-learning  solutions  for 
their  proven  return  on  investment, 
high  pass  rates,  engaging  content 
and  superior  customer  service. 

Founded  in  1998,  KnowledgeNet 
is  a  privately  held  company  based  in 
Scottsdale,  Ariz.  It  is  backed  by 
Morgenthaler  Ventures,  Sierra  Ven- 
tures. Trinity  Ventures  and  Berkeley 
International  Capital  Corporation. 

For  more  information,  visit  us  on 
the  Web  at  www.knowledgenet.com, 
or  call  (888)  577-5779. 


Knowledge 


The  fourth  tier  assembles  col- 
leagues from  a  particular  manage- 
ment class  for  a  week  of  in-class  lab 
activities.  The  difference  is  that  there 
are  no  lectures.  Anything  that  previ- 
ously would  have  been  delivered  as  a 
lecture  or  pure  content  will  have  been 
delivered  online,  and  learners  will 
have  passed  an  online  test  on  that  con- 
tent. Learners  also  have  to  complete 
work  prior  to  attending  the  lab.  The  lab 
time  is  spent  in  activities  that  require 
the  managers  to  solve  problems  as  a 
team,  face-to-face.  This  fourth  tier  typi- 
cally follows  six  months  of  e-learning 
experiences. 

Before  the  e-learning  program,  man- 
agers had  to  travel  to  attend  in-class 
training  courses  during  the  first  six 
months  of  management  development. 
Now  all  of  it  occurs  online,  when  and 


where  the  student  desires  to  learn. 

According  to  IBM's  Lewis,  studem 
comment  that  they  will  never  agai 
"suffer  through  a  workshop  where  tr 
purpose  is  basic  information  transfe* 
Information  transfer  takes  plac 
online.  The  training  developmei 
team  at  IBM  took  a  thoughtful  look 
the  audience,  topics  and  organiz 
tional  needs,  and  created  a  syste 
that  provides  a  great  balance  of  co 
tent  and  interaction.  The  bottom-lir 
benefit  is  that  IBM  has  saved  tw 
thirds  of  the  money  previously  spei 
on  traditional  training. 

Cisco  Systems  Walks  the  Talk 

In  a  major  speech  at  last  year's  fa 
Comdex  show,  John  Chambers,  chi> 
executive  officer  of  Cisco  Systems,  sa 
that  he  believes  e-learning  usag 


Comparison  of  Costs  for  Lecture/Lab  vs. 
Multimedia  Courses  Over  Three  Years 
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Lecture/Lab 
Costs 


Technology-Delivered 
Costs 


Note:  The  costs  for  the  technology-based  course  include  the  cost 
of  development  for  the  lecture/lab  course  on  which  it  is  designed. 
The  pattern  of  costs  over  several  years  for  this  course  is  similar  to  that 
found  in  other  organizations:  development  costs  for  technology-delivered 
courses  are  higher,  but  delivery  costs  are  lower  when  compared  to 
instructor-led  courses. 


Source:  brandon-hall.com,  "Return  on  Investment  and  Multimedia  Training,"  (1995). 
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lAIA^lff  ®^  TOUCH  Knowledge  Systems-the  leader  in  presenter-led  distributed  learning  applications- 
ff  "I  and  Hughes  Network  Systems  together  dehver  the  world's  most  advanced  enterprise  e-Learning 

on.  Fast,  reliable,  easy-to-use  e-Learning  with  measurable,  certifiable  results.  Live  or  on  demand.  From  on-the-job  training 
laborative  meetings,  from  continuing  education  to  realigning  your  entire  organization,  ONE  TOUCH  Front  Row®  extends 
ictive  learning  direcdy  to  any  employee's  PC.  And,  with  DirecPC®  from  Hughes-the  broadband  solutions  leader-Front  Row's 
lessly  integrated  full-motion  video,  full-duplex  audio,  and  data  can  be  delivered  cost-effectively  to  any  number  of  locations, 
lere  in  the  world.  It's  a  combination  that  finally  lets  you  experience  the  highest  level  of  classroom-like  interactivity  possible, 
all,  isn't  that  how  e-Learning  is  supposed  to  work? 


>ut  how  ONE  TOUCH  can  work  for  your  organization,  helping  you  connect 
yees,  associates-even  customers-with  key  experts  and  information,  regardless 
?re  they  work,  and  wherever  they  learn.  Request  a  FREE  copy  of  our  interactive 
CD,  "Learning  @  The  Speed  of  Change"  at  www.thespeedofchange.com. 


ONE  TOUCH 

KNOWLEDGE  SYSTEMS 

Learning  @  The  Speed  of  Change™ 
www.onetouch.com  •  408.436.4600 


The-  New  Corporate 
Strategic  Weapon:  E-Learning 

Web-based  solutions  have  trans- 
formed businesses  by  improving  effi- 
ciency in  core  business  processes, 
including  procurement  and  human 
resources.  While  these  functions  are 
important,  organizations  realize  that 
their  most  critical  corporate  resource 
for  e-business  success  is  their 
people  —  and  what  they  know.  For 
that  reason,  the  single  most  effec- 
tive e-business  enablement  tool  is 
e-learning. 

KPMG  Consulting,  one  of  the  smart 
companies  that  fully  understand 
learning's  strategic  value,  has  formed 
a  global  alliance  with  DigitalThink  to 
jointly  deliver  e-learning  solutions. 
Our  partnership  commenced  when 
KPMG  used  DigitalThink  to  develop 
an  internal  learning  portal  that  keeps 
its  consultants  ahead  of  the  curve 
on  e-commerce  business  strategies. 

DigitalThink  is  the  leading  provider 
of  comprehensive,  end-to-end  e-learn- 
ing solutions.  Our  solutions  feature 
course  content  aligned  with  business 
objectives;  a  compelling,  results- 
oriented  e-learning  experience;  report- 
ing tools  that  allow  easy  tracking  and 
return-on-investment  measurement; 
and  fully  integrated  technologies  that 
are  completely  outsourced. 


DigitalThink 

SMART   COMPANIES    GET  IT 
www.digitalthink.com 
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will  grow  bigger  than  the  use  of 
e-mail.  The  New  York  Times 
picked  up  the  story 
the  next  day,  and 
overnight  Cisco 
became  a  high- 
profile  advocate  for 
e-learning.  Cisco 
spent  tens  of  millions 
of  dollars  on  its 
"Are  You  Ready?" 
advertising  campaign, 
and  one  of  the  current  themes  is 
e-learning:  "One  day,  training  for  every 
job  on  Earth  will  be  available  over  the 
Internet,"  a  young  girl  predicts  in  one 
of  the  commercials. 

Not  only  do  companies  need  faster, 
cheaper  development  of  online  train- 
ing, but  employees  want  the  infor- 
mation in  small  chunks  of  training 
materials  online  when  they  need 
them.  At  Cisco,  Chambers  helped  drive 
e-learning  as  a  corporate  directive  from 
the  top  down.  "If  you  think  about 
Cisco's  internal  learning  challenges,  we 
need  to  train  over  5,000  salespeople 
and  account  managers  worldwide.  We 
have  to  train  them  for  literally  hundreds 
and  hundreds  of  new  products  annual- 
ly," explains  Tom  Kelly,  vice  president  of 
worldwide  training  at  Cisco  Systems  in 
San  Jose,  Calif. 

From  an  e-commerce  perspective, 
nearly  80%  of  all  orders  that  come 
into  Cisco  for  networking  gear  are 
handled  entirely  over  the  Internet, 
Kelly  says.  That  provides  cost  savings 
of  an  enormous  scale  and  the  ability 
to  handle  much  larger  volumes  than 
manual  order  taking.  With  that  lesson 
learned,  it  was  only  a  step  farther  to 


use  the  power  of  t| 
Internet  to  help  train  Ciscj 
employees,  and  eo 
cate  its  custome 
and  partners. 

Because  it  is 
Internet  netwa 
ing  company,  Cis 
clearly  pays  mq 
attention  to  e-learni 


1 


Interactive  trainin 
higher  cost  of  deve 
and  a  lower  cost  of 
while  traditional  trainin 
lower  cost  of  developmi 
a  higher  cost  of  deliver 


than  some  other  companies  might, 
we  were  selling  widgets,  we  might  r 
start  from  the  bottom  layer  and  a 
questions,  such  as  what  is  the  op 
mal  network  infrastructure  to  supp» 
an  e-learning  solution.  But  tha: 
going  to  be  a  fundamental  area  tl" 
gets  covered,  just  because  of  t 
nature  of  who  Cisco  is,"  says  Kelly 
"We've  made  something  like 
new  acquisitions  over  the  last  tv 
years,"  he  adds.  "Our  account  exe« 
tives  and  salespeople  have  to  be 
to  speed  and  able  to  communica 
intelligently  about  these  new  produc 
and  technologies  that  the  acquisitic 
bring  in  almost  on  a  daily  bash 
Before  e-learning  mailings  went  c 
regularly,  there  were  communicatio 
meetings.  CD-ROMs  packaged  w 


HE  POWER  IS  IN  YOUR  PEOPLE 
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TEDS  IS  THE  SWITCH 

TUMWON 


}eople  are  as  important  to  business  strategy  as  capital 
nd  technology.  TEDS  assures  that  you  always  have  the 
workforce  to  meet  your  business  goals. 


OUR  SECRET  is  People  Resource  Planning  (PRP).  The  most  complete  PRP  solution 
available,  TEDS  integrates  learning,  performance,  roles/tasks/competencies, 
and  strategic  planning  enterprise-wide.  That  makes  TEDS  a  trigger  for  pursuing 
new  business,  increasing  competitiveness  and  productivity,  managing  change, 
and  maximizing  return  on  workforce  investment.  And  with  today's  markets 
spanning  the  globe  at  Internet  speed,  TEDS  isn't  just  an  innovation,  it's 
mission  critical.  OTHER  SOLUTIONS  limit  themselves  to  traditional  e-learning 
systems.  TEDS  is  a  total  PRP  solution,  energized  by  a  real-world  vision  of  where 
corporations  like  yours  are  taking  workforce  development.  And  no  wonder.  We've 
been  taking  innovative  Fortune  500  companies  there  for  nearly  a  decade. 


Iways  State-Of-The-Art 

Be  TEDS  like  you've  never  seen  it  before: 


www.teds.com 


email:  teds. marketing@teds. com 
telephone:  540-783-6991 


The  People  Resource  Planning  Solution 


A  CBM  Company 


One  of  the  most  signif 
emerging  trends,  lea 
portals  are  Web  sites 
create  a  learning  comm 
and  provide  access  to 
tent  and  learning  resoui 


A  Leading  Broadband 
eLearntag  Environment 

Ninth  House  Network  is  the  leading 
broadband  eLearning  environment 
for  organizational  development.  We 
help  companies  address  critical 
business  issues  such  as  the  war  for 
talent,  eTransformation,  customer 
service,  and  broadband  migration 
and  integration. 

Through  engaging,  interactive  and 
cinematic  eLearning  solutions,  Ninth 
House  Network  enables  employees 
to  develop  the  New  Economy  busi- 
ness skills  necessary  to  compete  in 
today's  market,  while  helping  orga- 
nizations attract  and  retain  a  work- 
force that  contributes  directly  to  the 
company's  bottom  line. 

Ninth  House  Network  partners 
with  the  world's  foremost  business 
thinkers  to  develop  relevant,  com- 
pelling learning  programs  that 
address  critical  business  and  com- 
munication skills.  Developed  in 
cooperation  with  prominent  figures 
such  as  Tom  Peters,  Ken  Blanchard, 
Larraine  Segil,  Peter  Senge  and 
Clifton  Taulbert,  our  skills-develop- 
ment programs  address  issues  of 
leadership,  project  management, 
communication,  teamwork,  man- 
agement and  business  essentials. 
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course  information  and  training 
classes.  "Those  sorts  of  old-world 
learning  mechanisms  simply  don't 
scale  to  the  Internet  era,"  Kelly 
explains. 

To  keep  the  business  running 
fast,  Cisco  is  moving  100%  of  its 
courses  online.  The  topic  is  hot  at 
department  meetings,  and  there  is 
a  constant  review  at  the  executive 
level.  For  example,  Kelly  notes  a 
recent  operational  review  featuring 
a  two-hour  assessment  of  e-learning 
operations  by  corporate  executives. 

To  implement  the  enterprise-wide 
e-learning  strategy,  Cisco  put  togeth- 
er a  program  that  stores  each  part  of 
a  lesson  in  a  reusable  format  on  a 
database.  Small  chunks  of  informa- 
tion can  be  pulled  out  on  demand  to 
serve  training  needs.  The  program 
uses  XML  megadata  tagging,  which  is 
based  on  the  emerging  IMS  standard 
(www.imsproject.com),  to  ensure  it  is 
user-compatible  with  the  other  pro- 
grams and  systems  in  the  industry. 

This  system  allows  for  the  creation 
of  a  single  repository  of  information 
that  can  be  used  in  training,  docu- 
mentation and  other  capacities.  "We 
are  constantly  on  the  lookout  for  new 
ways  to  implement  Internet  solutions 
that  can  change  for  the  better  the  way 
we  run  our  business,"  says  Kelly. 

Helping  Smaller  Companies  Meet 
Training  Needs 

The  cost  of  online  courses  is  some- 
times 50%  to  75%  less  than  instruc- 
tor-led training.  It  is  convenient 
because  people  don't  need  to  travel 
or  block  out  several  days  for  a  class. 


It  is  efficient  because  a  course  c; 
be  completed  in  half  the  time.  Ai 
retention  can  be  just  as  good  as 
better  than  with  instructor-led  trai 
ing.  These  benefits  are  available 
organizations  of  any  size,  and  lead 
ing  portals  make  it  easy  to  accei 
thousands  of  courses. 

Peter  Mellen  is  the  chief  executh 
officer  and  cofounder  of  Headlight  .con 
an  e-learning  application  servii) 
provider.  Headlight.com  is  one  of  se 
eral  companies  that  provide  trainin 
services  for  small  and  medium-sij 
businesses  that  lack  the  resources 
infrastructure  a  large  company  migi 
have  to  create  its  own  program.  Thirj 
of  these  learning  portals  as  £ 
Amazon.com  for  online  learning. 

"When  we  meet  with  these  comp 
nies,  we  find  that  most  of  them  spen 
about  $700  per  year  on  training  fi 
one  employee.  So  if  the  employe 
takes  one  instructor-led  course  f< 
$500  and  buys  a  few  books  i 
videos,  that's  it,"  says  Mellen.  At! 
learning  portal,  one  can  purchase  fiv 
to  10  courses  for  $700.  It  is  muo 
more  cost  effective  for  employee: 
These  e-learning  sites  also  off< 


You  can  almost  hear  your  e-Learning  system  accelerate. 


:'s  a  reason  your  e-Learning  system  can't  keep  pace  with  the  rest  of  your  business.  Developing  courseware  in  the  traditional  way  is  slow, 
isive  and  forces  you  to  reinvent  the  wheel  every  time  you  create  new  training.  It  also  makes  it  hard  for  users  to  access  the  training 
need  to  do  a  specific  job  right  now.  Knowledge  Mechanics  Studio  3.0  streamlines  the  development  process  and  enables  users  to 
their  training.  It  lets  you  re-use  training  elements  to  create  new  courses,  sales  presentations,  product  documentation,  even  marketing 
ials.  And  it  enables  you  to  deploy  content  through  a  variety  of  media,  including  Web,  CD-ROM  and  print.  Most  important,  KM  Studio  3.0 
rates  with  and  optimizes  your  legacy  systems  and  data,  giving  you  a  quicker  return  on  your  e-Learning  investment.  Truly  a  next 
ation  authoring  platform,  KM  Studio  3.0  is  the  ideal  e-Learning  complement  to  your  strategic  projects  and  initiatives.  Call  us  today 
arn  how  Knowledge  Mechanics  and  KM  Studio  3.0  can  help  accelerate  your  training.  We  guarantee  you'll  like  what  you  hear. 


North  America 


Knowledge 
Mechanics 


Europe  •  Middle  East  •  Africa 


1-800-536-6086 


www.knowledgemechanics.com 


Call     (0)  I9Z5  661  786 


I  he  Power  of  knowledge 

In  the  '90s,  the  focus  was  on  infor- 
mation. Today  the  focus  is  on  knowl- 
edge. How  do  we  apply  it?  What  is 
its  value?  How  can  we  use  it  strate- 
gically? 

Companies  now  realize  that  tech- 
nology produces  information,  but 
people  transform  it  into  competi- 
tive knowledge.  With  the  shift  from 
a  manufacturing  to  a  skills-based 
economy,  more  organizations  are 
investing  in  minds,  not  machines. 
Knowledgeable  people  are  more 
valuable  than  ever. 

The  experience,  online  solutions 
and  proven  results  of  Element  K  allow 
you  to  cultivate  knowledge  and  har- 
ness its  power  to  drive  productivity. 

Visit  our  e-learning  site,  and  dis- 
cover more  than  600  information 
technology  and  business  courses 
designed  exclusively  for  the  Web. 
Element  K  offers  instructor-led 
online  courses,  self-paced  tutori- 
als, a  comprehensive  reference 
library  and  dynamic  interaction  with 
experts  and  peers,  along  with  an 
integrated  online  learning  environ- 
ment and  powerful  learning-man- 
agement system. 
Visit  us  at  www.elementk.com. 
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element  k 

the  knowledge  catalyst 


assessments,  transcripts  and  even 
management  reports.  Other  sites 
include  Trainingnet.com,  eMind.com, 
GeoLearning.com  and  Click2Learn.com. 
(There  are  links  to  two  dozen  learning 
portals  from  www.brandon-hall.com.) 

"The  history  of  e-learning  is  really 
very  archaic,"  states  Mellen.  "The  way 
it  has  often  been  done  is  to  provide  a 
solution  behind  the  firewall.  You  had 
to  buy  lots  of  licenses  and  big 
servers,  and  it  was  really  expensive." 
The  Web  has  made  everything  easier 
and  less  expensive  in  the  training 
realm.  "We  can  really  take  e-learning 
to  the  companies.  We  accelerate  the 
value  people  get  from  e-learning  prod- 
ucts and  services.  It  really  boils  down 
to  being  an  application  service 
provider,"  says  Mellen. 

Learning  portals  have  found  a  niche 
by  partnering  with  companies  to  pro- 
vide training  to  businesses  and  indi- 
viduals when  they  need  it,  however 
they  need  it.  One  such  partnership  is 


re 


with  Compaq.  Through  a  learning  poi 
partnership,  computers  are  deliver 
with  training  that  is  easily  accessibl 
through  a  few  mouse  clicks  on  th 
company's  Web  site.  "Compaq  ha 
solutions  that  simplify  business  com 
puting,  and  by  offering  complimentarl 
Windows  2000  online  training,  we  ar 
making  the  transition  simpler  for  otl 
customers,"  says  Ray  Frigo,  vice  pres 
dent,  Services  Division  of  Compaq. 

Learning  portals  are  a  technologl 
solution  category  that  is  a  cornei 
stone  in  e-learning  training  plans  fo 
companies  of  all  sizes.  Whether  you 
company  is  large  or  small,  takinj 
advantage  of  tools  that  are  availabll 
makes  sense.  The  challenge  is  tl 
make  sense  of  what  is  available. 

The  Tail  That  Wags  the  Dog 

The  most  important  foundation  fore 
learning  in  your  organization  is 
learning  management  system  (LMS]| 
A  learning  management  system  pre 
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Cost  Per  Learner  Over  Five  Years 


$800 
$700 
$600 
$500  - 
$400 
$300  h 
$200 
$100 
$0 


Traditional 
Training 


Technology-Delivered 
Training 


Comparison  by  Price  Waterhouse  of  cost-per-learner  over  five  years  for 
traditional  instructor-led  training  ($760)  vs.  technology  training  ($106) 


Source:  brandon-hall.com,  "Return  on  Investment  and  Multimedia  Training,"  (1995). 


business  in  the  Internet  Age  is  a  loving, 
urturing,  non- competitive  environment. 


Yeah,  right.  What  battlefield  are  you  on? 


Is  your  business  combat-ready  with 
eLearning  to  succeed  in  the  age  of  the  Internet? 


Let's  face  it,  business  is  a  battlefield. 
And  the  war  of  business  requires 
having  the  right  information  at  the 
right  time  to  stay  ahead  of  the 
competition  and  deliver  impact  to 
the  bottom-line.  Docent  Inc.'s 
Knowledge  Exchange  Platform  is  rapidly 
becoming  the  business-critical  application 
that  thrusts  companies  forward  through 
the   effective   application  of  knowledge. 


^mm^~    Over  100  companies  have  achieved 
their  business   goals   by  using 
^  M  Docent's  award-winning  applica- 
tions  for  eLearning  to  launch  new 
^^^p       products  quickly  and  efficiently, 
bring  new  sales  people  up  to  speed, 
and  increase  customer  satisfaction.  Choose  your 
business  arsenal  wisely  and  choose  Docent!  Call 
us  today  at  1-888-DOCENT5,  1-650-934-9500 
or  email  us  today  at  info(o  docent.com. 


www.docent.com 


€>  Copyright  2000  Docent,  Inc.  All  rights  reserved. 
Docent  and  the  Docent  logo  are  trademarks  of  Docent,  Inc. 
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cture  and  database 
from  which  employees  may  quickly 
tap  e-learning  courses,  registration 
and  needs  assessment,  as  well  as 
receive  just-in-time  training.  Once  a 
learning  management  system  is  in 
place,  it  can  include  all  members  of 
an  extended  enterprise,  from  employ- 
ees to  vendors  to  customers. 

The  infrastructure  for  e-learning 
gives  managers  the  ability  to  track 
usage  and  scores,  enable  online  reg- 
istration, deliver  courses  and  update 
calendars  as  needed.  Learning  man- 
agement systems  also  can  incorpo- 
rate e-commerce  to  track  payments 
from  customers  or  bill  back  to  an 
internal  department. 

As  companies  strive  to  manage  the 
knowledge  of  their  workforce,  learning 
management  systems  emerge  as  a 
tool  that  can  assist  with  skill-gap 


analysis  and  development  plans  for 
future  learning  needs. 

A  recent  study  on  learning  man- 
agement systems  conducted  by  bran- 
don-hall. com  showed  Docent,  Phoenix 
Pathlore  and  SocratEase  to  be  highly 
rated  learning  management  systems, 
with  strong  customer  satisfaction.5 

A  learning  management  system  links 
to  your  human  resources  database, 
provides  custom  options  and  must 
incorporate  technology  for  e-learning 
transactions.  The  e-commerce  capabil- 
ity often  includes  an  account  manage- 
ment component  that  will  allow  stu- 
dents and  organizations  to  maintain 
specific  accounts  on  the  system.  An 
LMS  will  track  purchase  orders  and  can 
accept  payment  in  the  form  of  tokens 
or  training  units  as  well  as  checks  and 
credit  cards. 

Any  LMS  you  select  should  be  AICC- 


e  Learning  Research  and  Guidance 

When  Kodak,  IBM,  Cisco,  Procter  &  Gamble,  Motorola  and  others  needed  expert 
advice  on  e-learning,  they  turned  to  Brandon  Hall.  Last  fall,  Kodak  began  an  enter- 
prise-wide e-learning  initiative.  "We  decided  to  bring  in  a  top  e-learning  expert 
for  guidance,  and  chose  Brandon  Hall  for  his  objective,  unbiased  opinion  and  in- 
depth  knowledge  of  the  industry,"  says  Eastman  Kodak's  Dan  McCarthy,  direc- 
tor of  Corporate  Education  Initiatives.  "From  our  first  global  team  kickoff  meet- 
ing, Brandon  rolled  up  his  sleeves,  worked  as  part  of  the  team  to  develop  key 
elements  of  our  strategy  and  helped  us  sort  out  the  e-learning  marketplace. 
Throughout  the  year,  Brandon  helped  us  narrow  the  long  list  of  e-learning  sup- 
pliers and  tools,  saving  us  a  lot  of  valuable  time.  As  our  initiative  grows,  we  will 
continue  to  count  on  Brandon  for  new  research  and  advice  in  this  fast-paced 


certified,  which  is  an  existing  standaB 
for  tracking  users  and  scores  acrai 
different  courses.  (AICC  stands  for  A| 
ation  Industry  [Computer-based  tral 
ing]  Committee.)  Software  licensing  al 
implementation  can  run  from  $10,0*1 
to  more  than  $1  million,  and  can  tail 
months  to  complete  an  in-depth  anal 
sis,  but  the  cost  savings  is  so  sul 
stantial  that  the  investment  is  worth 
An  LMS  sometimes  has  a  compete 
cy  management  system  that  encourag 
organizations  to  define  skill  profil- 
based  on  a  built-in  or  add-on  modul 
Individual  skills  are  assessed  again 
the  skill  profiles  to  identify  skill  gaps  ai 
to  personalize  learning  plans  for  ea< 
student.  Profiles  can  be  used  to  matt 
people  with  job  openings.  An  LMS  al: 
provides  catalog  search  capabilities  ai 
built-in  e-mail  notification  for  things  lil 
waiting  list  openings. 

A  learning  management  syste 
should  be  an  open,  scalab 
system  that  provides  a  foundatk 
for  e-leaming.  Products  allow  coi 
panies  to  assess,  plan,  delive 
manage  and  improve  both  M 
self-paced  and  the  instructor-le 
learning  process.  Courses  can  t 
created  once,  then  distributed 
thousands  of  students  simult 
neously  using  LANs,  WANs  or  Vr 
Internet.  There  is  another  optio 
which  is  much  less  expensiv 
than  these  others  and  yet  retair 
tremendous  functionality. 


An  Inexpensive  LMS 
And  Authoring  Tool 

John  Blagdon,  education  manaj 
er  for  Eastman  Software  (a  sul 


marketplace." 

brandon-hall.com  provides  research  reports  on  best  practices,  market  trends 
and  critical  evaluations  of  e-learning  products  to  help  organizations  make  the 
right  decisions  about  e-learning. 

Complimentary  executive  summaries  are  available  at  www.brandon-hall.com, 
or  by  calling  408-736-2335. 


't'ancton-hall.corti  •     gratiSd  taaming  Systems:  How  to  Choose  an  'All  in  One'  System  for  Your  Organization,"  (1999). 


diary  of  Kodak),  was  on  a  mission  to 
iprove  training  for  corporate  partners, 
knew  what  we  had  to  do.  Our  busi- 
es model  involves  partners;  we  certi- 
these  partners,  then  they  will  package 
id  resell  the  product,"  says  Blagdon. 
Customers  who  resell  the  software 
ust  first  pass  a  certification  exam. 
Vhen  we  first  cre- 
ed these  ex- 
ns,  it  was  a 
anual  process, 
skettes  went 
it  and  were  re- 
med.  We  had 
evaluate  the 
st  results  and 
md  responses  to  the 
;ople  to  say  whether 
sy  had  been  certified.  It  was  a  cum- 
irsome  process,"  says  Blagdon. 
SocratEase  made  it  possible  for 
ese  tests  to  be  conducted  online 
th  scores  tallied  immediately. 
)th  Eastman  Software  and  the 
arners  know  in  a  short  time  frame 
lether  they  have  passed.  Depend- 
l  on  the  access  rights  that  are  pre- 
:ribed,  however,  an  Eastman  Soft- 
jre  executive,  for  example,  may  be 
tie  to  view  more  data  than  individual 
arners. 

Internally  at  Eastman  Software, 
agdon  works  with  a  team  of  tradi- 
mal  course  developers.  He  needed 
develop  a  program  that  ensured 
e  traditional  instructors  would  stay 
ippy  amid  a  changing  environment. 
"I  needed  to  use  the  instructors  we 
id,  but  move  what  people  were 
arning  to  the  Web.  I  had  to  be  care- 
I  that  the  authoring  software  wouldn't 


require  too  much  time  and  effort  to 
make  it  work,"  he  notes.  Blagdon  is 
pleased  that  registration  and  admin- 
istration of  training  can  be  handled 
online  with  SocratEase. 

For  an  initial  investment  of  about 
$1,500,  you  can  offer  a  server  full  of 
courses  to  an  unlimited  number 
of  students.  The  system 
has  been  implemented 
at  a  number  of  organi- 
zations, including  sev- 
eral large  ones,  and  it 
seems  to  be  working 
well.  (Keep  in  mind, 
however,  that  some 


sre  is  very  s 
evidence  that  com  putt 
based  training  results 
an  equal  or  higher  qua! 
of  learning  over  traditior 
instruction. 


other  organizations  have  not  been 
able  to  implement  it.)  People  who 
have  used  SocratEase  with  success 
appreciate  the  ability  to  create 
classes  very  quickly  using  common- 
ly available  formats.  Its  Java-based, 
multi-platform  capability  is  another 
advantage. 

David  Wilson,  manager  of  training 
for  Aventail,  a  builder  of  extranets  for 
business-to-business  communica- 
tions, recently  chose  SocratEase  to 
serve  an  international  group  of  about 
175  employees  in  small  offices 
throughout  the  U.S.  and  England. 


www.puresafcty.com 


You  are  19  keys  away  from 
saving  your  organization 
time  and  money. 

Start  typing. 


If  you  are  training  employees  with  conventional 
methods,  Pure5afety.com  web-based  training 
could  put  hundreds. ..thousands. ..maybe 
millions  back  into  your  bottom  line.  Finally,  a 
web-based  safety  training  tool  that  delivers 
your  organization's  customized  safety  training 
program  to  all  employees,  at  all  locations,  at 
any  time.  And  PureSafety.com  tracks  and 
records  every  training  activity  to'  safeguard 
your-company..  Log  on  and  take  a  free  Guided 
Tour  today!  www.puresafety.com 

PureSafety.com 

Your  EHS  Training  Solution 

'  1321  MURFREESBORO  ROAD.'SUITE  200  , 

NASHVILLE.  TN  37217'  888  202  3016 
FAX  615.367.388/  •  INF0ePURESAFETV.COM 


emented  SocratEase 
his  previous  company,  where  it 
proved  successful.  Wilson  demon- 
strated to  his  peers  that  you  could 
create  a  learning  module  in  one  after- 
noon, with  no  specific  product  train- 
ing. If  you  had  the  text  and  the  graph- 
ics already,  it  might  take  only  about 
three  hours  to  create  a  course.  "I 
never  read  the  manual,"  says  Wilson. 
"Everything  was  well  documented 
online.  It  was  pretty  intuitive."  Wilson 
took  months  working  with  consul- 
tants, thinking  about  the  appropriate 
learning  management  system.  Once 
he  reviewed  SocratEase,  however,  the 
decision  to  purchase  it  took  just  two 
days.  "I've  been  impressed  with  the 
fact  that  the  product  is  not  that  old. 


Eutectics,  creator  of  SocratEase,  con- 
tinues to  improve  it  dramatically  with 
every  version  that  comes  out,"  says 
Wilson.  "This  brings  excellent  online 
training  capabilities  into  the  hands  of 
smaller  training  departments  and 
companies  that  can't  afford  $80,000 
to  $250,000  for  a  system." 

BENCHMARK  STUDY 
OF  BEST  PRACTICES 
In  July  2000  brandon-hall.com  complet- 
ed a  benchmark  study  of  best  practices 
titled  E-Learning  Across  the  Enterprise. 
This  intensive  research  study  spans  11 
domestic  and  foreign  organizations  with 
the  most  significant  e-learning  success 
stories,  including  online  employee  train- 
ing, orientation  and  education.  They 


include  Cisco  Systems,  IBM,  Dell  Coi) 
puters,  GTE,  Shell,  Unipart,  RockwJ 
Collins  and  the  U.S.  Navy. 

These  organizations  completed  < 
extensive  questionnaire  consisting 
numerous  in-depth  questions  pertainiil 
to  the  entire  scope  of  e-learning,  as  w< 
as  basic  background  information.  Ti 
best  practices  survey  was  designed]! 
measure  the  efficiency  and  progress 
e-learning  throughout  different  types 
organizations,  as  well  as  to  pinpoint  t| 
weaknesses  and  potential  drawbacksii 
an  attempt  to  help  further  define  the 
learning  industry. 

The  benchmark  study  identifies  t(| 
best  practices  in  large-scale  imp! 
mentations  and  documents  state-o| 
the-art  execution  of  enterprise-ww 
e-learning.  E-Learning  Across  t( 
Enterprise  describes  the  bd 
practices  of  the  companies  si 
veyed  and  how  they  overcan 
challenges  to  rise  to  the  top.  P. 
ticipating  organizations  are 
reflection  of  business  today.  Th 
cover  a  wide  range  of  varyii 
industries,  e-learning  needs,  siz 
and  structures,  markets  and  sfi 
tors.  This  report  serves  to  set  C 
teria  for  rating  e-learning  in  terr 
of  quality,  quantity  and  busine 
impact,  which  will  benefit  t 
entire  e-learning  community.  T 
information  that  follows  w. 
excerpted  from  that  study. 

E-Learning:  The  Business 
imperative 

Best-practice  organizations  a 
moving  from  a  perception  of  lea 
ing  as  a  cost  to  one  of  maximizi 


Technology  Confusion 

When  I  talk  to  training  groups  within  an  enterprise  to  help  them  define  e-learning 
strategies,  they  most  often  complain  that  they  are  confused  by  all  the  tech- 
nology options.  Walk  the  aisles  at  a  training  conference  expo  and  everything 
sounds  the  same.  This  difficulty  is  only  going  to  increase,  and  is  due  to  a  num- 
ber of  factors: 

Terminology.  In  our  new  e-learning  industry,  there  are  few  agreed-upon  terms. 
Many  are  simply  buzzwords  —  generalized  terms  meaning  different  things  to 
different  people. 

New  Categories  Of  Software.  With  a  continual  flow  of  new  products  that  offer 
unique  ways  to  solve  training  and  performance  problems,  it  is  hard  to  under- 
stand the  new  capabilities,  or  how  one  program  differs  from  another. 

Limited  Experience  Selecting  Software.  Human  resource  training  profession- 
als —  unlike  IT  professionals  —  have  limited  experience  with  a  rigorous 
process  for  selecting  big  software  packages.  Trainers  are  trained  to  deal  with 
people,  not  software. 

All-Encompassing  Claims.  The  next  time  you  hear  a  vendor  offering  a  "Total 
Training  Solution,"  don't  be  misled.  This  phrase  says  nothing,  claims  everything 
and  only  contributes  confusion  to  the  marketplace.  What  the  vendor  is  really 
saying  is>  "We  haven't  found  out  yet  how  to  describe  our  product,  or  what 
differentiates  4t.  Just  trust  us."  —  Brandon  Hall,  Ph.D. 


j/ue.  This  leads  to  increasing  demand 
>r  skills  and  knowledge  delivered  in  a 
men  shorter  cycle  time  —  in  summary, 
greater  demand  for  access  and  speed. 

Overall,  meat-and-potatoes  busi- 
sss  reasons  (access,  costs,  speed) 
ere  the  driving  factors  in  incor- 
porating e-learning.  The  effort 
lad  to  be  justified  in  terms  of  the 
ottom  line  (performance,  flex i- 
lity,  accountability). 

Why  are  best-practice  organiza- 
»ns  implementing  e-learning  on  a 
jrge  scale?  One  participant  states  it 
ost  succinctly:  It's  about  "getting 
lore  training  to  more  [employees],  any- 
one, anywhere,  at  less  cost." 

ig-Time  Cost  Savings 
II  of  the  benchmarked  organizations 
lat  were  far  enough  along  to  measure 
)st  savings/ avoidance  and  return  on 
vestment  reported  positive  results, 
lis  includes  IBM's  $200  million  sav- 
gs  from  e-learning  in  one  year.  The 
Dmpany  provides  five  times  as  much 
eining  at  one-third  the  cost  in  its  man- 
;?ement  development  program. 

lanning  for  E-Learning 
n  e-learning  implementation  can  be 
fficult.  Accordingly,  best-practice  orga- 
zations  invest  significantly  in  planning 
id  strategy  development.  Participants 
aution  that  each  organization's  e-learn- 
g  plan  will  be  very  specific  to  its  own 
>ntext. 

cecutive  Sponsorship  Is  Critical 

ven  the  very  substantial  business 
iperative  and  impact  of  e-learning,  it 
I  not  surprising  that  the  extent  of  exec- 


utive-level support  and  involvement  is 
high  among  most  best-practice  organi- 
zations. As  one  participant  says  simply, 
senior  management  "supports  e-learn- 
ing because  it  delivers  what  is  needed 
when  it  is  needed.'' 


the  chief  executive  officer  declared 
early  on  that  e-learning  would  play  a  big 
part  in  determining  the  organization's 
success  and  competitive  advantage. 
Senior  management  quickly  got  on 
board,  integrating  into  their  objectives 


It  doesn't  take  such  a  leap  of  faith  to  begin  integrating 
e-learning  into  employee  training  programs. 


All  best-practice  companies  con- 
sidered that  a  high  level  of  support 
was  critical  to  the  success  of  their 
implementation.  One  organization 
claims  that  "without  it,  our  project 
would  have  been  lost  in  the  shuffle  of 
changing  priorities  and  other  commit- 
ments for  capital." 

Beyond  mere  management  "sup- 
port," organizations  use  terms  like 
"commitment"  to  describe  execu- 
tives' degree  of  involvement.  In  one 
organization  where  the  faculty  con- 
sists of  top  leaders,  the  chief  execu- 
tive officer,  the  vice  chairman  and  the 
executive  committee  all  have  an 
opportunity  to  teach  in  the  executive 
education  program.  The  core  of  this 
company's  online  program  is  a  unique 
direct-to-customer  approach.  The  con- 
tent for  this  course  was  developed 
through  an  intensive  series  of  inter- 
views. When  the  company  decided  to 
move  into  e-business,  the  chief  exec- 
utive officer  asked  that  an  online 
training  module  be  created  to  teach 
the  company's  Internet  strategy.  In 
this  way,  e-learning  is  part  of  the  com- 
pany's change  effort. 

In  another  participating  organization, 


that  50%  of  all  education  would  be  con- 
ducted through  e-learning. 

In  some  organizations,  a  single 
champion  or  evangelist  is  responsible 
for  jump-starting  the  e-learning  imple- 
mentation. Most  participants  suggest. 


Looking  for  Ways  to 
Do  More  with  Your 
Training  Budget? 


ADVISOR  makes  it  easy  to 
evaluate  hundreds  of  plausible 
options  for  the  delivery  of 
training  and  presents  the  most 
economical  blend  that  meets 
your  needs. 


Call  for  your  free  demo  today! 
(800)  747-4010 

info@bnhexpertsoft.com 
www.bnhexpertsoft.com 
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A  Powerful  Media  Selection 
&  ROI  Tool  that  is  Simple  to 
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.'er,  that  the  impact  of  e-learning 
he  organization  is  significant,  forc- 
ing change  in  areas  including  account- 
ing processes,  IT  and  training  staff 
assignments  and  skills.  It  is  therefore 
logical  that  most  organizations  con- 
tinuously improve  their  implementation 
and  ensure  that  learning  meets  busi- 
ness needs,  using  a  learning  council 
or  steering  committee  that  consists 
mostly  of  business  managers. 

Learning  and  Training: 
Finally  a  Seat  at  the  Big  Table 
Most  participating  organizations 
reported  that  with  the  advent  of  e- 
learning,  training  is  at  last  seen  as 
having  an  integral 
role  to  play  in  a 
overall  organi- 
zational strat- 
egy. Those  who 
see  e-learning  as 
an  enabler  of  e- 
culture  also  see 
the  synergy  among 
e-learning,  knowl- 
edge management, 
performance  support 
and  high  commitment  manage- 
ment practices.  To  implement  e- 
learning  effectively,  best-practice 
organizations  first  develop  or 
adapt  a  clear,  purposeful  vision  of 
optimizing  learning,  knowledge  and 
performance  —  a  "North  Star"  —  and 
how  current  technology  can  activate 
this  vision.  They  ensure  that  the 
vision  is  compelling  enough  to 
increase  all  stakeholders'  openness 
to  change.  Change  is,  after  all,  both 
the  reason  and  the  fuel  for  e-learning. 


sales,  service,  manufacturing,  safety  —  | 
you  name  it,  they've  got  it. 

Content  From  Here, 
There  and  Everywhere 
The  leading  organizations  get  their 
e-learning  content  from  three  sources 
equally:  packaged  courseware 
providers,  custom  developers  or 
through  their  own  internal  develop- 
ment. Most  organizations  use  a  clear 
set  of  guidelines  based  on  content, 
audience,  resource  availability  and 
strategic  factors  to  decide  what  ele- 
ments of  content  development  to  out- 
source and  what  to  handle  internally 
or  via  partnerships.  Well-entrenched 
strategies  for  managing  the  high  cost 
of  content  include  syndication  of  con- 
tent, participation  in  content-sharing 
consortia  and  working  with  develop- 
ment houses  that  are  willing  to  share 
or  resell  their  knowledge  assets. 


Best-practice  organizations  are  persistent  in  the 
use  of  a  variety  of  communication  vehicles,  al 
with  targeted  and  compelling  messages,  to  infi 
educate  and  motivate  line  managers,  instructors,  em 
ees  and  other  stakeholders  affected  by  e-learning. 


Persistent  and  Targeted 
Communications 

While  e-learning  is  a  relatively  easy  sell 
to  senior  managers,  it  is  not  always  easily 
embraced  by  employees.  Best-practice 
organizations  are  persistent  in  the  use 
of  a  variety  of  communication  vehicles, 
along  with  targeted  and  compelling 
messages,  to  inform,  educate  and  moti- 
vate line  managers,  instructors,  employ- 
ees and  other  stakeholders  affected  by 
e-learning. 


Acting  Locally  and  Globally 
Successful  e-learning  implementations 
confirm  the  need  to  combine  the  impact 
of  standard  enterprise-wide  activities 
with  flexible  and  quick  local 
innovations  and  efforts. 
I  Programs  need  to  inte- 
|  grate  sophisticated 
0  courseware  with  rapidly 
deployed,  time-sensitive 


information  and  knowledge. 

Global  organizations  implementing  e- 
learning  are  also  addressing  regional 
and  cultural  issues  and  are  adapting 
content  and  practices  to  deal  with  them 
effectively.  Collectively,  best-practice 
organizations  are  using  e-learning  in  all 
topic  areas  —  new  product  training, 
management  development,  leadership, 


Basic.  Quick  Instructional  Design 
Organizations  that  are  serious  about 
achieving  real  results  from  e-learning 
are  also  serious  about  instructional 
design,  choosing  to  avoid  cutting  cor- 
ners in  their  mission-critical  programs. 

Smart  organizations  also  know  that 
speed  and  immediacy  sometimes  take 
precedence  over  rigorous  design.  There 


Dre,  their  instructional  processes  are 
3an,  which  leads  to  some  impressive 
avings  in  development  effort.  They  also 
lon't  shy  away  from  quickly  deploying 
iformation  (as  opposed  to  interac- 
ion-rich  training)  when  employees 
equire  more  immediate  access, 
uch  as  the  specs  on  the  latest  prod- 
ct.  Indeed,  a  clear  understanding  of 
iformation-sharing  and  training 
Hows  best-practice  organizations  to 
eliver  time-sensitive  content  quickly 
without  compromising  their  instruc- 
onal  design  standards. 

sing  Templates 

ontrolling  costs  and  speeding  up  the 
Dllout  of  critical  knowledge  are  key 
oais  for  many  of  the  organizations  in 
his  benchmark  study.  These  goals 
re  being  achieved  through  the  use  of 
emplates  and  "learning  objects," 
'hich  allow  for  reuse  of  content  in 
arious  courses. 

lending  the  Best  of  Online 
nd  Classroom 

s  one  participating  organization  notes, 
-learning  is  not  about  using  the  latest 
achnology  to  replace  the  classroom, 
lor  is  it  about  posting  content  on  the 
feb  to  be  downloaded  or  read.  E-learn- 
ig  provides  a  new  set  of  tools  that  can 
dd  value  to  all  of  the  traditional  learn- 
lg  modes  —  from  classroom  experi- 
nces  to  learning  from  books. 
As  learning  moves  closer  to  the  job, 
lended  instruction  addresses  the 
eed  for  more  just-in-time  and  project- 
lased  learning,  performance  support, 
pen  and  distance  learning,  expert 
issistance  and  a  generally  greater 


variety  of  events  and  experiences. 

The  emerging  e-learning  model  blends 
online  learning  for  information  transfer 
and  procedural  skill  training,  classroom 


is  held  accountable."  One  company 
implements  this  principle  via  an  open 
resourcing  system  for  job  assign- 
ments —  individuals  must  market 


groups  as  a  primary  resource  for  specific  development. 
When  they  use  external  resources,  they  do  so  to  obtain  a 
unique  skMI  set,  speed  up  the  content  development 
process,  access  generic  content  and  reduce  costs. 


learning  for  role  plays  and  face-to-face 
discussions,  and  on-the-job  learning, 
integrated  with  knowledge  management 
and  competency  evaluation. 

These  best-practices  companies 
say  that  classroom-based  training  will 
continue  to  play  an  important  role  for 
a  few  reasons:  It  is  the  best  delivery 
approach  for  certain  types  of  high- 
level  learning,  it  is  the  way  some 
people  prefer  to  learn  and  it  is  still 
the  way  many  trainers  prefer  to  teach. 

Competency  Management: 
Turning  "Push"  Into  "Pull" 
The  majority  of  participating  organiza- 
tions have  implemented  competency 
management  or  learning  profiles  based 
on  the  job  as  a  key  driver  of  their 
e-learning  systems. 

By  placing  the  responsibility  for 
learning  in  employees'  hands,  com- 
petency management  accelerates  the 
use  of  e-learning.  One  participant 
claims,  "With  e-learning,  you  can 
empower  the  learner  —  the  student 
becomes  a  knowledge  broker,  and 
therefore,  a  power  broker.  The  learn- 
er, as  well  as  the  mentoring  system, 


themselves  internally  and  understand 
that  they'll  get  the  job  if  they  have  the 
competencies.  Accreditation  oppor- 
tunities provide  further  motivation  to 
engage  in  e-learning. 


I 
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Learning 
Management 
System  and 
Compliance 
Resources 


€  solutions 

for  process  industries 

www.resources4learning.com 
1.800.360.7222 


As  rapidly  as  companies  release  new  titles  and  i 
vendors  enter  the  market,  there  are  consolidati 
in  other  areas  and  partnerships  on  products. 


.  ling  Management  Systems 
The  learning  management  system 
(LMS)  is  the  operating  system"  for 
e-learning  in  the  enterprise.  When 
organizations  select  from  the  100- 
plus  commercial  learning  manage- 
ment systems,  these  key  success  fac- 
tors stand  out: 

•  Identify  business  and  technical 
requirements.  Save  yourself  time 
by  bringing  in  only  those  vendors 
that  can  meet  at  least  80%  of  your 
requirements. 

•  Articulate  your  business  needs  and 
your  vision  of  the  future. 

•  Involve  stakeholders  who  will  be 
using  the  new  LMS. 

•  Ensure  that  the  product  is  compat- 


VuePoint 


You  can  be  a  mouse  click  away 
from  a  constant  bird's-eye  view  of 
how  effectively  your  company  shares 
its  knowledge. 

VuePoint's  enterprise  e-learning 
platform  makes  companies  smarter. 
Businesses  can  unlock  the  knowl- 
edge and  ideas  trapped  inside  their 
employees'  minds.  Employees,  sup- 
pliers and  partners  add  to  the  corpo- 
rate knowledge  pool,  interact  with  it 
and  collaborate  globally. 

Visit  www.vuepoint.com  for  a  look. 


vuEpoint 

Suddenly,  everyone's  on  the  next  page. 


ible  with  your  existing  IT  systems. 

•  Ensure  that  the  product  has  been 
demonstrated  to  be  robust  and 
scalable,  and  to  have  multiplatform 
capability.  Preferably,  pick  a  vendor 
whose  product  is  being  used  by 
companies  with  a  similar  need. 

•  Choose  a  partner  that  will  provide 
exceptional  customer  service. 
Implementation  is  key. 

To  examine  one  of  the  best  learning 
management  systems,  check  out 
Saba  Software.  The  company  is  con- 
sidered by  many  to  be  on  its  way  to 
becoming  the  Siebel  Systems  of  learn- 
ing management.  Siebel  Systems, 
across  Highway  101  from  Saba  in 
California,  has  emerged  as  the  number 
one  vendor  in  the  Customer  Relations 
Management  (CRM)  category. 

Saba  has  depth  at  the  executive 
level,  excellent  funding,  more  engi 
neers  than  many  of  its  competitors 
combined  and  a  product  that  is  reli- 
able and  full  of  features. 

Authoring  and  Other  Tools 
Participating  organizations  have  not 
overwhelmingly  adopted  any  authoring 
or  design  tool,  nor  have  they  settled  the 
issue  of  authoring  versus  programming. 
Authorware,  Toolbook,  Dreamweaver, 
HTML  and  JavaScript  are  the  most  fre- 
quently cited  tools  or  programming  lan- 
guages, but,  as  in  the  case  of  learning 
management  systems,  many  custom 


tools  are  used  for  a  variety  of  developi 
ment.  delivery  and  conversion  purposi 
es.  Cisco's  arsenal  of  sophisticated 
tools  is  particularly  impressive. 

Development 
Organizations  tend  to  use  their  internal 
development  groups  as  a  primary 
resource  for  specific  content  develop* 
ment.  When  they  use  external 
resources,  they  do  so  to  obtain  a 
unique  skill  set,  speed  up  the  developi 
ment  process,  access  generic  content 
and  reduce  costs  (at  least  one  organs 
zation  outsources  simulation  coding  ta 
a  development  company  in  India). 

IT  As  Partner  and  Service  Provider 
Whether  the  IT  function  is  internal  on 
outsourced,  its  key  role  in  an  e-learning 
implementation  cannot  be  overstatedj 
One  cannot  deny  the  value  that  111 
brings  to  the  table:  experience  with 
implementing  enterprise-wide  software. 

In  achieving  a  partnership  with  the  IT 
department,  there  is  no  substitute  for 
support  and  direction  from  senior  marv 
agement.  This  is  a  sure  way  to  avoid  on 
correct  reactions  that  suggest  e-learning 
is  not  a  legitimate  business  application. 

One  company's  e-learning  team 
retained  the  standard  corporate  Lotus 
Notes  interface  to  ensure  consistency 
and  make  life  easier  for  employees. 
Another  company  found  that  it  could 
solve  organizational  problems,  but  ere- 


ij  ated  a  corporate  problem  by  not  using 
[  corporate-  or  IT-supported  tools.  That 
j  said,  balancing  standards  while  allow- 
i|  ing  for  innovation  is  very  important  to 
[this  company,  whose  many  divisions 
!have  quite  diverse  requirements. 

^Effective. IT  Partnership  Strategies: 
;   •  Understand  the  challenges  of 

e-learning  for  your  IT  department 

—  there  are  many. 

•  Know  and  exploit  IT's  key  initiatives 
and  dates  for  software  and  net- 
work upgrades,  annual  equipment 
purchases,  enterprise  resource 
planning  implementation  and  other 
investments  that  impact  e-learning. 

•  Include  IT  staff  on  your  selection 
committees  and  in  meetings  with 
vendors. 

•  Leverage  e-commerce  expertise  in 
the  IT  function  to  help  with  distrib- 
ution of  e-learning. 

Getting  a  Handle 
On  E-Learning  Costs 

|As  you  plan  your  global  e-learning  strat- 
egy, a  necessary  step  is  to  compare 
rcostsfrom  different  vendors.  You  need 
Ijto  know  the  questions  to  ask,  but  like 
Mbuying  a  home,  you  also  need  to  go  in 
With  some  expectations. 

Evidence  indicates  that  computer- 
ised training  reduces  the  total  cost  of 
straining  when  compared  with  instructor- 
red  training.  The  total  cost  of  training 
I  ncludes  the  cost  of  development  and 
(  the  cost  of  delivery.  Interactive  training 
[pas  a  higher  cost  of  development  and 
ia  lower  cost  of  delivery,  while  tradition- 
al training  has  a  lower  cost  of  develop- 
Iment  and  a  higher  cost  of  delivery.  The 


lower  delivery  cost  for  interactive  train- 
ing results  primarily  from  a  reduction  in 
training  time  and  the  elimination  of 
travel.  A  positive  return  on  investment 
requires  a  training  population  large 
enough  for  the  savings  in  delivery  to 
offset  the  development  cost. 

Computer-based  training  also  re- 
quires less  time  for  training  compared 
with  instructor-led  training.  The  amount 
of  reduction  ranges  from  20%  to  80%, 
with  40%  to  60%  as  the  most  common. 
Time  reduction  for  computer-based 
training  is  usually  attributed  to  a  tighter 
instructional  design,  the  option  for  par- 
ticipants to  bypass  unnecessary  con- 
tent and  the  opportunity  for  participants 
to  focus  on  those  sections  of  the 
course  not  yet  mastered. 

There  is  very  strong  evidence  that 
computer-based  training  results  in  an 
equal  or  higher  quality  of  learning  over 
traditional  instruction.  A  number  of  sci- 
entific studies  have  investigated  this 
issue.  The  settings  for  the  studies  have 
included  business  and  industry,  the  mil- 
itary, higher  education  institutions  and 
elementary  schools. 

Following  is  an  overview  that  is 
designed  to  help  you  ask  the  right 
questions  as  you  develop  your  training 
budget.  One  aspect  of  understanding 
the  various  costs  involves  defining  from 
whom  you  can  purchase  products. 
Some  of  the  emerging  distribution 
channels  include: 

•  Resellers:  You  may  not  always  be 
able  to  tell  whose  course  you  are 
buying.  Resellers  include  Internet 
service  providers,  and  content  aggre- 
gators such  as  TrainingNet.  Some 
resellers  identify  the  content  devel- 


oper, while  others  use  private  labels. 

•  E-Learning  Partnerships:  Compa- 
ny names  may  change  because 
the  e-learning  marketplace  is  con- 
stantly transforming.  As  rapidly  as 
companies  release  new  titles  and 
new  vendors  enter  the  market, 
there  are  consolidations  in  other 
areas  and  partnerships  on  prod- 
ucts. E-commerce  training  sites 
offer  volume  discounts  to  organi- 
zations. They  act  as  content  aggre- 
gators and  often  provide  non-online 
courses  through  books,  CD-ROMs 
and  videos. 

•  Learning  Portals:  One  of  the  most 
significant  emerging  trends,  learn- 
ing portals  are  Web  sites  that 


PureSafety.com 


Driving  Global  Workplace 
Safety  Training  Solutions 

"Since  we  established  our  (Pure 
Safety.com)  program  in  January, 
we've  seen  a  22%  reduction  in 
our  OSHA-incident  rate,"  says  Bob 
Trinkleback,  corporate  director  of 
Safety  and  Risk  Management  for 
Alliant  Foodservice,  Inc. 

PureSafety.com  helps  companies 
deliver  consistent  OSHA-compliance 
training  via  the  Internet  to  their 
global  workforce.  Clients  schedule, 
deliver,  manage  and  report  on 
company-wide  training  activities 
through  PureSafety.com. 


Your  EHS  Training  Solution 


Mentoring  services  are  a  key  differentiator  in  e-learning, 
and  a  variety  of  options  will  become  available.  Com 
panies  are  either  formalizing  their  own  services  or  wil 
partner  with  independent  content  providers. 


create  a  learning  community  and 
provide  access  to  content  and 
learning  resources.  Some  learn- 
ing portals  are  new  companies 
that  are  building  on  Internet- 
based  business  models.  Others 
are  traditional  training  organiza- 
tions that  have  moved  into  the 
Internet  environment.  As  a  result, 
there  are  a  few  commonalities 
among  the  sites. 
Content  acquisition  is  a  top  priority. 
Independent  content  providers  are  being 
inundated  with  proposals  to  make  their 
content  available  on  these  learning  por- 
tals, so  you  will  see  much  of  the  same 
content  on  numerous  sites. 
To  get  people  to  your  Web  site,  you 


BNH  Expert  Software  Inc. 


Since  1987,  BNH  Expert  Software  Inc. 
has  provided  decision  support  tools, 
consulting  services  and  workshops  to 
help  organizations  improve  productiv- 
ity, reduce  costs  and  maximize  return 
on  investment  (ROI).  Our  approach 
has  been  tested  by  hundreds  of  com- 
panies, various  military  organizations 
and  government  agencies. 

We  help  you  evaluate  the  impact 
of  e-learning  on  your  organization 
and  recommend  strategies  to  maxi- 
mize its  impact  and  minimize  dis- 
ruptions. Call  (800)  747-4010  for  a 
free  demo  CD,  or  visit  our  Web  site 
at  www.bnhexpertsoft.com. 


might  consider  offering  free  content 
and  entertaining  activities.  Most  sites 
have  a  mix  of  both  professional  and 
consumer-oriented  content.  Look  for 
learning  portals  that  allow  customiza- 
tion. Some  learning  portals  specialize 
in  a  niche  area,  such  as  sales  or 
accounting  and  finance,  creating  the 
opportunity  for  a  strong  community. 

Tutoring  and  Mentoring  Services 
More  and  more  companies  are  includ- 
ing mentoring  or  tutoring  services  as 
part  of  their  e-learning  packaged  cours- 
es. These  services  may  be  in  real-time 
or  have  time  delays,  with  e-mail  ques- 
tions and  even  virtual  tutoring  in  devel- 
opment. Mentoring  services  are  a  key 
differentiator  in  e-learning,  and  a  variety 
of  options  will  become  available.  Com- 
panies are  either  formalizing  their  own 
services  or  will  partner  with  indepen- 
dent content  providers. 

Course  Delivery  Models, 
Pricing  Schemes 

One  thing  is  clear:  There  is  not  an  easily 
discernible  average  price  for  an  e-learn- 
ing packaged  course  because  there  is 
no  definitive  paradigm.  This  is  due  to 
emerging  technologies  and  the  rapid 
creation  and  evolution  of  learning  fea- 
tures, which  make  it  difficult  to  pin 
down  a  definition  and  set  boundaries 
for  e-learning.  However,  a  research 


study  entitled  "The  Cost  of  E-Learning 
Packaged  Courses"  that  was  conducted 
by  brandon-hall.com  this  year  offers  a 
per-student  price  as  well  as  a  per-stu 
dent,  per-course  price,  when  applicable; 
to  create  some  constant  price  point 
examples  across  all  pricing  schemes 

For  instance,  in  purchasing  a  subj 
scription  library  of  e-learning  courses, 
vendors  will  use  a  per-student,  per- 
course  price.  This  is  the  actual  price  i1 
every  student  in  the  target  populatior  ■■. 
takes  every  course.  For  example,  say 
500  users  intend  to  take  a  self-paceo 
course  over  the  Internet,  ranging  in 
length  from  15  minutes  to  12  hours* 
This  would  cost  $12  to  $25  per  course; 
and  $1.20  to  $33  per  student.  If  yoi| 
take  that  up  to  5,000  users  the  cost 
becomes  $20  to  $26  per  course  anc 
$2.60  to  $20.65  per  user. 

Even  though  the  cost  of  a  product 
depends  on  many  factors,  you  will  fine 
price  ranges  within  specific  coursedeliw 
ery  models.  In  addition,  understanding  | 
the  actual  price  points  of  specific  prod  j 
ucts  will  make  you  a  better  informec 
consumer  when  working  with  e-learni 
vendors. 

Achieving  the  lowest  prices  usually  :f 
requires  a  large  student  population,  a 
great  number  of  courses  and  a  long 
contract.  In  general,  an  average  price 
point  along  the  pricing  spectrum  corre 
sponds  to  the  respective  point  along 
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jhe  product  complexity  and  compo- 
nents range.  Usually,  the  self-directed 
;md  shorter  courses  are  on  the  lower- 
price  end  and  the  complex,  expert-facil- 
kated  courses  are  on  the  higher  end. 
f  An  understanding  of  the  cost  of  e- 
barning  includes  awareness  of  pricing 
nodels  for  packaged  courses.  Prices 
iange  from  a  low  of  11  cents  to  a  high 
hf  nearly  $1,000  per  student,  per 
course.  You  will  want  to  consider  fac- 
tors such  as  the  instructional  quality 
j'f  the  courses,  technical  support, 
liccess  to  collaborative  tools,  breadth 
jlnd  depth  of  titles,  course  duration 
»nd  the  tracking  and  reporting  system. 

Pricing  Models 

jlere  is  a  summary  of  available  pricing 
Jhodels: 

]  •  Subscription-based  library 
I  •  Subscription-based  mini-library 
I  •  Per-server 

I  •  Per-course  (purchaser-selected) 
j  •  Per-unit  usage-based,  by  course 
1  •  Usage-based,  by  time. 

When  comparing  and  contrasting 
lendor  offerings,  one  should  also 
fcctor  in  other  alternatives  —  from  the 
jitemally  developed  courses,  to  third- 
jarty  training-management  systems,  to 
jutsourcing  components  such  as  men- 
oring  or  technical  support.  Some  of 
jne  participating  vendors  include  DDI, 
fifoSource,  Vital  Learning,  NETg, 
IBM  Knowledge  Communication, 
icGraw-Hill,  SkillSoft,  DigitalThink  and 
lEOLearning.  A  list  of  other  distribu- 
ion  or  development  sources  of  e-learn- 
Ig  packaged  content,  such  as  learn- 
ig  portals  and  e-commerce  sites,  is 
f/ailable  at  www.brandon-hall.com. 


Overviews  of  Web  sites  are  included. 
Think  First 

E-learning  is  taking  new  forms  and  incor- 
porates new  terms,  trends  and  tech- 
nologies at  a  fiery  rate.  A  study  by  Train- 
ing Magazine  states  that  corporations 
save  50%  to  70%  of  their  overall  training 
cost  by  replacing  traditional  training  with 
online  delivery.  A  WR  Hambrecht  &  Co. 
study  shows  that  while  $500  million  was 
spent  on  Internet  training  in  1999, 
spending  is  projected  to  skyrocket  to  $7 
billion  in  2002.6  So  it  doesn't  take  such 
a  leap  of  faith  to  begin  integrating  e-learn- 
ing into  employee  training  programs.  The 
training  demands  will  grow  dramatically 
as  companies  partner,  acquire,  change 
names,  improve  processes  and  upgrade 
technology.  While  there  is  much  pressure 
to  move  quickly,  place  quality  high  on 
your  list  of  priorities  and  carefully  con- 
struct an  enterprise-wide  e-learning  plan 
that  meets  all  of  your  corporate  training 
needs. 

The  rewards  will  be  an  empowered 
workforce,  an  efficient,  adaptable  train- 
ing infrastructure  and  incredible  savings 
in  time  and  money.  Those  are  compet- 
itive advantages  that  will  help  your  com- 
pany get  ahead  and  stay  ahead.  ■ 

Brandon  Hall,  Ph.D.,  is  a  leading  inde- 
pendent researcher  in  e-learning,  help- 
ing organizations  make  the  right  deci- 
sions about  technology  through  his 
written  pieces,  advisory  services  and 
presentations.  With  more  than  20  years 
as  a  training  professional,  he  is  the 
author  of  10  widely  cited  research 
reports  and  the  groundbreaking  Web- 
Based  Training  Cookbook. 


iR  Hambrecht  &  Co..  "Corporate  E-Learning:  Exploring  a  New  Frontier."  (March  2000). 


E-Learning  and  Compliance 
Solutions  for  Process  Industries 


In  today's  globally  competitive  mar- 
ketplace, process  manufacturing 
organizations  must  deal  with  rapidly 
changing  markets  in  the  face  of 
ever-increasing  safety,  quality  and 
environmental-compliance  standards. 
The  key  to  sustaining  a  competitive 
advantage  in  this  environment  is  a 
skilled  workforce  and  the  ability  to 
deploy  organizational  knowledge 
quickly  and  easily. 

Technology  has  transformed  the 
way  we  live  and  work  —  it  is  now 
revolutionizing  the  way  we  learn. 
E-Learning  enables  process  manu- 
facturing organizations  to  deploy 
knowledge  to  anyone,  anytime,  any- 
place and  anywhere.  For  companies 
like  Air  Products  &  Chemicals, 
Chevron.  Conoco,  DuPont,  Geon, 
Honeywell,  Rhodia,  Shell  Chemical 
and  Texaco,  these  benefits  are  simply 
too  great  to  ignore. 

See  why  these  companies  and 
others  around  the  world  have  chosen 
Active  Learner's  E-Learning  solutions. 
Our  industry-validated,  standards- 
based  learning  content  and  Web- 
based  learning  management  system 
provide  comprehensive  functionality 
for  training  and  compliance  informa- 
tion management.  Enjoy  a  profes- 
sionally hosted  learning  environment 
with  a  simple,  pay-for-use  subscrip- 
tion. Begin  E-Learning  today! 

www.resources4learning.com 

POWERED  BY  ACTIVE  LEARNER® 


E-Learning 


We  help  you  find  the  right  pat 

brandon-hall.com  is  your  e-learning  guide,  providing 
independent  expertise,  research  reports  on  best  practices, 
software  evaluations,  and  strategic  advisory  services.  \ 

i  ! 


brandon-hall.conr 

Research  on  E-Learning 

www.brandon-hall.com  •  info@brandon-hall.com  •  408.736.233 


Backseat  Driver  By  Jerry  Flint 


he  Case  for  Chauvinism 


DO  A  LOT  OF  COMPLAINING  IN  THIS  COLUMN  ABOUT 
my  old  friends  from  Detroit.  But  I  have  to  admit  that 
despite  all  their  failings,  they  do  things  a  lot  better  than 
most  of  the  other  guys.  Let  me  show  you.  We'll  start 
A^ith  the  Japanese  auto  industry.  Just  a  few  years  ago  it 

f;  the  darling  of  the  experts,  from  its  perfect  cars  to  its 

I  ect  work  habits,  from  quality  circles  to  just-in-time  in- 

I  ories.  None  of  that  emphasis  on  quarterly  returns  for 

i  e  champions  of  the  long  term. 
3ut  today  I  can  ask,  what  Japanese  auto  industry?  It 

i:  ;n't  look  very  Japanese. 

e  Nissan  is  run  by  Renault. 

i  Mitsubishi  Motors  is  sell- 

La  one-third  interest  to 

fe-nlerChrysler.  (The  Mit- 

ijshi  scandal  over  defective 

ll didn't  break  the  deal.) 

gMazda  is  run  by  Ford. 

■ubaru  sold  a  20%  stake  to 
ral  Motors. 

uzu  is  49%  owned 
M.  Suzuki  sold  a  10% 
toGM. 

oreigners  control  three 
nese  automakers,  have  a 
r  interest  in  another  and 
jrtant  interests  in  two 
i.  Only  two  companies, 
ta  and  Honda,  are  pure 
lese. 

:'s  not  a  stretch  to  say  that  the  once-great  Japanese  auto 
stry  is  on  the  verge  of  foreign  domination, 
ook  at  Korea.  Just  a  few  years  ago  I  counted  five  inde- 
ent  Korean  carmakers.  They  were  boasting  about  sell- 
million  units  a  year,  up  from  2  million.  The  Koreans 
run  off  the  road.  Kia,  number  two,  was  bought  by 
idai,  and  Hyundai  is  selling  one-third  of  itself  to  Daim- 
)aewoo,  now  number  two,  is  bankrupt,  and  Ford  is  ne- 
I,  ting  to  buy  it.  Samsung  has  been  bought  by  Renault.  So 
for  the  great-and-growing  Asian  Tiger, 
hina:  lots  of  carmakers  but  dominated  by  Volkswagen 
eneral  Motors. 

dia:  dominated  by  Suzuki  of  Japan,  in  which  CM  has  a 
interest. 


The  home  team 
has  its  problems: 
It  misses  markets, 
and  its  cars  carry 
no  prestige.  But 
like  the  fellow  said 

after  the  fight: 
You  ought  to  see 

the  other  guy. 


Let's  go  to  Europe. 
Great  Britain:  Sales  are 
dominated  by  foreigners — 
Ford,  General  Motors  (Ford 
and  CM  manufacture  in 
Britain,  as  do  Toyota,  Nissan 
and  Honda),  Peugeot,  BMW. 
The  old  British  names,  such 
as  Jaguar,  Land  Rover,  Rolls- 
Royce  and  Mini,  are  all  for- 
eign-owned, with  one  excep- 
tion: Rover.  It  did  belong 
to  BMW,  but  was  doing  so  badly  that  the  Germans 
promised  some  Brits  hundreds  of  millions  just  to  take  it  off 
their  hands.  They  did,  but  Rover  isn't  likely  to  survive 
independently. 

Sweden:  We  own  them.  Ford  owns  Volvo;  GM  owns  Saab. 
Italy:  One  producer,  really,  Fiat,  and  General  Motors  has 
a  20%  stake  in  Fiat. 

France:  Renault  and  Peugeot-Citroen  are  two  indepen- 
dent companies  (although  the  French  government  still  owns 
46%  of  Renault).  Apart  from  Renault's  move  into  the  Far 
East,  they  aren't  much  in  the  world  outside  France. 

Only  when  we  get  to  Germany  do  we  find  another  great 
power  in  the  auto  world.  Daimler  owns  Chrysler;  Volkswa- 
gen owns  Skoda  of  the  Czech  Republic  and  Seat  of  Spain. 
BMW  and  Porsche  remain  strong  and  independent. 

But  consider  that  Ford,  GM  and  the  Chrysler  half  of 
DaimlerChrysler  make  more  profit,  roughly  $16  billion,  than 
the  remainder  of  the  world's  car  industry  put  together.  (Fiat 
of  Italy  owns  5%  of  GM  but  that's  not  a  controlling  interest.) 

So  whatever  the  problems  of  the  U.S.  makers,  producers 
around  the  world  run  their  businesses  worse:  overexpanding 
(Korea);  never  preparing  for  a  rainy  day  (Japan);  and  sheer 
incompetence  (Britain). 

Having  said  all  this,  a  good  deal  of  the  U.S.  profit  can  be 
credited  to  the  superboom:  two  record  years  in  a  row.  A  ris- 
ing tide  lifts  all  ships.  I  also  suspect  that  the  Japanese  and  the 
Koreans,  who  don't  like  foreigners,  will  kick  them  out  as 
soon  as  they  are  back  on  their  feet. 

The  home  team  has  its  problems:  It  misses  too  many 
markets,  its  cars  carry  no  prestige  and  it's  losing  market 
share.  But  like  the  fellow  said  after  the  fight:  You  ought  to  see 
the  other  guy.  F 


it,  a  former  FORBES  senior  editor,  has  covered  the  automobile  industry  since  1958. 
wst  columns  at  www.forbes.com/flint  or  use  your  C.A.T.  scanner  on  the  Cue  code  (right) 
i  you  there  instantly. 
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Suddenly  storage  is  hot,  and  Michael 
Ruettgers'  EMC  Corp.  all  but  owns  the 
market.  So  why  is  he  running  for  his  life? 


BY  DANIEL  LYONS 

-.im         H|  OT  FAR  FROM  THE 

■I;  I  headquarters  of  EMC 

I  Corp.  in  Hopkinton, 
B^ttk  I    I  Mass.  lies  what  Chief 

I  I  Executive  Michael 

V      I  Ruettgers  calls  "the 

m  I  mimcomPuter  grave- 
yard" — the  dated, 
early- 1980s  buildings  that  once  housed 
Data  General,  Digital  Equipment, 
Prime  and  Wang.  Today  they  stand  like 
so  many  mausoleums  along  routes  128 
and  495,  Boston's  high-tech  beltways. 

"If  you  look  at  their  tombstone,  it 
says,  'These  guys  died  because  they  got 
lazy,  because  they  didn't  listen  to  what 
their  customers  were  telling  them,'" 
Ruettgers  says.  "The  sense  of  urgency 
around  here  comes  from  the  fact  that 


we  can't  let  what  happened  to  everyone 
else  happen  to  us." 

It's  hard  to  imagine  Ruettgers  los- 
ing sleep.  The  storage  market  is  ex- 
ploding, and  EMC  stands  at  ground 
zero.  For  years  storage  was  a  high-tech 
commodity,  a  boring  box  of  disk 
drives  that  hooked  up  to  a  computer 
and  did  what  it  was  told.  Now  storage 
revenues  are  growing  faster  than  rev- 
enues for  either  servers  or  micro- 
processors. Today  customers  spend  as 
much  on  storage  as  they  do  on  com- 
puting power;  in  a  few  years  they  will 
spend  three  times  as  much  on  storage 
as  they  do  on  computers. 

Two  years  ago  a  huge  bank  or  insur- 
ance company  might  need  50  terabytes 
of  storage  to  hold  millions  of  records. 


That's  50  trillion  characters  of  di 
about  enough  for  the  text  of  25  mill 
books.  But  who  reads  text  these  days 
terabyte  doesn't  go  very  far  in  a  wj 
that  sees  3  million  new  Web  pages  a  i 
and  stores  info-rich  media  like  mu 
photos  and  video. 

"There  is  this  tidal  wave  of  storage) 
mand  coming  at  us,"  says  Robert  Cai 
.chief  information  officer  at  FedEx,  \vl 
Web-based  video  and  radio  broadc 
have  swollen  the  storage  system  to  m 
than  100  terabytes  from  terabytes  in 
teens  just  a  few  years  ago. 

The  wireless  Web  service  of  Jap; 
NTT  Docomo  has  purchased  265 1 
abytes  in  the  past  18  months.  1 
citeAtHome,  the  broadband  Inter, 
service  provider,  manages  120  { 
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abytes.  Axient  Communications,  a  new 
Web  video  outfit,  has  bought  65  ter- 
abytes in  12  months  and  will  add  100 
more  by  year-end. 

So  hungry  are  customers  that  new 
"storage  service  providers"  amass  giant 
pools  of  disk  space  to  rent  out  like  an 
electric  utility.  This  new  business  could 


grow  25-fold  to  $5  billion  in  three 
years,  IDC  predicts. 

All  told,  worldwide  storage  sales 
could  easily  hit  $3 1  billion  this  year  and 
grow  40%  by  2003.  Ruettgers  thinks 
those  forecasts  are  too  low:  He  sees 
storage  sales  tripling  to  $100  billion  in 
five  years.  "I  don't  think  people  really 


understand  how  great  this  opportii 
is,"  he  says.  "It  almost  has  no  limit 
Yet  Ruettgers  acts  like  a  man 
ning  for  his  life — and,  in  fact,  h 
Dramatic  changes  are  taking  pla< 
his  market,  the  kind  of  shifts  that  tc 
champions  and  create  new  winner: 
vals  such  as  Compaq,  Dell,  Hew 


Let's  Get  Small.  Very  Small. 

■  n  1956  IBM  released  the  first  disk  drive.  The  350  Ramac,  a  50- 
I disk  storage  unit,  was  a  huge  contraption  that  leased  for 

■  $3,200  a  month  and  stored  all  of  5  megabytes. 

!n  1980  scientists  at  IBM  stunned  the  tech  world  with  the  first 
storage  system  that  could  hold  I  billion  bytes  of  data.  Known  as 
the  3380  disk  drive,  it  cost  $40,000,  stood  as  tall  as  a  refrigera- 
tor and  weighed  550  pounds. 

In  the  summer  of  2000  IBM  unveiled  another  l-gigabyte  drive. 


It  costs  $499,  is  the  size  of  a  matchbook  and  weighs 
than  one  ounce.  Its  spinning  platter,  the  size  of  a  qu. 
can  hold  the  equivalent  of  18  compact  discs.  Dubbed  the  W 
drive,  this  marvel  of  miniaturization  contains  the  same  wo 
parts  as  an  ordinary  drive:  spindle  motor,  bearings,  reao 
write  heads. 

A  predecessor,  introduced  last  year,  boasted  340  mega 
of  space.  The  new  release,  available  for  sale  a  few  weeks 
nearly  tripled  that  capacity.  By  the  end  of  next  year  Microdriv 
hold  2  gigabytes— enough  printed  material  to  fill  two  pi 
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Packard,  IBM  and  Sun  are 
pushing  drives  that  cost  a 
fraction  of  what  EMC 
boxes  cost.  Cocky  upstarts 
hawk  new  "network  ap- 
pliances" that  cost  even 
less  and  that  (they  claim) 
are  easier  to  run.  EMC  is  in 
the  unfamiliar  role  of 
playing  catch-up. 

"EMC  doesn't  get  it. 
Their  roots  are  in  the 
mainframe  world.  They 
need  to  re-architect  from 
the  ground  up,"  says 
David  Hitz,  cofounder  of 
Network  Appliance, 
which  has  a  60%  share  of 
the  new  market  for  ultra- 
cheap  storage  appliances. 

But  competitors  have 
a  long  way  to  go  before 
they  can  topple  EMC.  Its 
30%  share  of  the  storage 
market  is  three  times  that 
of  the  nearest  foe.  EMC's 
sales  will  approach  $9  bil- 
lion this  year,  and  the  firm 
aims  to  grow  30%  next 
year.  In  eight  years  since 
Ruettgers  took  over, 
EMC's  stock  has  soared 
370-fold.  At  $214  billion, 
its  market  value  now  ap- 
proaches that  of  IBM, 
:Ose  sales  are  ten  times  as  large. 
Like  Cisco  routers  and  Sun  servers, 
iC's  Symmetrix  disk  systems  have  be- 
ne a  data-center  mainstay,  the  stuff 
body  gets  fired  for  buying.  Analysts 
\  EMC  is  one  of  the  best-managed 
h  shops  in  the  world,  with  5,000  sales 
is,  billions  to  spend  on  research  and 


the  highest  customer  ratings 
ever  seen.  "What  price  do  you 
pay  for  perfection?"  one  Wall 
Street  analyst  gushed  in  a  re- 
cent report. 

Mike  Ruettgers,  57,  began 
his  career  developing  weapons 
at  LTV  and  Raytheon.  The  old- 
est son  of  an  Air  Force  officer, 
he  has  instilled  a  kind  of  mili- 
tary discipline  at  EMC,  includ- 
ing a  dress  code:  Employees 
wear  EMC  shirts,  color-coded 
by  job  title.  Colors  pull  rank 
on  other  colors.  When  a  purple-shirted 
customer  service  guy  shows  up  in  the 
engineering  department  needing  help, 
the  green-shirted  engineers  drop  what 
they're  doing  and  go  talk  to  the  visitor. 

Genial  but  terse,  Ruettgers  wastes  few 
words  and  doesn't  tolerate  failure.  "You 
don't  make  your  numbers,  you  get 
pushed  off  the  island,"  says  Joseph  Tucci, 
who  joined  EMC  as  president  in  January. 
One  in  ten  of  EMC'S  sales  reps  won't  be 
around  next  year,  half  of  them  fired. 

Ruettgers  joined  EMC  in  1988  as  a 
senior  vice  president.  When  he  arrived, 
faulty  disk  drives  were  crashing,  cus- 
tomers were  screaming  and  EMC  was 
losing  money.  Ruettgers  cracked  down 
on  manufacturing,  smooth-talked 
angry  customers  and  got  EMC  back  into 
the  black.  A  year  later  Richard  Egan, 
EMC's  founder  and  still  the  chairman, 
ceded  the  president's  title  to  Ruettgers. 
In  1992  Ruettgers  became  chief 
executive. 

His  first  bold  move  at  the  company: 
He  scrapped  all  of  EMC's  product  lines 
but  one  and  focused  on  a  single  fat  tar- 
get— storage  for  IBM  mainframes.  In 
those  days  IBM  sold  huge,  old-fash- 


trucks.  From  there,  IBM  aims  to  double  capac- 
ity every  12  to  18  months. 

Now  IBM  must  persuade  electronics  mak- 
ers to  use  the  Microdrive  in  their  products  and 
convince  consumers  it's  worth  $500  a  pop.  So 
far  15  digital  cameras  and  5  personal  digital  as- 
sistants use  it.  So  do  2  new  MP3  players  from 
l2go  and  Diamond  Multimedia.  Eventually  IBM 
hopes  the  Microdrive  will  be  built  into  su- 
perlightweight  portable  computers.       — D.L. 


"EMC  doesn't 
get  it.  Their 
roots  are  in  the 
mainframe 
world." 


ioned  disk-drive  systems.  EMC  attacked 
from  below  with  a  new  approach  that 
lashed  together  a  dozen  or  more 
smaller,  cheaper  off-the-shelf  disk 
drives  in  a  single  box.  IBM  scoffed  at 
this  technology,  called  RAID  (redundant 
array  of  inexpensive  disks),  but  cus- 
tomers loved  it. 

In  four  years  IBM's  market  share 
plunged  from  58%  to  33%.  IBM  even- 
tually began  offering  its  own  RAID  stor- 
age systems.  Too  late;  IBM  never  de- 
throned EMC's  Symmetrix. 

In  1995  Ruettgers  was  first  to  build 
a  storage  box  that  could  work  with  dif- 
ferent kinds  of  servers,  from  main- 
frames to  Unix  workstations.  He  also 
was  among  the  first  to  realize  that  his 
disks  could  drive  sales  of  sophisticated 
software,  with  far  higher  profit  mar- 
gins, for  managing  the  big  filing  sys- 
tems. EMC's  software  sales  will  hit  $1.4 
billion  this  year. 

The  Symmetrix  has  had  five  major 
overhauls  in  ten  years.  The  latest  model 
arrived  in  April  of  this  year.  With  as 
many  as  432  microprocessors  and  as 
much  as  32  gigabytes  of  RAM,  a  Sym- 
metrix system  has  the  power  of  the 
largest  supercomputers  and  a  price  tag 
to  match. 

The  top-of-the-line  Symmetrix, 
which  holds  19  terabytes  of  data  on  384 
individual  disk  drives,  costs  more  than 
$3  million.  "It's  like  a  Mercedes  Silver 
Arrow  Formula  One  car,"  says  Riidiger 
Bruess,  a  senior  vice  president  at 
Siemens  Business  Services,  the  German 
outsourcing  company.  "It's  more  ex- 
pensive but  it's  very  reliable  and  it  has 
the  highest  technology."  To  store  data 
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for  clients,  Siemens  has  450  terabytes  of 
EMC  storage  anrl  will  double  that  by 
next  year. 

me  component  disk 
drives  as  its  rivals.  The  real  key  is  EMC 
1 .  ft  .arc.  Applications  like  TimeFinder, 
ControlCenter  and  Symmetrix  Remote 
Data  Facility  give  EMC's  systems  an 
edge  by  automating  things  like  backup 
and  recovery  of  data.  The  catch:  They 
run  only  on  EMC  hardware.  So  once 
you  start  depending  on  those  apps,  it  is 
ever  tougher  to  switch  to  cheaper  hard- 
ware from  IBM  or  Sun. 

The  result:  EMC  boasts  a  99%  cus- 
tomer retention  rate.  Some  80%  of 
sales  are  to  existing  customers.  "It's  vir- 
tually impossible  for  our  customers  to 
leave  us,"  Ruettgers  crowed  to  Wall 
Street  analysts  at  a  recent  conference. 

Now  Ruettgers  is  developing  soft- 
ware to  further  automate  the  managing 
of  mountains  of  data.  He  says  EMC  will 
create  a  "universal  data  tone,"  where 
customers  can  simply  plug  in  a  new 
computer  and  have  it  retrieve  informa- 
tion from  any  part  of  the  network, 
seamlessly. 

Alas,  that  is  a  far  cry  from  the  has- 
sles of  running  storage  today.  Right 
now  the  biggest  cost  of  storage  is  the 
people  who  run  the  system.  "It's  a  real 
mess.  There's  a  lot  of  pain  and  recon- 
figuring," says  Scott  Reder  of  Sears, 
Roebuck  &  Co. 

For  years  disk  drives  were  designed 
simply  to  attach  to  a  server  in  a  one-on- 
one  ratio.  When  storage  fills  up,  you 
buy  more.  To  do  that,  Reder  has  to  call 
EMC,  schedule  an  appointment  and 
wait  five  days  for  a  technician  to  come 
expand  the  existing  box  or  add  another 
one  and  revise  the  software  that  runs 
the  whole  thing.  Reder's  group  at  Sears 
endures  this  hassle  once  a  month  and 
pays  a  few  thousand  dollars  in  service 
fees  each  time. 

Even  more  maddening  is  that 
Reder  often  must  add  storage  to  one 
server,  even  though  the  ten  servers 
right  next  to  it  have  plenty  of  free 
space.  In  this  older  approach  of 
"server-attached"  storage,  one  server 
can't  use  another's  space. 

That's  why  Reder  and  others  are 


The  Raid  on  RAID 

IN  EVERY  TECH  BOOM  NEW  HEROES  EMERGE  AND  NEW 
wealth  is  created.  Sometimes  it  all  starts  with  a  stroke 
of  luck.  For  Joshua  Coates,  26,  it  came  when  his  boss 
at  Inktomi,  the  Internet  search  company,  said  the  firm  was 
about  to  spend  $1  million  on  a  new  storage  system  to  hold 
2  terabytes  (2  trillion  characters)  of  data.  Could  he  look 
for  a  cheaper  alternative? 

Coates  spent  a  weekend  mulling  it  over  and  returned 
on  Monday  with  some  startling  news.  "I  said,  'Here,  you 
can  do  the  same  thing  for  $50,000."'  He  had  worked  on 
parallel  computing  at  Microsoft's  Bay  Area  Research  Cen- 
ter, and  he  figured  he  could  yoke  together  thousands  of 
supercheap  PC  disk  drives  with  thousands  of  off-the-shelf 
chips.  Such  a  system  might  store  petabytes  (quadrillions 
of  characters)— cheaply. 

Inktomi  wasn't  interested,  but  Joshua  Coates  was 
hooked.  A  few  months  later,  in  July  1999,  he  left  Inktomi 
to  found  Scale  Eight.  For  a  reality  check,  he  tapped  his 
mentor  from  his  undergrad  days  at  the  University  of  Cali- 
fornia at  Berkeley:  David  Patterson. 

Patterson  helped  invent  RAID  (Redundant  Array  of  In- 
expensive Disks),  the  cheap,  fast  and  reliable  drive  design 
that  revolutionized  the  industry  a  decade  ago.  Now  his 
protege  was  launching  a  raid  on  RAID. 

Patterson  was  so  impressed  he  signed  on  as  Scale 
Eight's  chief  scientist.  They  soon  realized  the  system 
would  be  lousy  at  running  traditional  tasks  like  database 
queries,  but  would  be  ideal  for  handling  rich  media  like 
music  files  and  streaming  video. 

Coates  assembled  a  team  of  40  engineers  and  scien- 
tists, many  from  Berkeley,  who  spent  more  than  a  year 
writing  software  that  could  manage  a  massively  parallel 
system.  "The  trick  is  all  in  the  software,"  he  says.  "It's  an 
incredibly  complicated  problem." 

He  claims  to  have  it  cracked.  Scale  Eight  has  built  two 
data  centers  and  will  rent  storage  capacity  to  customers. 
One  renter  is  Daniel  Schiappa,  chief  executive  at  Vingage, 
a  Reston,  Va.  firm  that  runs  a  Web  site  where  people  can 
store  digital  home  videos.  Says  he:  "We  think  they've 
invented  a  better  wheel."  -D.L 


now  moving  to  a  newer  method  by 
which  the  drives  are  linked  to  servers 
but  also  hooked  up  together  to  form  a 
"storage-area  network"  (SAN).  These 
networks  don't  need  once-a-month 
service  calls,  and  they  waste  less  disk 
space  because  all  servers  can  tap  into 
one  giant  reserve. 

EMC  was  quick  to  spot  the  trend 
and  will  generate  $1.5  billion  in  rev- 


enue this  year  helping  customers  1 
Reder  migrate  to  SAN  setups.  El 
leads  in  SAN  with  a  40%  market  sh; 
"We  saw  this  coming  five  years  ; 
and  started  working  on  it  the 
Ruettgers  says. 

One  smart  move:  In  1995  E 
paid  $230  million  to  acquire  a  ca 
pany  called  McData,  which  mai 
components  for  these  new  storage  r 
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Uks.  After  a  public  stock  offering  in 
lust,  McData  now  carries  a  $10  bil- 
[1  market  value,  with  EMC  owning  a 
It  stake. 

>ut  Ruettgers  was  less  prescient 
I  it  a  newer  approach  called  NAS,  for 
Ijwork-attached  storage."  The  older 
liuses  the  same  old  drives,  links  them 
lirvers  and  deploys  special  switches 
h  the  disks  talk  to  one  another.  NAS 


uses  a  much  cheaper  "appliance" — a 
stack  of  tiny  drives  with  a  built-in 
server — that  attaches  directly  to  an  Eth- 
ernet network  to  share  data  with  any 
computer  on  the  system. 

Better  yet,  NAS  is  far  cheaper  than 
EMC's  Symmetrix  line.  "Anything 
EMC  can  do,  we  can  do  better,"  brags 
Dan  J.  Warmenhoven,  chief  executive 
of  Network  Appliance  in  Sunnyvale, 


Calif.  A  one-terabyte  NetApp  "filer" 
costs  $235,000  versus  up  to  $1  million 
for  EMC. 

No  wonder  NetApp's  sales  double 
each  year  and  are  on  pace  to  hit  the  bil- 
lion-dollar mark,  with  a  60%  gross 
margin.  Lockheed  Martin  Space  Sys- 
tems runs  ten  terabytes  of  storage  on 
NetApp  filers.  Yahoo  runs  its  mail  sys- 
tem on  NetApp,  managing  more  than 
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50  terabytes.  The  company  barely  con- 
sidered buying  EMC  for  its  mail  system. 
"It's  not  price  competitive,"  says  Geof- 
frey Ralston,  general  manager  of 
Yaho.  i  ■.  com munications  group. 

For  years  EMC  refused  to  build  these 
iow-cost  "appliances,"  claiming  they 
were  too  small,  holding  only  a  terabyte 

Hot  Storage 

Disk  drives  now  pack  an  amazing  20 
billion  bits  onto  a  square  inch.  But 
they  are  about  to  hit  a  wall.  As  bits 
get  crowded,  the  thermal  energy  present  at 
room  temperature  can  make  them  erase 
themselves  or  one  another.  This  superpara- 
magnetic effect,  or  SPE,  presents  the  biggest 
obstacle  in  the  next  few  years. 

At  20  gigabits  per  square  inch  the  SPE 
factor  is  barely  noticeable.  At  40  gigabits,  it 
becomes  significant.  "Getting  to  100  is  going 
to  take  some  invention,"  says  Townsend 
Porter,  chief  technology  officer  at  Seagate 
Technology,  a  disk-drive  maker. 

Engineers  may  have  a  fix  (see  illustra- 
tion). Now,  electric  current  running  into  a 
drive's  write  head  creates  a  magnetic  field 
that  magnetizes  a  spot— one  bit— on  the 
spinning  metal  disk.  The  direction  of  the  cur- 
rent determines  whether  the  bit  becomes  a 
I  or  a  0,  the  binary  language  of  computing.  A 
tiny  laser  that  heats  the  surface  just  before 
the  head  passes  over  the  disk  can  make  it 
more  receptive  to  magnetic  fields,  thereby 
letting  it  store  data.  When  the  disk  cools,  the 
bits  are  stored,  safe  from  SPE.  The  new  laser 
technique  could  lead  to  densities  of  up  to  I 
trillion  per  square  inch.  But  it  could  take  up 
to  six  years  to  perfect  this  technique.—  D.L 


Range  of 
magnetic  field 


'Area  heated  by  laser 


or  two,  and  too  slow,  moving  data  only 
as  fast  as  an  Ethernet  network  can. 
Oddly  enough,  it's  the  same  sort  of  crit- 
icism IBM  delivered  eight  years  ago 
when  EMC  started  selling  RAID  systems 
for  mainframes. 

And  just  as  RAID  proved  able  to 
scale  lip  and  handle  mainframe  storage, 
now  NAS  is  beefing  up.  The 
newest  generation  of  Ethernet 
runs  at  one  gigabit  per  second,  as 
fast  as  the  costly  fiber  channel 
connections  of  EMC's  Symmetrix. 
And  the  latest  NetApp  filer,  the 
largest  it  has  ever  built,  can  dish 
up  12  terabytes.  It  costs  $985,000 
compared  with  about  $2  million 
for  a  12-terabyte  Symmetrix. 

Ruettgers  says  the  EMC  device 
costs  more  because  it  has  more 
intelligence  and  redundancy  fea- 
tures. Nevertheless,  after  years  of 
scoffing  at  NAS,  EMC  now  is  rush- 
ing to  introduce  a  NAS  entry  by 
early  next  year.  Those  tombstones 
loom  on  Route  128. 

There  are  other  threats.  In  San 
Francisco  a  rival  company  has  de- 
vised a  way  to  hook  thousands  of 
cheap  PC  drives  into  a  massive 
system  capable  of  managing  hun- 
dreds of  terabytes  of  streaming 
video  (see  box,  p.  150). 

Then  there  are  the  storage  ser- 
vice providers,  who  buy  large 
storage  systems  and  rent  out 
space  on  them.  Parts  of  Merrill 
Lynch  now  rely  on  such  a  firm. 
"It's  more  cost-effective  and  has 
fewer  things  for  us  to  worry 
about,"  says  Christopher  Cor- 
rado,  chief  technology  officer  at 
Merrill's  Corporate  Institutional 
Client  Group. 

For  EMC  the  good  news  is 
these  new  players  are  potential 
customers — but  the  bad  news  is 
that  some  shun  EMC  in  favor  of 
cheaper  rivals. 

StorageNetworks,  based  in 
Waltham,  Mass.  and  the  leading 
provider,  aims  to  build  50  data 
centers  with  a  total  2.5  petabytes 
of  capacity — 2.5  quadrillion 
bytes,  or  2.5  million  gigabytes.  It 


Driving  Fast, 
Driving  Hard 

At  $420  billion,  Intel  may  hai 
bigger  market  capitalizatt 
but  investors  in  EMC  have  C 
better  since  1986,  blowing  way  | 
those  betting  on  microprocesa 
alone. 

Moore's  Law  has  nothing  om 
storage  guys.  That  axiom,  coinec 
years  ago,  states  that  the  nutnbe 
circuits  on  a  chip  doubles  ever 
months.  But  disk  density  has  na 
doubled  every  15  months  for  the 
five  years,  while  cost  per  megabyte 
fallen  52%  every  year  during  that  s 
period.  Today's  3.5-inch  drives  arei 
times  denser  than  the  14-inch  rrf 
frame  drives  that  IBM  so  proudly  r< 
out  20  years  ago. 

IBM  holds  the  current  recorc 
single-drive  capacity.  The  Ultra 
72ZX  is  a  powerhouse  at  73  g 
bytes,  boasting  enough  legroom 
every  original  Frank  Sinatra  song 
recorded,  or  all  of  Steven  Spielbe 
movies  on  DVD. 

Now  scientists  at  the  NEC  Resei 
Institute  in  Princeton,  N.J.,  rece 
found  new  materials  that  increase 
electrical  resistance  present  in  a  dr 
magnetic  field.  That  will  speec 
drives  and  bring  storage-keepers 
much  closer  to  the  next  milepost: 
terabit,  or  125  gigabytes,  of  data 
square  inch.  —Lea  Gold 


started  out  buying  90%  of  its  j 
from  EMC,  in  part  because  Peter 
founder  and  chief  executive,  is  a 
mer  EMC  executive. 

But  Bell  got  frustrated  and  durr 
EMC  when  it  wouldn't  match  Sun 
Compaq  on  price.  "Hey,  I  love  tl 
guys  at  EMC.  They're  my  friends 
I'm  running  a  business  here,"  he  sa 

Many  customers  won't  aban 
EMC  so  easily,  citing  impeccable  ser 
I-drive  Inc.,  a  storage  firm  in  San  F 
cisco,  had  used  Sun  gear  but  recq 
switched  to  EMC,  despite  higher  pri 
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es:  Ed  Grochowski.  IBM  Research;  Jim  Porter.  Disk/Trend.  Inc. 


n  I-drive  moved  to  double  capac- 
nd  restructure  its  architecture, 
days  after  we  made  our  decision 
I  had  the  job  done,"  says  Jeffrey 
forte,  chairman.  "They  worked 
lie  nights  in  a  row,  with  no  service 
||rruption.  They  were  flawless." 
)  n  surveys  of  customer  satisfaction, 
jlC  has  the  highest  ratings  we've  ever 
— in  any  customer  survey,  for  any 
pany,  ever,"  says  Carl  Howe,  a  re- 
i  :her  at  Forrester  Research. 
;,MC  will  have  to  win  more  adoring 
omers  to  stay  out  front  in  the 


hottest  sector  of  the  technology  market. 
The  next  ten  years  could  be  spectacular, 
as  speedy  fiber  optics  zip  ever  more  fat 
files  across  a  honeycomb  of  networks. 
All  of  this  stuff,  after  all,  has  to  be  stored 
somewhere. 

By  2005  the  world's  bandwidth 
could  grow  a  millionfold,  making  it 
"virtually  free  and  virtually  infinite," 
says  James  Rothnie,  an  EMC  senior  vice 
president.  Storage  will  follow  suit.  Total 
capacity  sold  annually  could  grow  fifty- 
fold  in  five  years,  he  adds,  from  200  to 
10,000  petabytes. 


Take  a  second  glance  at  the  latter 
number.  In  engineering  lingo,  it's  10  ex- 
abytes. It's  enough  to  hold  the  text  of 
500,000  Libraries  of  Congress.  It  is  2  tril- 
lion times  the  capacity  of  the  earliest 
commercial  disk  drives,  which  came  out 
of  an  IBM  plant  in  San  Jose  44  years  ago. 

To  stiore  up  EMC's  seemingly  invin- 
cible position,  Mike  Ruettgers  will  spend 
$10  billion  on  research  in  the  next  five 
years — more  than  the  total  sales  of  some 
of  his  rivals.  Isn't  that  enough  for  him  to 
sleep  at  night?  Not  quite.  On  Route  128, 
anything  can  happen.  F 
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In  the  midst  of  the  biggest  economic  boom  ever,  millionaires 
are  going  bankrupt.  What's  that  say  for  the  rest  of  us? 


NEW  YORK  DOCTOR 
Lawrence  Levitan  looks 
flush.  An  accomplished 
45-year-old  obstetrician, 
trained  at  Beth  Israel  Hospi- 
tal and  an  assistant  professor  at  New 
York  University's  School  of  Medicine, 
he  had  a  practice  that  was  pulling  in 
nearly  $300,000  a  year.  He's  got  a 
$725,000  house  on  Long  Island  and  a 
1998  Infiniti  sedan.  He  and  his  wife 
send  their  kids  to  private  school  and  a 
cosdy  summer  camp. 

A  picture  of  upper-class  content- 
ment? Far  from  it.  The  crushing  weight 
of  $2.7  million  in  debt  forced  Levitan  to 
file  for  bankruptcy  late  last  year.  He  had 
borrowed  heavily  (and  signed  leases)  to 
equip  three  gynecological  offices.  After 
a  point  there  was  no  way  he  could 
manage  a  $6,500-a-month  house  mort- 
gage, the  $45,000  of  credit  card  debt,  as 
well  as  the  $15,000  a  month  his  family 
spent  on  education,  food,  clothes  and 
unment. 
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BY  STEPHANE  FITCH 
ILLUSTRATIONS  BY  ROSS  MACD0NALD 

Robert  Kryvicky,  49,  climbed  the 
ladder  to  the  $450,000-a-year  rung  as  a 
partner  at  accounting  firm  Ernst  & 
Young.  There  he  doled  out  expensive 
advice  to  professionals.  Apparently  he 
took  little  of  it  himself.  He  piled  up 
$267,000  in  credit  card  and  other  debt, 
and  $806,000  in  mortgages  on  his 
apartment  on  West  57th  Street  in  Man- 
hattan— not  to  mention  the  $1.2  mil- 
lion owed  his  former  wife  and  his  son 
(by  an  ex-girlfriend)  in  back  alimony 
and  child  support.  When  he  lost  his  job 
last  year,  he  was  cornered.  He  filed  for 
bankruptcy  in  July  of  last  year  and  re- 
treated to  his  home  state  of  Michigan. 

Peter  Lordi  is  busted,  too,  though 
it's  probably  not  obvious  if  you  drive  by 
his  $550,000  house  in  Ulster  County, 
N.Y.  After  he  sold  two  medical  technol- 
ogy companies  he'd  founded,  Lordi 
took  up  horse  breeding  (including  a 


thoroughbred  named  Sai§ 
Eve).  He  began  collecting  exp 
sive  stuff — antique  furniti 
Swiss  watches,  a  Porsche,  a  Mercede 
second  home  in  Florida.  He  also  c 
lected  $  1 .4  million  in  debt  and,  with 
a  salary,  had  no  meaningful  way  to : 
vice  it  all.  Lordi,  56,  filed  last  Octol 
and  was  trying  mightily  to  keep 
house,  horse  and  Porsche. 

What's  going  on  here?  In  the  nx 
of  the  longest  economic  expansion 
the  history  of  the  world — and 
greatest  episode  of  individual  wes 
creation — a  record  number  of  peo 
are  going  bankrupt.  They've  been  fil 
for  protection  from  creditors  at  the  i 
of  more  than  1  million  a  year  si) 
1996,  up  fourfold  since  1979. 

Some  are  what  you  would  expi 
People  struggling  to  pay  rent  and  1 
groceries.  But  far  from  all.  A  fair  nu 
ber  are  well-educated  professionals 
Levitan,  Kryvicky  and  Lordi,  accord 
to  Harvard  professor  Elizabeth  Wart 


come  an  increased  abilitt 
borrow  against  them  anq 
increased  tendency  to  sper^ 
if  the  asset  appreciation  w< 
go  on  forever. 

Will  it?  So  far,  all  the 
simists  scolding  us  for  our 
diction  to  debt  have  h 
proved  wrong.  For  rrj 
Americans — and  particu 
for  driven,  young  self-sta 
who  never  lived  throug 
Depression  and  whose  me 
ries  of  the  1973  to  1974  c 
are  dim  if  present  at  all — 
ing  hefty  financial  risks 
paid  off.  The  stock  ma 
looked  overvalued  in  0 
1998,  with  a  currency  c 
under  way  in  Asia  and  1 
Greenspan  beginning  to 
interest  rates.  But  anyb 
who  resisted  the  urge  to  rl 
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and  University  of  Texas  professors 
Teresa  Sullivan  and  lay  Westbrook,  who 
have  studied  the  explosion  in  bank- 
ruptcies. "The  debtors  in  our  sample 
include  accountants  and  computer  en- 
gineers, doctors  and  dentists,  clerks  and 
executives,  salesclerks  and  librarians," 
they  write  in  their  new  book,  The  Frag- 
ile Middle  Class:  Americans  in  Debt. 
"They  are  middle-class  folks  who  are 
supposed  to  be  gathering  around  the 
barbecues  on  the  patios  outside  their 
three-bedroom,  two-bath  houses" — 
not  swearing  on  a  Bible  before  a  bank- 
ruptcy judge. 

Overreaching  has  become  the  new 
American  sport,  financial  hubris  the 
new  market  psychology.  "I've  seen  un- 
reasonable levels  of  confidence  in  my 
clients  that's  clearly  related  to  seeing  the 
market  go  up  and  up,"  says  Suzette 
Loh,  a  financial  adviser  with  Richard  A. 
Eisner  &  Co.  in  New  York.  "It  becomes 
a  sense  of  entidement,  where  every  in- 
vestment of  their  money  is  expected  to 
yield  big  results." 


IANKRUPTCY  JUDGE 

You  can  see  it  in  a  growing  national 
profligacy.  Consumer  spending  is  ris- 
ing twice  as  quickly  as  the  rate  of  per- 
sonal income.  At  the  same  time,  the 
monthly  personal  savings  rate 
scratched  an  all-time  low,  a  negative 
0.2%  in  July.  A  huge  number  of  us  are 
living  beyond  our  means.  No  broad 
disaster  has  resulted — yet — because 
foreigners  are  gladly  lending  us  the 
money  we  need  to  pay  for  our  capital 
investment.  But  if  financial  strains  are 
so  apparent  during  an  expansion, 
what's  going  to  happen  in  a  recession? 
Or  a  collapse  in  asset  prices? 

A  snapshot  of  the  American  balance 
sheet  shows  immense  prosperity — 
combined  U.S.  household  net  worth  of 
$42  trillion,  according  to  Federal  Re- 
serve statisticians,  double  what  it  was  a 
decade  ago  (see  chart,  p.  158).  But  to  a 
large  degree  that  growth  in  net  worth 
represents  the  explosion  in  asset 
prices — the  quadrupling  of  stock  prices 
over  the  decade,  the  50%  rise  in  home 
values.  Alongside  the  gain  in  assets  has 


i   their  money  into  a  saving: 

count  and  invested  in  the: 
500  is  now  sitting  atop  a  65%  returi 

What  if  the  debt  Cassandras 
right?  There's  quite  an  overhang.  Ai 
icans  owe  $4.5  trillion  on  their  h 
mortgages,  up  from  $2.5  trillic 
decade  ago,  $1.4  trillion  on  their 
plastic  and  student  loans,  up  from  J 
billion  in  1990.  Today,  the  average 
ily  credit  card  balance  is  $1,700,  o 
pared  with  $1,100  in  1989. 

In  fact,  the  economy  needn't  sw 
for  a  lot  of  people  to  get  whacked, 
takes  is  for  prices  to  stop  going  up 
they  have  this  year  in  the  stock  ma 
and  in  some  overheated  housing  r 
kets  like  Seattle  and  Dallas.  Mort| 
debt  looms  a  lot  larger  when  the 
no  price  inflation  to  offset  your  8°/ 
terest  cost. 

Luke  Brugnara,  an  enterpri 
landlord  in  San  Francisco,  isn't  cloi 
bankruptcy.  But  his  spendthrift  ha 
like  the  recent  purchase  of  a  $16  mi 
home  in  Seacliff,  have  a  certain  un 
sal  what-me-worry  resonance.  "It 
$18  million  house  that  I  got  for 
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lis,"  he  says.  Sure,  it's  an  $18  million 
set,  unless  something  bad  happens  to 
e  dot-com  economy  and  such  homes 
krt  to  sell  for  only  $9  million. 
Below,  you'll  find  the  cases  of  mil- 
naires  who  went  bust  by  grabbing  far 
lore  than  they  could  manage  finan- 
illy,  victims  of  their  own  unbridled 
■timism.  Foolish  overextension,  you 
ight  say.  On  closer  inspection,  these 
iaracters  begin  to  look  an  awful  lot 
e  the  rest  of  us. 

IE  MOONLIGHTER 

-eryone  knows  a  modestly  successful 
y  who,  discontented  with  his  day  job, 
d  the  nerve  to  start  another  venture 
the  side.  Chicago  attorney  Salvatore 
iglore,  now  47,  had  a  good  law  prac- 
€,  specializing  in  criminal  and  fam- 
'  law,  and  managed  to  build  assets 
)rth  $7  million.  He  and  his  wife  of 
I  years,  Doreen,  owned  a  $500,000 


luse  on  a  quiet  road  on  the  outskirts 
Hinsdale,  one  of  Chicago's  tonier 
burbs.  They  had  a  condominium 
tatal  in  Buffalo  Grove  and  a  handful 
fears,  including  two  Mercedes,  a 
IW  and  a  Chrysler.  Miglore  could  af- 
\\d  luxuries— $2,000  in  tickets  to  see 
e  fresh-from-jail  Mike  Tyson's  89- 
Kond  knockout  of  Peter  McNeeley  in 
05.  Or,  after  Doreen  filed  for  divorce 
11996,  a  $55,000,  4.5-carat  diamond 
g  for  a  lady  friend, 
i  Miglore  won't  discuss  his  bank- 
btcy,  so  it's  hard  to  know  why  he  he- 
me dissatisfied  with  the  solid  income 
id  quiet  respectability  of  his  practice, 
ijiat  is  clear  is  that  he  developed  a  pas- 
in  for  real  estate.  In  1995  he  bought 
nr  acres  of  land  not  far  from  his 
!me  in  Hinsdale.  With  development 
idently  in  mind,  he  got  mortgages  on 
|  land,  totaling  $975,000,  and  ob- 
ined  a  second  mortgage  worth 
(50,000  on  the  couple's  home.  Doreen 
er  complained  in  divorce  court  that 
j  assured  her  he  was  "taking  care  of 
i'rything.. . .  We're  secure." 
j  Not  quite.  A  soil  test  on  Miglore's 


land  turned  up  hazardous  chemicals 
that  had  been  dumped  there,  probably 
illegally.  Nothing  could  be  built  until 
those  problems  were  cleaned  up.  The 
discovery  added  new  costs  to  the  devel- 
opment, and  it  slowed  things  down. 
Miglore  was  distracted  from  his  law 
practice  and  couldn't  make  the  pay- 
ments on  money  he'd  borrowed  to 
fund  the  development. 

By  last  July  Miglore  still  hadn't  de- 
veloped his  property.  He  couldn't  keep 
up  with  any  of  his  four  mortgages,  pay- 
ments on  his  Mercedes  or  his  $70,000  in 
credit  card  bills.  He  owed  the  govern- 
ment $72,000  in  back  taxes  and  was  even 
in  the  hole  $10,000  to  his  new  wife.  His 
debts  totaled  $2  million,  against  assets  of 
$1  million.  Doreen  got  the  house,  and 
the  undeveloped  land  went  to  his  lenders. 
Miglore  has  asked  the  bankruptcy  court 
to  approve  a  plan  that  will  let  him  grad- 
ually repay  a  portion  of  the  debts,  con- 


tributing $100,000  a  year  (half  his  salary 
from  his  law  practice). 

THE  GAMBLER 

A  lot  of  people  are  in  the  stock  market 
these  days — half  of  all  households  with 
incomes  greater  than  $100,000.  And  a 
lot  of  them  are  making  money;  it 
would  be  hard  not  to,  if  you  have 
owned  stocks  over  the  past  five  years. 

Down  and  Out  

Declaring  bankruptcy  doesn't  carry 
the  stigma  it  once  did— witness  the 
hordes  who  file  every  year,  even 
though  that  number  is  dropping. 
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Data  do  not  include  individual  Chapter  II  filings. 
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But  success  leads  to  overconfidence 
and  overconfidence  to  disaster.  Con- 
sider the  case  of  Matthew  Geller, 
whose  overconfidence  led  to  a  bank- 
ruptcy. His  sin,  as  it  happens,  was  bet- 
ting against  the  bull  market. 

A  onetime  scriptwriter  for  televi- 
sion producer  Aaron  Spelling,  Geller, 
52,  has  been  the  senior  biotechnology 
analyst  for  CIBC  World  Markets  in  New 
York  since  1997.  His  annual  salary  and 
bonus  top  $1.3  million,  and  he,  his  wife 
and  their  two  children  lived  well,  rent- 
ing an  apartment  on  Manhattan's 
Upper  East  Side  and  keeping  a  home  in 
Los  Angeles. 

A  salary  with  two  commas  in  it  and 
a  senior  job  on  Wall  Street.  There 
would  be  very  little  else  to  say  about 
Matthew  Geller  if  he  had  been  able  to 
resist  using  his  personal  account  at 
CIBC  to  make  highly  levered,  seven-fig- 
ure bets  on  the  biotech  stocks  he  knew 
so  well. 

New  York  bankruptcy  attorney 
Sandra  Mayerson  doesn't  know 
Geller,  but  she  has  helped  more 
than  a  dozen  millionaires  avoid  bank- 
ruptcy. Many  of  her  clients  were  experts 
in  finance  who  took  risks  they  would 
never  counsel  their  clients  to  take. 
"Some  consultant  sees  a  half  billion 
dollars  of  debt  cross  his  desk  every  day, 
and  says,  'Why  shouldn't  I  get  my  piece 
of  the  pie?'  "  she  explains.  "So  he  bor- 
rows $5  million  and  does  no  due  dili- 
gence because  it  seems  like  pocket 
change.  When  the  deal  blows  up  and 
the  bank  calls,  this  guy's  yelling:  'Don't 
you  know  who  I  am?!' " 

Geller  had  a  reputation  for  being 
conservative,  bearish  even,  on  biotech 
stocks.  When  it  came  to  his  own 
finances,  he  took  that  skepticism  to  a 
level  that  many  of  his  big,  institutional 
clients  would  have  regarded  as  far  too 
risky.  Using  a  margin  account  at  CIBC, 
Geller  mostly  shorted  biotech  stocks. 
(Not,  evidently,  in  any  way  that  con- 
flicted with  his  job  as  analyst;  a  CIBC 
spokesman  says  that  the  company  is 
comfortable  with  Geller 's  conduct.) 

His  risky  strategy  worked  for  a  while. 
Biotech  indexes  slumped  in  1994,  1996 
and  1997.  The  value  of  his  CIBC  margin 
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account  topped  $20  million. 

But  the  gambit  came  to  a  terrible 
end  in  the  fall  of  1998.  Between  Octo- 
ber and  January  the  Na.cdaq  biotech 
index  nearly  doubled.  In  the  end,  he 
was  left  in  hock  to  C1BC  for  $670,000. 

Losing  $20  million  doesn't  quite 
mean  you're  busted — yet.  It  was 
Geller's  soon-to-be-ex-wife,  Nora 
Kavner,  who  dropped  the  other  shoe.  A 
New  York  State  court  awarded  Kavner  a 
big  cut  of  the  analyst's  dwindling  for- 
tune. She  got  the  house  in  Los  Angeles, 
$180,000  of  annual  support  for  their 
two  children,  plus  $4  million.  The  court 
later  gave  her  first  dibs  on  Geller's 
bonus  for  1999.  Meanwhile,  a  CIBC 
client  filed  a  complaint 
with  the  National  As- 
sociation of  Securities 
Dealers  blaming  Geller 
and  the  bank  for  losses  and  seeking 
$900,000  in  damages. 

By  the  time  he  finally  sought  bank- 
ruptcy protection  in  January  this  year, 
Geller  had  $7  million  in  liabilities  and 
remarkably  little  in  the  way  of  assets: 
$650,000  in  savings,  a  $22,000  security 
deposit  on  his  old  East  Side  apartment, 
a  childhood  coin  collection,  some  base- 
ball cards  and  a  smattering  of  art.  In 
July  Geller  and  his  wife  settled  their  di- 
vorce and  his  attorney  asked  the  bank- 
ruptcy court  to  dismiss  his  case.  The 
NASD  complaint  was  dropped.  Accord- 
ing to  court  documents  filed  this  sum- 
mer, Geller  doesn't  believe  he  will  lose 
his  job  at  CIBC. 

THE  BIG  SPENDER 

Barry  P.  Pachman,  53,  and  his  wife, 
Penny  H.  Griffith,  also  53,  never  had  20 
million  bucks  to  squander.  But  they 
certainly  lived  comfortably — he, 
pulling  in  $100,000  to  $150,000  a  year 
from  his  practice  as  a  family  physician 
in  the  wealthy  town  of  Torrance,  Calif., 
and  she  as  a  real  estate  developer 
turned  consultant.  According  to  court 
documents  at  the  time  he  filed  for 
bankruptcy,  Pachman  listed  $700,000 
in  assets  and  $1.07  million  in  debts. 

They  didn't  flash  money.  Pachman, 
Griffith  and  their  two  children,  one  in 
elementary  school  and  another  in  high 


HowllushlsElush? 

The  assets  of  U.S.  households  grew 
and  grew  during  the  1990s,  thanks  to 
a  steadily  rising  stock  market.  But  now 
those  values  seem  to  be  leveling  off. 
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event  of  default.  Almost  immediate 
though,  they  defaulted  on  the  loan. 

Imperial  sued,  but  Pachman  ai 
Griffith  declined  to  appear  in  cou 
The  bank  was  granted  a  summary  jud 
ment  allowing  it  to  hike  the  debt 
$168,500  in  December  1998.  The  cc 
pie's  bankruptcy  brought  Imperial! 
the  negotiating  table,  but  they  still  h 
to  agree  to  pay  back  most  of  the  mon) 

THE  ENTREPRENEUR 

Up-and-comers  sometimes  get  thl 
comeuppance  when  they  take  their  ej 
off  the  business — and  devote  their  fj 
attention  to  the  first  real  pocket  chan 
they've  ever  had.  It's  what  Brad 


BY  THE  TIME  HE  FINALLY  SOUGHT  PR0TEC 


school,  live  in  a  $750,000  duplex  with  a 
tiled  roof  in  a  quiet  area  off  Wilshire 
Boulevard  in  West  Los  Angeles.  They 
drive  a  Ford  Explorer,  a  Kia  and  an  old 
Cadillac,  and  they  have  $20,000  in  re- 
tirement savings,  including  some  stock 
in  May  Department  Stores  and  Payless 
ShoeSource. 

But,  Dr.  Pachman  and  his  wife  had  a 
weakness  for  shopping  sprees.  Accord- 
ing to  their  filing,  they  charged  a  total 
of  $150,000  on  30  credit  cards  by  the 
end  of  1998.  Macy's,  Driver's  Edge  Visa, 
AT&T,  Bank  of  America,  Discover  and 
on  and  on,  with  balances  ranging  from 
$325  to  $9,600. 

The  debt  that  apparently  brought 
the  shopping  sprees  to  an  end — and 
forced  the  couple  to  file  for  protec- 
tion— was  a  $144,000  variable-interest- 
rate  loan  from  Imperial  Bank  in  July 
1997.  In  applying  for  the  loan,  the  cou- 
ple apparently  understated  the  amount 
of  outstanding  credit  card  debt  by  37%. 
(Was  it  self-delusion  or  deliberate  de- 
ception? That  same  year,  they  told  a 
business  reporter  that  their  assets  ex- 
ceeded $3  million.)  The  loan,  which 
Pachman  and  Griffith  may  have  in- 
tended to  use  to  pay  off  their  credit  card 
balances,  was  set  at  1.5%  over  prime, 
making  its  interest  rate  roughly  10%, 
and  the  couple  agreed  that  the  rate 
would  increase  to  6.5%  above  prime  in 


Melby,  a  financial  adviser  in  Minneap 
lis,  calls  "the  desire  to  acquire."  I 
often  nothing  more  than  a  primiti 
urge  to  impress  others. 

Dino  Miliotis,  who  made  his  livj 
selling  sports  memorabilia  to  conve 
tioneers  and  private  collectors,  want 
to  impress  others.  The  memorabii 
never  made  him  much  money.  Them 
hit  a  gold  mine:  a  disposable,  snap-' 
wristband  covered  with  insect  repellei 

The  Bug  Ban  was  not  his  inventifl 
It  was  the  brainchild  of  William  Cana 
an  engineer  and  part-time  inventor 
Queensbury,  N.Y.  When  Miliotis  savi 
at  a  1994  convention  for  vendors 
knickknacks  and  memorabilia,  it  did 
look  very  promising.  The  wristban 
smelled  terrible,  and  Canale  didn't  he 
approval  from  the  Food  &  Drug  A1 
ministration  to  pitch  it  as  a  repelle: 
But  Canale  ironed  out  the  wrinkl 
and  in  1996  he  and  Miliotis  cut 
deal — Canale  would  manufacture  B 
Ban,  and  Miliotis  would  be  his  exclus; 
U.S.  distributor. 

The  next  two  years  were  a  blur 
sales  calls  with  corporations  like  Pe] 
or  Miller  Brewing,  which  order 
dozens  of  cases  of  wristbands  wi 
their  logos  printed  on  them  to  gi 
away  at  golf  tournaments  and  the  lil 
Miliotis  kept  accounts  fast  and  loo 
Whenever  he  met  anyone  who  said 
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d  sell  Bug  Ban,  he'd  give  him  a  case 
tell  him  to  send  back  checks.  By 
spring  of  1997  he  was  shipping 
s  of  product  to  several  hundred 
pie  in  20  states. 

/liliotis'  big  smile  turned  up  on  the 
I  s  of  the  Chicago  Tribune  and  People 
azine,  on  CNNfn  and  Sally  Jesse 
lael's  syndicated  TV  talk  show. 
Mondays  used  to  be  my  favorite 
Miliotis  recalls  wistfully.  "They 

the  money  days."  He'd  return  to 
>ffice  from  his  weekend,  gather  the 
ks  his  ragtag  sales  force  mailed  in 
i  around  the  country.  "Some  weeks 

net  $20,000,"  says  Miliotis,  35. 
"hat's  a  staggering  amount  of 


checks,  but  more  and  more  phone  calls 
from  one  angry  salesman  or  another. 

Last  November  Miliotis  declared 
Chapter  7  bankruptcy — the  equivalent 
of  leaving  the  keys  to  your  car  at  the 
bank  and  walking  away.  (The  alterna- 
tive for  individual  bankruptcies  is 
Chapter  13,  which  allows  the  debtor  to 
retain  significant  assets  in  return  for  a 
promise  to  make  monthly  payments  to 
creditors.  A  similar,  though  rarer  op- 
tion, is  Chapter  11.)  Miliotis  had  assets 
of  $3,800.  His  $9  million  in  liabilities 
are  mostly  the  sum  of  potential  judg- 
ments in  lawsuits  by  some  of  his  former 
salesmen.  He  owes  Canale  $220,000. 

One  asset  remains  intact — the 


unchecked  optimism  of  a  salesman. 
He's  excited  about  what  he's  sure  will 
be  his  next  big  winner:  a  powder, 
ground  from  the  dried  stink-glands  of 
skunks,  that's  supposed  to  alleviate  the 
symptoms  of  psoriasis.  "This  is  going 
to  be  huge  someday,"  he  crows. 

Until  then,  he'll  enjoy  small  victo- 
ries. Like  the  rainy  day  he  managed  to 
sell  his  oversized  fish  tank  for  $300 — 
exactly  what  he  needed  to  pay  off  the 
attorney  who  handled  his  Chapter  7 
bankruptcy.  "I  don't  have  the  time  to 
take  care  of  them  anyway,"  Miliotis 
says,  staring  at  the  murky  water  in  the 
coffin-sized  tank.  Four  sucker  fish  loll 
about,  gasping  for  oxygen.  F 


NUARY,  HE  HAD  $7  MILLION  IN  DEBTS  AND  REMARKABLY 

LITTLE  IN  THE  WAY  OF  ASSETS. 


*h  for  a  guy  who  once  raided  his 
year-old's  piggy  bank  to  buy  gas. 
n  the  Bug  Ban  checks  started  com- 
n,  Miliotis  made  up  for  years  of 
akingby. 

le  bought  dinner  for  his  family, 
ids  and  in-laws.  And  drinks.  And 
.  And  trips  to  Florida  and  other 
?s  far  from  his  home  in  Roselle,  111. 
;ot  used  to  reserving  tables  for  a 
:n.  "Everything  was  on  me,  and 
ybody  came  along.  It  got  so  bad 
I'd  feel  poor  if  I  didn't  have  $1,500 
y  pocket."  Miliotis  bought  himself 
rdrobe  of  expensive  golf  clothes, 
■al  Rolex  watches,  a  dozen  pairs  of 
ani  sunglasses  and  a  Corvette.  He 
id,  though,  on  acquiring  a  12,000- 
re-foot  house  in  Barrington,  111.  He 
•ied  that  his  omnipresent  in-laws 
Id  see  how  big  the  place  was  and 
e  in  with  him.  "I  knew  I  wouldn't 
)le  to  say  no,"  he  says. 
Tie  Bug  Ban  brought  in  $1  million 
year  and  then  came  to  a  swift  col- 
:  as  the  weather  cooled  in  the  fall  of 
>.  Miliotis  had  anticipated  a  slow- 
n,  but  suddenly  there  wasn't 
lgh  coming  in  to  pay  his  electric 
much  less  to  live  in  style.  He  dis- 
ced that  salesmen  had  been  straying 
one  another's  areas,  stealing  cus- 
irs  from  one  another  by  offering 
ate  prices.  He  got  fewer  and  smaller 
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HAPPY  EMPLOYEES  WORK  HARDER.  A  good  way  to  make  them  happier  and 
stay  with  you  longer  is  by  helping  them  secure  their  financial  futures.  That's 
where  we  come  in.  With  over  120  years'  expertise  in  insurance,  mutual  funds,  IRAs 
and  pension  plans,  it's  no  wonder  more  employers  choose  us  for  their  401(k)  plans* 
If  you'd  like  to  hear  some  imaginative  solutions  for  your  growing  com- 
pany, call  1-800-986-3343,  (ext.  80080).  We'll  be  glad  to  take  your  call. 

Financial 

JNDERSTAND     WHAT     YOU'RE     WORKING     FOR^'    W  Group 


I  Life  Instil  IflCC     Ornpany,  Des  Moines,  1A  50192.  Products  and  services  offered  through  Principal  Life  Insurance  Company  (The  Principal*),  its  subsidiaries  and  affiliates.  Mutual  lunds  dii 

:  <  .  ,:i  Princor  Financial  Services  Corporation  (member  SIPC).  eCFO  Magazine,  April/May  2000,  based  upon  total  plans  served  in  1999  by  insurance  companies,  banks  and  investments  firms. 
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Web  Lints 
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Win  «  trip  to  s*« 
Bri  tuf  y  in  concert 

Poweted  by  MindAtiowi  Systems  Inc 

■mi  mi  in  iro— 

Poweied  by  eCommefciaLci 


ou've  Got  Ad-Mail 

at  next  e-mail  may  contain  a  new  type 
greeting:  a  commercial  from  Toyota, 
from  Britney  Spears. 


OBYN  MEREDITH 

ARD  TO  BELIEVE  NOW,  BUT  CBS  WAS 
worried  about  drumming  up  in- 
terest in  its  new  TV  show  Survivor 

;  in  May.  So  worried  that  it  tried  a 

way  of  trumpeting  the  show's  pre- 

e:  CBS  e-mailed  a  miniature  version 

TV  commercial  to  29,000  viewers 
Internet  access. 

ven  if  they  didn't  tune  in,  CBS  hoped 
ients  would  forward  the  e-mail  to 
Ids.  Lots  of  them.  That's  what  hap- 
jd  in  March  when  the  band  'N  Sync 
la  video  commercial  to  230,000  fans, 
inpressive  34%  of  those  who  received 
ideo  e-mail,  which  alerted  recipients 
liew  album,  forwarded  it  to  friends  or 
;ed  onto  'N  Sync's  Web  site  through  a 
n  the  e-ad. 

jeeling  left  out?  Not  for  long.  So 
y  marketers  are  making  miniature 
ions  of  their  commercials  that  al- 
all  Internet  users  will  find  ad  mail 
eir  e-mail  in-box  soon.  But  recipi- 
ttwon't  know  they  are  being  sold 
I  a  gleaming  Corvette  or  the  par- 
i  clad  Survivor  cast  appears  on  their 
outer  screen.  "Why  have  somebody 
)'  the  store  when  you  can  send  the 
|'  to  them?"  says  Jonn  Behrman, 
I  executive  of  Beyond  Interactive,  an 
inmercial  designer, 
ilarketers  like  e-commercials  for  sev- 
j  easons.  One,  they're  cheap.  It  costs 
een  $5,000  and  $40,000  to  have  a  TV  commercial  repack- 
as  an  e-mail  attachment  and  pennies  per  e-mail  sent.  Un- 
IV  and  print  ads,  marketers  can  also  track  who  watches  ad 
j  for  how  long  and  to  whom,  if  anyone,  they  forward  it. 
(ably  the  largest  e-mail  commercial  campaign  to  date  was 
ihat  MindArrow  sent  to  1.3  million  members  of  Britney 
rs'  fan  club  in  May.  The  company  tracked  the  fate  of  the 
j.,  which  featured  a  clip  of  the  pop  singer's  latest  single, 
j  percent  of  the  teenybopper  recipients  passed  the  ad  on  to 


Unlike  with  TV 

ads,  marketers 
can  track  who 
watches  ad 
mail,  for  how 
long  and  to 
whom  they 
forward  it.  


their  friends  or  visited  Spears'  Web  site. 

The  tracking  aspect  will  give  people  with 
Big  Brother  phobia  the  creeps.  Those  who 
are  spooked  should  hide  behind  a  Macin- 
tosh, since  most  e-ads  aren't  coded  to  run 
on  Macs.  And  America  Online  isn't  yet  com- 
patible with  the  HTML  technology  required 
to  run  many  e-spots. 

Carmakers  and  entertainment 
companies  have  been  the  first  to  try 
sending    e-commercials    to  con- 
sumers— -and  on  a  limited  basis.  Toyota 
spent  $51,000  sending  three  e-ad  cam- 
paigns to  112,000  people  from  their 
customer  database  over  the  summer. 
The  ads — for  the  Celica,  the  Spyder 
sports  car  and  the  Prius  gas-electric  hy- 
brid car — had  higher-than-expected 
response  rates  of  14%  to  18%.  "If  you 
sent  a  traditional  mailer  out,  you'd  be 
lucky  to  get  1.5%,"  says  Steve  P.  Sturm, 
vice  president  of  marketing  for  Toy- 
ota's U.S.  operations.  His  guess  is  that 
an  $18,000  e-mail  commercial  Toyota 
sent  out  Aug.  25  hyping  the  Celica  will 
account  for  60  car  sales. 
Pretty  good,  considering  ad-mail  quality. 
Internet  connection  speeds  often  make  the 
commercials  jerky.  The  ads  also  fill  only  a  small 
portion  of  your  screen — no  more  than  a  few 
inches  high  and  wide — to  cut  down  on  loading 
time.  They  certainly  make  most  30-second  TV 
fare  look  riveting. 

Like  TV  commercials,  e-ads  are  harmless,  if 
mind-numbing.  They  rarely  cause  recipients' 
computers  to  crash  since  the  strain  is  placed  on 
the  servers  of  the  company  sending  out  the 
e-mail.  Typically  that's  an  outfit  like  publicly 
held  MindArrow  or  its  competitor,  RadicalMail, 
which  is  private.  The  biggest  drain  for  the  server 
comes  when  the  ad  is  opened,  rather  than  when 
it  is  sent.  Even  when  1  million  e-mails  are  sent  at 
once,  they  aren't  opened  simultaneously. 
Safe  to  say  fewer  and  fewer  will  be  opened  at  all.  For  now, 
10%  to  35%  of  recipients  pass  e-ads  on  to  friends.  As  more 
e-commercials  flood  Internet  users'  e-mail  in-boxes,  the  nov- 
elty will  wear  off  and  recipients  will  learn  to  spot — and 
zap — ad  mail  before  opening  it. 

Not  a  bad  thing.  Opening  the  odd  e-commercial  from 
Britney  Spears  is  one  thing.  Quite  another  when  makers  of 
less  entertaining  floor  wax  and  toothpaste  start  jamming 
your  e-mail  in-box.  F 
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iHfflW '  !'s  WAS  IT  AFTER  THREE 

years  of  glad-handing,  jaw- 
boning and  otherwise  explain- 

S     ing  herself,  new  venture  capi- 

H  talist  Joanna  Rees  Gallanter 
was  down  to  her  last  36  hours  to  close  in 
on  potential  investors.  It  was  a  deadline 
imposed  by  her  earliest  investors,  who 
had  put  up  an  initial  $5  million  a  year 
ago.  They  allowed  her  to  do  a  rolling 
close,  giving  her  until  December  to  raise 
more  money.  Then,  she'd  asked  for  three 
more  months.  Now  it  was  Mar.  18, 1999, 
day  89.  She  had  $18  million  but  wanted 
desperately  to  break  the  $20  million  bar- 
rier— barely  enough  to  be  taken  seri- 
ously. "It  was  our  last  chance,"  she  says. 

Too  agitated  to  sit,  she  paced  as  she 
made  frantic  phone  calls  from  her  San 
Francisco  office  starting  at  7  a.m.  She 
and  partner  Tony  N.  Kamin,  in  Chicago, 
called  anyone  who'd  shown  the  slightest 
interest — 60  people  in  all.  Those  who 
wavered  got  double-teamed  by  Gallanter 
and  Kamin.  Once  they  hooked  the  in- 
vestor, the  pair  still  had  to  negotiate 
terms.  By  5  p.m.  Friday,  $7  million  came 
in  from  25  investors,  bringing  the  fund's 
total  to  $25  million.  She  exhaled  and  un- 
corked a  bottle  of  champagne. 

Everyone  knows  that  the  days  of  easy 
money  are  a  vanishing  mote  in  the 
rearview  mirror.  But  it  was  tough  for 
Gallanter,  one  of  a  handful  of  women 
venture  capitalists,  even  before  the  tap 
went  dry.  With  no  history  of  investing  or 
personal  wealth,  she  bootstrapped  her 
way  into  the  clubby  venture  capital 
world.  She  did  it  by  being  as  resourceful 
and  imaginative  as  the  entrepreneurs  she 
backs — raising  seed  money,  living  on  no 
salary,  dealing  with  repeated  rejection, 
surviving  the  loss  of  two  initial  partners. 

And  like  many  entrepreneurs,  Gal- 
lanter, now  38,  knew  adversity.  After  get- 
ting an  M.B.A.  at  Columbia  University, 
and  spending  five  years  as  a  marketing 
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:utive  at  French  food  company 
upe  Danone,  she  moved  to  New  Jer- 
where  she  turned  around  her  fam- 
ailing  42-room  inn.  When  her  hus- 
d  left  her  and  their  18-month-old 
;  Gallanter  remarried,  to  a  chef,  and 
/ed  to  San  Francisco.  They  poured 


Gallanter 
knocked  on  400 
doors  to  find 
investors. 


$250,000  into  a  restau- 
rant, but  later  closed  it. 

Throughout  it  all 
she  had  a  hankering  to 
become  a  VC.  But  no 
firm  would  hire  her, 
given  her  lack  of  experi- 
ence, and  she  had  no 
hope  of  raising  her  own 
fund.  Gallanter  put  in 
two-plus  years  at  a  cou- 
ple of  banks.  By  1996 
she  developed  enough 
confidence — and  a 
solidly  original  idea — to 
trot  off  on  her  own.  Her  shtick:  Figuring 
that  most  young  companies  had  tech- 
nology down,  she  could  help  them  brand 
and  position  their  products  and  services. 
She  moved  her  family  to  a  small  town 
house  and  went  looking  for  a  partner.  She 
found  Steven  Abbott,  a  former  invest- 
ment banker  at  Donaldson,  Lufkin  &  Jen- 
rette.  They  put  in  a  total  $50,000  to  cover 
rent,  hire  an  assistant  and  buy  computer 
equipment — using  the  boxes  as  desks. 

To  keep  the  lights  on,  Venture 
Strategy,  as  Gallanter  called  the  firm,  did 
consulting  work  for  clients  like  Instill, 
an  online  food  service  company. 
Whenever  possible,  she  took  warrants 
or  equity  to  build  a  record  of 
investment.  In  1997  she  and  Abbott 
raised  $150,000  from  friends  and  family 
to  get  the  partnership  off  the  ground. 
They  hired  a  third  partner,  William 
Rosenzweig,  founder  of  Republic  of  Tea. 

Then  the  bottom  fell  out.  Abbott  left 
in  January  1998  to  join  Robertson 
Stephens'  Internet  banking  group.  In 
early  fall  Rosenzweig  quit  to  become 
chief  executive  of  their  consulting  client 
Hambrecht  Vineyards  &  Wineries, 
owned  by  William  Hambrecht. 
Dispirited,  Gallanter  gave  her  investors 
a  chance  to  back  out.  None  did. 

Time  to  raise  the  firm's  profile. 
Gallanter  sponsored  an  annual  brand- 
building  conference,  persuading 
Starbucks'  Howard  Schultz,  advertising 
legend  Hal  Riney  and  director  Francis 
Ford  Coppola  to  give  keynote  addresses. 
Coppola  was  so  taken  with  Gallanter 


that  he  later  cooked  lunch  for  her,  and 


WHERE  THE 
MONEY  IS 

A  sample  of  Gallanter's  portfolio  companies. 

ESTYLE:  Online  retailer  for  working  moms. 
FLOOZ:  Online  gift  currency. 
IVAST:  Developer  of  video  compression  technology. 
MILLENNIA  VISION:  Provider  of  e-business  services. 
QUINSTREET:  Offers  specialty-products  companies 
sales-affiliate  networks. 

VERB:  Artificial  intelligence  tool  for  online  searching. 


put  her  on  the  board  of  his  company. 

Gallanter  courted  venture  capital- 
ists, too,  posing  less  as  a  competitor  than 
a  companion  to  their  services.  "Joanna 
is  so  easy  to  get  comfortable  with.  I  hope 
this  doesn't  sound  inappropriate  but 
she  is  one  of  the  boys,"  explains  Jeff  D. 
Brody,  a  general  partner  at  Redpoint 
Ventures,  one  of  two  dozen  VC  firms 
that  have  since  invested  with  Gallanter. 

Institutional  investors  didn't  doubt 
Gallanter's  charm.  Still,  they  wondered, 
was  she  any  good  at  picking  winners? 
"She  can  talk  a  dog  off  a  meat  wagon," 
says  Diana  Frazier,  a  managing  partner 
of  FLAG  Venture  Management.  "But  did 
she  have  substance?" 

Gallanter  flew  Tower  Air  to  New 
York  for  a  meeting.  Frazier  offered  blunt 
advice:  Stick  to  consulting.  "Joanna  was 
about  as  far  away  from  a  venture  firm 
we'd  back  as  one  could  be,"  says  Frazier. 
"She  had  no  record  and  her  team  was 
an  ever  moving  kaleidoscope." 

Gallanter  focused.  She  found  new 
partners  and  dumped  the  consulting 
work,  concentrating  full  time  on  deal 
flow.  To  date,  she  has  invested  in  22 
companies  (see  box).  Two  were  sold: 
Post  Communications,  an  e-mail  direct 
marketer,  and  AllBusiness.com,  a  small 
business  portal  and  marketplace.  Frazier 
eventually  invested  with  Gallanter. 

Now  her  biggest  problem  may  be 
too  much  success.  In  March  she  raised  a 
second,  $185  million  fund.  Much  of  that 
will  back  tech  companies — forcing  her 
to  compete  with  the  very  VCs  who 
helped  put  her  on  the  map.  F 
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How  does  Jerry  Hanauer 
keep  his  down  business  from 
becoming  an  ordinary 
commodity  business? 

BY  RSSHAWN  BIDDLE 

FEATHERS.  NOT  THE  FIRST  PRODUCT 
in  need  of  branding  that  comes  to 
mind.  But  it  was  uppermost  in  the 
thoughts  of  Gerard  (Jerry)  Hanauer 
and  son  Nicolas  back  in  1985,  when 
they  were  trying  to  figure  out  how  their 
century-old  family  business,  Seattle- 
based  Pacific  Coast  Feather  Co.,  could 
continue  to  double  in  size  every  five 
years.  At  the  time  the  company  was  sell- 
ing $30  million  worth  of  pillows,  com- 
forters, mattress  pads  and  waterbed 
sheets  to  retailers  like  the  Bon  Marche. 
It  also  processed  down  for  Eddie 
Bauer's  jackets,  among  others. 

Still,  the  future  was  anything  but 
sewn  up.  The  Hanauers  had  the  J.C.  Pen- 
ney account,  making  pillows  for  its  home 
line,  but  it  wasn't  because  of  Pacific's  rep- 
utation for  high  quality.  "We  had  no  ad- 
vantage at  all  besides  the  fact  we  were 
willing  to  undercut  our  competitors," 
admits  Nick.  Which  meant  that  they 
could  be  easily  sideswiped  by  a  rival. 

So  the  company  decided  to  ditch  its 
other  lines,  and  20%  of  its  revenues,  to 
focus  on  pillows  and  down  comforters. 
Annual  sales  growth  was  a  steady,  if  un- 
spectacular, 5%  in  these  specialties — 
versus  near-stagnancy  in  other  soft 
goods.  And  no  one  was  doing  much 
with  these  private-label  products,  which 
were  tossed  into  heavy  plastic  bags  and 
allowed  to  fend  for  themselves  in  de- 
partment store  bins,  where  the  cheapest 
items  won.  Nick  and  Jerry  believed  if 
they  could  convince  retailers  that  their 
products  gave  customers  a  better  night's 
sleep,  they'd  corner  the  business. 

The  Hanauers  became  students  of 
bedtime  behavior.  They  quizzed  ern- 
es and  clients  about  pillow  hard- 


Fluff's  his  line:  Hanauer  provides  retailers  with  a  distinctive  brand  of  feather  products 


ness,  blanket  wrestling  and  other  sleep- 
ing quirks.  Among  the  lessons:  Head 
size  and  sleep  positions  matter  as  much 
as  fabric  durability  and  construction. 
They  implemented  a  needs-based  ap- 
proach— producing  for  the  6-foot-6 
man  looking  for  better  neck  support,  as 
well  as  for  the  5-foot-2  woman  who 
can't  abide  heavy  blankets — among  the 
few  manufacturers  to  toss  out  the  one- 
size-fits-all  strategy.  "We  care  about 
what  we  feel,"  says  Jerry. 

Pacific  Coast  Feather  still  invests  at 
least  5%  of  revenues  in  R&D  and  mar- 
keting. That  can  take  the  form  of  focus 
groups,  monitoring  families'  sleeping 
habits  and  having  customers  volunteer 
to  design  their  own  pillows  and  com- 
forters. All  this  sometimes  leads  to  new 
products,  like  a  pillow  with  an  inner 
chamber  of  feathers  (for  resiliency), 
surrounded  by  an  outer  layer  stuffed 
with  down  (for  softness). 

They  tackled  packaging — a  differ- 
ent design  for  each  customer.  Com- 
forters bound  for  Linens  'n  Things,  for 
example,  come  in  cotton  bags;  at  Bed 


Bath  &  Beyond,  they're  shipped  in  v 
duffel  bags.  A  little  artificial  differen 
tion  helps  the  retailers — shoppinj 
not  pure  price  comparison. 

To  spur  business,  Pacific  Cd 
Feather  provides  colorful  point-of-! 
charts  that  harried  salespeople  can 
from.  It  also  conducts  on-site  sales  trt 
ing  sessions,  gathering  feedback  on  pri 
uct  performance.  Inventory  software! 
minds  retailers  when  to  restock  Last) 
Pacific  Coast  Feather  gained  the  leac 
the  $370  million  down-bedding  marl 
shipping  5.5  million  down  pillows,  co 
forters  and  featherbeds  that  accoun 
for  61%  of  its  $246  million  in  sales. 

Now  to  keep  the  company  in 
family.  Nick  left  management  last  yeai 
run  online  marketing  firm  Avenue 
Another  son  died  in  a  car  accident  t 
years  ago;  a  third  runs  a  chain  of  p 
ture-framing  stores.  Employees  own 
than  20%,  but  no  buyer  among  thi 
has  emerged.  "My  4-month-old  grai- 
son  hasn't  shown  any  interest  in  t| 
business,"  Jerry  smiles.  "But  I  have 
had  a  chance  to  bring  it  up  yet." 
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G  WHEY 


Once  pig  feed,  the  dairy  product  is  now  a  wonder  ingredient 
in  people  food.  Trailblazer  Michael  Otten  has  to  scramble  to 
stay  in  the  high-value  end  of  the  business. 


BY  NATHAN  VARDI 

■■OR  YEARS  MICHAEL  OTTEN  WAS  A 

In  laughingstock  among  his  fellow 
I  chemists  at  Land  O'Lakes.  They 
ribbed  him  for  his  single-minded  ob- 
session with  whey,  a  watery  cheese  by- 
product best  known  as  a  scene-setter 
in  a  nursery  rhyme.  That  was  back  in 
the  1970s,  when  cheesemakers  dis- 
carded whey  as  fertilizer  and  pig  feed — 
two  of  its  loftier  uses. 

Otten,  53,  saw  potential  in  whey's 
high-quality  protein.  Prob- 
lem was,  it  was  also  swim- 
ming in  lactose,  butterfat 
and  cholesterol.  There  was 
no  cost-effective  technol- 
ogy to  separate  the  good 
stuff  from  the  sow  sauce. 
That  changed  in  the  mid- 
1980s,  when  microscopic 
sieves — spread  through- 
out steel  tubes  30  feet  long 
and  4  to  5  inches  in  diam- 
eter— were  developed  to 
filter  out  undesirable  ele- 
ments before  the  whey  is 
dried  to  a  powder  for  use 
in  food  manufacturing. 
Foodmakers  then  became 
very  interested  in  whey  as 
a  cheap  alternative  to  non- 
fat dry  milk. 

Otten  seized  the  mo- 
ment, launching  Century 
Foods  International  in 
1991  with  $200,000  in 
savings.  He  built  the 
Sparta,  Wis. -based  com- 
pany by  purchasing  partiy 
dried  whey  from  cheese- 
makers  for  35  cents  a 
pound.  He  then  refined  it 
into  34%  whey  protein 
concentrate  powder  and 
sold  it  for  50  cents  a 


pound.  Minuscule  margins,  but 
Century  Foods  grew  quickly.  The 
whey  concentrate  goes  into  yogurt 
to  help  the  bacteria  grow,  into  bread 
as  the  magic  ingredient  to  keep 
the  product  moist  and  into  sausage  as 
a  binder  (if  you  wonder  what's  going 
on  here,  recall  that  Borden  used 
to  make  glue  from  milk).  Otten  was 
attracting  big  buyers  like  Yoplait  and 
the  Holsum  Bakery  chain.  Last  year 
privately  held  Century  Foods'  rev- 


Vat  man;  His  colleagues  once 
mocked  Otten  for  his  love  of 
whey.  Now  he's  a  big  cheese. 


enues  were  $90  million. 

They  might  have  amounted  to  n 
if  Otten  had  caught  on  sooner  ta 
fastest-growing — and  most  lucrath 
market  for  whey.  In  1996  bodybuil 
started  downing  whey  protein  shj 
on  the  theory  that  ultrafiltered  w 
would  replace  damaged  muscle  tis 
The  not  terribly  palatable  stuff  h| 
role  in  weight-loss  diets,  too. 

The  consumer  market  helped  bi 
whey  sales  to  $1.4  billion  last  year  f] 
$1  billion  in  1995.  A  lot  of  compa) 
are  gunning  for  a  cut.  Early  this 
Philip  Morris'  Kraft  Foods  bou 
whey-packed  Balance  Bar,  and  r 
Nestle  USA  snapped  up  Power! 
Other  companies  are  upgrading  t  L 
facilities  to  make  the  95%  whey  pro 
isolate  for  protein  pills  and  bars. 

Eighteen  months 
Otten  decided  he  die 
want  to  miss  out 
whey's  heyday.  He  si 
$30  million  on  four 
plants,  including  one  i 
makes     capsules  i 
tablets.  He  also  built 
new  facilities  to  help  C 
tury  Foods  process  lai 
volumes  of  whey. 

Upgrades  have  <| 
him.  Century  Foods'  i 
enue  declined  by  $10  r 
lion  last  year  as  Ot 
moved  away  from  his 
ditional  business.  Alrea 
however,  he  has 
clients.  He  recently  stai 
selling  high-protein  dri 
and  tablets  to  Prolab  1 
trition  and  MuscleTe 
Otten  now  buys  high-p 
tein  whey  concentr 
from  cheesemakers,  refi 
it  in  his  plant  and  extr; 
different  proteins  for  v; 
ous  customers.  He  ho 
the  higher-end  whey ' 
ultimately  make  up  7 
of  his  business,  up  fr' 
the  current  50%. 

Now  he's  the  one  vi 
is  laughing. 
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iette, 

ler  service  rep 


make  anyone  listen  to  Muskrat  Love  for  9  minutes 

while  I  check  with  the  shipping  department  again. 


tomers  are  less  and  less  willing  to  put  up  with  frustration.  It's  because 
the  Internet  revolution  has  increased  their  expectations.  When  your  employees  have  realtime, 
accurate  information  at  their  fingertips,  they  can  give  the  right  answers/quickly. 
That's  because  IBM  and  Siebel  have  teamed  up  to  provide  the  most 

comprehensive  customer  focused  e-business  solutions. 


customer  rrliiltonsliips 


1.888.917.8884  i  ibm-siebel.com 


THE  BILLIONAIRE  AND 
THE  ORPHAN  DRUG 

The  young  heir  to  the  Serono  pharmaceutical  fortune  is 
being  thwarted  by  the  FDA— but  maybe  not  for  long. 


Playboy  iossk& 

big  ambWiviw; 


ftx  isiultfpif  I 
sclerosis.  ft' 

I 


BY  LEA  GOLDMAN 

DESPITE  HIS  HOLLYWOODISH 
looks,  penchant  for  fast  boats  and 
$9  billion  net  worth,  no  one  calls 
Ernesto  Bertarelli  a  playboy.  When  he 
took  the  helm  of  Swiss  drugmaker 
Serono  S.A.  from  his  ailing  father  in 
1996,  Bertarelli  was  just  31,  the 
youngest  chief  executive  in  the  com- 
pany's 94-year  history.  Since  then  he 
has  steered  Serono  with  the  same  vigor 
he  does  his  champion  speedboats, 
putting  the  company  on  a  fast  track  to 
global  expansion. 

Serono  had  sales  of  $1.1  billion  last 
year,  with  a  product  line  derived  almost 
entirely  from  an  assortment  of  biotech 
therapies  that  affect  fertility,  human 
growth,  metabolism  and  multiple  scle- 
The  company's  key  to  growth  is 


the  U.S.  market,  which  now  accounts 
for  less  than  a  third  of  revenues  but 
could  be  much  bigger  for  Serono. 

Stumbling  block:  the  Food  &  Drug 
Administration,  which  last  year  rejected 
approval  of  Rebif,  Serono's  multiple 
sclerosis  drug.  Rebif,  with  $143  million 
in  sales  last  year  and  5,000  new  pre- 
scriptions written  in  the  past  six 
months,  is  a  success  in  Latin  America 
and  parts  of  Europe.  But  the  FDA 
decreed  that  it  too  closely  resembled  a 
couple  of  existing  MS  drugs  whose 
exclusive  market  position  the  agency 
was  obliged  to  protect. 

Bertarelli  isn't  about  to  give  up:  At 
stake  is  a  potentially  larger  share  of  the 
$1.4  billion  market  for  the  3  million 
multiple  sclerosis  patients  worldwide. 

Introduced  overseas  in  1998,  Rebif 


treats  relapsing-remitting  MS,  the  n 
common  form  of  this  degenerative 
ease,  in  which  the  body's  immune 
tern  destroys  myelin,  the  proteci 
coating  around  nerve  fibers.  The  d 
prevents  that  destruction  by  aid 
"communication"  between  cells  of 
immune  system. 

The  FDA  believed  that  its  action 
compelled  by  the  Orphan  Drug; 
Because  the  target  population  ii 
small  for  maladies  like  hemophilia 
narcolepsy,  pharmaceutical  compai 
complained  that  their  returns  mi 
never  cover  their  investments.  So  C 
gress  in  1983  enacted  the  law  to  rew 
drugmakers  for  developing  prodi 
for  rare  diseases,  otherwise  "orphan 
by  the  industry  ("Rare"  means  affi 
ing  fewer  than  200,000  America) 
"The  law  grants  a  seven-year  monor 
to  drugs  pioneered  for  rare  ailment 
well  as  50%  tax  credits  for  clinical  tr 
Drugs  usually  qualify  for  20-y 
patents;  orphan  drugs  get  shorter 
more  sweeping  monopolies,  wh 
makes  it  harder  for  me-too  drug: 
compete. 

Berlex  Industries  had  beaten  Ser« 
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Ever  Notice 
How  Good 
Design  Drives 
Performance? 


he  relapsing-remitting  MS  sweep- 
les  with  a  1993  patent  for  Betaseron, 
milar  immune-modulating  drug, 
ivered  every  other  day  via  injection, 
iseron  reduces  the  frequency  of  re- 
;es  by  34%.  It  also  diminishes  the 
;rity  of  such  relapses,  thereby  cut- 
;  down  on  hospitalization.  Cost: 
,800  a  year. 

Three  years  later  the  FDA  approved 
inex,  manufactured  by  Biogen; 
privileged  status  as 
rotected  drug  runs 

in  2003.  These  two 

apies  have  negligible 
erences  in  price  and 
ilts  in  patients.  But 
>nex  causes  fewer 
liplications  at  the 
iction  site.  On  that 
4s  the  FDA  deemed 
isecond  drug  suffi- 
|itly  different  to 
around  Betaseron's 
nopoly.  "This  was 

an  inconsequential  issue.  Two 
pie  [on  Betaseron]  had  to  have  their 
is  amputated,"  says  Dr.  Marlene 
tfner,  director  of  the  FDA's  orphan 
!g  office. 

iSerono  knocked  on  the  doors  of  the 
S,  claiming  that  Rebif  was  clinically 
erior  to  Avonex  because,  injected  at 
igher  dose  and  with  greater  fre- 
fncy,  it  delivers  a  more  powerful 
..  It  also  argued  that,  unlike  its  com- 
>tors,  Rebif  can  be  used  on  patients 
ioth  early  and  late  stages  of  the  Cris- 
t':. "From  every  trial  we  have  per- 
illed and  all  our  studies,  it  is  obvious 
|e  is  a  better  effect  in  MS  patients," 
harelli  says. 

<>how  us  the  proof,  said  the  FDA. 


THE  STOCK 
PRICE  WON'T 
BE  VINDICATED 
UNLESS  HE 
BAGS  A 


Bertarelli  has  ordered  a  clinical  trial 
that  pits  Avonex  against  Rebif  in  a  pop- 
ulation of  700  patients.  Preliminary  re- 
sults will  be  announced  next  year,  and 
if  they  favor  Rebif,  then  the  FDA  will 
presumably  soften  its  opposition  to  the 
new  drug.  While  it  pursues  the  patient 
competition,  Serono  is  mounting  a 
legal  attack,  too,  challenging  the  FDA's 
interpretation  of  the  Orphan  Drug  Act. 
Bertarelli  thinks  the  law  should  only 
protect  the  exclusivity 
of  Avonex's  injection 
method,  not  the  drug's 
ability  to  combat  multi- 
ple sclerosis. 

Bertarelli  has  taken 
his  case  to  Congress.  In 
so  doing  he  has  opened 
the  door  to  a  possible  re- 
vision of  the  entire  law. 
That  could  help  or  hin- 
der his  company.  The 
Orphan  Drug  Act  has 
historically  been  good  to 
Serono,  which  has  relied  on  it  for  Seros- 
tim,  a  drug  that  responds  to  AIDS-re- 
lated  symptoms  and  pulled  in  $137 
million  from  the  U.S.  last  year.  But  the 
MS  market  is  the  real  prize.  This  year 
Avonex  could  rack  up  $750  million  in 
worldwide  sales. 

Which  means  we  can  expect  to  see 
a  lot  more  of  Bertarelli.  This  summer 
he  took  Serono  on  an  American 
road  show,  raising  $2  billion  with  an 
ADR  listing  on  the  NYSE  (it  trades  on 
the  Swiss  Exchange).  With  its  stock  at 
$27  a  share,  the  company  is  worth 
$19.1  billion,  or  a  hefty  107  times 
trailing  earnings.  That  price  won't  be 
vindicated  unless  Bertarelli  bags  a 
blockbuster  or  two.  F 


OSTER  HOMES 


ian  drugs  may  treat  rare  diseases,  but  they  can  turn  into  bestselling  products. 
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ELI  LILLY  &  CO. 

Humatrope 

Stimulates  growth 
in  young  people 
of  short  stature 


PHARMACIA 
&  UPJOHN 

Genotropin 

For  adult  growth 


BRISTOL-MYERS 
SQUIBB 

faxol 

Treats  AiDS- 


hormone  deficiency     related  symptoms 
S:  $1.3  billion        SALES:  $300  million     SALES:  $461  million      SALES:  $1.5  billion 


oame  Thing  I  n 
Tke  Workplace. 

Learn  kow  by  contacting  a  professional 
designer  tkrougk  ASID's  World  wide 
Interior  Design  Referral  Service. 
ASID  workplace  designers  will  listen 
to  your  needs,  understand  your 
strategic  goals,  and  design  a  space 
tkat  will  kelp  you  increase 
workplace  performance. 

World  wide 
Interior  Design 
Referral  Service 


1-800-610-ASID 


a  service 


of 


ASID 

American  Society 
of  Interior  Designers 


www.interiors.org 
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S  O  F  T_W  A  B  _E_ 

Go  Forth 

And  Publish 

Adobe  mounts  a  turnaround— and  launches  a  plan  to  make  everyone  a  publisher. 


BY  ELIZABETH  CORCORAN 

PULL  UP  THE  BRIDGE- 
stone/Firestone  Web  site  to 
learn  about  defective  tires  and 
it  tells  you  to  use  Adobe's  free 
Acrobat  Reader  to  see  a  graph- 
ical interpretation  of  the  hieroglyphics 
on  your  tires'  sidewalls.  On  ESPN's  ex- 
treme sports  site  teeth-gritting  images 
have  been  tweaked  with  Adobe  tools.  At 
Barnes  &  Noble  on  the  Web  you  will 
find  e-books  viewable  with  readers  from 
Microsoft  and  Adobe. 

Few  companies  have  been  so  acci- 
dentally well-prepared  for  the  Web  as 
San  Jose-based  Adobe  Systems,  which 
won  fame  in  the  1980s  with  software 
for  creating  and  printing  graphics  and 
text.  These  days  91%  of  all  Web  sites  use 
Photoshop,  Adobe's  biggest  revenue 
generator,  to  process  photos  and  other 
images;  74%  of  Web  designers  use 
Adobe's  Illustrator  software.  Such  sta- 
tistics were  poor  consolation  for  a  com- 
pany wracked  by  financial  and  manage- 
rial strife  two  years  ago.  But  Chief 
xeanive  John  E.  Warnock  has  stead- 
;built  Adobe's  finances,  posting 


six  consecutive  quarters  of  revenue  and 
earnings  growth.  Revenue  for  the  first 
nine  months  of  its  fiscal  year  is  running 
24%  higher  than  last  year.  Adobe's 
stock  has  come  to  life,  climbing  tenfold 
over  the  past  two  years  to  a  recent  $133. 

Now  Warnock  aims  to  parlay 
Adobe's  longtime  technical  prowess  in 
document  design  into  a  leadership  role 
in  the  mostly  paperless  world  of  the  Web. 

Adobe  wants  to  transform  publish- 
ing by  changing  who  publishes  what 
and  how  they  do  it.  As  Warnock  sees  it, 
virtually  everything  you  read,  whether 
on  paper  or  on  screen,  could  be 
processed  through  Adobe  software. 
"Do  I  think  we'll  focus  our  energies  on 
building  tools  for  every  grandmother? 
No,"  he  says.  "But  she'll  be  touched  by 
our  technology." 

Among  the  elements  of  Adobe's 
bold  mission:  its  new  e-book  software; 
updated  tools  that  will  let  people  cre- 
ate a  document  or  video  clip  and  pub- 
lish it  on  everything  from  printers  to 
cell-phone  screens;  and  a  Web  site 
billed  as  a  job  market  and  community 
for  designers  using  Adobe  tools. 


Warnock,  59,  cofounded  Adob 
1982.  The  firm  was  bound  for  the 
lion-dollar  sales  mark  in  early  1998. 
a  key  product  ran  late,  and  the  Japai 
market,  which  contributed  25%  of 
enue  and  even  more  of  profit,  tumlj 
So,  too,  did  Adobe's  earnings.  Sej 
executives  bickered  over  turf.  "For 
personally,  it  was  really  a  frustra 
time,"  Warnock  says. 

Finally  Warnock  and  cofour 
Charles  Geschke  eliminated  the  jot 
the  other  three  top  executives — 1 
took  the  hint  and  left — and  laid 
10%  of  management.  A  new  chie 
nancial  officer  reorganized  accoun 
to  let  managers  track  sales  daily  ins 
of  at  the  close  of  each  quarter.  Ac 
began  to  focus  on  new  products. 

The  changes  are  paying  off.  A 
ago  40%  of  Adobe's  revenues  c; 
from  product  upgrades  sold  to  exis 
customers.  Now  upgrades  pose 
than  10%  of  sales.  (Photoshop  rem 
Adobe's  big  moneymaker,  at  an  < 
mated  30%  of  $1  billion  in  fiscal  ] 
revenue.  Acrobat  software  for  crea 
files  is  the  second-largest  reve 
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stream,  at  an  estimated  $200  million.) 

Meanwhile  Adobe  is  laying  out  its 
ere,  pixel  by  pixel.  In 
lobe  acquired  Boston-based . 
..   .Inch  makes  a  software 
fbi  displaying  electronic  books. 

Like  Microsoft,  Adobe  currently  gives 
its  reader  away.  But  so  far  Microsoft  and 
rival  Gemstar-TV  Guide  International 
Group  aim  largely  at  the  mainstream 
book  market,  emphasizing  novels  and 
other  consumer  titles  (FORBES,  Aug.  21). 
Warnock,  by  contrast,  sees  e-books  first 
taking  hold  in  the  professional  and  edu- 
cational markets.  "We  want  to  get  rid  of 
those  heavy  backpacks  on  our  students' 
backs,"  he  says. 

Far  broader  than  e-books  is  what 
Adobe  internally  calls  "e-docs" — that 
is,  anything  a  business  wants  to  circu- 
late. Core  to  this  is  Acrobat,  which  dis- 
plays files  in  Adobe's  PDF  (portable 
document  format).  Bruce  Chizen,  pres- 
ident, says  users  have  downloaded  200 
million  copies. 

Long  before  the  rise  of  the  Web, 
Adobe  designed  Acrobat  to  let  any  doc- 
ument be  displayed  and  stored  on  a 
wide  range  of  computing  platforms. 
That  intent  turns  out  to  be  ideal  in  this 
Webby,  wireless  age. 

The  goal  is  to  let  someone  create  a 
single  document  with  whatever  graphic 
or  pictorial  flourishes  and,  without  fur- 


The  ABCs  of 
Reading  Online 

Here's  a  glossary  for  lovers  of  the  digital  word: 
HTML:  HyperText  Markup  Language,  the  lingua 
franca  of  the  World  Wide  Web. 
.lit:  A  new  file  format  based  on  XML  for  e-books 
used  by  the  Microsoft  Reader. 
PDF:  Portable  Document  Format,  devised  by  Adobe 
for  many  computing  platforms.  PDF  documents  look 
like  the  original,  whether  on-screen  or  printed  out. 
SVG:  Scalable  Vector  Graphics.  Based  on  XML,  this 
language  will  let  designers  create  high-resolution  3- 
D  images  and  animation  for  the  Web. 
XML:  Extensible  Markup  Language,  a  data-descrip- 
tion language  for  easy  data  transfer  over  a  network. 

Sources.  Adobe,  W3C 


What  Went  Down  Can  Come  Up 


7b3 


Since  a  disastrous  third  quarter  in  1998,  Adobe's  revenue  and  profits  have  I 
rising,  thanks  to  booming  demand  for  software  for  rendering  Web  graphics,  Th 
big  spike  in  earnings  last  year  came  from  venture  portfolio  gains. 
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ther  fussing,  publish  it  everywhere  and 
keep  track  of  it.  Cell  phones  won't  dis- 
play the  same  image  as  a  PC;  instead,  in- 
formation will  be  automatically  scaled  to 
best  fit  each  display,  preserving  the  salient 
details.  Any  changes  need  be  made  only 
once  and  saved  to  a  server;  then  displays 
from  PCs  to  PDAs  will  get  the  revision. 

"In  three  to  five  years,  we  see  this  as 
a  mainstream  activity,"  says  Bryan 
Lamkin,  a  senior  vice  president.  Some 
markets,  such  as  universities,  will 
embrace  it  sooner. 

A  key  component  is  a  security  sys- 
tem that  ensures  that  copyright  holders 
get  reimbursed  for  their  work.  Adobe 
has  developed  a  copyright  management 
scheme  that  can  tie  an  e- 
doc  to  a  physical  ma- 
chine. Pay  a  little  and  you 
can  only  look  at  it;  pay 
more  and  you  can  print 
out  copies. 

A  more  ominous  side 
to  this  security  looms, 
though.  The  software 
could  turn  into  a  tattletale, 
reporting  back  who  has 
opened  up  the  file — a 
handy  feature  when  the 
boss  wants  to  know  who 
has  bothered  to  read  the 
latest  memo  from  on  high. 

Most  intriguing, 
however,  is  a  plan  to  cre- 
ate a  Web-based  arena 
that  will  let  designers  col- 
laborate, showcase  their 


work,  browse  job  listings  and  learn 
skills.  Eventually  they  will  even  bil 
design  contracts.  The  Adobe  site  alii 
logs  1 1  million  visits  each  monl 
third  of  which  involve  fetching  a  j 
of  Acrobat. 

Most  designers  work  for  tiny  fim 
fewer  than  20  people.  "Imagine  us  ts 
to  help  them  collaborate  with  onq 
other,"  says  Chizen.  Such  efforts  fuj 
blur  the  difference  between  workin) 
the  Web  and  on  the  desktop,  he  notj 

Adobe  sells  its  own  wares  on  tha 
although  only  at  retail  prices.  It  al 
dabbling  with  a  subscription  sen 
For  $  1 0  a  month  or  $  1 00  a  year  yoij 
send  documents  to  Adobe,  which 
convert  them  into  PDF  files  that 
just  like  the  original  when  openel 
Acrobat.  Warnock  says  it  will  be  a  "1 
long  time"  before  processing- in  ten 
packages  like  Photoshop  will  be  a 
able  on  a  subscription  basis. 

Even  so,  Adobe  is  still  learning  i 
to  pace  its  ambitions.  Last  year  itj 
veiled  InDesign,  a  layout  tool  aim« 
the  $500  million  professional-pub 
ing  market,  in  which  leader  Qi 
holds  a  40%  share.  At  the  time  A<j 
forecast  $100  million  in  sales  in  tha 
year;  it  managed  only  $60  million. 

Cool  technology  lies  ahead.  Adc 
developers  are  deep  into  the  : 
wave — SVG,  or  scalable  vector  grap 
They  are  using  the  technique  to  b 
3-D  Web  sites  where  everything  se 
to  be  a  hot  button  to  something 
Publish  or  perish. 
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Don't  Go 
There 

Content  sites  are  learning 
that  holding  on  to  visitors 
means  getting  into  the 
retail  business. 

BY  CHANA  R. SCHOENBERGER 

LIKE  THOUSANDS  OF  WEB  SITES, 
BeliefNet,  a  New  York-based  outfit 
devoted  to  religion  and  spirituality, 
had  always  simply  handed  off  its  400,000 
monthly  visitors  to  Amazon  and  Travel- 
ocity  whenever  they  wanted  to  buy  a 
book  or  plan  a  trip. 

But  in  June  BeliefNet  got  a  new  reli- 
gion. It  scutded  all  such  "affiliate"  deals 
with  the  big  online  retailers  and  hired  a 
small  software  compa  \  'commerce,  to 
build  its  own  BeliefN.  Now  a  vis- 

itor to  a  discussion  gro,  n  Buddhism 
can  buy  a  yoga  mat  and  j  up  a  biog- 
raphy of  the  Dalai  Lama,  th        ne  right 


back  to  the  chat  room. 

The  affiliate  deal  has  long  been  a  sta- 
ple of  the  Web,  letting  a  small  site  refer  its 
users  to  an  online  retailer  in  exchange  for 
a  5%  to  7%  cut  of  any  sale.  But  it  is  bit- 
tersweet: The  small  outiet  risks  sending 
away  a  visitor  who  never  returns.  If  redi- 
rected users  don't  make  a  purchase,  it  has 
given  away  its  traffic  for  nothing. 

That's  why  some  sites  are  throwing  in 
with  a  new  creature:  the  commerce  ser- 
vice provider.  Vcommerce  and  firms  such 
as  Vitessa,  Iconomy  and  Escalate  will  build 
and  run  your  Web  storefront,  handling 
merchandising,  inventory  and  shipping. 

"If  you're  a  content  or  community 
site,  you're  focused  on  building  your 
brand  and  increasing  site  'stickiness.'  The 
affiliate  model  is  contrary  to  that,"  says 
Aaron  Day,  chief  of  Iconomy  in  Cam- 
bridge, Mass. 

Day,  24,  started  his  firm  as  an  online 
retailer  with  its  own  affiliate  program  be- 
fore morphing  it  into  Iconomy  in  1998. 
Iconomy's  store  lets  sites  control  what 
they  sell  and  where  they  sell  it.  His  clients 
include  Ediets  and  Autobytel,  the  car-buy- 
ing site.  Autobytel  recendy  ran  an  article 
on  safe  driving,  with  an  Iconomy  link  to 
let  readers  buy  safely  flares. 


Previously  a  content  site's  only  al 
native  to  diverting  its  users  to  online  stc 
was  to  build  its  own  retail  oudet,  wh 
can  take  up  to  a  year  and  cost  as  muc 
$10  million.  Then  the  content  site  hac 
deal  with  the  universal  headaches  of 
tailing:  handling  returns  and  complai 
negotiating  distribution  agreements  v 
manufacturers  and  shipping  compan 
correcting  software  snafus. 

Iconomy  and  firms  like  it  assume 
the  hassle.  The  catch:  an  up-front  de 
opment  fee  of  $10,000  to  $100,000,  p 
a  cut  of  sales.  But  the  content  sites  give 
only  a  3%  to  12%  slice  of  a  retail  sale 
affiliate  deals  they  give  up  more  like  9! 

Affiliate  deals  account  for  $5  billioi 
annual  sales,  or  13%  of  Web  retail  cc 
merce.  Amazon  boasts  430,000  affiliate 
the  most  of  any  online  store — wh 
comes  to  about  $200  million  in  sales. 

Taken  to  its  extreme,  the  rise  of 
commerce  service  provider  might  sj 
trouble  for  the  Web's  affiliate  netwo) 
Iconomy's  Aaron  Day  says  half  of  bis 
clients  scaled  back  or  dropped  their! 
filiate  deals  with  major  retail  sites  wl 
they  signed  with  him.  One  client, 
sweepstakes  site  WinDough.com,  ij 
Iconomy  to  run  its  prize  store,  which  s 
digital  watches  and  other  prizes. 

But  the  biggest  online  retailers  h 
yet  to  see  much  erosion  in  their  affiU 
ranks.  At  Travelocity  new  affiliates 
signing  up  at  a  slower  rate  this  year, 
though  the  total  is  still  growinj 
healthy  10%  to  15%,  says  Mich 
Stacy,  a  senior  vice  president.  "It  p 
vides  a  very  valuable  service  to  c 
users,"  says  Lisa  Adams,  a  manage) 
Lycos,  which  has  its  own  120,01 
strong  affiliate  program. 

The  question  is  how  long  the  a 
setup  can  last.  Some  Web  retailers,  un 
pressure  to  turn  a  profit,  are  cutting  b 
on  the  royalties  they  pay  to  affiliates.  Et 
used  to  pay  $5  for  each  new  customer 
ferred  by  an  affiliate,  plus  5%  to  12.5°/ 
a  sale.  Earlier  this  year  it  dropped  the  s; 
cut  entirely  and  switched  to  paying  o 
a  one-time  $10  fee  for  a  referral  of  a  r 
customer.  Such  cutbacks  could  send  e 
more  content  sites  into  the  waiting  ai 
of  those  commerce  service  providers. 
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Voice  is  about  to  overtake  the 
Internet,  and  Net2Phone  could 
rule  a  vast  market.  Now  if  only 
it  could  ring  up  some  profits. 

BY  NEIL  WEINBERG 

HOWARD  BALTER  HAS  HIS  MOTHER 
to  thank  for  launching  his  Inter- 
net career.  She  returned  from  her 
Bronx  synagogue  one  day  in  1993  and 
told  him  about  a  congregation  member 
named  Howard  Jonas.  Such  a  bright 
young  man.  And  entrepre- 
neurial! "You  should  meet 
this  man,"  she  said.  A  good 
son,  Baiter  complied. 

Jonas  ran  IDT  Corp.,  a 
scrappy  sales  outfit  in  gritty 
Hackensack,  N.J.  that 
hawked  discount  interna- 
tional phone  service.  He 
hired  Baiter  as  his  12th  em- 
ployee, and  in  1996  they  set 
up  Net2Phone  to  offer  cheap 
calls  over  the  Internet. 

Now  Baiter,  38,  is  chief 
executive,  and  publicly  held 
Net2Phone  is  at  the  center  of 
what  could  become  the  next 
big  thing  on  the  Web — 
talk — just  as  e-mail,  chat 
rooms  and  instant  messag- 
ing were  before  it.  Its  1  mil- 
lion users  make  one-third  of 
all  paid  Net  phone  calls,  pay- 
ing a  penny  a  minute  for  do- 
mestic long-distance  and  4 
cents  a  minute  for  calls  to 
Paris  (a  quarter  of  what  the 
big  carriers  charge). 

Net2Phone  aims  to  pro- 
vide the  software  core  for  all 
voice  services  on  the  Net.  Its 
powerful  allies  include  Mi- 
crosoft, America  Online, 
Yahoo  and  the  most  recent 
joiner,  AT&T.  Next  up:  Cisco, 
which  is  close  to  a  deal  to 
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market  Net2Phone  software 
with  its  Internet  routers. 

"We've  got  one  of 
those  opportunities  that 
could  suddenly  explode," 
Baiter  says.  "If  it  goes  our 
way  and  all  these  compa- 
nies run  over  our  software, 
we  sit  back  and  clip  lots  of 
coupons." 

Net2Phone  will  roll 
out  features  in  the  coming  months  that 
will  wrap  voice  around  other  Internet 
media  and  make  conventional  calls 
look  primitive.  If  it  can  live  up  to  the 
hype,  users  will  be  able  to  plug  into  the 
Net  by  PC  or  phone  anywhere  in  the 
world  and  be  greeted  by  name.  They 


will  make  calls,  listen  to  both  e- 
and  voice  messages  and  give  spoke 
structions  to  pull  up  stock  prices, 
line  retailers  will  be  able  to  link  a 
agent's  soothing  voice  to  a  lost  We 
shopper. 

Net2Phone  aims  to  earn  licensin 
for  its  software  or  take  a  cut  of  tra 
tions.  It  also  is  a  carrier,  and  one  d^ 
Internet  may  take  over  most  phone) 
fic.  Web  hardware  is  much  cheaper) 
older  phone  switches.  Eight-  to  12-g 
local  phone  switches  cost  $25  millici 
Internet  router  does  the  same  jo 
$250,000.  Moreover,  traffic  on  the  1 
net  dodges  the  fees,  taxes  and  tariff 
inflate  the  cost  of  plain  old  phone  se 
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phone  calls,  now  hauls  international 
traffic  for  13  of  the  top  14  conventional 
phone  carriers  in  the  U.S.  Callers  are 
none  the  wiser.  AT&T  alone  could  save 
$10  billion  a  year  bypassing  local  phone 
companies,  which  get  access  fees  of 
about  30%  of  the  cost  of  a  domestic 
long-distance  call. 

That,  anyway,  is  the  promise;  deliv- 
ering on  it  is  another  matter. 
Net2Phone  will  more  than  double  its 
sales  to  $70  million  for  the  fiscal  year 
ended  in  July,  but  lose  $40  million,  ac- 
cording to  Horizon  Research  Group.  Its 
stock  went  public  in  July  1999  and  sky- 
rocketed to  a  peak  of  $85,  but  in  the 
past  year  it  has  fallen  to  $30. 

Net2Phone  got  in  early. 
Howard  Jonas  is  quirky  and  Har- 
vard-educated, the  big-picture 
guy.  Howard  Baiter,  who  drives  a 
battered  Toyota  littered  with 
books  in  Hebrew,  is  a  frumpy 
math  whiz  and  the  operations 
guy.  When  they  started  out  in 
1996,  voice  quality  was  so  bad 
Jonas  figured  the  Net  would  get 
mainly  cheap  family  calls;  he 
wanted  to  name  the  service 
Bubbe  Phone,  after  the  Yiddish 
word  for  "grandma." 

They  soon  realized,  however, 
the  technology  would  improve.  So  they 
hired  a  dozen  Bell  Labs  engineers  and 
put  them  to  work  on  software  so  robust 
that  even  finicky  phone  carriers  would 
trust  it  to  track  and  bill  millions  of  cus- 
tomers. The  result,  Net2Phone's  Gate- 
way, lets  the  company  monitor  and 
tweak  its  own  global  network,  includ- 
ing 60  Internet  on-ramps  in  35  coun- 
tries, from  a  single  location.  If  a  glitch 
pops  up  in  Poland,  a  Net2Phone  tech- 
nician can  work  a  fix  from  his  console 
in  New  Jersey. 

The  shop  also  struck  enviable  al- 
liances, gaining  access  to  most  of  the 
nation's  140  million  people  online.  On 
July  20  Microsoft  began  offering 
Net2Phone  calls  to  18  million  instant- 
messaging  customers.  They  made  10 
million  PC-to-phone  calls  in  the  first  six 
weeks.  Yahoo,  which  owns  5%  of 
Net2  Phone,  lets  its  People  Search  users 
jump  to  Net2Phone  to  make  calls. 


AOL,  also  a  5%  owner,  will  i| 
Net2Phone  into  the  next  versions 
Netscape  browser  and  ICQ  messaj 
AOL  wanted  more.  Late  last  year  tq 
onliner  offered  to  buy  a  major  inter 
Net2Phone,  but  Jonas  feared  it  w 
thwart  Net2Phone's  bid  to  become 
facto  standard.  Besides,  when  ) 
asked  to  meet  with  AOL  Chairman 
Case,  he  got  the  brush-off. 

So  in  January  Jonas  turned  to  t 
approaching  billionaire  buddy 
Malone,  an  .AT&T  director  and  chaj 
of  its  Liberty  Media  unit.  Chairmj 
Michael  Armstrong  quicklv  stfi 
deal.  In  August  AT&T,  with  Libert) 
British  Telecom,  acquired  a  32%  sta 


Talk  Is  Cheap 


Investors  chatted  up  the  stocks  of  these 
Internet  phone  providers,  then  watched  th 
plunge.  For  believers  in  the  business, 
however,  now  may  be  the  time  to  reconsid 


Share 

Decline 

Company 

price 

from  hi? 

Deltathree.com 

$744 

-88% 

Ibasis 

25.50 

-73 

ITXC 

22.50 

-82 

Net2Phone 

30.69 

-64 



Zeroplus.com 

2.16 

-88 

Source:  Bloomberg. 

Net2Phone  for  $1.4  billion  in 
Some  S300  million  went  to  Net2Pl 
the  rest  to  IDT,  which  held  on  to  16) 

Ouch!  AT&T  set  the  price  of ! 
share  earlier  this  year  when  Net2P! 
stock  was  roaring.  At  the  $30 
where  Net2Phone  now  trades,  i 
could  have  bought  nearly  the  v* 
shebang  for  the  same  money.  Oh, 

"We're  betting  people  will  f 
high  value  on  Internet-based  voioa 
vices,"  says  John  Petrillo,  an  execi 
vice  president  at  AT&T,  which 
likely  begin  by  using  Net2Phone's 
tern  management  software  for  its i 
internal  Internet  phone  network 
want  to  be  a  part  of  that  new  v 
since  it's  going  to  replace  what's 
now  anyway." 

Yes,   it   most   likely  will, 
Net2Phone  seems  ready.  If  Inte 
phones  hit  a  chord  with  callers,  this 
rier  could  ring  up  some  hefty  profij 
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hances  are  he's  shown  up  on  every  Forbes  subscriber's  doorstep,  so  we  hope  you  take 
im  out  of  the  box  and  put  him  to  good  use.  Because  in  every  issue  of  Forbes,  FYI  and 
SAP,  you  can  use  your  :Cue:C.A.T. IV'  device,  a  new  technology  developed  by  Digital 
onvergence.rcom™  to  swipe  :cues  in  selected  ads  and  articles.  Then  you'll  be  transported 
irectly  to  specific  Web  pages  for  more  information.  No  more  typing  URLs.  No  more  wading 
irough  dozens  of  Web  pages.  It's  the  beginning  of  a  technological  revolution  and  Forbes 
ubscribers  are  leading  the  charge.  So  grab  your  cat,  open  your  Forbes  and  take  a  ride. 
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Digital  Spin  By  John  C.  Dvorak 

sts  AtHome 


«  MAGINE  BUYING  A  CAR  THAT  COMES  WITH  AN  "ACCEPT- 
38i  able  use  policy"  to  which  you  have  to  agree.  In  the  policy 
H  are  pages  and  pages  of  provisions,  such  as,  "You  may  not 
H  use  this  car  to  commit  illegal  acts,  including  but  not  lim- 
Sm  ited  to  speed  law  violations  and  illegal  U-turns"  and 
"You  may  not  engage  in  seditious  conversations  within  the 
confines  of  the  car."  Finally,  you  are  told  that  if  you  violate 
the  policy  the  car  will  be  repossessed  and  your  money  will 
not  be  refunded. 

You'd  think  the  carmaker  was  crazy.  But  this  is  the  kind 
of  idiotic  agreement  you  are  already  making  if  you  use  al- 
most any  Internet  access  service. 

Take  the  license  for  the  popular  AtHome  cable  modem 
system  (check  it  out  at  www.home.com/aup).  It  puts  severe 
limits  on  how  you  can  use  the  service.  The  agreement  can 
change  without  notice,  and  you  are  legally  bound  by  any 
new  demands. 

"They  could  suddenly  demand  you  wear  a  bra  and 
panties  and  dance  in  the  street,  and  you  are  contractually 
bound  to  it,  the  way  this  is  written,"  says  Andrew  Weill,  a 
partner  at  Benjamin,  Weill  &  Mazer,  an  intellectual  property 
firm  in  San  Francisco. 

Yet  the  AtHome  agreement  is  not  unusual.  Internet  ac- 
cess providers  and  Web  sites  are  doing  anything  possible  to 
limit  their  liability  and  minimize  their  responsibilities. 
Stephen  Davidson,  past  president  of  the  Computer  Law  As- 
sociation and  a  lawyer  with  Leonard,  Street  &  Deinard,  calls 
the  AtHome  policy  a  "mutating  bill  of  rights." 

But  don't  expect  mercy  from  a  court  of  law.  Says  he,  "If 
this  policy  is  presented  properly  to  the  user,  then  the  court 
will  uphold  it  as  a  contract,  despite  the  fact  that  nobody 
reads  it.  They  were  given  the  chance  to  read  it." 

Much  of  the  AtHome  contract  is  defensive  legalistic 
blather  designed  to  keep  the  company  out  of  court.  The  more 
onerous  aspects  of  the  agreement  are  the  bandwidth  limita- 
tions imposed  by  AtHome.  These  suggest  to  me  that  the  ser- 
vice is  having  a  hard  time  delivering  on  its  promised  band- 
width, 225  kilobits  to  1  megabit  per  second  upstream  and  10 
megabits  downstream. 

The  most  ludicrous  example  of  this  is  the  chat  room  pol- 
icy: "Any  computer  or  other  device  connected  through  the 
services  may  not  maintain  more  than  two  simultaneous  chat 
connections.  This  includes  the  use  of  automated  programs, 
such  as  'bots'  or  'clones.'  Automated  programs  may  not  be 


used  when  the  account  h 
is  not  physically  present 
device."  Anyone  who 
larly  chats  online  ten< 
have  two  or  more  chats 
at  once,  since  data  speec 
so  slow.  The  conversa 
take  forever.  If  AtHon 
concerned  about  som 
typing  to  more  than  two 
pie  at  once,  then  somethj 
terribly  wrong  with  the  a 
tecture.  According  tol 
terms  of  the  agreemenl 
get  up  to  get  coffee  dur 
chat  and  my  computer  ; 
an  automatic  message  & 
"I'll  be  right  back,"  thei 
in  violation. 

And,  yes,  they  can  « 
you  because  AtHome  giv 
self  the  right  to  spy  on 
every  activity,  although  ii 
its  policy  is  not  to  do  it 
tinely.  Isn't  that  comforti 
So  let's  stop  right  hen 
Web  sites  have  legal  notices.  Software  packages  have  lengt 
cense  agreements.  Does  anyone  besides  me  sense  a  cree 
Soviet  Union-type  atmosphere  here?  Even  ignoring  the  e 
dropping,  there  is  weird  psychology  in  all  these  contracts:; 
pie  perceive  them  as  a  joke,  knowing  they  can  get  away  wit 
olations  without  much  fear  of  getting  caught. 

In  a  Soviet-style  system  you  are  in  violation  of  som< 
at  any  given  time;  you  just  assume  you  won't  get  cai 
unless  someone  is  out  to  get  you.  When  we  live  our 
this  way,  we  end  up  as  a  community  of  Soviet- 
scofflaws.  I  believe  this  environment  has  given  rise  to 
vices  like  Napster.  Young  people,  who  were  raised 
computers,  are  more  likely  than  older  people  to  ig 
copyright  laws  and  to  freely  trade  music  without  fear  c 
rious  reprisals. 

No  legal  expert  thinks  any  of  this  is  going  to  subsit 
the  short  term.  "All  this  cyberactivity  is  a  new  frontie 
the  law.  It  will  take  years  to  sort  itself  out,"  says  Davids* 


AtHome  gives  itself 
the  right  to  spy  on 
your  every  activity, 
although  it  says  its 
policy  is  not  to  do  it 
routinely.  Isn't  that 
comforting? 


John  C.  Dvorak,  columnist  and  author,  is  host  of  Silicon  Spin,  a  daily  TV  show  on  ZDTV.  Find  past  columns  at  i  V 

www.forbes.com/dvorak  or  use  your  C.A.  T.  scanner  on  the  Cue  code  (right)  to  take  you  there  instantly.  ^  ' 
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Use  your  little  cat  to  put  you  behind 
the  wheel  of  a  big  cat. 


® 


V  Forbes 


Take  your  : Cue :C. A. T.  '  device 


And  hundreds  of  thousands  of  dollars  in  additional  prizes  from  companies  including  A.T.  Cross, 
Audemars  Piguet,  EuroVacations.com,  Fodors.com,  GolfDigest.com,  and  Visteon.  Look  for  the 
SwipeStakes™  :cues  in  the  Forbes  : Cue: CAT.™  box  that  was  shipped  to  your  house  recently. 
Plug  it  in,  read  your  Forbes  and  take  a  chance  at  winning  big.  Now  that's  a  good  little  kitty. 


H]  Convergence.  EgTTil 


?000  Jaguar  Cars. 


No  purchase  required.  Jaguar  prizes  are  rwo-year  leases.  See  official  rules  at 
www.swipestakes.com  for  complete  details.  Promotion  ends  1 1/7/2000. 
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Jigital  JboJs  By  Stephen  Manes 


Classic? 


^Sfa  TEVE  JOBS  IS  THE  PICASSO  OF  PACKAGING,  OR 
"i  maybe  the  P.T.  Barnum.  The  original  Apple  II  was 
^^^^  one  of  the  first  PCs  designed  to  look  like  a  con- 
nk  IB  sumer  product  instead  of  a  rack-mounted  hunk  of 
electronics — but  it  couldn't  generate  low  crease 
characters  on  the  screen.  The  cute  original  Macintosh  re- 
sembled nothing  else  on  the  market — but  had  a  tiny,  flickery 
screen.  The  colorfully  bulbous  original  iMac  gave  birth  to  a 
whole  generation  of  electronic  devices  in  translucent  hues. 

Now,  harking  back  to  the  original  shape,  but  presumably 
not  to  the  commercial  failure,  of  Jobs'  Next  machine,  comes 
the  Power  Mac  G4  Cube,  at  $1,799  sans  monitor.  Encased  in 
a  clear  plastic  box,  it  has  been  hailed  as  a  "work  of  art"  and 
a  "thing  of  classic  beauty"  by  Mac  fanatics  who  log  more 
time  at  mouse  pads  than  museums.  In  truth,  the  Cube  re- 
sembles nothing  so  much  as  an  oversize  plastic  tissue  holder, 
right  down  to  the  oval  opening  on  top  that  dispenses  heat 
instead  of  Kleenex. 

A  tissue  holder  can  maintain  an  elegant  aloofness.  The 
Cube  has  to  accommodate  ugly  cables  unseen  in  Apple's  ads. 
One  wire  goes  to  the  Internet  via  modem  or 
Ethernet.  Another  uses  a  proprietary  connec- 
tor that  sends  power,  video  and  USB  signals 
to  new  Apple  monitors.  And  then  an  AC 
cord  goes  to  a  massive  power  supply  whose 
banishment  from  the  computer  box  is  one 
reason  a  fan  is  not  necessary.  The  only 
noises  from  the  unit  are  faint  whirs  and 
clicks  from  the  hard  drive  and  sometimes 
from  the  DVD-ROM  player.  The 
silence  is  wonderful. 

From  the  monitor, 
USB  cables  snake  to  the 
clear  plastic  keyboard 
and  a  little  clear  plas- 
tic-encased digital  am- 
plifier cabled  to  two 
spherical   clear  plastic 
speakers.  The  cable  for 
the  clear  plastic 

Apple's  Power 
Mac  G4  Cube 
and  flat-panel 
Studio  Display, 
complete  with 
power  supply 
(rear)  and 
cables  you  don't 
see  in  the  ads. 
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Is  Apple's  new  Cube 
a  "work  of  art" 
or  Steve  Jobs' 
latest  masterpiece 
of  marketing? 


mouse  connects  to  the 
plastic  keyboard, 
though  the  wiring  does  e 
nate  several  power  cords 
the  traditional  scheme 
only  classic  beauty  that  c« 
to  mind  is  a  clear  pi 
Medusa.  How  come  t 
brilliant  designers  omir 
wireless  keyboard  and  mc 
Since  all  the  conne« 
and  the  reset  switch  are  o 
Cube's  bottom,  you  ha' 
flip  the  machine  over  to 
something  in  or  repair  a 
crash.  When  others  are  b< 
ning  to  put  some  conne 
out  front,  this  approach  si 
a  slave  to  fashion. 

Though  Apple  tout: 
Cube's  small  footprin 
can't  support  a  monitc 
horizontal  desktop  units  can. 
though  the  DVD-ROM  c 
loads  from  the  top  like  a  to; 
the  unit  seems  a  bit  shor 
the  floor.  So  the  Cube  is  r 
likely  to  waste  desk  space 
save  it.  Since  you  can't  put 
thing  on  top  of  it  and  there 
room  for  peripherals  inside, 
board  units  like  a  recordable 
drive  will  waste  even  r 
space. 

Apple  hails  the  Cul 
supercomputer.' 
may  be  true  by  sc 
body's  definition 
DVD  movies  i 
S|^^     momentarily  w 
ever  the  on-sc 
controller  appe 
or  vanished,  sug 
ing  that  the  syste 
hardly  overpow« 
Tests  with  Apple's  exce 
iMovie  editing  prog 
suggest  that  the  G4  is 


Want  to  make  your  business  more  productive?  Take  the  office  with 


you. 


The  Sprint  PCS  Wireless  Web'M  for  business  gives  your  employees  a  fast,  secure  connection  to 
your  company's  network,  even  when  they're  out  of  the  office.  With  their  wireless  Internet-ready 
Sprint  PCS  Phone!"  they  can  submit  reports,  check  inventory,  place  orders,  send  and  receive 
e-mail  -  all  in  real  time,  with  features  that  work  the  same  way  anywhere  they  go  on  our 
nationwide  network.  Plus,  they'll  enjoy  crystal-clear  calls,  thanks  to  the  only  all-digital,  all-PCS 
nationwide  network  serving  more  than  300  major  metropolitan  areas,  including  major  airports. 

To  start  making  your  business  more  productive,  call  1-888-895-4186  or  visit  sprintpcs.com. 


W 
J  l>E-maiL 
2  Directory 
,3  Inuentory 


^Sprint, 


The  Sprint  PCS  Clear  Wireless  Workplace.  Because  business  can't  wait*1 


Sprint  PCS 


PCS  Wireless  Web  Browser  is  not  available  while  roaming  off  the  Sprint  PCS  Network.  Subject  to  credit  approval.  Sprint  PCS  Wireless  Web  service  may  not  be 
ly  available  in  select  affiliate  markets.  Terms  and  restrictions  for  Sprint  PCS  Wireless  Web  services  are  available  in  the  Wireless  Web  brochure.  ©2000  Sprint 
L.P  All  rights  reserved.  Sprint,  Sprint  PCS,  Sprint  PCS  Wireless  Web,  Sprint  PCS  Phone  and  the  diamond  logo  are  trademarks  of  Sprint  Communications  Company  L  P 


ister  than  a  much  cheaper 
G3-baseu  iMac --nice  but  hardly  thrilling. 

fashioned  video  port  for  those 
to      analog  signals  have  been 
LVOUghout  Apple's  new  $999  15-inch 
(isplay  is  very  bright  and  sharp,  thanks  in 
i  to  a  direct  digital  connection  to  the  Cube.  But 
since  the  computer  controls  the  display,  pressing  the 
brightness  button  shrinks  the  full-screen  view  of  a 
DVD  movie  and  annoys  you  with  an  on-screen  con- 
trol  panel  that  keeps  you  from  seeing  adjustments  as 
you  apply  them. 

The  all-digital  approach  creates  other  problems.  On 
the  unit  I  tested,  playing  CDs  was  a  trial,  crashing  the  sys- 
tem and  often  leaving  the  speakers  sputtering  after  the  unit 
rebooted.  Plugging  the  speaker  cable  directly  into  the  Cube 
helped  fix  things  (implicating  a  defective  USB  port  in  the 
monitor),  but  the  software  still  had  problems  fast-forward- 
ing through  some  CDs  that  worked  fine  on  other  machines. 
The  little  USB  speakers  sound  good  for  their  size,  but  they 
distort  badly  when  played  at  top  volume. 

Apple's  more  powerful  and  traditionally  boxed  new  G4 
dual-processor  series,  which  I  have  not  tried,  starts  at 


it 


Separate! 
At  Birtl 


So  that's  v 
Steve  Jobs'  "ins* 
great"  designei 
their  inspiratio 
Apple's  new  F 
Mac  G4  Cube! 
for  those  with  i 
noses:  The  Mac 
slot  only  fit: 
and  C 


$2,499.  But  at  least  until  the  company  releases  its  ne 
X  operating  system  next  year,  speed  advantages  of  tha 
sign  will  extend  only  to  a  few  programs  specially  ada 
to  take  advantage  of  it.  Apple's  own  iMovie  is  not  oi 
them. 

And  a  bit  of  Web-surfing  points  out  how  much  more 
dows  computer  you  can  ge 


Three's  a  Charm 

New  iMacs  are  out  now,  too.  Their  moral 
is  this:  Don't  buy  the  first  version  of  any- 
thing. Or  the  second.  Most  of  what  I 
complained  about  in  the  original  iMacs 
(FORBES,  Nov.  30, 1998)  has  now  been  fixed  or 
improved.  The  result  is  a  much  better  com- 
puter—with a  few  lingering  annoyances. 

The  original  iMac  had  an  internal  fan 
slightly  quieter  than  a  jumbo  jet.  In  the  second 
generation  the  fan  vanished,  making  the  unit 
the  quietest  desktop  model  around. 

Now  the  truncated  keyboard  has  finally 
given  way  to  a  wider  model  with  a  numeric 
keypad  and  dedicated  keys  to  control  the 
audio  volume— though  it  still  looks  better  than 
it  feels.  The  hapless  hockey-puck  mouse  has 
been  supplanted  by  a  bigger  standard-shape 
optical  tracking  model.  And  the  optional  Air- 
Port  wireless  networking  hardware  is  no 
longer  the  hostage  of  stupid  software  (though 
the  current  software  is  no  Einstein). 

There's  a  fast  IEEE  1394  port  on  every  iMac 
except  the  cheapest  model,  a  particular  boon 


to  those  with  digital  camcorders.  The  new  ver- 
sion of  the  iMovie  software  that  comes  with 
that  port  has  a  host  of  improvements  that 
make  it  far  easier  to  use. 

What's  still  wrong?  Removable  storage 
still  has  to  be  added  outboard;  the  only  built-in 
disk  drives  available  are  CD-  or  DVD-ROM, 
rather  than  the  increasingly  popular  CD-RW. 
The  screen  is  neither  as  big  nor  as  sharp  or 
clear  as  many  of  its  kin.  Aside  from  iMovie,  a 
Web  browser  and  an  e-mail  client,  virtually  no 
applications  are  included.  And  except  for  a 
top-shelf  model,  iMacs  still  come  with  a  stingy 
64  megabytes  of  memory  that  often  makes 
running  more  than  one  program  at  a  time  im- 
possible. 

In  general,  though,  three's  the  charm.  Just 
don't  believe  Mac  fanatics  who  insist  their  ma- 
chines never  crash  or  are  exceptionally  easy  to 
use.  Within  my  first  ten  minutes  of  using  a  new 
iMac  DV,  Internet  Explorer  displayed  an  on- 
screen button  in  Greek  characters  and  then  "un- 
expectedly quit,"  a  Mac  euphemism  for  crashing. 

True  Mac  fanatics  would,  of  course,  point 
out  that  Internet  Explorer  is  manufactured  by 
Microsoft.  —S.M. 


the  price  of  a  Cube.  For  $1 
not  counting  monitor  or 
ping,  Dell  offered  me  a  unit 
the  same  complement  of  ] 
and  not  merely  a  DVD-ROM  t 
but  also  a  CD-RW  and  flopp> 
a  dinky  20-gigabyte  hard  c 
but  a  faster  45-gigabyte  m 
128  megabytes  of  R\M  inste 
a  mere  64,  and  faster  RA. 
boot;  a  zippier  videocard 
twice  the  memory;  and  a 
tium  processor  ninning  at  a 
speed  of  800  megahertz,  i 
mere  450.  Dell  would  even  ti 
in  a  subwoofer  and  a  c. 
printer  or  scanner,  not  to  i 
tion  Microsoft's  Works  sorb 
But  the  Windows  mac 
is  guaranteed  to  be  noisier 
if  you  put  it  on  the  floor, 
though  its  color  may  not  b 
that  different  from  the  Ci 
beige  core,  if  you  want  to 
at  it  through  a  clear  plastii 
sue  box,  you'll  have  to  buy 
separately. 


Stephen  Manes  is  the  cohost  o/Digital  Duo,  a  weekly  public  television  series. 

Find  past  columns  at  www.forbes.com/manes  or  use  your  C.A.T.  scanner  on  the  Cue  code  (right)  to  take 
you  there  instantly. 
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Hey,  if  it  s  peace  of  mind  you  re  after,  Tim,  we  ve  got  you  covered.  We  re  building  the  new,  high- 

e  New 

performance  Internet.  Paving  the  way  for  high-quality,  reliable  and  open  solutions 
that  enable  networks  to  perform  as  never  before.  And  that's  key  to  peace  of 

rake  Microsoft®  for  example;  they've  integrated  Nortel  Networks™  Open  IP  Environment 

g  software  into  the  Microsoft  Windows  2000®  Server  operating  system 

3  Internet-enable  businesses.  And  for  Windows  2000  users,  that  means 

et  Zen.  So  come  together,  right  now  with  Nortel  Networks.  And 

the  Internet  whatever  you  want  it  to  be.  nortelnetworks.com 


N0RTEL 

NETWORKS 


Windows 


Nortel  Networks,  the  Nortel  Networks  logo  and  the  Globemark  are  trademarks  of  Nortel  Networks 
OfYY~\  "What  do  you  want  the  Internet  to  be?"  is  a  service  mark  of  Norte!  Networks  ©2000  Nortel  Networks 

^»AA/          All  rights  reserved.  Microsoft  and  Windows  are  registered  trademarks  of  Microsoft  Corporation 


Which  seemingly  stable  bonds  are  headed  for  trouble?  Carol  Levenson  will  tell  yo 


BY  JOHN  GORHAM 

DURING  THE  RECESSIONARY 
days  of  the  early  1990s,  when 
she  was  a  bank  credit  analyst, 
Carol  Levenson  earned  the 
sobriquet  Dr.  No  for  her 
skeptical  reviews  of  risky  investments. 

She's  just  as  skeptical  today,  during 
a  booming  economy.  Now  Levenson 
runs  Gimme  Credit,  a  small  research 
firm  that  patrols  the  world  of  bonds, 
alert  for  problems,  particularly  among 
well-regarded  investment-grade  issues. 
It  is  influential  far  beyond  its  size  (140 
clients).  The  firm's  prescient  jeremiads 
on  seemingly  solid  credits  like  Rite  Aid 


and  Conseco  have  brought  her  praise 
from  institutional  bond  buyers — and 
much  disparagement  from  Pollyan- 
naish  Wall  Street  analysts,  who  don't 
like  her  knocking  their  pet  companies. 

Institutional  investors  such  as  Loomis 
Sayles,  Janus  and  Mackay  Shields  pay  up 
to  $15,000  a  year  to  read  Gimme  Credit's 
two  daily  reports  focusing  on  individual 
companies.  Says  Ronald  Speaker,  man- 
ager of  the  Janus  Flexible  Income  Fund: 
"Carol  is  a  good  early  warning  sign." 

Dr.  No's  six-year-old  outfit  func- 
tions far  from  Wall  Street's  bond  desks, 
in  a  cozy  Chicago  loft  in  a  converted 
printing  press  factory  decorated  with 


glass-block  walls  and  retro  Fifties  fail 
ture.  Two  overfed  house  cats  prowl 
premises.  A  Bloomberg  terminal  ar 
computer  with  a  spreadsheet  are 
lone  finance-pro  touches. 

Gimme  Credit,  which  grosses 
•million  yearly,  is  a  lean  operation.  I 
enson,  49,  and  former  BankAmei 
analyst  Kathleen  Shanley,  44,  who 
works  from  her  home  in  nearby  \ 
mette,  are  the  only  analysts. 

Levenson's  reports  are  short  (alv 
one  page),  blunt  and  sarcastic.  "Via 
Impaired,"  she  entitled  one  rec 
screed  criticizing  eye  care  prod^ 
maker  Bausch  &  Lomb.  Her  instil 
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retty  good.  Five  of  ten  issues  that 
ison  highlighted  in  a  February  re- 
have  either  been  downgraded  or 
led  significantly  in  price. 
Dllowers  who  listened  to  her  Rite 
all  in  1998  saved  a  lot  of  money, 
ison  told  clients  to  avoid  the  drug- 
chain's  bonds  soon  after  its  $1.5 
n  cash  purchase  of  pharmacy  ben- 
lanager  PCS  from  Eli  Lilly.  Stan- 
ce Poor's  and  Moody's  affirmed 
Aid's  investment-grade  ratings 
/BBB+)  within  hours  of  the  acqui- 
1  announcement.  The  company 
ied  to  finance  the  deal  with  com- 
ial  paper  and  promised  to  pay  it 
iickly  with  the  proceeds  from  an 
y  offering.  Levenson  pointed  out 
skiness  of  relying  on  a  stock  deal, 
er  fears  proved  well-founded.  Rite 
nissed  earnings  estimates,  which 
s  stock  price  in  half  and  scuttled 
quity  offering.  Instead,  the  chain 
orced  to  tap  bank  lines  to  pay  off 
ommercial  paper.  When  an  ac- 
ting scandal  erupted,  it  couldn't 
ince  the  bank  lines.  The  Rite  Aid 
2005,  which  the  company  sold  at 
month  after  Levinson's  warning, 
dw  down  to  45  cents  on  the  dollar, 
there  room  for  a  Cassandra  in  an 
)mic  boom?  There  is.  Investment- 
[  corporates  have  returned  5% 
far  this  year.  But  that  obscures  an 
rcurrent  of  credit  problems, 
ds  of  corporates  to  Treasurys  are 
wider  than  during  the  1998  Asian 
,  according  to  Moody's.  Among 
tment-quality  nonfinance  compa- 

ised  to  Fall 


INVESTMENT-GRADE  BONDS  HAVE  RALLIED. 
BUT  THERE'S  A  CREDIT 


nies,  S&P  so  far  this  year  has  down- 
graded debt  totaling  $133  billion. 
That's  markedly  worse  than  for  all  of 
1999  when  $112  billion  was  down- 
graded, says  Diane  Vazza,  S&P's  fixed- 
income  chief.  Meanwhile  upgrades 
have  slowed:  $38  billion  so  far  this  year, 
compared  with  $85  billion  in  all  1999. 

Excessive  borrowing  to  fund  stock 
buybacks  and  acquisitions  is  to  blame, 
says  Levenson.  On  her  worry  list  are 
fixtures  of  the  investment-grade  market 
with  sagging  stock  prices  like  General 
Motors,  WorldCom  and  AT&T. 

Consider  that  companies  are  on 
track  to  buy  back  $240  billion  of  stock 
this  year,  up  from  $180  billion  two 
years  ago,  according  to  Credit 
Suisse  First  Boston.  Meanwhile  the  cash 
portion  of  acquisitions — which  usually 
replaces  hard  assets  with  soft  goodwill 
— is  expected  to  hit  $170  billion  this 
year,  versus  $90  billion  in  1998. 

What  credits  are  ripe  for  a  fall  in 
Levenson's  eyes  ?  Truckmaker  Navistar 
International;  it's  now  just  a  shade  bet- 
ter than  junk  at  Baa3/BBB-.  Demand  for 
heavy  trucks  is  slowing,  and  the  com- 
pany is  firing  workers.  Shares  have 
fallen  20%  in  the  past  year  and  the 
company  is  buying  back  stock.  Leven- 
son fears  shareholders  will  force  a 
breakup  of  the  company,  piling  much 
of  the  debt  on  one  part  of  Navistar, 


it  risk,  especially  buybacks  and  acquisitions,  is  taking  its  toll  on  some 
vardly  sturdy  credits.  Who's  most  vulnerable?  Old-style  companies  like 
nes  and  retailers.  And  European  phone  giants  expanding  into  wireless  and 
Net.  Below  is  Gimme  Credit's  preview  of  some  companies  particularly  at  risk. 

pany 

Credit  Rating 

Reason 

disco 

Baal/BBB* 

Increasingly  reliant  on  riskier  venture  capital  businesses 

sche  Telecom 

Aa2/AA- 

Spending  billions  on  acquistions  and  new  telecom  licenses 

enney 

Baa2/BBB 

Hurt  by  falling  same-store  sales  and  margins 

star  international 

Baa3/BBB- 

Under  pressure  from  shareholders  to  boost  stock 

idian  Financial 

Bal/BB* 

Fast  growth  may  lead  to  credit  quality  problems 

:d  Airlines 

Baal/BB* 

Pending  US  Airways  acquisition  and  lower  earnings 

which  would  have  even  less  financial 
strength  to  handle  it. 

Levenson  predicts  a  downgrade  of 
three  notches  for  Deutsche  Telekom, 
from  Aa2/AA-  to  A2/A.  The  German  tele- 
com giant  raised  a  monster  $14.5  billion 
in  the  bond  market  in  June  to  fund  its 
expansion.  It  agreed  to  acquire  Voice- 
Stream  Wireless  for  $56  billion  ($18  bil- 
lion in  cash  and  debt)  in  July  and  is 
spending  billions  more  (mostly  cash  ini- 
tially) for  European  mobile  phone  li- 
censes. All  that  should  add  $20  billion  of 
debt  to  its  balance  sheet,  says  Levenson. 

Sidekick  Shanley  is  also  skeptical  of 
fast-growing  credit  card  company  Pro- 
vidian Financial,  which  caters  to  bor- 
rowers with  bad  credit.  Its  rating 
(Bal/BB+)  puts  it  in  junk  territory,  al- 
though a  doubling  of  its  stock  price  since 
March  has  kept  bond  prices  to  a  small 
discount.  The  6.7s  of  2003  trade  at  96. 
Growth  is  impressive,  but  there  are  ques- 
tions about  its  ability  to  handle  this 
growth.  Regulators  recently  forced  it  to 
reimburse  customers  $300  million  for 
misleading  them  on  rates  and  fees. 

Levenson  is  a  former  English  gradu- 
ate student  who  went  to  business 
school  at  night  to  escape  a  dead-end 
job  in  technical  writing.  After  earning 
an  M.B.A.  from  the  University  of 
Chicago  she  spent  ten  years  at  Harris 
Trust  8c  Savings  Bank.  In  1994  New 
York  entrepreneur  Arthur  Rosenzweig 
sought  her  opinion  on  a  bond  research 
product  he  was  backing.  Levenson 
ripped  it  to  shreds.  Impressed,  Rosen- 
zweig convinced  her  to  set  up  Gimme 
Credit  and  helped  get  it  going. 

Does  she  ever  say  anything  nice 
about  a  borrower?  Occasionally.  One 
positive  pick  is  Occidental  Petroleum, 
which  recently  paid  off  $1.3  billion  in 
acquisition  debt  with  asset  sales.  "I 
don't  want  these  companies  to  have 
15%  earnings  growth,"  she  says.  "I'm 
happy  with  stability."  F 
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Nothing  Ventured 

Business  development  companies  promise  small  investors 
they  can  get  in  on  venture  capital  returns.  How  democratic. 
What  a  shame  most  come  nowhere  near  that  shining  goal. 


BY  BRENDAN  COFFEY 

THE  DEBUT  OF  DRAPER  FISHER 
Jurvetson's  MeVC  fund  on  the 
New  York  Stock  Exchange  on  June 
26  came  with  the  usual  promotional 
hoopla.  The  company  breathlessly  her- 
alded its  new  investment  vehicle  as  a 
"truly  revolutionary"  way  for  individ- 
ual investors  to  access  the  high-octane 
world  of  venture  capital.  How  much 
more  democratic  than  the  usual 
method  of  venture  investing,  where  you 
need  a  minimum  $1  million  net  worth 
for  the  privilege  of  buying  into  a  lim- 
ited partnership  run  by  a  hotshot  Sand 
Hill  Road  bunch  like  Kleiner  Perkins 
Caufield  &  Byers. 

Well,  there's  not  much  that's  revolu- 
tionary about  MeVC.  It's  a  type  of  secu- 
rity that  has  been  around  since  Con- 
gress created  a  new  class  of  closed-end 
hinds  in  1980  that  allows  individuals  to 
tap  into  private-equity  deals.  This 
species,  called  a  business  development 
company,  is  required  to  invest  70%  of 
its  assets  in  private  U.S. -based  compa- 
nies. Its  shares  trade  as  stock. 

You  can  see  why  MeVC's  sponsors 

Stunted  Development 


want  to  get  in  on  the  world  of  venture 
capital.  The  promise  is  dazzling:  Early 
stakes  in  a  fledgling  that  has  invented 
the  next  tech  marvel  can  bring  healthy 
returns  when  it  goes  public.  Over  the 
past  three  years  the  average  venture 
limited  partnership  has  returned  54% 


Although  business  development  corporations  offer  investors  easy  access  to 
venture  capital,  they  don't  get  the  performance  an  elite  venture  partnership 
delivers.  Below  are  four  of  the  best-performing  BDCs.  with  newcomer  MeVC 
All  but  one  lag  the  average  venture  limited  partnership's  showing. 


PRICE 

3-year 
annualized 

Fund 

recent 

YTD 

change 

Premium/ 
discount(-) 

total 
return 

Yield 

Allied  Capital 

$20.06 

9.5% 

10.4% 

19.6% 

8.4% 

Karris  &  Harris  Group 

7.50 

-34.8 

5.1 

61.2 

none 

G  draper  Fisher  Jurvetson  Fund  1 

14.56 

-24.4 

19.0 

-62.81 

none 

MetHaliioa  Fhatjcial 

15.69 

-12.5 

11.0 

-1.6 

9.0 

Renaissance  Capita;  Grow      bc  III  Fund 

13.56 

48.5 

18.7 

42.5 

22.6 

Prices  as  of  Sept.  1.  2CGC  i                G  public  offering. 

Sources:  Bloomberg  (  rare .                    tractive  Data  Corp  via  FactSet  Research  Systems. 

annualized,  blowing  away  the  S&P 
In  this  year's  first  quarter  (the  la 
with  figures  available),  the  partnersl 
averaged  a  17%  return  unannuali 
The  second  quarter  presumably  w» 
look  so  good. 

MeVC  is  far  from  alone  in  its  ej 
tarian  impulse.  At  least  two  more  B 
are  slated  to  go  public  this  fall:  Utek 
Oxbow.  "Basically,  it's  mom  and 
become  venture  capitalists,"  says  Sta 
Boehm,  a  Washington  securities  lav 
who  advises  a  group  of  BDCs. 

But  how  good  are  BDCs  at  delive 
venture  magic?  Not  very.  We  culled 
four  of  the  best  as  well  as  MeVC 
table).  Only  one  beat  the  average 
ited  partnership.  And  Harris  &  Ha 
accomplished  that,  with  a  61%  avel 
annual  return  over  three  years  thra 
August,  largely  from  one  big  hit.  Hi 
&  Harris  stock,  which  bumped  alon 
higher  than  $8  for  years,  in  late  \ 
began  a  three-month  rally  to  $33 
The  reason:  its  stake  in  SciQuest.ca 
business-to-business  site  that  enjoyf 
spectacular  public  offering.  Then  gra 
reasserted  itself.  SciQuest.com  sh 
have  slid  and  Harris  &  Harris  has  n 
a  round-trip  to  $8. 

Renaissance  Capital  Growth  8| 
come  Fund  III  logged  a  commenc 
42.5%  average  return  for  three  y 
through  August.  It  has  been  in  on  ] 
lie  offerings  with  staying  power: } 
Pacific  and  Cereus  Technology  I 
ners.  It  also  owns  a  batch  of  convet 
bonds  that  have  done  very  well  of. 

Like  other  investment  compai 
BDCs  are  compelled,  as  the  price  fo 
being  taxed  themselves,  to  distri 
most  of  their  capital  gains  and  ne 
erating  income  to  shareholders, 
since  they  can  direct  30%  of  their  z 
.  into  whatever  they  please,  BDCs  a 
nagle  higher  income  through  in 
ments  in  anything  from  Trea 
bonds  to  Microsoft  stock.  Most ! 
aim  for  capital  gains,  not  fat  inc 
dividends,  but  there  are  exception 
lied  Capital  has  a  portfolio  of  loa 
telecom,  outsourcing  and  consi 
products  companies,  and  yields  f. 
Medallion  Financial,  which  I 
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money  to  cabbies  bimng  S200,000  taxi 
medallions  in  New  York,  y  ields  9%. 

The  fact  remains  that  BDCs  have 
seldom  been  world-beaters  in  total  re- 
turn. Just  surviving  is  a  challenge.  Of 
the  58  BDCs  organized  since  1980,  40 
are  no  longer  around  or  actively 
traded.  Another  10  are  microscopic, 
with  only  a  few  million  dollars  or  less 
in  assets.  One  reason  is  that  they  have 
trouble  hiring  the  sharpest  venture 
capitalists.  They  are  legally  forbidden 
to  give  their  officers  equity  in  compa- 
nies the  funds  get  into.  Kleiner  Perkins 
doesn't  have  that  problem  with  its  pri- 
vate venture  capital  pools. 

Here's  one  more  reason  to  be  skep- 
tical about  BDCs.  They  tend  to  sell  at  a 
premium  to  net  asset  value.  MeYC,  even 
though  its  stock  has  slumped  24°  o  since 
the  summer  offering,  still  trades  at  a 
19%  premium.  There  is  always  the  risk 
that  after  a  spell  of  poor  portfolio  per- 
formance— almost  an  inevitability — 
the  stocks  will  shrink  to  a  discount.  F 


Mr.  Patience 

Pete  Musser's  Safeguard  Scientifics  knows  what  it 
takes  to  incubate  a  bevy  of  promising  tech  companies 


Incubator  companies  turned  into 
Isomething  of  a  fad  with  the  explosive 
success  of  CMGl.  the  Internet  financier 
in  Boston  whose  stock  was  up  920% 
last  year.  But  the  concept  is  an  old 
one.  Look  no  further  than  technology 
greenhouse  Safeguard  Scientifics,  run 
out  of  Wayne.  Pa.  by  the  investment 
veteran  Warren  V.  (Pete)  Musser.  73. 

As  do  venture  partnerships  and 
business  development  companies,  in- 
cubators like  Safeguard  take  stakes  in 
small  private  companies  and  nurture 
them  to  the  public  markets.  And 
Musser  knows  how  to  spot  the  good 
ones.  His  firm  was  listed  on  the  New 
York  Stock  Exchange  in  1971  and  has 
since  delivered  huge  returns  even  in 
view  of  Nasdaq's  spring  rout,  which 


took  Safeguard's  stock  down  70%. 

Musser  nurtured  Novell,  the  n 
work  software  company,  to  succes 
the  1980s.  In  1995  he  backed  Inter 
Capital  Group,  still  the  biggest  na 
in  business-to-business  e-commei 
Now  he  is  preaching  a  new  gospel: 
ternet  infrastructure,  which  suppc 
providers  of  telecom  software  « 
services,  back-end  transaction  si 
ware  or  consulting  services  that  r 
companies  get  online.  "You  can't 
business  without  infrastructure,"  s 
Musser. 

He  has  the  capital  to  build  a  lo 
infrastructure.  Having  raised  $6 
million  since  January  with  stock 
sues  sold  to  Textron.  IBM.  Comi 
Computer  and  the  general  public 


We're  in  your  comer, 
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ing  on  a  $3.4  billion  mar- 
apitalization  now. 
Ithough  the  coilapse  in 
net  stocks  has  driven 
iwn  share  price  down, 
;er  predicts  a  modest  re- 
of  the  Internet  boom, 
a  focus  on  profits:  "I 
;  it  will  come  back,  but 
1  the  same  way,"  he  says, 
ler  words,  gone  are  the 
of  investing  in  unproven 
less  plans. 

his  venture  capital  firm 
s  into  being  in  a  round- 
t  way.  In  1953  Musser 
d  $300,000  through 
ds,  relatives  and  early 
vers,  and  put  half  that 
a  cable  company  in  Tu- 
Miss.  that  later  became 
of  Comcast,  and  the 
r  half  into  a  check- 
ig  firm,  Safeguard  Busi- 
Systems.  His  first  big 


splash  came  in  the  1980s 
with  Novell.  Although  his 
board  of  directors  told  him 
to  shut  down  the  failing 
company  in  1983,  Musser 
suggested  exiting  the  hard- 
ware business  to  focus 
on  networking  software. 
Musser  took  Novell  public  in 
1985.  He  gradually  sold 
Safeguard's  60%  stake,  net- 
ting $200  million  for 
his  skeptical  board. 

The  money  went  toward 
new  investments,  including 
a  string  of  successes.  Co- 
herent Communications 
went  public  in  1994  at 
a  split-adjusted  price  of 
$2.50  a  share;  in  1998 
Tellabs  bought  the  company 
for  $54  a  share.  Diamond 
Technology  Partners,  which 
sold  for  the  split-adjusted 
price  of  $3.67  a  share  in  its 


office. 
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1997  offering,  trades  at  $70  today. 
Other  recent  hits  include  Sanchez  Com- 
puter Associates,  ChromaVision  Medical 
Systems,  US  Interactive,  Pac-West  Tele- 
com and  Emerge  Interactive.  Not  to 
mention  Musser's  ace,  ICG.  Safeguard  is 
ICG's  largest  shareholder,  with  a 
14%  stake. 

Safeguard  gets  fed  well  by  its  prog- 
eny. It  reported  revenues  of  $3  billion 
last  year,  a  figure  to  which  several  of  its 
majority-owned  subsidiaries— including 
CompuCom  Systems,  the  e-business 
outsourcer  and  consulting  firm,  and  Tan- 
gram  Enterprise  Solutions,  the  informa- 
tion technology  software  maker— made 
large  contributions. 

Safeguard's  sweep  lets  investors  play 
the  Internet  market  with  one  stock  hold- 
ing. The  firm  has  interests  in  300  com- 
panies, either  majority-owned  or  through 
stakes  in  six  other  incubators  and  seven 
private  equity  funds. 

Safeguard's  modus  operandi  is  to 
take  the  incubated  companies  public 

SAFEGUARD,  THE  ORIGINAL 
INCUBATOR,  LATELY  HAS 
BEEN  NURTURING  A  NEW 
GENERATION  OF  TYROS. 

sooner  or  later  to  create  a  market  valua- 
tion for  them,  while  issuing  to  Safeguard 
shareholders  rights  to  buy  in  at  the  offer- 
ing price. 

They've  done  so  18  times  in  the  past 
seven  years.  In  this  manner  shareholders 
are  rewarded  handsomely,  even  counting 
lemon  public  offerings  like  April's 
0pus360,  which  went  public  at  $10  a 
share  and  now  trades  at  less  than  $4.  A 
$10,000  investment  in  Safeguard  shares 
in  January  1993,  plus  $36,500  to  buy  all 
the  new  shares  to  which  you  were  enti- 
tled, would  be  worth  $438,569  today, 
according  to  J. P.  Morgan  analyst  Andrew 
Wilcox. 

Musser  isn't  fazed  by  the  chilling-out 
of  the  new-issues  market,  despite  having 
dozens  of  startups  waiting  in  preoffering 
purgatory.  "We  will  nurture  them  a  little 
longer,"  he  shrugs. 

—Chana  R.  Schoenberger 


CREATIVE  GIVING 


The  Charitable  Loa 

If  your  broker  suddenly  seems  hot  on  charitable  gift  funds, 
you  might  want  to  ask  how  much  of  your  gift  will  go  to  him  | 


BY  ASHLEA  EBELING 

THE  AD  IN  A  MAGA- 
zine  for  brokers 
gets  right  to  the 
point:  "Generosity  has 
never  been  so  prof- 
itable. With  the  Ameri- 
can Gift  Fund,  not  only 
do  your  clients  do 
good,  they  realize  tax 
savings  by  their  charita- 
ble giving.  And  while 
they're  doing  good; 
you,  their  advisor,  will 
do  very  well."  In  bright 
red  type  the  ad  says  just 
how  well:  The  broker 
gets  1%  of  a  client's 
charitable  contribution 
immediately  and  an  ongoing  0.75%  of 
everything  in  a  client's  charitable  kitty 
each  year. 

You  know  all  about  load  versus  no- 
load  mutual  funds,  and  how  loads  can 
eat  into  your  returns.  Now  it's  time  for 
a  new  lesson:  load  versus  no-load  char- 
itable gift  funds. 

Charitable  gift  funds,  also  known  as 
donor-advised  funds,  started  out  with  a 
little  less  crass  commercialism.  You 
make  an  irrevocable  gift  of  cash  or 
stock  to  one  of  these  funds,  and  you  get 
an  immediate  tax  deduction  for  the  full 
value  of  your  gift.  As  with  most  charita- 
ble donations,  if  you  give  appreciated 
stock  you  get  to  deduct  the  full  market 
value  of  your  shares  but  don't  pay  tax 
on  any  long-term  gains. 

The  gift  fund  then  invests  the 
money  and  lets  you  dribble  it  out  over 
time  to  your  favorite  charities.  Techni- 
cally you  can  only  advise  the  fund  on 
where  your  charitable  grants  should 
go.  But  as  a  practical  matter,  a  fund  will 
follow  your  advice  as  long  as  you're  not 
trying  to  do  something  illegal,  like 


using  the  funds  to  pay  your  kid'sil 
lege  tuition.  You  can  even  get  lei 
head  and  a  name  for  your  fundi 
makes  it  look  like  you've  got  your  I 
private  foundation. 

Community  foundations  hav-1 
fered  donor-advised  funds  for  dec;  I 
But  the  funds  have  gotten  more  pi  I 
lar  since  Fidelity  Investments  got  I 
the  act  in  1992.  The  Fidelity  Cha 
ble  Gift  Fund,  marketed  direct) 
donors,  now  has  22,000  contribi 
and  $2.4  billion  in  assets.  It  atti 
more  contributions  annually  thar 
charities  but  the  Salvation  Army 
the  YMCA.  The  fund  is  a  not-for-pi 
the  payoff  to  Fidelity  is  that  the  mi 
is  all  invested  in  Fidelity  mutual  fu 
which  charge  their  usual  fees. 

Fidelity's  success  has  spawned  c 
cats;  there  are  now  at  least  eight  cha 
ble  gift  funds  linked  to  for-profit  ] 
cial  service  firms.  In  the  1; 
competitive  development,  a  fe\ 
eluding  Fidelity,  have  started  marki 
their  gift  funds  through  commiss 
based  brokers. 
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merican  Guaranty  &  Trust  Co., 
jee  of  the  American  Gift  Fund,  was 
rst  to  do  this.  "Commission  struc- 
I  are  frowned  upon  in  the  not-for- 
:t  world,  but  so  what?"  says  Jeffrey 
?rbach,  who  was  chief  executive  of 
!rican  Guaranty  when  it  set  up  its 
nission-paying  fund. 
Jow  Lauterbach  is  head  of  Capital 
t  Co.  of  Delaware,  trustee  for  the 
n  Vance-affiliated  U.S.  Charitable 
Trust.  The  Eaton  Vance  fund 
led  for  business  in  April.  Annual 
nses:  1%  for  administration,  1.2% 
fundraising  and  servicing,"  0.65% 
westment  management  and  0.1% 
ither  costs.  The  grand  total  is 
;hy  of  a  rapacious  3%. 
jst  what  does  that  fundrais- 
bnd  servicing  fee  pay  for? 
tly,  the  broker's  cut  of  1%  a 
,  Although  such  fees  aren't 
;ual  in  the  mutual  fund  world 
form  of  1 2b- 1  marketing  ex- 
ies — they  raise  ethical  questions 
n  the  money  is  supposed  to  be 
g  to  charity.  What's  more,  gift 
s  aren't  subject  to  the  usual  rules 
le  disclosure  of  mutual  fund  costs. 

ve  and  Take  


to  discover:  A  withdrawal  fee  of  1%  on 
any  grants  you  make  in  the  first  year 
beyond  20%  of  your  initial  contribu- 
tion. In  other  words,  if  you  belatedly 
wake  up  to  the  3%  vigorish  and  try  to 
rush  the  money  into  the  hands  of  a 
worthy  charity,  you'll  get  nicked  on  the 
way  out. 

The  National  Committee  on 
Planned  Giving  has  a  code  of  ethics 
that  forbids  finder's  fees  and  commis- 
sions for  fundraising.  The  code  also  re- 
quires full  disclosure  of  the  role  and 
compensation  of  all  parties  involved  in 
the  gift  planning  process. 

Eaton  Vance's  response:  The  fees  it 


and  then  an  Eaton  Vance  representative 
pitches  the  new  gift  fund  along  with 
other  Eaton  Vance  products.  So  far  the 
fund  has  100  or  so  donors  and  $10  mil- 
lion in  assets. 

Fidelity  is  responding.  It  has  started 
an  offshoot  of  its  gift  fund,  the  Advisor 
Charitable  Gift  Fund,  which  pays  bro- 
kers an  annual  fee,  too — albeit  a  mod- 
est 0.25%  of  assets. 

Shop  around.  As  the  table  below 
shows,  the  Vanguard  fund  charges  just 
0.65%  to  0.75%  of  assets  a  year.  It  pays 
nothing  to  middlemen. 

Another  low-cost  option:  Set  up  a 
donor-advised  fund  with  your  alma 


"COMMISSION  STRUCTURES  ARE  FROWNED  UPON 
IN  THE  NOT-FOR-PROFIT  WORLD  BUT  SO  WHAT?" 


in 


pays  brokers  aren't  for  bringing  in  do- 
nations but  for  servicing  a  client's  char- 
itable account — for  example,  helping  se- 
lect qualified  charities  and  fill  in  forms 
to  make  grants.  Lauterbach,  for  his  part, 
is  unapologetic.  "I  have  a  problem  with 
all  this  'We're  purer  than  thou,' "  he  says. 


mater  or  main  charity.  A  growing  num- 
ber of  not-for-profits  offer  this  service. 
Example:  For  0.5%  of  assets  annually, 
Cornell  University  will  administer  your 
fund  (writing  checks  to  other  charities) 
and  will  invest  it  in  the  Cornell  Endow- 
ment— provided  you  give  half  the 


i  charitable  gift  funds  marketed  through  brokers  charge  fees  that  add  up  to  as  much  as  3%  of  assets  a  year.  If  you  want  more 
rour  contribution  to  get  to  your  favorite  charity,  then  cut  out  the  broker  and  his  commission  of  0.25%  to  1%  a  year. 


MINIMUM 


contribution 
to  open 


grant 
amount 


 ANNUAL  FEES  AS  %  OF  ASSETS 

investment 

administrative1     management  broker's 


totai 


rican  Gift  Fund 


$5,000 


$1,0002 


1.00% 


0.50to0.75%3  0.75tol.0%4 


2.5% 


lit/  Advisor  Charitable  Gift  Fund 


10,000 


250 


1.00 


0.40  to  0.94 


0.25 


1.65  to  2.19 


lity  Charitable  Gift  Fund 


10,000 


250 


1.00 


0.45  to  0.66 


none 


1.45  to  1.66 


wab  Fund  for  Charitable  Giving 


10,000 


500 


0.75 


0.32  to  0.38 


none 


1.07  to  1.13 


Charitable  Gift  Trust  (Eaton  Vance) 


10,000 


250 


1.00 


0.65 


1.0 


2.95s 


guard  Charitable  Endowment  Program 


25,000 


500 


0.45 


0.20  to  0.30 


none 


0.65  to  0.75 


iccount  balances  up  to  $500,000.  2$500  for  recurring  gift,  investment  management  fee  is  0.5%  the  first  year  and  0.75%  thereafter.  "Broker's  fee  is  1.0%  the  first  year  and 
%  thereafter,  includes  an  additional  0.2%  fundraising  and  servicing  fee  and  0.1%  for  other  costs.  Source:  Gift  funds. 


ad,  you'll  have  to  slog  through  the 
keting  materials  to  ferret  out  the 
»  and  the  fact  that  most  of  the 
Iraising  and  servicing  fee  goes  to 
•roker. 

Nobody  knows  to  ask,  'What  are 
)roker's  fees?'  when  making  a  gift 
larity,"  says  J.J.  MacNab,  a  Mary- 
fee-based  financial  planner, 
lere's  something  else  you'll  have  to 
through  Eaton  Vance's  fine  print 


He  describes  brokers  offering  multiple 
products  as  fulfilling  "a  higher  calling" 
than  fundraisers  who  "have  one  product 
to  sell" — a  specific  charity. 

Eaton  Vance,  it's  true,  sells  lots  of 
products.  It  has  enlisted  a  financial 
trainer,  Ted  R.  Ridlehuber,  whose 
undiscounted  day  rate  is  $9,000,  to 
stage  seminars  for  brokers  in  150  cities. 
The  brokers  listen  to  Ridlehuber 's  lec- 
tures on  wealth  management  strategies, 


money  to  the  school.  Minimum: 
$25,000  to  start,  $1,000  for  incremental 
contributions. 

The  community  foundations  don't 
pay  commissions,  but  some  do  have  a 
little  tit  for  tat  going  with  brokers  or  fi- 
nancial advisers  who  bring  in  big  gifts. 
If  they  steer  a  client's  $1  million  dona- 
tion to  the  foundation,  the  foundation 
gives  them  $  1  million  to  manage.  That 
way,  they  haven't  lost  any  fees.  F 
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icon  Valley  North 


Toronto  Stock  Exchange  300  index  up  27%  year-to-date,  Canadian  technology 
stocks  are  finally  getting  the  attention  of  American  investors. 


BY  MEGAN  MULLIGAN 
■■ORGET  ABOUT  THE  HAP- 
wm  iess  Montreal  Expos,  the 
I    snow  and  the  cold.  Cana- 
dian technology  stocks  are 
hot.  Fidelity's  Canada  Fund 
shows  a  12-month  return  of 
70%,  compared  with  11%  for 
the  S&P  500.  Almost  a  quarter 
of  the  fund's  assets  are  allo- 
cated to  technology  stocks, 
such  as  BCE,  C-Mac  Industries, 
Onex  and  Nortel  Networks. 

Revenues  at  widely  held  Nortel  Net- 
works rose  33%  in  1999,  to  $23  billion. 
Nortel,  up  250%  over  the  past  12 
months,  is  priced  at  a  rich  107  times  es- 
timated year  2000  profits,  but  other,  less 
well  known  Canadian  technology  stocks 
are  more  affordable. 

The  table  lists  ten  Canadian  telecom- 
munications and  technology  companies 
trading  at  less  than  35  times  projected 
earnings  for  2001.  Market  capitalizations 
are  more  than  $180  million. 

Datamirror  makes  software  that  al- 
lows different  types  of  databases  to 
share  information.  At  47  times  esti- 
mated profits  for  this  year  Datamirror 
is  the  priciest  stock  in  the  table,  but  it  is 


a  relative  bargain  compared  with 
American  competitors  like  Quest  Soft- 
ware and  Informatica,  which  trade  at 
several  times  this  multiple. 

Cryptologic,  based  in  Toronto,  is  an- 
other rapidly  growing  technology  com- 
pany. Sales  increased  40%  to  $31  million 
in  1999;  revenues  hit  $32  million  in  the 
first  six  months  of  this  year.  Crypto- 
logic's  primary  product  is  software  for 
gambling  over  the  Internet.  The  com- 
pany trades  at  16  times  estimated  2000 
earnings.  You're  getting  a  bargain  be- 
cause investors  are  fearful  that  the  au- 
thorities will  crack  down  on  Internet 
gambling. 

Canadian  telecommunications 
stocks  are  also  cheap.  In  August  Telus,  a 


Oh,  Canada. 


Relative  to  their  counterparts  in  the  U.S.,  these  Canadian  technology  and 
telecommunications  companies  trade  at  bargain  multiples. 


Recent 

P/E 

1999  sale* 

Market  value 

Company/industry 

prise 

2000 

2001 

($■11) 

($nil) 

ATI  Technologies/computer  peripherals 

$9.44 

33 

20 

$1,231 

$1,945 

Clearnet  Communications/wireless  svcs 

45.25 

NM 

NM 

244 

2.634 

Cognicase/software 

15.69 

39 

20 

145 

397 

Creo  Products/electronics 

28.75 

25 

17 

183 

1,335 

Cryptologic/lnternet  software 

20.38 

16 

11 

31 

266 

DatamirrorVsoftware 

16.44 

47 

32 

29 

188 

Hummingbird/software 

34.88 

19 

16 

166 

636 

Manitoba  Telecom  SenricesVtelecom  svcs 

18.27 

17 

16 

722 

1,051 

Pr  imetech  Electrons1/ electronics 

19.58 

33 

21 

111 

301 

TelusVtelecom 

27.12 

16 

17 

3,953 

4,820 

f  rices  as  of  Sept.  7.  'Traded  on  the  Toronto  Stock  Exchange.  NM:  Not  meaningful.  Sources:  Bloomberg  Financial 
Markets;  IBES  Express;  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 


Toronto-based  phone  a 
pany,  announced  plan 
buy  Clearnet,  a  natio 
wireless  company,  for ! 
billion.  Telus  trades  at  i 
16  times  estimated  year 
profits.  In  taking  on  CI 
net,  Telus  is  taking  c 
mountain  of  debt,  caufi 
I  Nick  R.  Strube,  analy 
I  Canaccord  in  Toro 
Nevertheless,  the  Clearnet  purch 
combined  with  acquisitions  made 
Her  in  the  year,  will  make  Telus 
largest  wireless  provider  in  Canada 
reduce  its  reliance  on  its  less  desir 
long-distance  business. 

The  very  name  "Manitoba 
enough  to  put  anyone  to  sleep,  but  li 
to  this  one.  Manitoba  Telecom  Sen 
provides  local,  long-distance  and  v 
less  services  to  residents  of  its  name 
province;  its  cellular  network  co 
96%  of  Manitoba's  population, 
company  owns  two-thirds  of  Bell 
trigna,  which  provides  data  networ 
and  business  Internet  services  in  Alb 
and  British  Columbia.  Strube  pro 
that  Intrigna  revenues  will  accoun 
16%  of  Manitoba  Telecom's  tota 
2001  and  34%  in  2005.  Manitoba 
com  sells  at  20  times  trailing  earn 
and  17  times  its  year  2000  estimate. 

Brandon  Osten,  high-techno 
analyst  at  Sprott  Securities  in  Tore 
sees  a  pattern  as  formerly  obscure  C 
dian  tech  stocks  get  noticed.  Onc€ 
market  capitalizations  top  $500 
lion,  the  stock  accelerates. 

Example:  Janna  Systems,  a 
tomer- relationship  management-.* 
ware  firm  whose  clients  include  Leh 
Brothers,  Allstate,  J.P.  Morgan  and  1 
rill  Lynch.  After  dipping  in  the  M 
selloff  of  technology  stocks,  Jan 
shares  are  up  350%,  and  now  sell  foi 
times  year  2000  estimated  profits. 
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Lincoln  Financial  Grou 
preserve  the  work  of  < 


T WALKER 


A  Case  of  the  Benz 

YOU  THINK  FORD  SHAREHOLDERS  HAVE  IT  BAD?  CHECK  OUT  DAIMLER- 
Chrysler's  stock.  Ford,  struggling  with  Firestone  tire  blowouts,  is  down  23%  from 
its  2000  high.  But  DaimlerChrysler  (NYSE:  DCX),  now  at  $50  per  share,  is  off  36% 
from  its  January  peak.  The  two-year-old  merger  of  Daimler-Benz  and  Chrysler, 
which  trades  at  a  mere  ten  times  trailing  earnings,  has  suffered  from  a  slowdown 
in  U.S.  truck  sales  and  American  executive  exoduses.  The  expensive  ($1.9  billion) 
investment  in  Japan's  troubled  Mitsubishi  Motors  hasn't  helped  the  stock. 

To  Goldman  Sachs  analyst  Keith  Hayes,  though,  the  German-American  car- 
maker is  oversold.  He  thinks  its  earnings  won't  be  dazzling  for  a  while.  But  he  says 
DaimlerChrysler's  fundamentals  are  robust  enough  to  power  it  back  into  Wall 
Street's  favor. 

DaimlerChrysler  has  a  strong  balance  sheet  and  in  2000's  first  half  boosted 
earnings  per  share  by  10%,  after  one-time  items,  to  $3.27.  Improving  sales  in  its 
robust  overseas  markets  should  increasingly  offset  any  U.S.  weaknesses.  The  com- 
pany has  shed  aerospace  and  other  noncore  divisions  to  focus  on  passenger  autos. 

DaimlerChrysler  holders  are  being  paid  to  wait  for  a  rebound.  The  5.1%  an- 
nual-dividend yield  is  better  than  Ford's  and  General  Motors'. 

— Jack  Egan 


Men  at  Work 

WHO  SAYS  TEMPS  AREN'T  NEEDED  IN  A 
booming  economy? 

Manpower  has  done  quite  well 
providing  everything  from  clerical  to 
infotech  help  for  growing  businesses. 
And  its  ripest  markets  are  in  Europe, 
whose  economic  expansion  is  younger 
than  the  U.S.'  What's  more,  many  Eu- 


ropean nations  are  loosening  the  reg- 
ulations that  have  hampered  tempo- 
rary employment. 

Meg  M.  Saegebarth,  a  Goldman 
Sachs  analyst,  says  Manpower  (NYSE: 
MAN)  should  keep  on  benefiting  from 
these  trends.  The  company  now  gets 
two-thirds  of  its  sales  from  Europe. 
Earnings  were  up  22%  in  this  year's 
first  half;  she  projects  annual  growth 


above  15%  through  2003. 

At  a  recent  $3 1 ,  Manpower  is  st 
buy  at  14  times  trailing  earnings. 

— Josephine' 

Tooth  Decay 

PERSONAL-CARE  STOCKS  ARE  SI 
posed  to  be  great  refuges  in  econo 
downturns.  So  conservative  invest 
love  Colgate-Palmolive.  Helping 
popularity:  cost-cutting  and  a  batcl 
new  products  like  toothpaste  for 
sitive  teeth.  In  2000's  first  half  net 
come  at  Colgate  (NYSE:  CL)  jum; 
15%  to  $502  million. 

But  Steven  Leuthold,  head  of  V 
den  &  Co.'s  research  arm,  the  LeutH 
Group,  suggests  looking  again.  Sales  v 
up  an  uninspiring  3%  for  the  perioc 

At  $54  the  stock  goes  for  35  til 
trailing  earnings,  a  50%  premium  i 
norm  since  1995.  And  it's  more  exp 
sive  than  rivals  Clorox  (P/E:  23) 
Procter  &  Gamble  (27).  Leutho 
Grizzly  Short  Fund  is  short  the  st< 
You  should  be,  too. 

— Michael  Freed* 

Chemical 
Reaction 

HIGHER  OIL  PRICES  AREN'T  A  CHE 
cal  company's  friend.  When  DuF 
announced  in  early  September 
higher  feedstock  costs  would  pare  e; 
ings  for  the  year  by  as  much  as  5%,'' 
Street  punished  its  shares. 

Frank  Mitsch,  senior  analyst  \ 
Chase  H&Q,  argues  that  the  10%  se 
on  DuPont  (NYSE:  DD)  went  too 
and  that  at  a  P/E  of  14  it  is  a  great 
•An  added  comfort  is  that  DuPont 
nounced  in  July  plans  to  buy  back 
of  its  stock. 

Revenue  growth  has  moved 
smartly:  16%  in  this  year's  first  hal 
$15.5  billion.  The  world's  largest  cht 
cal  company  shows  no  sign  of  lettin 
lead  slip.  And  DuPont  is  moving  bey 
the  cyclical  chemicals  business,  wit 
well-timed  acquisition  of  life  scie 
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>any  Pioneer  Hi-Bred.  An  alliance 
drug  goliath  Merck  also  is  fruitful: 
of  Cozaar,  a  new  treatment  for 
blood  pressure,  should  juice 
>nt's  2001  earnings. 

— Christopher  Helman 


tiraveled 


REL  SHARES  HAVE  SUFFERED 
I  Fears  of  a  softer  economy  pro- 
visions of  untouched  store  cloth- 
icks.  Jones  Apparel  Group,  for  in- 


laker  Nine  West  was  a  good  fit. 

has  been  on  a  roller-coaster  ride 
le  past  12  months,  with  shares 
1 15%  since  April  to  $28. 
t  a  trailing  multiple  of  13,  says 
rt  S.  Drbul,  a  Lehman  Brothers 
st,  Jones  (NYSE:  JNY)  is  an  ideal 

play.  It  has  done  a  great  job  ex- 
ing  both  sales  (up  83%  to  $2  bil- 
in  this  year's  first  half,  mostly 
an  acquisition)  and  earnings  (up 
to  $126  million), 
^any  of  Jones'  lines  appeal  to  the 
-24-year-old  set.  And  its  1999  pur- 

of  apparel-and-shoemaker  Nine 
Group  has  also  been  a  hit.  That 
;xcellent  inventory  control  have 
ed  its  gross  margin  by  2.6  points 
Vo  in  the  second  quarter.  — M.F. 

I To  check  on  Streetwalker's  performance 
and  discuss  stocks,  visit  our  Web  site  at: 
www.forbes.com/streetwalker. 


'Jfie  7i/i  fAnnual 
SingCe  OVfaLl  &  Scotch  'Mfiis/q/  '£.,\irava£anz,a 


2Ln  'Eveniruj  rYou CI  9s[ever  forget 

Ladies  and  Gentlemen  are  Cordially  Invited  to  Attend  a  Gala  EveningFeaturing  the  Finest 
Single  Malt  and  Scotch  Whiskies,  and  Premium  Imported  Cigars  from  the 
Humidors  of 


Featuring 
Aberfeldy 
Aberlour 

•  10  Year  Old 

•  IS  Year  Old 

•  21  Year  Old 
Ardbeg 

•  1 7  Year  Old 

•  3-Wood 
Auchentoshan 
Bowmore 

•  17  Year  Old 

•  21  Year  Old 

•  Darkest 
Bunnahabhain 
Bushmills  Mall 

•  10  Year  Old 

•  16  Year  Old 
Caol  Ha 
Chivas  Regal 

•  12  Year  Old 

•  18  Year  Old 
Cutty  Sark 

Dalmore  Single  Highland  Malt 

•  12  Year  Old 

•  21  Year  Old 

•  30  Year  Old 
«  Cigar  Malt 
Dewars  White  Label 

•  12  Year  Old 
Glenallachie 
Glendronach 


Scotcjt  Malt  Musky 
Society  Members 

$65.00 


H.  Upmann  and  Cabanas 
Dinner  Buffet  Served 


Co-Hosted  By: 
FHIi  SCOTCH  MALT  WHlSKY  SOCIETY 
&  FORBES  FY  I  MAGAZINE 


HOTEL  BEL-AIR 
701  Stone  Canyon  Koad 
Los  Angeles,  CA 
Thursday,  October  12,  2000 

THE  NEW  YORK  SHERATON 
811  Seventh  Avenue 
New  Vork,  NY 
Thursday,  October  19,  2000 

J.W.  MARRIOTT  HOTEL 
1331  Pennsylvania  Avenue 

Washington,  DC 
Tuesday.  October  24,  2000 

THE  PYRAMID  CLUB 
1735  Market  Street 
Philadelphia,  PA 
Wednesday,  October  25,  2000 

THE  RITZ  CARLTON 
15  Arlington  Street 
Boston.  MA 
Thursday,  November  2,  2000 

CHICAGO  HILTON  <St  TOWERS 
720  S.  Michigan  Avenue 
Chicago,  IL 
Thursday,  November  9,  2000 

THE  B1LTMORF  HOTEL 
1  200  Anastasia  Avenue 
Coral  Cables,  FL 
Thursday,  November  16,  2000 

7:00-9:00  PM 
^Jacket  Preferred* 


Featuring 
Glen  Garioch 

•  1 5  Year  Old 
The  Glenlivet 

•  12  Year  Old 

•  18  Year  Old 

•  French  Oak  Archive 
Glenmorangie 

•  10  Year  Old 

•  1 5  Year  Old 
"  Fino 
Glengoyne 

•  10  Year  Old 

•  17  Year  Old 
Glen  Rothes 

•  1987  Vintage 
Glentauchers 
Highland  Park 

•  12  Year  Old 

•  18  Year  Old 
Knappogue  Castle 

•  1990/1991/1992 
Laphroaig 

-    10  Year  Old 

•  15  Year  Old 
Linkwood 
Macallan 

•  12  Year  Old 

•  15  Year  Old 

"    Gran  Reserva 

Scapa 

Tamdhu 


$75.00 


Reservations  are  limited.  Admission  by  advance  ticket  purchase  only  -  Telephone  Toll  Free  J -800-990-1991 
Special  rates  for  groups  of  S  or  more       *  ^Cancellations  accepted  up  to  24  hours  prior  to  event 
Visit  our  website  at:  tvtvw.smyvsa.com 
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Animals  need  trees. 


American  Forests'  Global  ReLeaf 
projects  restore  forests,  sheltering  and 
nourishing  wildlife,  from  bears  to  bald 
eagles,  salmon  to  salamanders. 

Every  dollar  plants  a  tree. 
Call  800-545-TREE  now. 

Plant  25  trees  for  $25  and  receive 
a  personalized  certificate  for  you 
or  your  gift  recipient.  Call  now 
or  plant  trees  online  at 
www.americanforests.org. 


American 
^Forests* 

PEOFll  CARING  t-OR  TRtEi 
AND  rORiSTS  S1NCI  1875 


GLOBAL 
)EiLEAF 


igly,  to  become  one  of  the  largest  e-busine 
companies  in  the  world,  you  don't 
have  to  deal  in  books  or  collectibles. 


For  over  30  years,  you've  known  Fannie  Mae  as  the  private  company  with  a  public  mission  to  expand 
dream  of  homeownership.  Despite  our  traditional  look,  we've  also  been  a  leader  in  develo 
innovative  technology  solutions  that  help  our  lender  partners  serve  more  borrow 
and  qualify  more  families.  So  it's  only  natural  that  we're  putting  this  expertisi 
work  by  making  our  technology  more  widely  available  on  the  Internet  to  r 
our  mortgage  industry  partners  offer  consumers  the  best  possible  low-< 
mortgage  experience. 

Last  year  alone,  we  conducted  about  S170  billion  in  business  through 
proprietary  e-business  network.  Now  we  are  moving  all  of  our  business  ser 
to  the  Internet,  enabling  us  to  do  S300  -  S400  billion  of  business  online  each 


&5  FannieMae 

www.fanniemae.com 


Which  explains  why  we're  more  than  just  the  world's  largest  source  of  mortg. 
funds.  We're  rapidly  becoming  one  of  the  world's  largest  e-businesses. 

Fanniemae.com.  It's  how  we  do  business.  Period. 
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reek  performance 

if  9/8/00 

j  AH  US  Index1 

-0.1% 

f  Barra  Growtti  Index2 

-3.0 

?  Barra  Value  Index3 

1.8 

i  Jones  industrials 

0.3 

'500 

-0.8 

V 

-2,4 

les  internet  Index 

-8.5 

ws  40  Index  (total  return) 

-3.1 

— Barra  All-US  Index  of  9,280  stocks 
— 200-day  moving  average 

Market  value:  $18.2  trillion 
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Sources:  Barra  Inc.;  Bloomberg  Financial  Markets. 
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"EST  RATES 


mates  on  this  and  the  next  page  are  from  a  biweekly  survey  of  economists  by 
Ige  Information  Systems  and  Forbes  magazine.  Data  for  period  ending  Sept.  8. 

ACTUAL  ,,  2000  ESTIMATE 


1999 

Latest 

Mean 

4-wk  chg 

rear  Treasury  yield  (%) 

6.48 

5.70 

5.79 

-2.2 

tatii  Treasury  yield  (%) 

5.33 

6.15 

6.32 

-1.4 

iral  funds  watch 

t  action:  May  16,  2000,  +50  basis  points.  Current  rate:  6.5%. 
t  Federal  Reserve  meeting:  Oct.  3,  2000. 


CIAL  STOCK  FOCUS 


i  the  S&P  500  up  only  2%  so  far  this 
I  dividends  are  more  important  than 
r've  been  in  years.  These  companies 
8  an  average  yield  of  4.5%— four  times 
S&P  500— and  a  payout  (indicated 
Jend  per  share  divided  by  latest  12- 
ith  earnings  per  share)  of  36%.  The 
age  annual  long-term  earnings  growth 
cast  for  the  group:  11%. 


IBES  International  equity  strategist 
Joseph  Kalinowski  says  that  in  August 
analysts  cut  year-2000  earnings  esti- 
mates for  consumer  durables  companies 
an  average  of  4.5%  but  raised  forecasts 
for  technology-sector  companies  0.7%. 


Edited  by  Shlomo  Z.  Reifman 


FORECASTING  GLOBAL  MARKETS 


EPS  change  Expected 
Estimated      versus  year-to-year 
Year         P/E      3  months  ago  EPS  growth 

S&P  500 

2000  26 

-0.5% 

19% 

2001  23 

-1.7 

13 

MSCI  World-ex  US4 

2000  26 

-0.3 

30 

2001  22 

0.0 

16 

IBES  estimate  increases/decreases 

Aug  00 

Aug  01 

S&P  500 

0.92 

1.00 

MSCI  World-ex  US4 

1.10 

1.17 

Rising  estimates 

Falling  estimates 

Chile 
Colombia 
Estonia 
Hong  Kong 
Norway 

Source.  IBES  International 

FORBES  INTERNET 

Argentina 

Egypt 
Philippines 
Romania 
Slovakia 

Inc. 

UNIVERSE 

5 

Index 

Recent 

4  wks ago 

Value 

109.7 

101.2 

Companies 

320 

324 

Valuations 

Stock  price/sales 

6 

8 

Market  value  (Soil) 

$681 

$621 

Sales/employees  (Sthou)  $187 

$153 

12-month  sales  growth 

207% 

221% 

2000  estimates 

Sales  total  (Soil) 

$48.8 

$48.8 

Stock  price/sales 

5 

5 

P/E 

115 

133 

Sources:  Forbes:  Market  Guide  and  IBES  International 
via  FactSet  Research  Systems. 


ipany 


Stock 
price 


Yield  P/E6 


ler  Industries 

$35.44 

4.0% 

10 

l 

25.19 

4.9 

8 

onnelly  &  Sons 

25.44 

3.6 

10 

dell  Chemical 

12.56 

7.2 

5 

Department  Stores 

22.69 

4.1 

8 

ngs  Industries 

31.13 

4.2 

7 

con  Communications 

44.31 

3.5 

11 

WHAT  THE  FUNDS  ARE  BUYING  AND  SELLING 


Buying 

Selling 

Price 

EPS7 

Price 

EPS7 

Compucredit 

$47.44 

$3.14 

Citizens  Communications  $16.44 

$0.28 

Comstock  Resources 

10.94 

0.99 

Crestline  Capital 

19.75 

2.25 

International  Game  Technology 

30.44 

1.94 

IBasis 

23.00 

-2.82 

Lamson  &  Sessions 

22.44 

1.93 

Milacron 

16.31 

2.34 

ll-Vl 

23.88 

0.65 

WMS  Industries 

16.56 

1.39 

it  12  months.     Sources:  IBES  International 
teractive  Data  Corp  via  FactSet  Research 
ns,  IBES  Express. 


'Year  2001  estimate.  Sources:  steinbergindicator.com:  Bloomberg  Financial  Markets:  IBES  Express. 

'The  Barra  All-US  price  index  consists  of  all  publicly  traded  U.S.  common  stocks  for  which  price  quotations  are  available 
and  ordinary  shares  of  foreign  stocks  traded  on  U.S.  markets.  ADRs,  REITs  and  closed-end  funds  are  excluded,  Total 
return  of  more  than  150  large-capitalization  stocks  that  have  predicted  above-average  earnings  growth.  Total  return  of 
more  than  300  large-capitalization  stocks  characterized  by  low  price-to-book  ratios,  high  yields  and  low  price-to-earnings 
ratios.  4A  dollar-denominated,  capitalization-weighted  index  of  foreign  stocks.  Source:  Morgan  Stanley  Capital  International. 
6Capitalization-weighted  index  of  all  U.S. -based,  publicly  traded  Internet  commerce  sites,  portals,  service  providers  and 
software  companies.  Base  value  12/31/98  ■  IOO.  Index  ratios  and  growth  rates  are  medians. 


nv.Forbes.com  for  updates  on  many  of  these  items,  quotes  on  over  9,000  securities  and  stock  and  mutual  fund 
|  Or  use  your  CA.T.  scanner  on  the  Cue  code  (right)  to  take  you  to  this  page. 
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r  ACTUAL 


:  saios1  (mil) 


Capacity  utilization  (%) 


New  housing  starts2  (thou) 


Retail'  'cs1  ($bil) 


Trade  hsiance4  (Sbil) 


Unemployment  rate5  (%) 


Gross  domestic  product  (%  chg) 


Inflation 


CPI  services  (unadjusted )  (%  chg) 
CPI  total  (unadjusted )  (%  chg) 


CRB-Bridge  spot  indexes 


Gold  per  troy  ounce  ($) 


Oil/bbl  W  Texas  Intermediate  ($) 


Currency 

German  marks  per  dollar 


Yen  per  dollar 


Dollars  per  euro 


1999 


Latest 


17.4 


17.9*  july 


81.1 


82.3  july 


1,667 


1,614*  p  july 


2,246 


2,358*  pjuly 


-268 


-326*  pjune 


4.1 


4.1  aug 


4.2 


5.36   p  20 


2.7 


3.5*  july 


2.6 


3.5*  july 


227.25  219.62 


288.50 


273.30 


25.60 


33.63 


1.94 


2.25 


102 


106 


1.01 


0.87 


2000  ESTIMATE 
Mean      4-wk  chg 


17.3 


81.5 


1,618 


2,491 


-366 


4.1 


5.0 


3.2 


3.2 


226.25 


285.17 


27.08 


2.12 


108 


0.95 


0.1% 


0.2 


0.7 


0.0 


2.8 


1.2 


0.4 


3.9 


1.9 


-0.2 


-0.1 


5.0 


0.5 


3.6 


-7.8 


More  evidence  that  the  U.S.  econo 
slowing:  Manufacturers'  inventories  in 
hit  $485  billion  (seasonally  adjuste 
4.3%  rise  over  a  year  ago.  Gary  Th 
chief  economist  at  AG  Edwards  &  Sons 
pects  factory  inventories  to  show  5% 
to-year  growth  for  each  of  the  remai 
months  of  the  year.  Result?  Thayer  exp 
growth  in  gross  domestic  product  of 
3%  in  the  second  half  of  2000  and  tl 
the  federal  funds  rate  will  be  cut  bi 
basis  points  in  the  first  quarter  of  200 

Closeup:  Manufacturers'  inventories 

Year-to-year  percent  change. 


Source:  U.S.  Census 
Bureau. 


Aug  Sept  Oct  Nov  Dec  Jan  Feb  Mar  Apr  May  Jun  Ju 
Forbes  Index:  Current:  325.4  2-wk  chg:  C 


StarMine  Inc.,  which  has  a  proprietary  system  for  adjusting 
earnings  estimates,  expects  a  rash  of  negative  surprises  in 
third-quarter  results  of  forest  products  and  airline  companies. 
Positive  surprises  are  expected  for  big  oil  companies.  Accord- 
ing to  StarMine,  Amerada  Hess'  third-quarter  per-share  profits 
are  expected  to  come  in  at  $2.38  a  share,  10%  higher  than  the 
consensus  estimate  of  $2.16  a  share.  Kerr-McGee's  StarMine 
forecast  is  12%  higher  than  the  consensus. 

Company 

Price 

IBES 

consensus 

StarMine  Expected 
Smart-  report 
Estimate  date 

Positive  Exoected  Surorises  or  Revisions 

Amerada  Hess 

$70.00 

$2.16 

$2.38 

10/23/00 

Kerr-McGee 

63.06 

1.94 

2.18 

10/25/00 

Mandalay  Resort  Group 

27.56 

0.49 

0.51 

11/20/00 

Noble  Affiliates 

40.19 

0.80 

0.88 

10/26/00 

RadioShack 

68.31 

0.37 

0.38 

10/23/00 

Texaco 

53.88 

1.18 

1.29 

10/25/00 

Negative  Exoected  Surorises  or  Revisions 

Acuson 

14.81 

0.11 

0.09 

10/23/00 

AirTran  Holdings 

4.00 

0.15 

0.13 

10/13/00 

Borg-Warner 

34.91 

1.05 

1.04 

10/20/00 

Flowers  Industries 

22.00 

0.18 

0.16 

11/06/00 

Temple-Inland 

41.81 

1.22 

1.12 

10/16/00 

UAL 

46.63 

1.35 

1.00 

10/20/00 

Data  as  of  Sept.  8. 

Sources.  StarMine  Corporation;  Bloomberg  Financial  Markets;  IBES  International  and 

'  Interactive  Data  Corp  via  FactSet  Research  Systems. 

MUTUAL  FUND  SPECIAL  FOCUS 


Recent  mergers  in  the  financial  services  industry  helped  sec 
funds  specializing  in  this  area  post  an  average  16%  total  retu 
far  this  year,  compared  with  a  loss  of  1.4%  for  all  of  1999. 


TOTAL  RETURN7 

As 

Fund 

3  years8 

YTD 

3  months 

(S 

Davis  Financial-A9 

16.4% 

27.1% 

14.0% 

$ 

Fidelity  Select  Brokerage1 0 

30.7 

40.4 

25.2 

Hancock  Financial  Industry-A11 

11.1 

27.2 

15.1 

Icon  Financial  Services 

13.6 

25.8 

15.3 

T  Rowe  Price  Financial  Services 

17.2 

28.5 

15.4 

Through  Sept.  7.  "Annualized.  94.75%  load.  ,03%  load. 

"5%  load. 

Sources:  Upper  Inc.;  Morningstar 

NOTEWORTHY  NEW  ISSUI 


Since  the  beginning  of  the  year  143  potential  new  issues  have 
postponed  or  canceled.  One  reason:  Half  of  this  year's  282  inh 
public  offerings  are  trading  below  their  first-day  closing  prices 

OFFERING 

Company/business 

Share  Size 
price  ($)  ($mil) 

AvantGo/wireless  communications  software 

$9-11  $55 

Inrange  Technologies/telecom  equip 

12-14  100 

OmniSky;  wireless  Internet  services 

10-12  100 

Proton  Energy  Systems/fuel  cell  equip 

10-12  77 

Simple  Technology/data  memory  products 

10-12  70 

l2Latest  12  months.  Source:  Renaisance  Capital:  www.ipo.com. 

*I2  months,  p:  preliminary,  r:  revised.  Autos,  light  and  heavy  trucks,  includes  imports. 
Ward  s  Automotive  Yearbook.  Total  single  and  multiple  family,  seasonally  unadjusted.  'E) 
auto  sales,  seasonally  adjusted.  "Total  goods  and  services,  seasonally  adjusted.  'Percent 
ian  labor  force.  Quarterly  change,  annualized.  Source:  Bridge  Information  Systems. 
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4j  |XXf""l  :  Turn key 


Services 


www  3CX  com 


World 


Interactive  TV 

Conference  &  Expo 
September  19-21 

Jacob  Javits  Center,  New  York 

www.etvworid.com 


/  iarstan.net  v  Industry  Leader  Series  0ctober2000 


jaming  Directly 
arget  Audience 

te  streamlines  technical 
ss  and  delivers  profits  for 
jss  clients 

wacmaxe 

ting  streaming  into  their  business 
;ses  is  a  considerable  challenge  facing 
ses,  broadcasters  and  content  owners 
J managers  must  tap  the  Web  to  meet 
closure  rules  while  broadcasters  and  e- 
lies  need  new  revenue  sources  to  offset 
line  costs. 

ate,  a  leading  full-service  webcaster,  is 
these  companies  streamline  the  technical 
and  meet  these  complex  business  chal- 
For  corporate  events  from  merger 
:ements  to  product  launches,  everything 
ellites  to  instant  audience  reporting  comes 
I  For  broadcasters.  Activate  and  its  indus- 
lers  in  advertising  and  broadcast  opera- 
ert  ads  "on  the  fly"  into  radio  webcasts, 
ate's  efforts  to  solve  these  business  chal- 
>  helping  customers  make  profits  from 
iaming  media  content  —  and  bringing  the 
jgy  rapidly  into  mainstream  usage.  « 


Tune  In  To  Your  Business 


Voquette  delivers  personalized  Web  audio  services 
to  business  professionals 

V0QUETTE 


By  Steve  Williams 


How  many  times  do  business  professionals  miss  the  critical  streaming  audio  broad- 
casts they  need  to  stay  on  top  of  their  industry  and  investments?  A  new  category  of 
Web  pioneers  is  delivering  personalized  Web  audio  content  to  people  at  the  time  and  in 
the  place  they  want  —  whether  on  a  laptop,  during  their  commute  or  at  the  gym. 
Forrester  Research  estimates  that  by  2003,  118  million  U.S.  consumers  will  listen  to  this 
type  of  personal  Web  audio  at  least  once  a  week. 

Voquette  leads  this  emerging  category.  "Business  users  are  demanding  greater  control 
not  only  of  what  they  listen  to,  but  also  where,  when  and 
how  they  access  the  audio  content  of  their  choice,"  says 
Philip  J.  Monego,  Sr.,  Voquette  chairman  and  CEO. 

The  Voquette  Media  Manager,  a  VCR-like  application, 
enables  business  professionals  to  create  personalized 
daily  audio  programs  and  to  schedule  the  recording 
of  upcoming  broadcasts  such  as  radio  or  financial 
conference  calls. 

In  fact,  Voquette  is  the  only  company  to  enable  users 
to  record  both  archived  and  live  audio  streams  and  then 
listen  to  them  on  portable  audio  playback  devices 
including  MP3  players,  MiniDiscs,  CD  players,  cassette 
recorders  and  laptops,  www.voquette.com  « 

Philip  J.  Monego,  Sr.,  Voquette  chairman  and  CEO. 


'ering  Broadcast  Quality  Video  Online 

5treaming.com  encodes  and  compresses 
for  Web  distribution 

loss 

t  broadcasting  is  becoming  an  everyday  reality  in  American 
ss.  Dramatic  increases  in  connection  speeds,  video  quality 
irdability  has  led  many  companies  to  use  streaming  technolo- 
>olster  their  sales,  communications  and  marketing  efforts. 


SimplyStreaming.com,  a  division  of  ValueSales,  Inc.,  is  helping  such 
companies  efficiently  and  cost-effectively  prepare  videos  for  Web  dis- 
tribution by  encoding  and  compressing  them  in  a  way  that  ensures  reli- 
able, high-quality  streaming  broadcasts  on  their  corporate  websites. 

After  all,  companies  need  to  provide  everything  from  seminar  train- 
ing, product  information  and  other  communications  to  audiences  that 
are  geographically  dispersed.  SimplyStreaming.com  helps  deliver  such 
communications  by  either  encoding  and  compressing  the  customer's 
existing  videos  or  helping  produce  new  videos.  << 


)ding:  EncodeThis.com 

)  Optimization:  Akamai.com 


>  Video  ASP:  HelloNetworks.com 

>  Encoding  Platform:  AnyStream.com 


>  News:  StreamingMedia.com 

>  E-Marketing:  Larstan.net 


>  Larstan  Publishing,  Inc.  All  rights  reserved. 
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The  present 
thinking^ 

in  the 
streaming 
media 
industry 
is  just  too 
present. 


Some  say  there's  a  digital  media  revolution  going  on.  To  GMV  Network,  it's  more 
of  an  evolution.  Where  survival  means  you  had  to  start  solving  tomorrow's 
problems  yesterday.  With  standards-based  technology.  Ideas  that  improve 
streaming  media  quality  while  reducing  cost  and  bandwidth  demands.  Visionary 
products  like  the  GMV  Network  EdgeServer™,  the  one  answer  for  a 
multi-platform  planet.  And  that.. .is  only  the  beginning. 


NETWORK 

Unifying  the  Streaming  Media  Industry 
with  Standards-based  Technology. 

www.gmvnetwork.com 
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de  Intel's  Global 
naming  Operations 

ikes  worldwide  streaming  splash  with  Internet  service  business 
►adcast  operations  centers 


i  Intel  talks, 
met  folks  tend 
fter  recording 
an  in  revenues 
his  attention  is 

prising.  Neither  is  the  buzz  created  by 
any's  streaming  operations  and 
b  client  roster.  Intel  has  definitely  plant- 
and  made  clear  its  intentions  of 
ajor  long-term  player  in  the  streaming 
irket. 

I,  the  Internet  Research  Group  esti- 
t  the  streaming  media  services  mar- 
ow  more  than  twenty-fold  to  $2.5 
2004.  This  growth  will  only  be 
Dng  by  Intel's  Internet  service  busi- 
its  $200  million  investment  in  a  glob- 
k  designed  expressly  for  streaming 
I  video  over  the  Internet. 

met  Services  Business 

net  service  business  is  providing  cus- 
th  streaming  audio  and  video  from  a 
)f  broadcast  operations  centers  and 
dge"  servers  located  close  to  viewing 
i.  The  Intel  ?  Internet  Media  Services 
y  become  an  integral  part  of  Intel's 
\  supplying  the  building  blocks  to  the 
=  Internet  economy.  Intel  is  already 
a  significantly  higher  level  of  quality 
ility  for  content  companies  worldwide 


that  stream  everything  from  live 
concerts,  feature  films,  radio, 
training  and  financial  briefings 
over  the  Internet. 
Industry  watchers  have  definitely  taken 
note  of  Intel's  $200  million  investment  in  a 
highly  reliable,  global  and  scalable  network 
designed  expressly  to  stream  audio  and  video 
over  the  Internet.  The  network  is  built  around 
digital  broadcast  operations  centers  that  fea- 
ture Intel's  network  intelligence  technology. 
Intel's  technology  analyzes  the  entire  network 
and  streams  content  from  the  optimal  servers 
located  at  the  "edge"  of  the  Internet  to  offer  a 
faster,  higher-quality  experience.  Through  this 
delivery  approach,  content  bypasses  the  bot- 
tlenecks that  can  delay  and  degrade  stream- 
ing content  as  it  crosses  the  Internet. 

"As  the  Internet  evolves  into  a  multimedia 
platform,  the  demand  for  reliable,  high-quality 
content  distribution  networks  becomes 
increasingly  important,"  says  Gerry  Parker, 
executive  vice  president  and  general  manager 
of  the  Intel  New  Business  Group.  "Intel's  intelli- 


gent network  technologies  and  network  archi- 
tecture are  helping  to  make  robust  streaming 
media  over  the  Internet  a  reality." 

The  Future  Is  Now 

Intel  Internet  Media  Services  formally  launched 
the  first  phase  of  its  network  deployment  in 
May.  Today,  Intel  internet  Media  Services  is 
operating  large-scale  broadcast 
operations  centers  and  networks  on 
a  global  scale.  Portland.  Oregon  is 
the  home  of  Intel's  70,000  square- 
foot  broadcast  operations  center 
while  a  second  international  center  is 
located  in  London. 

At  its  broadcast  operations  cen- 
ters, Intel  Internet  Media  Services 
receives,  encodes  and  hosts  content 
providers'  programming  using  digital 
processing.  The  broadcast  operations 
centers  also  conduct  round-the-clock 
network  surveillance  and  system  man- 
agement. Connections  to  all  points 
across  the  network  have  backup 
links  and  failover  redundancy.  To 
meet  the  growing  market  segment 
demand,  Intel  Internet  Media 
Services  designed  its  network  to 
scale  to  hundreds  of  gigabits  per  second, 
hundreds  of  terrabytes  of  media  storage, 
and  handle  thousands  of  simultaneous  live 
streaming  audio  and  video  events. 


Getting  Down  to  Business 

Intel  has  already  signed  many  customers  in 
the  entertainment,  B2B,  and  dotcom  fields. 
The  company's  customer  roster  reads  like  a 
"who's  who"  of  broadcast  and  entertainment 
providers,  such  as:  Premiere  Radio  Networks 
and  FoxKids.com,  as  well  as  Investor 
Broadcast  Network,  NASDAQ.com  and 
emerging  Internet  companies  such  as 
Firstlook,  MeTV  and  StreamAudio. 

Equally  important,  Intel  has  sought  out  and 
secured  alliances  with  several  best-of-breed 
streaming  media  technology  companies, 
including:  Virage,  DoubleClick,  LoudEye  and 
Digital  Planet  (formerley  iXL  Live).  With  these 
alliances,  Intel  Internet  Media  Services  pro- 
vides expanded  service  offerings  which 
increase  the  value  and  range  of  services 
for  streaming  content  providers.  « 


»  Resource  Box:  For  more  information  about  Intel H  Internet  Media  Services, 
visit  www.intel.com/internetservices/media  or  call  1.877.320.2662. 
Intel,  the  world's  largest  chip  maker,  is  also  a  leading  manufacturer  of  computer, 
networking  and  communications  products. 
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Making  Streaming 
Revenues  a  Reality 

FastForward  Networks  helps  enterprises  and 
service  providers  to  quantify  their  online 
events  for  maximum  value  and  profits 


i  □  i  □  i  i 


By  Steve  Williams 

For  a  long  time,  streaming  revenue  has  been 
an  industry  oxymoron:  much  talked  about 
but  seldom,  if  ever,  realized.  Now.  as  the  nov- 
elty of  broadcasting  events  on  the  Web  wears 
off,  content  and  service  providers  are  facing 
tough  questions  about  how  they  plan  to  both 
satisfy  and  monetize  their  audiences.  Building 
networks  and  strategies  that  satisfy  everyone 
from  internal  corporate  audiences  to  partners, 
customers,  and  shareholders  is  no  easy  task. 

Until  recently,  it's  been  extremely  difficult  for 
enterprises  to  overcome  the  infrastructure 
problems  limiting  quality  and  scale  of  stream- 
ing solutions  while  at  the  same  time  giving 
providers  and  corporations  the  necessary 
tools  for  managing  and  adjusting  program- 
ming in  real-time  based  on  audience  response 
and  demand. 

However,  FastForward  Networks  is  the  one 
company  today  providing  a  comprehensive 
solution  that  answers  the  scale,  quality  and  con- 
trol issues  facing  service  providers  and  content 
producers.  In  fact,  the  company's  solution  has 
already  been  deployed  at  leading  content  dis- 
tributors such  as  Digital  Island,  Streampipe.com, 
and  The  Real  Broadcast  Network. 

Streaming  Revenues 

FastForward  Networks'  technology  is  dramati- 
cally improving  Internet  broadcast  quality,  con- 
sistency and  viewer  monitoring  and  control. 
Service  providers  and  corporations  are  already 
using  it  to  set  up  new  broadcasts  in  minutes 
and  manage  the  flow  of  audio  and  video 
over  their  networks.  At  the  same  time,  they 


»  Resource  Box: 

FastForward  Networks  can  be  reached  at  877.887.6256, 
or  on  the  Web  at  www.fastforwardnetworks.com. 
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are  getting  a  real-time  window 
into  their  streaming  events  to 
track  audience  response  and 
demand. 

"What  we  do  is  provide  a  powerful  archi- 
tecture that  directly  addresses  the  cost  and 
quality  issues  holding  back  the  widespread 
adoption  of  live  streaming  media  over  the 
Internet,"  says  Abhay  Parekh,  president,  CEO 
and  co-founder  of  FastForward  Networks. 

Long-time  innovators  in  Internet  network 
design  and  multimedia  networking,  Parekh 
and  Steve  McCanne  co-founded  San 
Francisco-based  FastForward  Networks  in 
1998  to  "transform  the  Internet  into  the  next 
broadcast  medium."  The  company  has  done 
so  by  creating  a  media  distribution  platform 
that  overcomes  the  network  and  control 
issues  that  have  previously  stalled  the  indus- 
try's growth. 

The  FastForward  Networks  solution  allows 
service  providers  to  reach  millions  of  viewers 
with  thousands  of  simultaneous  streaming 
media  broadcasts.  The  platform's  robust,  scala- 
ble, highly  manageable  approach  enables  vir- 
tual overlay  networks  for  broadcast  services  to 
be  built  on  top  of  existing  Internet  or  IP  infra- 
structure. An  added  bonus  is  that  it  can  be 
deployed  incrementally,  allowing  service 
providers  to  build  out  their  media  distribution 
networks  over  time. 

Providers,  content  producers,  enterprises, 
and  advertisers  want  to  know  how  many  peo- 
ple tuned  in,  where  they  were  from  and  for 
how  long  did  they  watch.  If  50  percent  of  the 
audience  tunes  out  two  minutes  into  the  pro- 
gram, the  content  producer  wants  to  know 
why.  Was  it  the  content  itself  or 
was  it  a  particular  ad  that  turned 
people  off?  The  FastForward 
Networks  platform  provides  the 
answers,  allowing  content  pro- 


"  We  make  it  profitable  to  broadcast  over  the  Internet 
audiences,"  says  Abhay  Perekh .  president,  CEO  and  © 
left,  with  Steve  McCanne,  co-founder  and  CTO. 


ducers  and  service  providers  to  ma 
informed  business  decisions  and  bi 
revenue  models. 

At  the  same  time,  FastForward  Hi 
gives  corporations  a  platform  that  \ 
with  the  needs  of  the  enterprise.  Fo 
an  enterprise  can  build  a  media  disl 
network  based  on  the  FastForward 
technology  for  communication  wit! 
company  then,  as  needs  grow  the> 
ner  with  an  outside  service  provide 
municate  with  shareholders,  partne 
branch  offices. 

As  the  market  for  Internet  broad 
matures,  measuring  results  will  bee 
cal.  And  as  everyone  knows,  toda' 
will  not  be  sustainable  going  forwe 
Network  overload  as  a  measure  o| 
will  cripple  the  industry.  To  succeet 
must  be  measured  in  dollars. 

If  each  large-scale  broadcast  is  v 
an  "event"  that  takes  months  and  n 
dollars  to  produce  and  audience  re 
and  demand  still  cannot  be  measui 
Internet  broadcasting  will  never  oe 
Knowing  this,  customers  such  as  D 
and  The  Real  Broadcast  Network  ai 
large,  worldwide  networks  based  c 
FastForward  Networks  platform. 

FastForward  is  also  in  trials  with  i 
major  backbone  carriers.  "We  hav 
market  opportunity  with  ISPs  becai 
FastForward  technology  will  allow  I 
not  only  with  content  distribution  o 
but  potentially  with  each  other. "  sa 

Investors  in  FastForward  NetworlB 
America  Online.  Inktomi.  RealNetwcB 
Broadband  Services  and  Sun  Micro: I 
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tractive  Streaming 
utions  Connect  the 
iiness  World 


/.com  brings  interactive  broadcasting  to  corporate  clients 


leaner 

ate  America  is 
like  never  before 
:  just  from  caffeine. 
;r  of  workers  con- 
he  world  —  and 
—  via  the  Internet 
sting. 

jd  thing,  too.  With 

customers  and 
:attered  not  just 
U.S..  but  across 
corporations  are 
jus  communica- 
•nges.  Getting 
n  the  same  room 
irate  event  is  fre- 
mplex,  expensive, 
and,  in  some 
ossible. 
erencing  has 

opular  alternative  over  the  past 
irs.  However,  a  greater  desire  for 
i  —  and  lower  costs  —  has 
any  to  look  to  the  Internet  and, 
itly,  streaming  media  for  cost-effec- 
eaching,  interactive  solutions  for 
irate  events. 

ently,  technical  challenges  have 
companies  from  realizing  the 
iteractive  broadcasting,  such  as  dif- 
streaming  formats  and  connection 
>wever,  one  company  has  stepped 
"add  interactivity  to  the  stream." 
;ed  MSHOW.com  is  already  deliver- 
ive  broadcasting  solutions  to  a 
>er  of  high-profile  customers  — 
ing  a  new  era  in  corporate  commu- 


teractivity  to  the  Stream 

i  1996,  MSHOW.com  has  become  a 
'er  in  the  Web-conferencing  and 
broadcasting  arena.  The  company 
ive  audio  presentations,  live 
o  presentations,  interactive  voice 


question-and-answer  ses- 
sions, voting  and  polling 
data  collection,  group  chat, 
group  Web  surfing  and 
application  demonstration 
to  make  the  broadcast 
interactive  for  all  partici- 
pants. "No  matter  where  a 
participant  is  located,  they 
can  ask  questions  in  real 
time  that  will  be  heard  by 
participants  and  presenters 
worldwide,"  explains  Bob 
Ogdon,  CEO,  Chairman 
and  Cofounder  of 
MSHOW.com.  "They  can 
also  participate  in  online 
question  and  answer  ses- 
sions and  network  with 
other  participants  through 
the  group/individual  mes- 
saging feature." 
MSHOW.com  is  already  working  with 
leading  streaming  media  companies  such  as 
Enron,  Globix  and 
Activate  to  provide 
interactivity  to  their 
streaming  solutions. 
"Essentially  we  wrap 
interactivity  around  their 
streams,"  explains  Ogdon.  "We  support  any 
media  type  that  can  be  viewed  via  a  Web 
browser,  including  PowerPoint  slides, 
images,  animation,  voting  and  polling,  pre- 
recorded and/or  live  audio  and  video,  and 
3D  graphics." 

Integrating  Telephony  8  Streaming 

Despite  the  rapid  advances  in  connectivity,  not 
everyone  is  multimedia-enabled.  "When  you're 
introducing  a  new  product  to  your  channel, 


Bob  Ogdon,  Founder, 
Chairman  and  CEO  of  MSHOW.com. 


tySHOW. 


some  of  those  people  can't  receive  streams," 
points  out  Ogdon.  "Some  may  face  issues  with 
firewalls,  bandwidth  or  just  simply  not  have  a 
multimedia  PC  To  get  maximum  reach  to  every 
desktop  we  enable  people  to  get  their  graphics 
over  a  standard  Web  browser  and  their  audio 
via  the  telephone." 

In  corporate  events,  facilitating  participation 
is  essential.  "We're  the  only  company  that  adds 
the  interactive  voice  to  the  stream  to  create  the 
human  element,"  says  Ogdon.  "We  allow  you 
to  bounce  back  and  forth  between  streaming 
and  telephony." 

One  example  of  such  an  integrated  system 
is  with  DoveBid™,  Inc.,  an  MSHOW  customer 
that  is  a  leader  in  Webcast  and  online  business- 
to-business  capital  asset  auctions  and  valua- 
tion services.  Bidders  can  watch  the  proceed- 
ings on  the  streaming  end  and  make  their  actu- 
al bids  over  the  telephone  to  overcome  the 
delay  inherent  with  streaming  reception  while 
giving  the  customers  what  they  want:  the  abili- 
ty to  see  what  they're  bidding  on. 

This  combination  is  hardly  rare  for 
MSHOW.coms  customers,  according  to  Ogdon. 
"We  do  shows  today  where  we  consistently 
have  a  combination  of  participants  utilizing  IP 
video,  IP  audio  and  telephony,"  he  says. 

With  ISDN,  DSL  and  cable  modem  Internet 
access  becoming  more  common,  a  whole 
new  era  of  streaming  media  applications 
seems  inevitable.  In  the  meantime,  however, 
catering  to  both  high  and  low  access  speed 
customers  helps  set  MSHOW.com  apart.  "We 
match  experience  to  bandwidth,"  says 

Ogdon.  "We  take 
advantage  of  broad- 
band without  requiring 
everyone  to  have  it.  At 
the  enterprise,  you 
need  interactive 
broadcasting  to  be  intelligent  enough  to  give 
you  the  best  show  you  can,  yet  still  be  attrac- 
tive to  low-bandwidth  participants  —  with 
interactivity  for  everyone." 

Looking  to  the  future,  analysts  agree  that 
interactive  broadcasting  will  play  a  large  role 
in  corporate  communications.  MSHOW.com 
has  clearly  established  itself  as  a  leading 
player  by  helping  companies  better  commu- 
nicate with  their  employees,  customers 
and  partners.  « 


.com 


»  Resource  Box: 

MSHOW.com  hosts  daily  public  MSHOW  demos  that  anyone  can  participate  in.  To  reserve 
your  seat  in  a  public  demo,  please  visit  www.mshow.com.  For  more  information,  please 
call  1.888.99MSHOW  or,  for  those  outside  the  U.S.,  1.303.730.4900. 
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reaming  Pumps 
Up  the  Volume 

Digital  Island  helps  music  industry  improve  sales 
8  publicity  with  live  streaming  audio  and  video 
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Digital  Island 

n^b#  eBusiness  without  Limits 


By  David  Radoff 

When  the  musical  groups  Seal  and  UB40 
recently  performed  for  VH 1  s  Hard  Rock 
Live  Series,  corporate  sponsor  American 
Express  Blue  streamed  the  entire  performance 
over  the  Internet  —  and  drove  millions  of 
people  to  its  Web  site. 

And  when  music  giant  BMG  began  offering 
its  artists'  work  for  sale  over  the  Internet,  it 
leveraged  Digital  Island's  complete  range  of 
hosting  and  streaming  capabilities  to  deliver  its 
wares.  Visitors  to  BMG's  retail  affiliates  can  now 
listen,  download  and  purchase  music  from 
leading  record  labels.  Digital  Island's  hosting 
ana  content  delivery  services  are  providing 
BMG  customers  with  high-quality  audio  sam- 
ples and  fast  downloads  of  purchased  music. 


Live  8  On-Demand  Streaming  Events 

Until  recently,  most  companies  could  not  have 
imagined  having  the  e-Business  infrastructure 
in  place  to  support  the  volume  needed  for 
such  events  and  business  initiatives.  But  recent 
investment  in  Internet  infrastructure  for 
streaming  has  paved  the  way  for  high  volume 
events  such  as  live  Webcasts,  on-demand 
video,  and  pay-per-view  movies  to  be  offered 
over  the  Internet  with  the  reliability  needed  to 
attract  and  retain  customer  interest. 

This  year  alone.  Digital  Island  is  expected  to 
stream  more  than  1,200  live  and  on-demand 
events  for  more  than  125  companies,  including 
Cisco  Systems.  FOX.  Inc..  Intel  Corp.. 
MarketTools.  Inc..  Simon  6  Schuster.  Inc..  T.J. 
Martell  Foundation.  TV  Guide,  and  many  others. 

Early  this  summer  Digital  Island  went  a  step 


further  by  teaming  with  Compaq., 
Microsoft  to  extend  its  infrastructt 
vide  broadcast-scale  streaming  rr 
to  7.5  million  simultaneous  media 
the  first  time  over  the  Internet.  At  I 
its  introduction,  the  broadcast-scE 
was  acknowledged  as  the  largest 
ture  in  the  world. 

Full  Service  Partner 

But  streaming  over  the  Internet  reqi 
than  just  a  content  distribution  netv 
enough  bandwidth.  Companies  ne 
a  partner  that  offers  a  complete  rar 
tent  development  and  production 

Digital  Islands  streaming  medic 
enable  it  to  acquire  and  encode 
formats  —  the  live  video  signal  b 
uting  it  over  content  delivery  net\ 
Island's  Footprint  streaming  servic 
high-quality  broadcasts  that  mmir 
time  and  buffering  typical  of  strea 
by  caching  content  close  to  Interr 
the  edge  of  the  network. 

Digital  Island's  Footprint  stream 
help  provide  a  fast  and  rich  end-u 
ence.  and  allow  companies  to  get 
enue  from  streaming  media  throu 
tion.  pay-per-view  features  and  e- 
transactions.  Digital  Island  also  of 
production,  event  promotion.  We 
cation,  sponsorship  and  customi2 
ing  options  for  live  and  on-demai 

Establishing  the  right  business  I 
cal  element  in  successfully  lever* 
of  streaming.  Companies  are  foci 
streaming  media  services  that  no 
a  rich  viewing  experience  for  thei 
but  also  let  them  reap  a  return  on 
ments.  "Digital  Island's  Footprints 
network,  combined  with  our  net\ 
hosting  services,  allow  businesse 
and  transact  with  customers  and 
over  an  infrastructure  that  suppor 
commerce  and  live  Webcasts  wo 
says  Ruann  F.  Ernst,  chairman  and 
Digital  Island.  « 


»  BMG  Improves  Service  with  Digital  Island    tomer  buys  a  track  or  an  entire 

album.  Digital  Island's  Footprint 
content  delivery  service  reduces  the  time  it 
takes  to  download  the  large  files  by  caching 
music  on  servers  located  close  to  users  at 
the  edge  of  the  network  and  seamlessly 
directing  requests  to  the  fastest-working 
server.  In  addition.  BMG  uses  Digital  Island's 
VistaWare  monitoring  service  to  track  server 


Digital  Island  is  providing  an  integrated 
eBusiness  Delivery  Network,  with  servic- 
es such  as  hosting  and  content  delivery, 
so  companies  can  take  a  more  holistic 
approach  to  their  streaming  initiatives. 
BMG  hosts  its  music  content  in  Digital 
s  secure  data  centers  Once  a  cus- 


and  Web-site  performance  and  use 
through  an  easy-to-use  Web  interfa 
"Digital  Island  will  help  us  to  ens^ 
best  possible  quality  of  service  for 
tribution  to  our  retail  affiliates  and  c 
sumers."  says  Sami  Valkonen.  vice 
business  development.  BMG  Distri 
Associated  Labels.  "This  helps  us  b 
fans  closer  to  their  favorite  artists." 
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Your  audio.  Your  video. 
Directly  to  your  audience. 

History  would  be  a  lot  shorter  if  our  forefathers  could 
have  skipped  the  middle  acts  and  gotten  straight  to 
the  point.  At  Activate,  that's  exactly  what  we  help  you 
and  your  business  do.  We  put  your  audio  and  video 
on  the  Internet,  so  you  can  get  your  message  directly 
to  whomever  you  want.  Radio  programming,  IPO  road- 
shows, earnings  reports,  even  an  occasional  battle 
signal.  For  more  information,  call  us  at  1-877-577-9261. 
Or  look  us  up  on  the  Web  at  Activate.com. 
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End-to-End  Data  Management 
8  Delivery  Keys  Streaming 
Success 

Streaming  providers  and  networks  turn  to  Network  Appliance  for 
scalable  storage,  management  and  delivery  of  content 


a 


By  Mike  Wiebner 

The  dramatic  growth  of 
information  has  many 
analysts  predicting  that 
companies  with  data  man- 
agement expertise  will  be 
taking  center  stage  this 
decade.  After  all.  content 
management  and  delivery 
demands  are  skyrocketing 
to  new  heights  for  compa- 
nies seeking  to  incorporate 
streaming  solutions  into 
their  plans  —  without  bog- 
ging down  their  networks 
in  the  process. 

One  company  that  has 


Tom  Mendoza. 
President  of  Network  Appliance. 


data  center  and  placed  at 
the  edge  of  networks  — 
where  the  information  is 
often  most  used  and  most 
needed  —  without  requir- 
ing on-site  IT  personnel  to 
manage  it.  This  revolution- 
ary concept  helped  propel 
Network  Appliance  to  mar- 
ket leadership. 

To  extend  our  data  man- 
agement solutions,  we  then 
developed  a  powerful  con- 
tent delivery  appliance 
based  on  the  same  architec- 
ture. NetCache-*.  that 
enabled  companies  to 
resolve  congestion  prob- 


, :  What's  the  primary  differe 
^between  your  solutions  an' 
the  competition? 
A  Because  of  our  data  managi 
redelivery  expertise  we  are  thei 
that  can  provide  a  complete  enc-t 
tion  that  enables  our  customers  to 
age  and  improve  the  delivery  oft 
ing  media  content.  Our  solutions, 
lessly  integrated,  which  makes  the 
to  manage  and  much  higher  pen 
than  buying  several  solutions  fro  nl 
vendors  and  trying  to  integrate  tin 
fact.  Streaming  media  is  very  data 
and  a  vendor  must  have  signifies 
agement  expertise  to  develop  go 
in  this  space.  Network  Appliance  I 
expertise  to  the  table.  We  pioneei 
attached  storage  and  are  continue 
increasing  our  lead.  In  the  last  yea 
have  grown  our  market  share  fror 
to  62  percent. 


C-^stree 


answered  this  call  for  help  is  Network 
Appliance,  a  well-known  data  management 
and  content  delivery  company.  The  president 
of  Network  Appliance.  Tom  Mendoza.  agreed 
to  answer  a  few  questions  about  his  company 
and  its  streaming  media  solutions. 


a 


How  did  Network  Appliance  start 
^providing  solutions  in  the  streaming 
media  space? 

A In  the  early  years  we  focused  on  deliv- 
ering a  simple  storage  device  —  or  appli- 
ance —  that  could  be  plugged  into  a  network 
anywhere,  at  any  time.  When  we  were 
formed  eight  years  ago.  we  wanted  to  offer 
powerful,  cost-effective  storage  solutions. 
Our  storage  devices  can  be  taken  out  of  the 


lems  that  were  clogging  their  Internet  and  net 
work  usage.  Internet 
content  is  stored  and 
delivered  locally,  which 
greatiy  improves  the 
end  user  experience 
while  reducing  overall 
network  costs. 
NetCache.  combined 
with  our  data  manage- 
ment solutions,  enables  us  to  provide  end-to- 
end  content  distribution  and  storage.  We  can 
help  companies  massrveiy  scale  the  storage 
and  management  of  their  streaming  content 
as  well  as  help  them  deliver  this  content  at  the 
edge  of  their  network,  which  dramatically 
improves  the  quality  of  their  service. 


is 

Xe  t  work  A  p  p  I  i  a  n  c  e 


A  Few  Facts  about  Network  Appliance 

>  FY  2000  Revenues:  S589  million. 

>  Q I  2000  Revenues:  S235  million. 

>  Q!  Profits  up  142  percent  from  Ql  1999:  sales  up  124  percent. 

>  Named  the  #4  fastest  growing  company  in  America  by  Fortune  magazine  two  years 

in  a  row. 

)  Named  to  the  eBusiness  50  by  Fortune  magazine. 

•  i  cc  youngest  co  ^oanies  named  to  the  NASDAQ  100  and  the  S5P  500. 

-  mation  call  us  at  1.800.443.4537.  www.netapp.com  streaming. 


How  are  your  customers  t 
aming  media  in  their  bw 
and  how  are  you  helping  them? 

A  Customers  want  to  take  fu 
/"Aof  everything  that  streaming 
to  offer.  Enterprise  customers  an 
streaming  for  everything  from  e 
and  training  to  CEO  broadcasts. 

ice  provi 
tomers  a 
streaminr 
new  sen 
as  video 
demand' 
streamin 
advertisi 
To  hetf 

tomers.  we  have  to  be  able  to  har 
large  objects  and  deliver  them  frc 
center  to  the  places  they're  neede 
When  looking  at  Web  content,  yo 
caching  very  small  objects.  Strear 
changes  all  that.  With  video,  the  c 
20-100x  larger,  yet  they  still  need  I 
very  quickly.  Network  Appliances 
delivery  appliances  allow  custom- 
video  on  demand  over  the  wire. 

One  of  our  telco  customers.  B1 
OpenWorid.  came  to  us  for  help  \ 
rollout  in  Great  Britain.  They  need< 
scalable  storage  and  delivery  of  a 
streaming  media  formats  at  the  ec 
network  —  where  the  users  are. 
them  do  just  that.  << 
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Activate,  www.activate.com 
infb@activate.com,  206.830.5300 
Activate,  a  CMGI 
company,  is  a  lead- 
ing full-service  Webcaster,  providing  true 
end-to-end  services  including  event  broad- 
casting, live  24x7  broadcasting  and  on- 
demand  hosting  of  streaming  content. 

Artesia  Technologies,  www.artesiatech.com 
sales@artesiatech.com,  1.866.278.3742 

Artesias  enterprise  product  ~  ^U-^  Old 
TEAMS™  enables  better     (T^fYl ,P, 

VVcr — '  technologies 

management  of  digital 

assets  —  video,  audio,  images  and  text  —  and 
leverages  them  to  exploit  e-business  opportuni- 
ties requiring  targeted  delivery  of  rich  media. 


Avid  Technology,  Inc.,  www.avid.com 
info@avid.com,  800.949.AVID 

Avid  defines  digital  media 
creation  and  distribution. 
Provides  end-to-end  solu- 
tions for  special  effects,  video,  audio,  music 
recording,  animation  and  graphics  for  games, 
film,  television  and  the  Internet. 


Avid 


Cidera,  www.cidera.com 
info@cidera.com,  888.474.7600 

Cidera,  Inc.  the  Internet 
Broadcast  Backbone,  is  an 
international  leader  in  the 
satellite  delivery  of  broad-  cider 
band  content  to  the  edge  of  the  Internet. 


dataDIRECT] 

NETWORKS 


DataDirect  Networks,  Inc. 
www.  datadirectnet.com 
sales@datadirectnet.com,  818.700.7600 

Storage  Area  Networking 
appliance  leader 
DataDirect  Networks  pro- 
vides rich  media  commu- 
nities with  high  bandwidth,  virtualized,  scala- 
ble and  flexible  network  infrastructures, 
reducing  TCO,  enabling  higher  productivity 
with  increased  ROI. 

Digital  Island,  www.digitalisland.net 
415.738.4100,  sales@digitalisland.net 
Digital  Island  provides  the  0^ 
industry's  leading  global  e-     .  . 
Business  Delivery  Network  D'g'tal  Island 
—  hosting,  content  delivery,  network  and 
application  services  to  help  companies  deliv- 
er superior  online  customer  experiences. 


Eloquent,  Inc.,  www.eloquent.com 
inf6@eloquent.com,  650.294.6500 

The  Eloquent  Communications 
Server  is  an  enterprise  scala- 
ble solutions  platform  to  ere-  Eloquen 
ate.  manage,  enrich  and  lever- 
age all  forms  of  streaming  and  rich  media 
content  for  business  communications. 


entera 


Entera,  Inc.,  www.entera.com 
info@entera.com,  877.4.ENTERA 

Entera,  Inc.,  the  leader  in 
Internet  content  delivery 
technologies,  provides  Internet  Content  Delivery  technologies 
standards-based  software  for  ISPs,  content  net- 
work providers  and  Web  hosts  in  the  streaming 
media  and  Internet  caching  markets. 

FastForward  Networks 
www.fastforwardnetworks.com 
information@ffnet.com,  877.887.6256 

FastForward       <  v  fast  forward 

Networks  technol-  r  r  networks 
ogy  allows  the  delivery  of  live  content  to  a 
wide  audience  at  high  quality  while  also 
enabling  measurement  and  control  based  on 
audience  response  and  demand. 

GMV  Network,  www.gmvnetwork.com 
info@gmvnetwork.com,  312.357.0411 

GMV  Network  develops  stan- 
dards-based software  technolo- 
gy designed  to  interoperate  with 
platforms  such  as  RealPlayer  7,  Windows 
Media  Technologies,  QuickTime  4.0+, 
Winamp  Player  and  FreeAmp  Player. 


Intel  Corp., 

intel.com/internetservices/media 
877.320.2662 

Intel"  Internet  Media  Services 
streams  audio  and  video  from 
a  global  network  and  100  percent  digital  broad- 
cast operations  centers  providing  high  quality, 
reliable  and  scalable  solutions  for  content 
providers  and  Web  sites  worldwide. 


MAxNVU 


MaxVU  Media,  www.maxvu.com 
parikhal@aol.com,  440.922.1111 

MaxVU  Media's  Encoding 
Network  Appliances  and 
All-Brand  "  Technology 
provide  higher  quality  streaming  video  using 
less  bandwidth  —  broadband  or  narrow- 
band. Seriously  watchable  as  low  as  22k. 


Netw 


Network  Appliance,  www.netad 
info@netapp.com,  800.443.453 

Network  Appliance  deliv- 
ers total  data  management 
and  content  delivery  sys- 
tems that  allow  businesses  to  siml 
and  scale  their  storage  networkirt 
ture  —  without  limits. 

SRSWOWcast.com,  srswowcast 
tony@srswowcast.com,  949.44: 
SRSWOWcast  SRSWOWC 
offers:  1)  Tech- 
nology —  Surround  sound  and  si 
enhancement  for  streaming  audic 
and  2)  Content  —  Original  lntern» 
ming  including  entertainment,  we 
chology,  sports  show  and  more: . 
Community  —  Avatar-based,  3D' 


Starlight  Networks,  Inc.,  Starlight 
info@stariight.com,  650.967.277l 

eVideo  Application  Server  inte- 
grates live  video,  slides  and 
audience  chat  in  a  scalable, 
extensible  enterprise  solution  that 
cally  configures  and  simultaneous! 
multiple  streaming  engines  and  V(l 


Stream 


Streaming21,  www.streaming2l. 
du@streaming21.com,  408.866.1 

Provides  next  gen- 
eration streaming 
technology  solutions  for  broadbai 
Delivers  DVD-quality  full-motion  v 
pure  digital  audio  to  create  an  enh 
timedia  and  animation  experience 
anytime,  live  or  on-demand. 

Streampipe,  www.streampipe.ee 
info@steampipe.com,  703.678.21 

Streampipe's  benefits  are 
derived  from  our  ability  to  5liC 
bring  a  creative  and  integrated  strt 
service  to  all  clients.  We  take  the  c 
out  of  the  process. 


StreamSearch,  www.ss.com 
info@streamsearch.com,  314.746 

The  leading  aggregator 
and  distributor  of 
playable  media.  Affiliated  with  top 
providers.  ISPs  and  portals.  Million 
ing/downloadable  multimedia  flies 
ment.  news,  sports,  music,  movie 
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What's  Special 


:tivate.com.  206.830.5300 


000 


Providing  a  full-range  of  true  end-to-end  webcasting  services. 


hnologies,  artesiatech.com, 
742 


TEAMS™,  market  leading  enterprise  digital 
asset  management  solution 


ology.  Inc.,  avid.com,  478.640.6789 


End-to-end  solutions  for  digital  media 
creation  and  distribution. 


era.com,  888.474.7600 


Leader  in  satellite  delivery  of  broadband 
content  to  Internet. 


Networks,  Inc.,  datadirectnet.com, 
10 


Intelligent  SAN  infrastructures  for  rich  media 
creation  and  streaming.   


id,  digitalisland.net,  415.738.4100 


Global  hosting,  content  delivery  and  streaming 
services. 


loquent.com.  650.294.6500 


Enterprise  server  for  streaming  and  rich 
media  business  applications. 


entera.com,  877.4.ENTERA 


Entera  leads  in  Internet  content  delivery  technologies. 


d  Networks,  fastforwardnetworks.com, 
6 


Leading  provider  of  Internet  broadcasting 
infrastructure  solutions. 


ork,  gmvnetwork.com,  312.357.0411 


Unifying  the  streaming  media  industry  with 
standards-based  technology. 


intel.com/internetservices/media, 
>2 


World  class  streaming  media  distribution. 


dia,  maxvu.com,  440.922.1111 


High-quality  streaming  video  using  less  bandwidth. 


ppliance,  netapp.com/streaming, 
37 


End-to-End  content  delivery  and  data  management. 


aming.com.  Inc., 
ystreaming.com,  954.753.7503 


Compression  of  full  screen  web  video  has  arrived. 


bFn.com,  312.660.8300 


Financial  news  and  data  streamed  in  our  ViewCaster" 


aming  Fuels  Interactive  Media  Boom 


trody,  eTV  World  Founder 
an  Dollar,  eTV  World  Program 


jrning  a  long  fizzling  fuse,  streaming 
larked  into  a  full  blown  explosion, 
several  industry  trends:  the  rising 
>n  of  broadband  Internet  services, 
>uter  costs,  the  emergence  of  set-top 
t  offer  time-shifting  and  video  on 
And,  perhaps  more  important,  users 
;ct  to  consume  media  and  informa- 
interactive  way. 
;ed  conferences  like  eTV  World 
world.com),  executives,  producers 
:iers  are  buzzing  with  the  promise  of 
lvergence  world  of  interactive  media. 
:asters  and  businesses  alike  are 
p  for  a  new  interactive  media 
turing  vastly  improved  customer 
nd  product  display  possibilities, 
amental  shift  has  enormous  impli- 
>r  business  communications,  allow- 


ing for  a  massive  streamlining 
of  richer,  more  targeted  infor- 
mation with  unprecedented 
efficiency. 

When  TiVO  and  Replay  put 
the  pause  button  on  TV  and 
taught  people  that  time-shift- 
ing of  broadcast  TV  was  possible,  they  really 
set  the  course  of  convergence.  And  it  isn't 
only  about  entertainment.  Corporations  are 
discovering  that  they  can  use  these  technolo- 
gies to  deliver  information  like  corporate 
reports  to  investors  and  training  for  far-flung 
staff  to  providing  better  product  demos  and 
personalized  customer  service. 

Streaming  brings  low-cost  video  on 
demand,  but  the  issues  of  content  are  still 
being  defined.  The  skill  set  that  can  make  this 


World 


compelling  and  make  sense  of  interactivity 
are  in  short  supply.  Similarly,  the  TV  set  top 
box  manufacturers,  who  range 
from  producers  for  cable  com- 
panies to  the  makers  of  WebTV 
and  TiVO,  are  struggling  to  find 
good  content  players  to  make 
their  boxes  come  alive  —  a 
similar  situation  to  PC  and  soft- 
ware in  the  '80s.  For  B2B,  that's  infotainment. 

The  stakes  are  especially  high  because 
the  Internet  has  taught  the  media  industry 
just  how  important  this  industry  really  is. 
Whoever  controls  the  set-top  boxes  has  the 
opportunity  to  became  the  Yahoo!,  Amazon 
and  DoubleClick  of  the  next  generation 
Internet.  And  since  the  eTV  industry  is  con- 
tiguous to  the  TV  industry  —  unlike  the 
Internet  itself  —  it  is  much  more  likely  to 
bring  in  the  advertising  money.  « 


»  Resource  Box: 

Alan  Brody  and  Allison  Dollar  produce  and  host  eTV  World,  the  premier  interactive  televi- 
sion and  broadband  convergence  conference  (www.etvworld.com,  1.800.273.2832). 
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WE  INVENTED  A  NEW  BACKBONE  TO  DELIVER 


The  Internet  was  not  designed  to  carry  broadband  content.  The 
results -jerky  webcasts  and  slow  downloads.  •  The  solution?  Cidera's  new 
Internet  Broadcast  Backbone.  Our  innovative  high-speed  network  uses  satellites  to 
transport  broadband  content  globally  to  the  edge  of  the  Internet.  It  accelerates  content 
delivery  and  dramatically  improves  viewing  quality  by  bypassing  congested  landlines.  •  Cidera  delivers 
the  true  promise  of  the  Internet.  Experience  the  difference  a  new  backbone  can  make.  Why  wait? 


cider 

The  Internet  Broadcast  Back 


1.888.474.7600      /     www.cidera.com    /  info@cidera.com 
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Portfolio  Strategy  By  Kenneth  L.  Fisher 

The  Luck  God 


WANT  TO  TRAIN  YOURSELF  PSYCHOLOGICALLY 
to  be  a  better  investor?  Learn  to  shun  pride 
and  accumulate  regret.  Forget  fear  and 
greed,  the  classically  cited  prime  movers  for 
the  stock  market.  No,  it's  pride  and  regret 
drive  us  in  all  our  market  actions,  according  to  recent 
es  in  behavioral  psychology. 

ride  is:  "I  bought  it.  It  went  up.  I'm  smart."  Regret  is:  "I 
ht  it.  It  went  down.  The  broker  sold  it  to  me."  Pride  is: 
it  to  see  me  do  it  again?" 
;t  is:  "It  was  just  bad  luck; 
1  have  happened  to  any- 
'  Pride  associates  success 

skill  and  repeatability, 
et  links  failure  to  bad 

victimization  or  ran- 
ness.  Success  was  our 
i;  failure  really  wasn't. 
1  all  our  financial  actions 
ans  strive  to  accumulate 
■  and  shun  regret.  That  boosts  our  confidence,  motivat- 
s  to  keep  trying.  Long  before  markets  existed  this  was 
vired  into  how  our  brains  process  information.  It  was  a 
relous  motivator  for  the  hunter-gatherer  world  we 
ed  from.  But  for  markets  it's  backward.  It  causes  us  to 
erconfident  and  to  make  foolish  decisions  even  though 
ck  the  training,  experience  or  raw  skill. 
>verconfidence?  Recall  that  80%  of  all  motorists  think 
are  above  average  behind  the  wheel.  Likewise,  studies 

the  average  guy  really  believes  he  can  do  about  5%  per 
better  than  average  guys  in  making  market  decisions, 
low  statistically  how  much  of  our  success  resulted  from 
3r  luck  requires  so  many  data  points  that,  for  example, 
tver  know  that  until  I'm  so  old  it  can't  matter, 
formal  investors  assume  they  can  make  the  right  deci- 

based  on  minimal  training  and  background.  But  we 
dn't  behave  like  that  if  we  needed  cancer  treatment. 

markets,  though,  we  can't  stop  ourselves.  The  market 
rs  we  are  overconfident.  It  baits  us  with  opportunity.  We 
are  wrong  and  lose.  We  blame  bad  luck, 
o  for  good  luck  envision  the  market  as  the  Luck  God. 
rse  course.  Purposefully  shun  pride  and  accumulate  re- 
Then  the  Luck  God  rewards  you.  It's  spiritual, 
o  shun  pride,  assume  that  when  you  are  right  it  was 


When  you're  right, 
assume  you  were 
lucky,  not  smart. 
When  wrong, 
blame  yourself. 


primarily  luck,  not  smarts.  The  righter  I  am,  the  luckier  I 
feel.  Then  focus  long  and  hard,  looking  for  when  you're 
wrong  and  accumulate  regret  by  assuming  it  was  not  bad 
luck  or  being  cheated;  it  was  your  lack  of  skill. 

Focus  on  learning  from  your  failures.  You  may  not  know 
enough  about  finance,  markets  or  history  to  be  able  to  learn 
much  from  your  mistakes.  Yet  if  you  embrace  them,  you  get 
luckier  anyway.  You  simply  decide  to  be  luckier. 

It's  all  attitude  and  takes  no  time  or  IQ  at  all.  In  my  in- 
vestment career's  29th  year 
and  in  my  17th  year  as  a 
FORBES  columnist,  I  know  I 
improve  my  results  more  by 
shunning  pride  and  accumu- 
lating regret  than  by  working 
still  harder  or  smarter  in  an  al- 
ready long  day. 

Meanwhile  here  are  a  few 
stocks  to  get  lucky  with  in 
2001  and  2002: 
I  last  recommended  Broken  Hill  Proprietary  (22,  BHP, 
www.bhp.com.au)  on  Sept.  7, 1998  with  commodity  prices  at 
a  low.  It  is  now  up  about  50%  and  still  is  a  great  inflation  hedge. 
As  Australia's  sole  integrated  steel  producer,  it  owns  1wo-thirds 
of  the  home  market  for  that  metal.  It  is  also  strong  in  petro- 
leum and  minerals.  It  trades  at  1.4  times  trailing  revenue. 

Spain's  Repsol  (20,  REP,  www.repsol.com)  owns  4.5  bil- 
lion barrels  of  oil  reserves,  plus  refining  capacity.  It  should 
benefit  from  rising  oil  prices,  rising  European  demand  and 
industry  consolidation.  With  a  price/annual  sales  ratio 
below  1  and  a  P/E  of  12,  it  is  cheap.  Add  debt  to  the  com- 
pany's market  cap  and  you  have  an  enterprise  value  of  $35 
billion,  or  $7.80  per  reserve  barrel. 

The  1,200  journals  of  Dutch  publisher  Elsevier  (24,  ENL, 
www.reed-elsevier.com)  serve  the  legal,  scientific  and  edu- 
cational markets.  Elsevier  also  is  a  leader  in  worldwide  travel 
information  services.  Down  37%  from  its  1998  high,  the 
company  should  find  2001  to  be  a  good  year.  It  goes  for  14 
times  trailing  net. 

Japan  Airlines  (7,  JAPNY,  www.jal.co.jp)  is  the  fourth- 
largest  international  carrier  in  revenue  passenger  miles.  It 
is  closing  the  cost  gap  with  U.S.  airlines  and  will  also  ben- 
efit from  Japan's  improving  economy.  At  0.5  times  sales  it 
is  very  cheap.  F 


:th  L.  Fisher  is  a  Woodside,Calif.-based  money  manager. 

>ast  columns  at  www.forbes.com/fisher  or  use  your  C.A.  T.  scanner 

I  Cue  code  (right)  to  take  you  there  instantly. 
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Stock  Trends  By  Robert  S.  Salomon  Jr. 


The  Virtues  of  ETFs 


jHBjm  XCHANGE-TRADED  FUNDS  HAVE  THE  POTENTIAL 
to  change  the  way  money  is  managed.  Why?  They're 
MB  so  terrifically  versatile.  These  are  index-fund-style 
|B^^  creatures  that  trade  like  stocks,  so  they  enjoy  advan- 
HB9  tages  horn  both  worlds.  As  with  an  index  fund,  you 
know  what  you're  holding.  And  they  don't  incur  the  ex- 
penses of  actively  managed  mutual  funds.  Nor,  usually,  as 
heavy  a  tax  burden,  since  the  underlying  stocks  are  only 
traded  when  an  index  needs  to  be  rebalanced. 

As  you  can  with  stocks, 
you  can  buy  ETFs  on  margin 
and  trade  them  anytime  the 
market  is  open.  (They  are 
listed  on  the  American  Stock 
Exchange,  and  make  up  half 
the  Amex's  daily  volume.) 
And  they're  easier  to  short, 
because  they  are  exempt  from 
the  uptick  rule,  which  forbids 
selling  a  stock  short  in  a  de- 
clining market.  You  can  use  ETFs  to  manage  portfolio  risk 
through  hedging — shorting  an  S&P-flavored  ETF,  for  exam- 
ple, to  hedge  a  diversified  stock  portfolio  that  you  intend  to 
sell.  Other  ETFs  track  such  market  sectors  as  telecommuni- 
cations and  pharmaceuticals. 

A  different  kind  of  hedging,  undertaken  by  professional 
traders,  makes  the  pricing  of  ETFs  efficient.  Anyone  with  a 
sufficiently  large  number  of  ETF  shares  (typically,  50,000) 
can  swap  the  shares  for  the  underlying  stocks  and  vice  versa. 
This  arbitraging  activity  keeps  ETFs  priced  pretty  close  to 
their  net  asset  value. 

The  swapability  has  another  beneficial  side:  It  permits 
ETFs  to  more  closely  track  an  index  than  an  index  fund  does. 
The  reason  is  that  an  index  fund  needs  to  keep  portfolio-dis- 
torting cash  around  to  pay  departing  investors.  If  you  want 
to  bail  out  of  your  ETF,  sell  it  in  the  market. 

A  variation  on  the  ETF  is  called  Holdrs.  These  are  fixed 
portfolios  that  follow  no  index  and  need  not  be  rebalanced. 
One  is  Biotech  Holdrs  (188,  BBH),  which  represents  20 
biotechnology  stocks.  Holdrs  have  a  100-share  minimum. 
Other  ETFs  permit  odd-lot  trades. 

ETFs  can  be  very  useful.  You  could  make  a  bullish  or 
bearish  bet  on  the  market,  buying  or  shorting  the  most  ac- 
tively traded  Spiders  series  (150,  SPY),  which  are  ETFs  that 


replicate  the  S&P  500.  As  a  long-term  holding,  this  Spiden 
very  attractive  alternative  to  a  cheap  index  fund.  Its  anl 
expense  ratio  is  only  0.12.  Different  Spiders  follow  sec) 
ranging  from  technology  to  consumer  staples. 

A  helpful  hedging  strategy  can  work  this  way:  Supfl 
you  need  $500,000  in  cash  to  buy  a  house  and  plan  to! 
it  from  liquidating  a  diversified  portfolio  of  indivicj 
stocks.  The  close  is  next  week  but  your  holding  period 
some  of  the  stocks  is  less  than  the  12  months  you  neecj 

favorable  tax  treatment.  S» 


Exchange-traded 
funds  give  you  the 
diversity  of  mutual 
funds  without  the 
costs  and  taxes. 


tion:  Sell  short  3,350  Spiel 
then  sell  off  individual  hi 
ings  at  a  relaxed  pace,  col 
ing  your  short  position  as 
go.  You  have  effectively 
duced  your  general  mai 
exposure  by  $500,000. 

ETFs'  fundlike  maki 
makes  them  perfect  for  di| 
sification.  If  you  wani 
$18,800  exposure  to  biotech,  a  round  lot  of  Biotech  Ho! 
makes  a  lot  of  sense.  Buying  an  individual  company  can  i 
unhappily  if  its  experimental  products  don't  pan  out. 

ETFs  aren't  perfect.  For  one  thing,  not  enough  inforl 
tion  is  available.  Blame  the  Amex  and  the  other  sponsoi 
organizations.  ETFs  are  supposed  to  sell  close  to  their  Ni 
but  who  can  tell?  For  most  of  them  (exceptions  are  som 
the  Spiders,  DJI-like  Diamonds  and  Nasdaq  100)  you  c 
get  NAVs  from  their  published  literature,  their  Web  site 
the  financial  press. 

A  second  weakness  is  that  many  ETFs  reshuffle  their 
derlying  stocks  a  good  bit,  creating  capital  gains  for 
vestors — almost  as  bad  as  mutual  funds.  Take  Diamoj 
which  follow  the  Dow  30.  This  price-weighted  index  n 
rebalance  when  there's  a  stock  split  or  spinoff.  This  year 
had  seven  such  events,  creating  lots  of  trading.  The  Nasi 
100  had  7%  turnover  in  1999,  and  it  is  estimated  the  ISh) 
Russell  2000  had  a  35%  turnover  owing  to  the  annual 
design  of  the  underlying  index.  Holdrs,  on  the  other  ha 
give  you  a  freeze-frame  portfolio  that  avoids  this  problei 
ETFs'  rapid  growth  in  the  past  year  has  been  cone 
trated  in  12  funds.  The  others  are  small  and  don't  trade  i 
much.  They  are  good  products,  but  more  work  needs  tc 
done  to  give  ETFs  the  wide  appreciation  they  deserve. 


Robert  S.  Salomon  Jr.  is  principal  and  cofounder  of  Stamford,  Conn. -based  STI  Management. 
Research  analyst:  Deborah  H.  Tarasow.  Find  past  columns  at  www.forbes.com/salomon  or  use  your 

C.A.T.  scanner  on  the  Cue  code  (right)  to  take  you  there  instantly. 
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Yes,  But  By  James  Grant 

Breaking  Stride 


/**  PRONOUNCED  SWAY  FORCED  THE  CLOSING  OF 
fltt  London's  new  Millennium  Bridge,  a  suspension 
S  SI  walkway  over  the  River  Thames,  this  summer. 
JhI^K  Roman  soldiers  knew  enough  to  break  stride 
MF  ^^when  crossing  the  bridges  of  antiquity.  But  the 
undulation  of  the  Millennium  alarmed  modern  pedestrians, 
causing  them  to  fall  into  step,  not  out  of  it.  Marching  to- 
gether, the  bridge  walkers  thereby  committed  the  error  of 
"synchronized  walking,"  as  the  engineers  clinically  put  it. 

As  on  bridges,  so  in  mar- 
kets. Concerned  by  the  sway 
of  prices,  investors  have  com- 
mitted more  and  more  funds 
to  fewer  and  fewer  indexed, 
ostensibly  "safe,"  investments. 
Actually,  by  dint  of  being  pop- 
ular, the  anointed  stocks  are 
often  overvalued  and  for  this 
reason  paradoxically  risky. 
Flocking  into  known  quanti- 
ties, the  public  has  sparked  a  global  case  of  what  might  be 
called  synchronized  speculation.  Far  safer  to  break  step  and 
veer  off  where  the  crowd  isn't. 

Consider — speaking  of  bridges — the  Swedish  construc- 
tion company  Skanska  AB.  The  1 13-year-old  Skanska  is  truly 
global,  operating  in  50  countries,  including  the  U.S.,  where  it 
is  building  a  new  light-rail  connection  between  New  York 
City  and  JFK  Airport.  Among  the  world's  non-Japanese  con- 
struction companies,  Skanska  ranks  seventh.  It's  pursuing  a 
strategy  of  growth  through  opportunism:  The  other  day  it  ac- 
quired the  construction  business  of  Kvaerner,  a  Norwegian 
conglomerate,  giving  it  a  stronger  presence  in  Britain,  among 
other  markets.  With  a  German  firm  and  a  pair  of  Danish 
ones,  it  just  completed  a  fixed-link  bridge  spanning  the  4.8- 
mile  Oresund  seaway  separating  Denmark  and  Sweden. 

Skanska  produces  many  such  marvels,  including  the  mar- 
vel of  profitability.  Since  1990  it  has  generated  14%  annualized 
earnings  growth,  including  a  54%  leap  last  year,  to  the  equiv- 
alent of  $465  million.  Return  on  equity  in  1999  was  a  stellar 
28.6% — all  the  more  laudable  in  view  of  the  company's  con- 
servative balance  sheet.  For  better  or  worse,  there  are  no  NYSE- 
listed  American  Depositary  Receipts;  you  must  follow  your 
inner  Jimmy  Rogers  and  buy  the  shares  in  Stockholm. 

While  accomplished  in  civil  engineering,  Skanska  falls 


Crowds  tend  to 
walk  in  unison  on  a 

swaying  bridge, 
which  worsens  the 
swaying  problem. 


short  in  financial  engineering.  Its  growth  does  not  a) 
occur  in  the  neat,  stair-step  fashion  so  beloved  by  ini 
tional  investors,  but  sometimes  in  fits  and  starts.  Thus, 
first  half  of  2000,  net  income  fell  by  33%  versus  the  yea 
result.  But  the  bad  news  obscured  the  good,  including  a 
bulge  in  the  new-order  book  and  a  cheerful  predictia 
the  balance  of  the  year  by  the  chief  executive,  Claes 
(see  his  picture  and  read  his  message  on  the  company' 
English-language  Web  site,  www.skanska.com).  Still,  m 

reaction  was  negative. 

The  company  trade: 
puny  6.8  times  trailing  m 
come.  While  a  cyclical 
struction  business  ma] 
serve  to  be  cheap,  th 
cheap  and  cheap.  Fluor, 
bled  by  cost  overruns 
power-plant  project,  cb.3 
hands  at  almost  doubl 
valuation:  12  times  earni 
Say  "Sweden"  to  global  investors,  and  they  will  al 
certainly  think,  "Ericsson."  The  telecom  giant  has  a  v 
tion  you  would  expect  from  a  world  leader  in  mobile  p 
infrastructure:  83  times  earnings  and  21  times  book  va 
Perhaps  the  U.S.  economy  is  softening.  Perhaps  th 
cent  downturn  in  construction  spending  will  deepen 
only  in  this  country  but  also  worldwide.  Such  a  si 
would  do  Skanska  no  good.  Yet  it  is  hard  to  imagine  a  r 
sion  that  would  not  be  just  as  bad,  if  not  worse,  for  Eric 
At  Skanska's  valuation,  a  certain  amount  of  disappoint 
is  buried  in  the  stock  price.  Not  so  at  Ericsson's  valuati 
Admittedly,  Skanska  is  no  Ericsson,  but  it  would 
mistake  to  pigeonhole  this  bricks-and-steel  business 
analog  relic.  In  June  Skanska  and  three  other  big  cons 
tion  outfits  started  the  first  global  construction  e-ma 
place.  And  Skanska  has  acquired  two  Dutch  compani 
the  growing  field  of  telecom  infrastructure. 

Tony  Fitzpatrick,  project  director  with  Ove  Arup  & 
ners,  London,  which  engineered  the  Millennium  Bridge 
recendy  quoted  as  saying:  "The  walking  behavior  of 
numbers  of  people  is  not  known."  The  investment  beh; 
of  large  numbers  of  people  is  similarly  mysterious.  Yet  I 
is  usually  a  pattern.  Rarely  does  the  crowd  break  step, 
on  a  swaying  bridge. 


lames  Grant  is  the  editor  of  Grant's  Interest  Rate  Observer. 

Find  past  columns  at  www.forbes.com/grant  or  use  your  C.A.T.  scanner 
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we  start  up  startups 

i.  Join  Garage.com's  twoday  Bootcamp  for  Startups.  Leam  the  fundamentals  of  taking  your  company  from  startup  to  IPO.  Hear  from  the  high  tech  industry's 
stors,  experts,  and  entrepreneurs.  Gain  invaluable  information  about  raising  capital,  building  a  buzz,  hiring  top  talent,  and  launching  your  product.  At  ease.. 
ON   TO   WWW.GARAGE.COM/BOOTCAMP  TO   LEARN   MORE   &   REGISTER  TODAY. 
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Roman  Holiday 


revival!  Italy's  most  famous  two-wheeled 
export,  the  Vespa,  is  now  available  again  in 
the  U.S.— after  an  absence  of  15  years. 

BY  LEIGH  GALLAGHER 

AUDREY  HEPBURN  WON  HER  ONLY  OSCAR  IN 
the  1953  classic  Roman  Holiday  opposite  Gre- 
gory Peck,  but  the  award  might  just  as  well 
have  gone  to  the  sleek  little  scooter  upon  which 
the  duo  zipped  gracefully  around  the  streets  of 
the  Italian  capital.  While  Peck  romanced  Hepburn,  the  world 
fell  in  love  with  the  svelte,  stainless-steel  Vespa. 

The  Vespa  wasn't  the  first  motor  scooter,  but 
to  this  day  it's  arguably  the  best  known  of  the 
species.  (A  subclass  of  motorcycles,  scooters  have 
smaller  engines,  are  easier  to  operate  and  allow  the 
rider  to  sit  upright  with  knees  together,  as  if  in  a 
chair.)  Amid  a  resurgence  of  rapid  urban  trans- 
ports— witness  the  success  of  the  Razor,  its  elec- 
tric cousin,  the  Zappy  and  a  growing  array  of 
motor  scooters  coming  from  the  likes  of  Peu- 


La  Vita  Vespa 

Andiamo!  The  first  Vespa  boutique  opens  next  month  in  Los  Angeles,  with  20 
more  set  to  follow  by  this  coming  spring.  Can't  wait?  You  can  order  now,  direct, 
via  www.piaggiousa.com  or  by  calling  l-866-GO-VESPA.  Prefer  the  retro  look? 
Check  out  a  list  of  certified  dealers  of  vintage  Vespas  at  www.vespa.net.  And  ob- 
sessives  eager  to  "talk  scooter"  at  length  can  do  so  at  www.vespa.org.    —  L.G. 

Need  for  speed? 
The  ET2  reaches 
30  miles  per 
hour;  the  beefier 
ET4  will  hit  60. 


It  looks  like  a  wasp! 
The  new  scooters 
retain  the  buggy 
look  of  the  original. 


geot  and  BMW — none  has  yet  attained  anything  like  the 
status  of  the  Vespa. 

The  original  Vespa  was  created  by  Italian  military  aii 
manufacturer  Piaggio  in  1946,  when  Enrico  Piaggio  ore 
his  company  to  develop  a  two-wheeled  vehicle  as  a  mea 
cheap  transport  in  ravaged  postwar  Italy.  When  he  sav 
prototype,  its  bicycle-style  handlebars,  bug-eyed  headli 
narrow  waist  and  flared,  bulbous  tail  inspired  Piaggio  u 
claim,  "Sembra  una  vespa!" — literally,  "It  looks  like  a  wa 
The  wasp  touched  a  chord  in  Italy,  whose  citizens  saw 
both  a  symbol  of  reconstruction  after  the  war  and  an  icon  c 

working  class.  It  swiftly  becai 
leveling  cultural  force:  Col 
just  a  few  hundred  dollars 
Vespa  appealed  to  the  old 
young,  rich  and  poor.  Its  ai 
floorboard,  low-riding  seat 
enclosed  engine  (which  prote 
the  rider  from  exposure  to  g 
and  dirt)  made  it  particularly 
able  for  women,  who  could  rl 
skirts  without  compromi 
modesty.  To  the  outside  worl 
Vespa  soon  came  to  stand  fc 
things  Italian:  romance, 
freedom,  rebellion  and,  of 
course,  style.  Today  in  Europe, 
where  the  scooters'  size,  mobility 
and  ease  of  operation  make 
them  an  ideal  mode  of  urban 
transportation,  Vespas  are 
everywhere. 

•You'd  have  to  look 
hard,  though,  to  find 
them  in  the  U.S.  Piaggio 
started  selling  Vespas  here  in 
1951  and  found  a  ripe  mar- 
ket. But  in  1984,  California — 
source  of  most  U.S.  Vespa 
sales — toughened  its  emis- 
sions standards.  The  scooter's 
engine  failed  to  make  the  cut, 


i 


;ales  were  suspended. 

hat  didn't  stop  existing  Vespa  owners  from  protecting 
originals,  which  were  grandfathered  under  the  new  stan- 
;>.  Today  there  are  15,000  Vespas  still  scooting  around  these 
l:s  or  sitting  in  collectors'  garages,  preserved  and  protected 
rtwork.  There  are  48  Vespa  clubs  in  the  U.S.;  a  quick  Web 
:h  reveals  such  sites  as  Vespa.org  and  An- 
>re.com/biz4/vespa  (this  last  posted  by 
oter  Freak").  A  cult  of  tightly  linked  Vespa 
lisiasts  rebuilds,  trades  and  sells  their  vintage 
els,  the  newest  of  which  is  15  years  old. 
eginning  in  November  that  will  change, 
gio  USA  will  unveil  two  new  models 
}ped  with  a  more  environmentally  friendly 
le  designed  especially  for  the  U.S.  market: 
.2,950  ET2  and  the  $4,000  ET4.  The  smaller  ET2 
ts  along  at  30mph  and  requires  a  driver's  li- 
te in  most  states.  The  larger  ET4  requires  a 
orcycle  license  in  most  states,  but  also  hits 
ph.  Both  vehicles  are  refreshingly  un- 
ged  from  the  original;  they  still  fea- 
the  same  aeronautic-inspired  lines, 
le  floorboard,  square  leg-shield 
bicycle-style  handlebars.  And  > 
re  still  100%  stainless 


steel  (these  days  most  scooters  are  plastic),  manufactured 
start  to  finish  in  Piaggio's  factory  near  Pisa. 

The  new  Vespas  won't  be  sold  at  just  any  motorcycle  deal- 
ership. You  can  find  them  only  at  Piaggio-certified  Vespa  bou- 
tiques, which  will  also  peddle  Vespa- inspired  clothing  and  ac- 
cessories to  rival  those  of  any  duty-free  shop — Vespa  cashmere 
sweaters,  pants  and  jackets  made  by  Italian  fashion  house 
Loro  Piana,  Vespa  leather  bags,  Vespa  scarves  to  match 
Vespa  helmets — la  dolce  vita  only,  please.  The  first 
U.S.  boutique  will  open  this  November  in  Los 
Angeles,  to  be  followed  by  others  in  Mal- 
ibu,  Palm  Beach,  Dallas  and  East  Hamp- 
ton, N.Y.  Eventually  the  company  hopes 
to  open  some  40  boutiques  in  all. 

As  for  U.S.  distributors  of  vintage 
Vespas,  Piaggio  plans  to  help  support 
them  by  purchasing  original 
parts  from  the  community  of 
Vespa    restorers    that  has 
evolved  in  Italy — a  cottage  in- 
dustry of  lifelong  craftsmen 
who  labor  like  Gepettos 
restoring  old  Vespas  in  the 
Tuscan  hills  outside  Piag- 
gio's headquarters.  The 

That's  amore: 
Hepburn  fell 
in  love  with  Peck; 
moviegoers  fell 
for  the  Vespa. 
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company  then  will  sell  the  parts 
a!-,  to  a  select  group  of  Piaggio- 
eertified  restorers  in  the  U.S.  It's  al- 
ready anointed  20  such  specialists — in- 
cluding  Gene  W.  Merideth,  a 
Bioomfield,  NJ.-based  restorer  who 
owns  "a  whole  shed  full"  of  old  Vespas 
(about  20,  he  guesses,  including  three 
1965  SS90s,  a  rare  model  with  a  spare 
wheel  and  dummy  tank,  which  he 


reckons  would  fetch  up  to  $7,000  each 
on  the  open  market). 

Meantime,  early  versions  of  the  new 
2000  models  already  are  popping  up  in 
all  the  likely  places.  We  hear  that  Steven 
Spielberg's  wife,  Kate  Capshaw,  plans  to 
surprise  him  with  a  silver  ET2  for  his 
birthday;  Leonardo  Di  Caprio  is  getting 
one.  In  August,  at  the  Annacone  Tennis 
Classic  in  East  Hampton,  Alec  Baldwin 


auctioned  off  an  ET2  for  $16j 
Neiman  Marcus  will  show  a  limj 
edition  Neiman-branded  ET2 — sp( 
features  include  a  saddle-stitchedl 
leather  seat  and  matching  helmet1 
its  Christmas  catalog,  having  be 
out  such  chichi  retailers  as  Brooks 
and  Hammacher  Schlemmer  foi 
privilege. 

Working-class  origins?  Ciao,  bal 


War  Story 

B  o  o  K  s  I  A  recently  unearthed 
soldier's  diary  brings  the  Civil  War 
to  life  through  pictures  and  words. 

BY  SUSAN  ADAMS 

IT  WAS  THE  SUMMER  OF  1864,  AND  UNION 
Private  Robert  Knox  Sneden  sweltered 
inside  the  stockade  at  the  Confederate- 
run  Andersonville  prison.  Built  over  a  fetid 
Georgia  swamp,  Andersonville  held  30,000 
miserable  souls  struggling  to  survive  on 
meager  rations  of  raw  cornmeal  and  un- 
cooked bacon.  Thirteen  thousand  prisoners 
died  there. 

Weak  from  scurvy  and  rheumatism, 
Sneden  scratched  away  in  his  shorthand 
diary,  obsessively  documenting  everything 
he  witnessed.  He  made  sketches,  too:  of  the 
flimsy  shanties  the  men  built  to  ward  off 
the  pelting  rain  and  blazing  sun;  of  the 
"dead  line,"  a  rail  around  the  periphery  of 
the  yard.  Any  prisoner  within  12  feet  of  it 
would  be  shot  dead. 

More  than  a  century  later  Sneden's  war 
diary  is  being  published  in  book  form,  to- 
gether with  paintings  and  maps  he  made  of 
his  experience.  Eye  of  the  Storm  (Free  Press, 
$37.50)  is  a  unique  memoir  in  a  crowded 
field.  Unknown  to  historians  until  it  surfaced 
in  1993  (see  box,  p.  214),  Sneden's  manu- 
script may  be  the  most  extensive  account 
compiled  by  a  Civil  War  soldier.  The  book  is  a  distillation  of 
5,000  pages  of  text  and  more  than  800  watercolors. 

Sneden  wrote  the  core  of  it  during  the  war,  sketching  on 
scraps  of  paper  and  scribbling  in  the  margins  of  a  New  Tes- 
tament, then  hiding  his  work  in  the  soles  of  his  shoes  and  the 
seams  of  his  clothing.  After  the  war  he  revised  and  refined  it 
for  two  decades,  painting  over  the  sketches  with  watercolor 
and  expanding  on  his  notes  in  diary  form.  The  narrative 


arc  m 


The  art  of  war:  Mapmaker 
Sneden's  800  images  included 
these  of  "Rebel  Fort  Magruder." 


steers  clear  of  flowery  prose,  but  its  sirn 
ity  only  makes  it  more  powerful. 

Sneden's  war  odyssey  started  in  th« 
triotic  summer  of  1861,  just  after  the  fall  of  Fort  Sumte 
joined  the  army  in  New  York  City,  where  he  was  workii 
an  architect  and  engineer.  Because  of  his  drafting  skills, 
den,  then  29,  got  a  coveted  post  as  a  mapmaker.  For  a  ye: 
had  a  cushy  drafting  post  in  Washington,  D.C.,  where  he 
quented  Ford's  Theater  and  the  bar  of  Willard's  Hotel. 

Before  his  Washington  stint  Sneden  saw  battle,  and 
his  share  of  close  calls.  "When  the  enemy  trained  a  gu 
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me,  a  round  shot 
struck  the  ground  not 
more  than  thirty  feet  in 
front  of  me,  ploughing 
up  the  turf  many 
yards,"  he  wrote  on 
May  2,  1862.  "I  dis- 
tinctly saw  the  men  in 
the  embrasure  sight 
and  fire  the  gun  again. 
This  time  a  shell 
whizzed  screaming 
over  my  head  and 
burst  beyond  me  over  a  hundred  feet.  The  fragments  tore  up 
the  ground  viciously." 

On  the  evening  of  Nov.  26,  1863,  as  Sneden  remembered 
it  afterward,  he  had  a  "premeditation  that  something  would 
happen  before  morning." 
Late  that  night,  stranded  be- 
hind the  lines  near  Brandy 
Station,  Va.  with  a  small 
group  of  inadequately 
armed  men,  he  was  captured 
by  Colonel  John  Mosby. 

The  Hobbesian  chaos  in- 
side Andersonville  made  the 
place  a  living  hell.  Gangs, 
known  as  "Raiders,"  preyed 
on  weaker  prisoners,  maim- 
ing and  killing  for  supplies 
and  money.  Until  the  rest  of 
the  prisoners,  with  the  ap- 
proval of  the  Confederate 
guard,  took  justice  into  their 
own  hands.  First  they 
formed  their  own  police 
force,  the  "Regulators."  But 
the  Regulators  were  soon 
corrupted  by  the  Raiders. 

As  a  last  resort  the  pris- 
oners staged  their  own  tri- 
bunal, sentencing  the  six 
worst  offenders  to  death  by 
hanging,  which  they  carried 
out  under  the  approving  eye 
of  the  rebel  commander. 
Dozens  more  men  were 
sentenced  to  "run  the 
gauntlet"  inside    -  *- 
the  stockade.  "As  pa^ 
the  Raiders  ran 
between  the  dou- 
ble lines  of  men  they 
were  showered  with  blows 


without  mercy,"  writes  Sneden.  "Three  of  them  1 
knocked  senseless  with  broken  skulls,  and  died  in  an  hoJ 

After  13  months  in  prison,  Sneden  finally  returned  t«| 
North. in  a  prisoner  exchange.  He  lived  the  rest  of  his  lil 
obscurity,  traumatized  and  debilitated  by  his  war  experi«| 
For  solace  he  turned  to  his  war  diary,  expanding  and  re' 
ing  it,  and  fleshing  out  his  sketches  with  paint  and  ink. 

A  few  of  Sneden's  artworks  were  published  in  thel 
1880s  in  a  Century  Magazine  series.  But  the  Virginia  Hisl 
cal  Society's  Charles  F.  Bryan  Jr.  and  Nelson  D.  Lankl 
who  coedited  Eye  of  the  Storm,  believe  that  Sneden  hacl 
vently  hoped  to  have  his  memoir  published  as  a  kind  o 
finitive  history  book  of  the  Civil  War.  Instead  Sneden  dJ 
crotchety,  impoverished  86-year-old  in  1918,  at  the  Sole 
and  Sailor's  Home  in  Bath,  N.Y.  "Sneden  survived  the 
but  he  never  got  over  it,"  observes  editor  Lankford.  "We'  | 
nally  fulfilling  his  wish." 


n  the  autumn  of  1993  a  retiree  from  Litchfield,  Conn.,  accompanied  by  a  southern  art  d' 
arrived  in  the  rare-book  room  of  the  Virginia  Historical  Society  with  a  shabby  suitcase.  I 
were  four  tattered  Civil  War  scrapbooks  containing  some  500  meticulously  detailed,  if  s 
what  crude,  paintings  and  maps  by  a  Union  soldier  and  mapmaker  named  Robert  Knox 
den.  The  retiree,  Charles  Ash,  had  inherited  the  scrapbooks  from  his  parents,  who  had  rec 
them  as  partial  payment  for  a  debt  from  Sneden's  nephew  during  the  Depression.  Since 
the  artwork  had  been  languishing  in  a  Connecticut  bank  vault. 

The  Historical  Society  bought  the  scrapbooks  for  a  little  over  $100,000  and  then  hit 
ries  of  dead  ends  as  it  tried  to  learn  something  about  the  artist.  No  one  had  heard  of  the  fi 
including  the  historical  society  for  Rockland  County,  N.Y.,  where  Sneden's  Landing  is  loc 
Then,  suddenly,  pay  dirt:  Two  months  later  museum  curator  James  C.  Kelly  received  a  call 
Alice  Munro  Haagensen,  Rockland  County's  then-92-year-old  historian.  The  volunteer 
had  answered  Kelly's  inquiry  had  been  mistaken.  The  soldier's  family  had  indeed  settled  i 
area  in  the  17th  century.  Then,  almost  as  an  afterthought,  Haagensen  added,  "You  do 
about  Sneden's  diary,  don't  you?" 

The  scrapbooks,  it  turns  out,  were  only  a  fraction  of  Sneden's  documentary  lega 
5,000-page  war  memoir,  written  in  the  form  of  a  diary,  was  still  in  the  Sneden  family.  It  wa 
ting  in  storage  in  the  middle  of  the  Arizona  desert.  The  Historical  Society  bought  it  for  an 
tional  $100,000. 

By  this  time  the  Society  staff  had  verified  most  of  Sneden's  account.  But  what  to  dc 
such  an  extensive,  unique  work?  The  Society  was  considering  a  $10,000  offer  from  a  sma 
itary  history  publisher  when  it  got  a  letter  from  New  York  literary  agent  Julian  Bach,  who  had 
about  the  diary  from  a  friend  in  Virginia.  Bach  circulated  a  proposa 
Simon  &  Schuster's  Free  Press  bought  the  book  for  $355,C 
An  exhibit  of  100  Sneden  watercolors  not  inc 
in  the  book  will  begin  touring  this  fall, 
be  in  the  historical  societies  of 
York,  Nov.  I  to  Dec.  31;  Atlanta, 
23,  2001  to  Mar.  20;  Chicago,  M; 
to  Sept.  30;  and  in  the  Huntingtt 
brary  of  San  Marino,  Calif.,  Oct.  24, 
Jan.  24,  2002.  Details  are  at  the  Vi| 
Historical  Society's  www.sneden.com.  H 
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cing  What  He  Preaches 


Tom  Sowell's  odyssey  from  the  Jim  Crow  South  to 

intellectual  eminence  is  tinged  with  humor,  indignation  and  honesty. 


BY  JAMES  W.  MICHAELS 

Are  you  depressed  by  the  low 
ievel  of  integrity  on  display  in 
the  Bill  Clinton  (I  didn't  have 
sex  with  that  woman)/Al  Gore  (I  in- 
vented the  Internet)  era?  If  so,  I  have  an 
antidote.  It's  Thomas  Sowell's  just-pub- 
lished biographical  memoir,  A  Personal 
Odyssey  (Free  Press,  $25). 

Sowell's  writings  on  economics, 
ethnicity  and  education  have  won  him 
an  honored  place  in  American  scholar- 
ship, but  until  now  he  resisted  telling 
his  personal  story.  Now  he  has,  and  it's 
a  lively  tale. 

As  anyone  familiar  with  his  writing 
knows,  Sowell  believes  affirmative  ac- 
tion is  corrosive  for  black  people.  Be- 
lieving in  an  idea  is  one  thing,  sacrific- 
ing your  career  for  it  is 
something  else.  When  he  was 
39,  and  still  struggling  for 
recognition,  Sowell  was  asked 
to  join  the  editorial  board  of 
the  American  Economic  Review, 
a  considerable  professional 
honor.  He  smelled  a  mouse.  Was 
it  his  scholarship  they  wanted  or 
his  skin  color?  When  he  decided 
it  was  the  latter,  "I  not  only 
turned  down  the  offer,"  he  writes, 
"I  told  [them]  that  such  double 
standards  were  a  terrible  and 
harmful  idea." 

Integrity  isn't  a  word  he  uses 
often,  but  he  lives  it.  Sowell  resigned 
teaching  jobs  at  such  prestigious  in- 
stitutions as  Cornell  and  UCLA  after 
being  asked  to  ease  his  tough  grading 
standards.  He  turned  down  Stanford 
after  witnessing  an  incident  in  which 
the  administration  failed  to  curb 
rowdy  student  protesters.  But  this  isn't 
a  preachy  book.  It  is  a  very  human, 
sometimes  funny  account. 

The  Ox  >rd  dictionary  defines 
odyssey  as  "a  series  of  adventurous 
journeys  marked  by  many  changes  of 
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fortune."  Tom's  odyssey  was  all  of  that. 
It  began  70  years  ago  in  Charleston, 
S.C.,  in  a  little  frame  house  that  lacked 
electricity  and  indoor  plumbing.  Tom 
was  raised  by  a  barely  literate  great- 
aunt,  his  father  having  died  before  he 
was  born  and  his  mother  too  poor  to 
support  a  fifth  child  on  a  domestic's 
earnings. 

By  the  time  the  journey  concludes 
at  the  Hoover  Institution  in  Palo  Alto, 


Sowell  resigned  prestigious 
teaching  jobs  after  being  asked 
to  ease  tough  grading  standards. 


THOMAS 
SOWELL 


Calif.,  he  is  Dr.  Thomas  Sowell,  public 
figure,  newspaper  columnist  and  author 
of  such  splendid  books  as  A  Conflict  of 
Visions.  The  voyage  from  the  Jim  Crow 
South  to  intellectual  eminence  involved 
bloody  noses,  a  home  for  wayward 
boys,  a  near  court-martial,  unemploy- 
ment, a  busted  marriage,  brushes  with 
southern  racists  and  abuse  from  white 


liberals  and  black  politiciq 
When  Tom  was  6  his  I 
mother  found  him  pla1 
with  a  white  girl  of  his 
"You've  just  taken  your 
step  to  the  gallows,"  J 
Molly  scolded.  Even  after  he 
drafted  into  the  Marines  during  th» 
rean  War  Sowell  was  sometimes  rel 
service  in  restaurants. 

Of  his  critics,  including  many 
anointed  black  leaders,  Sowell  sa 
lived  through  experiences  they  can 
theorize  about."  A  chapter  in  one  j 
books  is  entitled  "The  Economii 
Discrimination."  But  he  never  fori 
warning  given  him  by  a  beloved  pa 
sor    of  English 
Howard  Unive 
when  Sowell  was 
ing  the  all-black  in 
tion  for  Harvard:  I 
flunk  out,  the  prol 
him,  "Don't  come 
here  and  tell  me  you  didn't  make 
cause  white  folks  were  mean." 

With  his  somewhat  spotty  earl 
ucation,  Sowell  did  nearly  flunk  c 
Harvard.  He  had  two  Fs  and  two 
his  first  semester.  Instead  of  fe 
sorry  for  himself,  Sowell  hit  the  t 
hard.  He  graduated  magna  cum  k 
During  the  1990s  Sowell  wr 
column  for  FORBES.  Tom  has  a  I 
for  expressing  complex  ideas  in 
simple  prose.  My  favorite  columi 
a  November  1993  piece  entitled 
skinny  black  Marine  and  the  fat 
Marine."  Sowell  had  been  some 
of  a  card  shark  in  his  Marine  C 
barracks.  He  drew  on  that  exper 
to  show  how  ridiculous  it  is  to 
broad  conclusions  from  simple  s 
tical  correlations. 

I'm  grateful  this  FORBES  conne 
gave  me  a  chance  to  get  to  kno\ 
splendid,  witty  character  and  his 
wife,  Mary.  The  next  best  thing 
meet  him  in  this  book.  It's  a  i 
memoir,  tinged  with  humor  and 
siderable  indignation.  Do  your 
favor:  Read  it.  If  your  local  store  d< 
carry  it,  amazon.com  and  barne 
noble.com  definitely  do. 
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:all  1-800-888-9896 


A  breakthrough  in  audio  technology... 
MR-318T  AM/FM/TV  Stereo 
Personal  Digital  Radio 
by  Rodelvox ™  only  $69^ 

'''But  read  this  ad  for  an  even  better  deal! 

There  is  absolutely  nothing  like  it.  This 
outstanding  personal  receiver  fits  in 
your  shirtpocket  or  fits  inconspicuously  on 
your  desk  or  night  table.  It's  packed  with 
features  that  give  you  crisp  reception  over 
the  entire  AM  and  FM  bands  and  the  audio 
portions  of  all  VHF  TV  channels— 2  to  13. 
Here  are  some  of  the  other  great  features  of 
this  breakthrough  personal  digital  radio: 


•  The  MR-318T  works  on  two  AA-batteries  (included).  II  mea- 
sures only  5  x  2.5  inches  and  weighs  less  than  six  ounces. 
Fidelity  is  astonishing,  in  both  loudspeaker  and  earphone 
modes!  The  maker  of  the  MR-318T  receiver  is  one  of  the  world's 
leaders  in  the  production  of  advanced  radio  equipment. 


i  PLL  Synthesized  Tuning 
I  Built-in  Speaker 
I  State-of-the-Art  Design 
I  Automatic  Scanning 


Headphones  Included 
Last-Tuned  Station  Retained 
Keylock  Function 
External  AC /DC  Power  Jack 


i  25  Memory  Presets: 
10  AM,  10  FM,  5  TV 
l  Low-Battery  Indicator 
i  Batteries  Included 


We  are  the  exclusive  importers  of  Rodelvox  '  audio  equipment  and  are  therefore  able  to  bring 
you  this  advanced  receiver  at  the  almost  unbelievable  price  of  just  $69.95.  But  we  have  an 
even  better  deal:  Buy  two  for  just  $139.90  and  we'll  send  you  a  third  one,  with  our  compli- 
ments—absolutely FREE!  Get  "shirtpocket"  AM/FM  reception  as  you  never  had  before. 
Catch  the  audio  portion  of  your  favorite  TV  show,  wherever  you  are:  watch  the  late  TV  show 
without  disturbing  your  partner;  listen  to  the  commentator  when  you  watch  the  ball  game 
or  any  sporting  event — and  much  more.  Yes,  get  a  new  world  of  listening  pleasure  with  your 
Rodelvox"  MR-318T"  AM/FM/TV  Stereo  Personal  Digital  Radio.  Order  it  today! 

You  may  order  by  toll-free  phone,  by  mail,  or  by  fax  and 
pay  by  check  or  Visa /MasterCard.  Please  give  order 
number  #1074F756.  Add  $4.95  for  ship./ins.  and  sales  tax 
for  CA  delivery.  You  have  30-day  refund  and  one-year 
warranty.  We  do  not  refund  postage.  For  customer  ser- 
vice or  wholesale  information,  please  call  (415)  643-2810.      2360  Third  St.,  San  Francisco,  CA  94107 


©  Order  by  toll-free  phone:  (800)  797-7367  or  (fastest!)  by  fax:  (415)643-2818  © 
Visit  our  zvebsite  at  unvw.haverhills.com 


Gemstones 


INVESTMENT  GEMSTONES 
GUARANTEED  LIQUIDITY!! 

We  buy  &  sell  Diamonds 
and  all  Precious  Gemstones 
Free  wholesale  catalog  since  1967' 
Member:  Jewelers  Board  of 
Trade  &  Chamber  of  Commerce 

HOUSE  OF  ONYX,  Inc. 
120  N.  Main  St,  Greenville.  KY  42345 
1 -800-844-3 100  or  FAX  270-338-9605 


Legal  Servfces 


asset  Protection 


Corporations,  Ltd.  Partnerships,  LLCs 
Offshore  Trusts,  Corps.,  Private  Banking 

•  Bcsl  Jurisdictions  •  Maximum  Privacy 
•Tax  Savings  •  Estate  Planning 

Professional  *  Confidential 


Steven  Sears,  CPA  •  Attorney  at  Law 

714-544-0622  •  www.searsatty.com 


formation  and  rates  on  advertising  in  the  next  Forbes  Business  Classified 
n  contact:  Media  Options  (1-800-442-6441  for  ad  rates  & 
ormation  only)  Fax:  1-973-694-8371  E-mail:  mediopt@aol.com 


Charge  your  ad. 


THOUGHTS 


On  the  Business  of  Life 


T 

n  a  democracy,  public  opinion  rules.  Victories  are  won  by  those  who  can  attract  and  enlist  the 
I  largest  followings.  This  is  true  of  political  candidates,  from  the  President  down.  It  is  true  of 
JmLm  every  competitive  enterprise.  Never  before  was  the  cultivation  of  successful  public  relations  as 
important  as  it  is  today.  Success  in  public  relations  spells  success;  failure  in  public  relations  spells 
failure,  throughout  the  whole  gamut  of  life.  American  industry  and  business  have  suffered  politically 
because  their  leaders  have  not  adequately  recognized  this  cardinal  truth.  — B.C.  FORBES  ( 1950) 


/  have  no  fear  of  photography  as  long 
as  it  cannot  be  used  in  heaven  or  hell. 

— EDVARD  MUNCH 


Manhattan  is  a  narrow  island  off 
the  coast  of  New  Jersey  devoted  to  the 
pursuit  of  lunch. 

— RAYMOND  SOKOLOV 


A  woman  telling  her  true  age  is  like 
a  buyer  confiding  his  final  price  to  an 
Armenian  rug  dealer. 

— MIGNON  MCLAUGHLIN 


One  cannot  both  feast  and  become  rich. 

— ASHANTI  PROVERB 


By  comparison  with  a  nightclub, 
churches  are  positively  gay. 

— ALDOUS  HUXLEY 


The  schlemiel  lands  on  his  back 
and  bruises  his  nose. 

—YIDDISH  PROVERB 


Cheat  me  in  price,  but  not  in  the  goods 
I  purchase. 

—SPANISH  PROVERB 


The  consumer  today  is  the  victim  of  the 
manufacturer  who  launches  on  him  a 
regimetit  of  products  for  which  he  must 
make  room  in  his  soul. 

—MARY  MCCARTHY 


If  fishing  is  a  religion,  fly  fishing 
is  high  church. 

—TOM  BROKAW 


Flyfishing  may  be  a  very  pleasant 
amusement;  but  angling  or  float  fishing 
I  can  only  compare  to  a  stick  and  a 
string,  with  a  worm  at  one  end  and 
a  fool  at  the  other. 

—SAMUEL  JOHNSON 


All  men  are  equal  before  fish. 

—HERBERT  HOOVER 


When  it  comes  to  finances,  remember 
that  there  are  no  withholding  taxes  on 
the  wages  of  sin. 

—MAE  WEST 


The  First  Lady  is,  and  always  has  b& 
an  unpaid  public  servant  elected  byi 
person,  her  husband. 

—LADY  BIRD  JOHN) 


The  one  thing  I  don't  want  to  be 
called  is  First  Lady.  It  sounds  like 
a  saddle  horse. 

—JACQUELINE  KENNEDY  OW 


A  classic  is  a  book  that  doesn't  have 
to  be  written  again. 

—CARL  VAN  DO 


A  classic  is  a  book  that  has 
never  finished  saying  what  it 
has  to  say. 

— ITALO  CALV 


A  Text  ... 

He  judged  the  cause  of  the  pot 
and  needy;  then  it  was  well  wh 
him:  was  not  this  to  know  me*, 
saith  the  Lord. 

— JEREMIAH 

Sent  in  by  Roger  Willroth,  Ames,  Iowa.  V 
your  favorite  text? 

More  than  14,000  "Thoughts,"  arranged  alphab< 
by  subject,  are  available  in  a  900-page,  one- 
deluxe  edition,  Forbes  Book  of  Quotations:  Thouj 
the  Business  of  Life.  The  price  is  $40,  plus  $3.50  sh 
and  $1  per  item  for  handling  (add  applicable  salt 
To  order,  please  call  toll-free,  1-800-876-6556. 
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ou're  building  a  portal.  You  have  processes 
to  automate  and  information  to  integrate.  And  y( 
boss  thinks  it  can  all  be  done  in  an  INSTANT. 


.te  DUE 


[uick  solution  isn't  enough.  It  needs 

a  quick  solution  that  works.  And  sure,  you 
easily  come  up  with  a  basic  portal  that 
les  access  to  information.  But  "basic"  isn't 
:h,  either. 


i  want  o  give  your  users 
guidance  about  what  to  do 
he  information.  To  just  pro- 
ccess  to  content  will  leave 
with  too  much  to  figure 
r  themselves.  They  won't 
where  to  go,  which 
nations  to  use  or  what  a 
to  perform  in  order  to 
lplish  a  particular  process. 

ally,  vou  have  to  feel  secure 
our  automated  processes  will 
Anything  less  will  frustrate 
employees,  your  customers,  your 
;rs  and  your  suppliers. 

^omplishing  ail  of  this  is  possible 

nterworks ®.  The  Enterworks®  Suite  integrates 
nation  and  enables  you  to  automate  your 


processes.  Whether  it's  making  a  purchase  or  check- 
ing the  status  of  an  order,  your  portal  users  can 
work  more  efficiently  and  productively. 


Enterworks"  makes  use  of 

existing  ERP  and  other  enterprise 
applications,  accessing  them  and 
integrating  them  into  the  processes 
without  custom  programming. 
Processes  that  are  built  with 
the  Enterworks®  Suite  can 
handle  exceptions  automati- 
m      callv  to  keep  portal-based 
transactions  on  track.  So  your 
employees  stay  productive,  and 
your  customers  and  suppliers 
stav  satisfied. 


To  find  out  more,  visit 

our  Web  site  and  download  a  FREE 
copy  of  The  Universal  Integration  Framework  for 
E-Business  at  www.enterworks.com/1047.html. 
Or  call  1-888-242-8356  xl047.  - 
Enterworks    Now  you  have 
the  power. 


Enterworks 


POWERING    PORTALS    AND  E-MARKETPLACES 

1-888-242-8356  x  1047  www.enterworks.com/1047.html 


Get  there  faster. 


)on't  get  hung  up  on  the  way  to  profitability.  Put  the  resources  of  proven  Internet  players  in  your  hands, 
ntroducing  speedStart.  It's  all  you  need  to  take  your  startup  from  zero  to 
>rofitability.  For  everything  from  fined-tuned  hardware  and  software  solutions 

o  professional  services  and  marketing  support,  visit  myspeedstart.com     COMPAQ.  Microsoft 


speedStart 


intel 


>20oo  Compaq,  Intel,  and  Microsoft  Corporation  All  rights  reserved  Compaq,  and  the  Compaq  logo  are  registered  in  the  U  S  Patent  and  Trademark  Office  speedStart  is  a  trademark  of 
ompaq  Information  Technology  Group  I  P  Microsoft  is  a  registered  trademark  in  the  United  States  and/or  other  countries  Intel  and  the  Intel  logo  are  registered  trademarks  of  Intel 


■  ■      ■  tm  . 


A 


Building  an  e-marketplace? 

We'll  make  you  wise 
beyond  your  years. 


LET  US  GUESS 


COMMERCE 
ONE 


©  2000  Research  In  Motion  Limited.  All  rights  reserved 
BlackBerry  is  an  end-to-end  wireless  email  solution  developed 
by  Research  In  Motion  (RIM)  BlackBerry.  the  BlackBerry  logo, 
the  '"envelope  in  motion"  symbol.  RIM.  the  RIM  Wireless  Handheld 
family  of  marks  and  the  RIM  logo  are  trademarks  of  RIM 


BlackBerry™  is  wireless  email  made  incredibly  easy.  It's  the  best  way  to  stay  connected  and 
manage  your  inbox  while  on  the  go.  No  dialing-in.  No  antenna  to  raise.  No  effort  required. 
And  since  BlackBerry  works  with  your  existing  office  email,  it  eliminates  the  hassle  of 
multiple  addresses.  So  go  ahead.  Disappear  from  the  office.  Because  now  you  can  send 
and  receive  your  email  -  when  and  where  it's  convenient  for  vnu  »T 


I've  been  using 

BlackBerry  for  the  past  two  months  and  have  found  it  to  be  a  transforming  experience. 
...Always  connected,  always  on,  and  always  there."  INTERNET  WEEK 


WWW.BLACKBERRY.NET 
||\|F0@  BLACKBERRY  NET 


BLACKBERRY 

WIRELESS    EMAIL  SOLUTION 
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MANAGE  THEM  ALL 


agemen 

raprise  Tr< 


Virtual  Invi 


WITH  ONE  COMPREHENSIVE 
E-BUSINESS  SOLUTION. 


antra  is  the  web-based  e-business  engine  that  successfully  manages  high  volume  transactions. 


To  build  a  successful  e-business,  you  must 
flawlessly  manage  thousands,  maybe  millions  of 
complex  transactions  on  the  Internet. Yantra 
is  the  powerful  e-business  engine  that 
seamlessly  manages  all  of  them  across  j 
your  enterprise  and  extraprise.  Our 
best-of-breed  solution  delivers  simplicity 


to  even  the  most  complicated  e-businesses 
with  flexible  business  rules,  scalability,  and  90- 
day  implementation.  No  one  solution  does 


more  to  build  and  retain  satisfied 
customers  than  Yantra. The  future 
success  of  your  business  starts  by 
contacting  us  today. 


w. yantra. com 


YANTRA* 

The  engine  of  e-business. 

I  2000  Yantra  Corporation. Yantra  is  a  registered  trademark  ofYantra  Corporation. 


1-888-292-6872 


rorb* 


Jambs  Berrien 
President 
Forbes  Magazine 

Dear  Forbes  Reader: 

We  are  proud  to  debut  :Cue:C.A.T.  M  technology  from  DigitalConvergence.:Com'M,  a  Forbi 
"first"  that  ushers  in  a  new  era  in  communication — the  convergence  of  magazine  publishing  arj 
the  digital  age.  This  technology  will  enable  you  to  get  more  information  about  the  articles  ar|j 
advertisements  that  interest  you,  without  time-consuming  searches  or  site  navigation.  A  swid 
of  your  :Cue:C.A.T.  device  will  take  you  to  the  specific  Web  page,  deep  within  a  site,  that  h^| 
the  information  you  want. 

Recently,  Forbes  sent  all  of  our  subscribers  a  :Cue:C.A.T.  device  along  with  installatioj 
instructions.  These  devices  are  also  available  at  www.getyourcat.com,  as  well  as  through  yoiil 
local  Radio  Shack  (pending  availability).  Now,  you'll  be  able  to  use  this  device  to  scan  tb 
":Cues"  (pictured  below)  on  editorial  and  advertisements  in  this  issue  and  all  future  issues  I 
Forbes,  Forbes  FYI  and  Forbes  ASAR 


Here  are  a  few  tips  to  get  you  started.  Holding  your  :Cue:C.A.T.  device 
so  it's  perpendicular  to  the  :Cue  on  the  page,  touch  the  :Cue  and  swipe, 
moving  left  to  right  with  a  quick  and  constant  speed.  The  seam  on  the 
:C.A.T.'s  "paws"  should  be  aligned  with  the  bottom  of  the  :Cue. 


Before  you  begin  swiping  the  :Cues  found  in  this  issue,  you  may  want  to  test  yoil 
:C.A.T.   with   the   :Cue  below.   A  successful  swipe   will   take   you   to   a  Web  pag 
(www.forbes.com/helpcenter/cat/),  where  you  can  get  information  on  obtaining  mor| 
:C.A.T.s,  send  an  e-mail  with  your  questions  or  read  a  list  of  frequently  asked  questions. 


So,  welcome  to  the  world  of  Internet-enhanced  publishing.  As  a  magazine  that's  been  ahead  c 
the  curve  for  over  80  years,  we  are  proud  to  be  the  first  to  offer  this  exciting  new  technology  1 1 
our  readers. 


Best  regards, 


3. 


James  Berrien 


Forbes   Building         60  Fifth  Avenue         New  York,     NY  ioc 


30  years  now,  the  only 
e  fhing  in  the  wor!d  of 
mess  is  change. 

JOHN  SEELY  BROWN 
IK_C10SELY_RIGHT_N0W 

>r  Lucent  Technologies, 
year  2000  opened  with  a 
ry  of  negative  rumors  on 
:rnet  bulletin  boards." 

CHARLES  C.  MANN 
THE  WORLD'S  A  BOOTLEG 

art  Cobain  and  Shakespeare 
rarely  mentioned  in  the 
le  breath,  but  the  Bard  of 


Avon's  name  forced  itself  into 
my  brain  when  I  was  down- 
loading some  Nirvana  for  a 
12-year-old  I  know." 

36  MICHAEL  WOLFF 
GOT  IT? 

"Early  on,  I  was  attracted 
to  the  technology  business 
because  I  really  thought  it 
represented  an  inner  circle  of 
understanding..." 

41  MICHAEL  MORITZ 
MANY  ARE  CALLED, 
BUT  FEW  ARE  BELIEVED 

"Place  a  sales  manager,  chief 


49  VIRGINIA  POSTREL 
MINE  EYES  DECEIVE  ME 

"We  live,  writes  a  critic,  in  the 
'Age  of  Falsification,'  filled 
with  surfaces  we  cannot  trust." 

56  STANLEY  CROUCH 
DIGGING  UP  THE  DEAD 

"Within  this  new  world  of 
human,  economic,  and  tech- 
nological relationships,  many 
people  are  struggling  for  a 
metaphor  to  give  us  a  sense  of 
where  we  are  right  now." 

63  AL  BERKELEY 
WIN- WIN- WINNOWING  OUT 
THE  GAMERS 

"I  struggle  with  what  is  true 
every  day.  My  wife,  one  of 
ose  people  who  think  clearly, 
ps  me  all  the  time.  The 
asdaq,  as  complicated  as  it 
is,  also  clarifies  my  thoughts." 


Forbes  ASAP  October  1,  2000 
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NOW  LET'S  TALK  ABOUT  YOUR  WEB  SITE. 

Doing  business  successfully  means  always  putting  your  best  foot  forward-and  today  that 
includes  your  Web  strategy.  At  SilverStream,  we  provide  the  software  and  services  that  help 
companies  like  yours  deliver  an  Internet  experience  that  has  the  breadth,  depth  and  profes- 
sionalism your  customers  expect.  We're  setting  new  standards  for  building  next-generation 
eBusiness  Web  sites  Sites  with  the  most  advanced  eCRM  technologies  and  B2B  integration 
capabilities,  to  give  you  a  real  competitive  edge- now  and  in  the  future.  Are  you  ready  to  take 
your  eBusiness  to  a  whole  new  level?  www.sllverstream.com 


mm 


SilverStre 

Are  you  ready  to  do  eBusine: 


is  a  registered  trademark  of  SilverStream  Softwail 


i  CORAGHESSAN  BOYLE 
X,  LIES.  AND  VIDEOTAPE 

1  tual  reality  has  been  with 
•  >r  a  good  long  time:  We 
i  it  fiction." 

I  IAL  VARIAN 
ES  AND  MILES 
I  LEXIBLE  TRACK 

e  'Euphoria  of  1999'  that 
i  ounded  the  Internet  is 

ady  the  stuff  of  legends. 
i>what  part  of  it  was  real 
I  what  part  was  not?" 

I  ON  TAPSCOTT 
]  INDUSTRIAL-AGE 
PORATION  IS  TOAST 

j  the  basic  institution  of 
dth  creation,  the  corpora  - 
]  is  undergoing  profound 
jige." 

AMES  J.  CRAMER 
ES  FROM  THE  DUPED  SIDE 

>w  could  I  not  bite?  A 
;>mberg.com  story  breaks 
jhe  Web  that  PairGain  just 
la  whopping  takeover  bid 
t  the  stock  is  unchanged 

a  the  last  sale.  Huh?" 

:C0TT  LAJOIE  AND 

RICK  DILLON 

OR  IN  JUDGMENT 

j;arly  every  day,  Herman 
'ins  confronts  an  unbear- 
t:  moment.  A  job  applica- 
L  faces  him  down.  How  to 
Pain  why,  at  34,  he  has  no 
k  history." 

;IR  JOHN  TEMPLETON 
NEW  JERUSALEM 

ght  years  ago,  I  sold  all  my 
neymaking  activities  in 
er  to  devote  my  life  to  a 
tly  more  important  pur- 
s... helping  the  world  build 
itual  wealth." 

i/IARK  KINGWELL 
UG  AHEAD 

ie  all  the  time. ...  It  gives 
deep,  perverse  pleasure ..." 

ry  f ew  years,  we  discover 
t  everything  we  knew  was 


wrong.  Who  can  be  surprised 
if  we  have  little  time  to  learn 
from  the  elusive  past? 

102  OWEN  EDWARDS 
THE  HONORED  DEAD 

"The  Fourth  of  July  parades 
along  the  main  street  of  my 
small  New  Jersey  town  always 
included  a  couple  of  Cadillac 
or  Packard  convertibles  car- 
rying fragile-looking  old  men. 
A  banner  on  the  side  declared, 
'Civil  War  Veterans.'" 

107  MICHAEL  KORDA 
IMAGINING  NONFICTION 

"Two  thousand  years  later, 
Pontius  Pilate's  question  still 
haunts  publishers..." 

110  STEPHEN  E.  AMBROSE 
OLD  SOLDIERS  NEVER  LIE 

"Historians  are  obsessed  with 
what  is  true.  They  have  to 
prove  what  really  happened." 

112  PAT  C0NR0Y 

MY  HEART'S  CONTENT 

"The  true  things  always 
ambush  me  on  the  road  and 
take  me  by  surprise  when  I  am 
drifting  down  the  light  of 
placid  days..." 

117  JACQUES  BARZUN 
WISE  COUNSEL 

"As  a  historian,  I  am  naturally, 
professionally,  interested  in 
truths,  and  this  concern  brings 
with  it  several  kinds  of  puzzles." 

A  thousand  generations  of 
human  beings  built  the  edifice 
of  culture  to  free  us  to  find 
our  true  and  authentic  selves. 

126  PICO  IYER 
DO  YOU  COPY? 

"Sometimes  in  Japan  I  look 
around  me  and  all  I  see  are 
versions  of  the  world  I've  tried 
to  leave  behind." 

130  ARTHUR  MILLER 
FANTASTIC  SCOOP 

"It  is  1986,  and  the  Soviet 
Union  is  immortal.  My  phone 


rings.  The  callers  voice  s 
so  distant  that  I  imagine 
the  wind  is  carrying  it.  And, 
indeed,  he  says  he  is  calling 
from  Kirghizia." 

135  IAN  FRAZIER 
TH-TH-THAT'S  NOT  ALL,  FOLKS 

"Yes,  there  was  an  actual 
duck  on  which  the  well-known 
screen  character  was  based." 

138  JAY  CHIAT 
ILLUSIONS  ARE  FOREVER 

"I  know  what  you're  thinking: 
That's  rich,  asking  an  adman 
to  define  truth." 

142  ELMORE  LEONARD 
McHEARD  IS  THE  WORD 

"Last  April  I  received  a 
newspaper  clipping  from  a 
Mr.  Harris  Oswalt  of  Mobile, 
Alabama,  saying,  'I  am  a  big 
fan  of  yours  and  found  this 
article  so  amazing  that  you 
could  write  a  book  about  it.' " 

146  GORE  VIDAL 
CLEARER  THAN  TRUTH 

"What  American  can  ever 
forget — much  less  want  to 
recall — the  solemn  parade  of 
'managers'  from  the  House  of 
Representatives  during  Clin- 
ton's impeachment  trial..." 

151  WILLIAM  VOLLMAN 
UPSIDE  DOWN  AND  BACKWARD 

"Upon  the  shallow  curved 
bowl  within  the  camera  ob- 
scura,  the  gray  sea  began  to 
turn.  Until  my  pupils  dilated  I 
saw  nothing  but  darkness." 

156  RICHARD  FORD 

THE  ACT  OF  CONTEMPLATION 

"Something  about  being  alive 
must  always  have  made  us  feel 
uncomfortable.  It's  not  just  the 
new  millennium  or  virtual  real- 
ity or  stock  option  angst..." 

160  JUDITH  CRIST 
THE  MAGIC  LANTERN 

"I  have  lived  a  lifetime  with  the 
truth  and  the  lies,  let  alone  the 
sex  and  videotape,  of  theatri- 
cal films." 


-   Redefining  distribution- 


You  can  have  them 


The  finest  fiber  optic  cable  solutions  whenever  and  wherever  you  need  them 


From  the  campus  backbone  to  the  single  user, 
from  the  largest  networks  to  the  smallest. 
Corning  Cable  Systems'  LANscape"  provides 
unmatched  fiber  optic  cable  solutions.  LANscape's 
comprehensive,  high-performance  product 
selection  is  easy  to  specify,  install  and  maintain. 
And  Anixter  makes  sure  you  get  what  you  need, 
where  and  when  you  need  it. 

LANscape  solutions  are  the  result  of  real-world 
experience  and  a  100%  focus  on  fiber  optic 


ANKfft 


systems.  Moreover,  LANscape  leads  the  industry 
with  a  25-year  warranty. 

Anixter,  the  world's  largest  supplier  of  data  and 
telecommunications  cabling,  can  supply  you  with 
a  LANscape  solution,  along  with  the  highest  level 
of  service  and  quickest  response  time. 

One  call  gives  you  the  decades  of  experience 
and  the  expertise  you've  come  to  expect  from 
two  global  leaders. 


CORNING 

Cable  Systems 


(Formerly  Siecor) 


8  00. ANIXTER 
www.anixter.com 


Order  your  free  Coming 
Cable  Systems  Solutions 
and  Products  Guide  at 
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LASTING 
URE  SHOW 

ether  films  are  based  on 
or  fiction,  they  are  always 
esentation,  never  reality, 
e,  movie  directors  pick 
most  authentic  scenes  in 
history. 


217  JOHN  ZOGBY 
THE  FORBES  ASAP  POLL 

"Forbes  ASAP  wanted  me  to 
ask:  'What  is  true?'  I  was 
unsure  but  intrigued.  Would 
it  even  be  possible  to  do  a  poll 
on  this  question  ? " 


PETER  JACKSON 
F-HYPE-NOSIS 

.4...3...2...1:  'Welcome 
k  to  Power  Lunch  on 
(C!  We  have  Peter  Jackson, 
>  from  Intraware  Inc.'  My 
t  starts  to  pound." 


For  500  years,  faith  has  been 
in  retreat,  abandoning  the  bat- 
tlefield of  the  physical  world. 
Now  it  sits  within  its  last 
defense,  its  final  redoubt  in 
the  place  of  revelation,  under 
the  cloud  of  unknowing. 


now  what  is  trustworthy 
true  in  the  people  and 
gs  we  encounter. 

JOHN  UPDIKE 
TRIED  AND  TREOWE 

writer  of  fiction,  a  profes- 
lal  liar,  is  paradoxically 
:ssed  with  what  is  true." 

ANN  BEATTIE 

COVER  WHAT  YOU  KNOW 

lave  an  internal  Geiger 
nter  that  sounds  when  a 
jine  thing  is  encountered." 

MOLLY  1VINS 

EN  FROGS  HAVE  WINGS 

t's  say...  there  are  two  kinds 
•uth.  An  example  of  the  first 
1  is:  There  are  5,280  feet  in 
iie.  Of  the  second  kind: 
i  should  never  get  involved 
land  war  in  Asia." 

ANDREW  FERGUSON 
LITY  OP 

lo  not  know  Lee  Boddy. 
ive  never  spoken  to  Lee 
Idy. ...  (But)  the  fact  is  that 
Boddy  and  I  are,  after  a 
lion,  intimates." 

SHERRY  TURKLE 
EN  TOYS  ARE  US 

ised  to  think  of  the  com- 
er as  a  kind  of  Rorschach 
,  a  relatively  neutral  screen 
o  which  people  projected 
r  thoughts  and  feelings." 


226  REYNOLDS  PRICE 
DEAR  HARPER 

"It'll  be  some  years  before 
you  read  this,  if  ever.  But  given 
the  uncertainties  of  all  our 
futures,  I'll  set  it  down  here  at 
the  time  of  your  baptism  and 
hope  that — should  you  ever 
need  it — it  will  be  legible  still." 

236  THE  DALAI  LAMA 
INFINITE  COMPASSION 

"When  we  talk  about  whether 
something  is  true,  we  mean 
what  appears  accords  with 
the  way  a  thing  really  exists. ... 
When  there  is  a  discrepancy 
between  appearance  and  real- 
ity, we  regard  it  as  untrue." 

239  KAREN  SOUTHWICK 
CIRCLING  FAITH 

"The  young  missionary  was 
flushed  and  earnest  as  he 
related  the  story:  A  team  of 
scientists  had  located  the  mau- 
soleum of  Alexander  the  Great." 

242  CARL  HIAASEN 
DESTRUCTION  ENSUES 

"Every  spring,  a  scientist 
named  William  M.  Gray  gives 
a  fearless  prediction  in  advance 
of  hurricane  season.  ...Weather 
watchers  await  Gray's  annual 
warnings  as  avidly  as  Wall 
Street  anticipates  Alan  Green- 
span's periodic  conjectures ..." 

247  JOE  FIRMAGF 
CRUISING  THE  COSMOS 

"I  had  the  most  astonishing 


experience  of  my  life. ...  Either 
a  vision  or  a  visitor  appeared 
in  my  bedroom.  We  shared 
a  few  interesting  words,  or 
thoughts,  about  space  travel." 

252  KATHLEEN  MORRIS 
TURNING  FROM  BEAUTY 

"What  is  true  is  that  each 
moment  of  life  is  a  gift  of 
unfathomable  beauty.  But  we 
don't  want  to  know  it." 

255  ROBERT  NOZICK 

THE  PURSUIT  OF  HAPPINESS 

"In  my  book  Anarchy,  State 
and  Utopia,  I  described  a 
thought  experiment  about  a 
device  that  I  called  the  'exper- 
ience machine.' " 

261  STEPHEN  JAY  GOULD 
ONLY  HUMAN 

"When  seeking  a  metaphor 
for  the  'real'  or  the  'authentic,' 
our  linguistic  inclinations  lead 
us  to  images  of  material  solid- 
ity that  we  can  hold  tightly 
against  our  own  body." 

267  TIMOTHY  FERRIS 
MANY  QUESTIONS, 
SOME  ANSWERS 

Physicists  Paul  Davies  and 
Steven  Weinberg  address  a 
science  writer's  questions  about 
the  future  of  science  and  why 
quantum  computers  will  be 
slow  to  boot  up. 

273  RICHARD  DAWKINS 
HALL  OF  MIRRORS 

"A  little  learning  is  a  dangerous 
thing.  This  has  never  struck  me 
as  a  particularly  profound  or 
wise  remark,  but  it  comes  into 
its  own  when  that  little  learning 
is  in  philosophy." 

278  JAMES  BURKE 

AS  A  MATTER  OF  FACT... 

"It's  too  easy,  with  the  bene- 
fit of  modernity,  hindsight, 
and  all  that,  to  regard  sci- 
ence as  the  most  fearless, 
objective,  apolitical,  demo- 
cratic, and  open-minded  of 
human  endeavors — the  seeker 
of  truth." 


iter's  Letter 


APPY  BIRTHDAY! 


Explain  yourself,"  said  the  voice  on  the  phone.  Three 
weeks  had  passed  since  the  invitation  letters  for  this 
year's  Big  Issue  had  been  mailed,  and  we  smelled  a  disas- 
ter in  the  making.  Exactly  two  writers  had  accepted  our 
offer  to  write  for  Big  Issue  V — and  they  were  on  staff! 
Then  the  phone  rang.  It  was  Richard  Ford,  Pulitzer 
Prize-winning  author  of  Independence  Day,  calling  to 
say  yes,  he  was  interested  in  writing,  but  could  we 
explain,  specifically,  what  we  meant  by  the  question, 
"What  is  true?" 

That  day  in  late  April  was  the  tipping  point,  and 
like  nervous  party  hosts  peering  out  the  living  room 
window,  we  were  only  too  relieved  to  see  the  first  head- 
lights arrive  in  the  driveway... and  arrive. ..and  arrive. 
The  great  playwright  Arthur  Miller  thought  he  had  just 
the  idea,  and  48  hours  later  1,600  words  arrived  by  fax. 
Novelist  Gore  Vidal  wondered  if  we  would  be  interested 
in  something  on  historical  truth;  Sun  Microsystems  CEO 
Scott  McNealy  wanted  to  take  a  shot;  so  did  Nasdaq 
President  Al  Berkeley.  The  masterful  Elmore  Leonard 
tackled  the  question  of  truth  by  using  a  newspaper 
headline  to  create  a  fictional  character  before  our  eyes. 
Simon  &  Schuster's  editor  in  chief,  Michael  Korda, 
wrote  a  fascinating  essay  on  truth  in  publishing.  Pico 
Iyer  wrote  his  with  jet  lag,  having  just  returned  from 
Japan.  Pat  Conroy  reconsidered  the  life  he  embarked  on 
30  years  ago  as  a  young  Citadel  graduate  and  war  pro- 
tester. Molly  Ivins  didn't  let  chemotherapy  get  in  the 
way  of  wrestling  with  truth  in  politics,  and  this  was  all 
before  a  v/riter  named  Updike  mailed  in  his  essay, 
followed  closely  by  a  brown  envelope,  postmarked 
India,  from  His  Holiness  the  Dalai  Lama. 


THE  BIG  ISSUE  TURNS  FIVE 

AND  TACKLES  ITS  BIGGEST  TOPIC  YET 


Nevertheless,  despite  our  wealth  of  talent,  there 
still  Richard  Ford's  question  and  the  line  from  jj 
Updike's  letter,  "Well,  this  is  either  a  big  topic  or  a  ii 
existent  one."  And  Reynolds  Price's  basso  profui 
voice  calling  in  early  June  to  report  with  a  chuckle,  i 
it  be  on  your  soul.  This  essay  sweated  blood  out  of  ri 
We  had  clearly  touched  a  nerve. 

Initially,  we  thought  the  idea  fairly  simple:  a 
together  the  thoughts  of  50  or  so  writers  and  think| 
all  talking  about  what  they  find  true,  authentic,  i 
enduring  in  an  age  of  radical  and  chaotic  change,  w 
hasn't  noticed  the  tiny  technological  recalibrations  t 
subtly  but  forcefully  guide  us  toward  more  produc 
lives?  Yet  at  what  cost?  Conversations  that  once  ti 
place  on  the  sidewalk  are  now  carried  out  entirely  q 
voicemail.  From  CNN  to  Napster,  we  live  in  a  world  t 
is  a  copy  of  a  copy.  (See  Miller,  p.  130;  Mann,  p.  32.) 
how  do  we  trust  the  currency  of  the  information 
encounter  as  true?  (See  Seely  Brown,  p.  26;  Cramer,  p. 
And  what  about  us,  the  souls  operating  the  levers  of  1 
complicated  silicon  machine?  As  technology  smoo| 
out  the  wrinkles  of  our  daily  lives,  what  remains  imij 
table  and  unchanging  about  being  human?  (See  Updj 
p.  200;  Ford,  p.  156.)  The  challenge  for  all  of  us  is  to 
the  world  through  the  eyes  of  a  newborn,  and  ask  qu 
tions  both  basic  and  profound. 

The  digital  age,  an  era  we  seem  to  have  stumbi 
into  more  than  chosen,  is  asking  new  questions  of  i 
and  we  proudly  bring  to  you  55  voices  (and  more  till 
90,000  words)  tackling  the  biggest  of  them  all:  Whai 
true?  Read  on  and  then  drop  us  an  email. 

—  Rodes  Fishburne,  Big  Issue  Edi 
rodes@forbeSi.isap.a 
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PC  WORLD 


The  editors  of  PC  World  magazine  judged  hundreds  of  products  based  on  perfori 


world  class  consistency,  innovation  and  value.  Their  verdict?  "AMD's  Athlon  Process) 
superstar  in  all  four"  and  "Athlon-based  PCs  sprinted  to  the  top  of  our  corporate  and  home  PC  charts."  Th 
just  a  few  of  the  reasons  that  they  chose  the  AMD  Athlon™  processor  as  "Product  of  the  Year."  You'd  think 
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This  year's  Big  Issue,  as  always,  required  the  hard  work  of  the  Fo\ 
ASAP  team  over  many  months  and  more  than  a  few  late  nights, 
and  all  deserve  credit  for  keeping  the  Big  Issue  alive  and  on  time,  dd 
the  usual  headaches,  the  random  heartbreak,  and  the  occasional  misti 
For  the  second  year  in  a  row,  Assistant  Editor  Karina  Kinik  kept] 
writers,  contracts,  and  flow  of  essays  on  track.  Managing  Editor 
Patterson  and  Assistant  Managing  Editor  Terry  Nagel  made  this 
most  chaos-free  Big  Issue  yet.  Art  Director  Joanne  Hoffman  and  I 
duction  Manager  Beth  Brann  skillfully  designed  and  produced  the  is 
despite  meddlesome  editors.  A  kind  thanks  to  Consulting  Editor  Ch 
Edwards,  Big  Issue  Creative  Director  Tony  Lane,  and  Executive  Ed 
Karen  Southwick,  who  provided  their  usual  invaluable  help  and  ex) 
tise.  Features  Editor  Eric  Pfeiffer,  Senior  Editors  Patrick  Dillon  ; 
David  H.  Freedman,  and  Contributing  Editor  Ed  Clendaniel  all  brou 
their  experience  and  humor  to  a  situation  in  need  of  both.  Associ| 
Fditor  Scott  Lajoie,  Staff  Reporter  Shelley  Pannill,  and  Editorial  As 
tant  Andrew  Freiburghouse  provided  great  ideas  and  rock-solid  editi 
Office  Manager  Ann  McAdam  did  a  superb  job  of  holding  everyth 
together.  Editorial  Intern  Michael  Boland  is  now  fire  tested  and  re; 
for  anything. 

Finally,  a  special  thanks  goes  to  Forbes  ASAP's  chief,  Editor  Mid} 
S.  Malone,  who  pushed  us  to  "go  deep"  and  then  kept  pushing. 

—  Rodes  Fishburne,  Big  Issue  Edi 
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Carrier  grade  VoIP  used  to  be  a  dream.     Not  any  more. 

\low,  thanks  to  empowerTel's  award-winning  switches,  you  can  realize  all  new  service 
)pportunities  and  gain  a  significant  marketplace  edge  through  unprecedented  voice  and 
data  convergence.  That  means  remarkable  scalability,  business-quality  voice,  and  bullet- 
proof reliability — all  at  a  tremendous  cost-per-line  savings  over  legacy  voice  systems 
up  to  67%).  And  you  can  deploy  in  less  than  two  months  versus  a  year  or  more  with 
raditional  solutions. 

Backed  by  investors  like  Goldman  Sachs,  Battery  Ventures,  Sony,  and  others,  only 
jmpowerTel  has  the  resources,  engineering  talent,  and  industry-leading  technology 
o  make  it  all  happen.  Today. 


:ind  out  more.  Call  us  at  1.408.519.7100  or  E-mail  reality@empowertel.com. 

Voice  -  Video  -  Data 
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es  looking  for 
ew  competition. 
IWith  the  mobile 
Internet,  he  can 


Where  in  the  world  can  you  go  to  find 
some  worthy  competition?  Just  about 
anywhere,  with  the  mobile  Internet  from 
Lucent.  As  the  world  leader  m  mobile 
Internet  technology,  we're  building  the 
wireless  networks  that  bring  the  full 
power  of  the  Internet  to  mobile  devices. 
So  everything  from  interactive  games 
with  3D  graphics  to  online  banking  to 
video  e-mail  is  always  at  your  fingertips. 
When  you  change  the  way  people 
communicate,  you  change  the  way 
they  live.  Lucent  Technologies.  We  make 
the  Internet  mobile. 

Expect  great  thin 
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 for  call  centers  

SURVIVAL  MEANS  ATTRACTING  ATTENTION  TO  WHAT'S  CRITICAL. 


In  your  call  center,  every  second  counts.  And  immediate 
access  to  time-sensitive  information  is  crucial. 
BackWeb*  is  the  answer.  BackWeb  not  only  delivers 
data,  but  gets  it  noticed —  from  product  updates  and 
promotions  to  the  latest  changes  in  market  conditions. 
BackWeb's  patented  Polite"  Push  seamlessly  downloads 
even  large  files,  while  its  Flash  technology  animates  urgent  news 


on  your  reps'   screens,  without  interrupting  tt 
crucial  call  center  applications.  Increase  your  call  cent 
effectiveness  and  efficiency,  and  boost  custor 
satisfaction  with  BackWeb.  For  a  white  paper  detail 
how  BackWeb's  e-Accelerator  can  raise  your  call  cer 
productivity,  visit:  www.backweb.com/accelerate3.hi 
or  call  us  at  1-800-863-0100. 


What  Pushes  e-business 


Among  the  many  companies  using  BackWeb:  Verizon  Wireless,  Compaq,  Fidelity  Investments,  Hewlett-Packard.  Robertson  StephI 


"There  is  no  Twilight  Zone  of  honesty 
in  business  —  a  thing  is  right  or  it's 
wrong  —  it's  black  or  it's  white." 
— John  F.  Dodge,  a  U.S.  automotive  pioneer 


For  30  years  now,  the  only  true 
thing  in  the  world  of  business  is 
change.  For  the  businessperson, 
it  is  a  seductive  but  terrifying 


tango,  the  ever  faster  rhythm 
set  by  the  blizzard  of  electrons 
bouncing  across  the  surface  of 
the  integrated  circuit.  Each  year 
the  dance  grows  faster,  the  dancers  more  desper- 
ate: One  misstep  and  they  may  find  themselves  in  a 
bruised  heap  on  the  dance  floor.  Everyone  knew 
technology  would  change  the  nature  of  products, 
though  few  guessed  it  would  change  the  nature  of 
business — and  the  economy — as  well.  But  we've 
learned,  and  somehow,  in  a  process  both  magnifi- 
ed and  brutal,  we  have  changed  forever  the 
ructure  of  enterprise,  even  the  way  we  define 
uccess.  What  hasn't  changed  is  the  meaning 
what  it  is  to  be  a  human  being  living  and  working 
this  new  economic  world.  Do  we  fit?  Does  this 
ew  world  fit  us— or  must  we  too  change  to 
succeed  in  it? 
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osely_right_now 


by  John  Seely  Brown 


I  or  Lucent  Technologies,  the  year  2000 
opened  with  a  flurry  of  negative  rumors 
on  Internet  bulletin  boards  and  chat 
rooms.  Then  on  January  6,  the  com- 
pany put  out  a  press  release  with  an 
earnings  warning,  seeming  to  indicate 
that  people  posting  on  bulletin  boards 
and  in  chat  rooms  really  did  have  a  good 
idea  of  what  was  going  on  —  despite 
their  flaky  online  names  such  as  "hot_ 
like_wasabe,"  "  brain_and_the_kahuna," 
and  "Floydian_us." 

So  in  late  March,  when  the  Lucent 
discussion  on  Yahoo  carried  rumors  of 
further  problems  in  the  second  quarter, 
onlookers  paid  attention.  On  March 
22,  "kahuna_and_the_brain"  guessed 
that  there  might  be  another  earnings 
warning.  Then,  just  before  New  York 
markets  closed,  "hot_like_wasabe" 
forwarded  an  item  under  the  heading 
"LUCENT  RELEASES  EARNINGS 
WARNING!  DAMN!"  The  item  for- 
warded was  a  press  release  similar  to 
the  one  in  January,  another  earnings 
warning.  Next,  "Floydian_us"  sent  the 
press  release  to  some  20  different  mes- 
sage boards  along  with  the  comments  of 


a  disappointed  investor.  As  the  news 
spread,  Lucent's  stock  began  to  sink. 

But  the  "news"  was  pure  fabrication. 
The  press  release  was  a  fake.  Before 
Lucent  was  able  to  get  an  authentic  press 
release  out,  its  stock  value  had  dropped 
some  $7  billion.  Of  course,  anyone  buying 
while  the  price  was  down  made  a  killing 
when  things  returned  to  normal.  As  the 
SEC  discovered  later,  one  such  buyer  was 
operating  under  the  names  "kahuna_ 
and_the_brain,"  "hot_like_wasabe,"  and 
"Floydian_us."  A  single  person  had 
orchestrated  this  trio  of  online  identities, 
using  names  very  close  to  those  of  estab- 
lished hands  on  the  message  boards: 
"Floydian_us,"  "hot_like_  wasabe,"  and 
"brain_and_the_kahuna."  What's  in  a 
name?  Some  $7  billion,  it  appears,  if  you 
misread  a  1  for  an  1  or  don't  pay  close 
attention  to  word  order. 

This  sort  of  fraud  wasn't  developed 
by  the  Internet.  Nearly  200  years  ago,  a 
messenger  rushed  from  the  English 
coast  to  London  and  announced  Napo- 
leon's defeat,  sending  the  price  of  stocks 
skyrocketing.  However,  the  whole  thing 
was  a  ruse.  The  year  was  1814,  and 
Napoleon's  fall  at  Waterloo  was  a  year 
away.  The  messenger's  ride  was  just  a 
clever  ploy. 

Both  examples  remind  us  that  in  tur- 
bulent times — in  particular,  political  or 
technological  revolutions — truth  can  be 
hard  to  read.  (Which  is  why  Senator 
Hiram  Johnson  said  in  1917  that  truth 
is  the  "first  casualty"  of  war.)  When  old 
channels  of  information  dry  up  and 
unfamiliar  ones  replace  them,  rumor, 


THE  INTERNET  BESTOWS 
AUTHORITY  ON  EVERYONE, 
WHICH  IS  EXACTLY 
THE  PROBLEM 


deception,  and  misinformation 
run  wild.  In  such  times,  we  all  hav 
learn  to  read  again.  Ferreting  out 
truth  isn't  the  only  problem.  In  the  i 
world  of  logic,  everything  may 
simply  true  or  false.  In  the  real  wc 
we  spend  most  of  our  time  in 
unmapped  middle  ground,  amid  enc 
shades  of  gray,  trying  to  eyeball  ci 
bility,  reliability,  reputation,  and  gen 
trustworthiness. 

So  most  of  the  Net's  challenge 
truth  are  also  challenges  to  trust.  Wl 
do  you  trust  to  tell  you  the  truth  in  cy 
space?  Do  you  know  that  the  Floyc 
who  contacted  you  yesterday  is  the 
sending  you  a  message  today?  ^ 
Floydian  be  as  trustworthy  today  as  h 
she  was  yesterday?  Is  Floydian  reall 
person,  or  just  a  clever  piece  of  s 
ware  telling  you  what  you  want  to  he 

And  it's  not  only  individuals 
have  to  doubt.  The  Net  also  has  pu 
the  plug  on  much  of  the  trust  we 
in  organizations.  You  might  trust 
stories  you  find  in  your  newspaper, 
can  you  trust  the  stories  on  its  Web  s 
You  know  what  to  make  of  a  pi 
release  on  TV  news.  But  what  about 
on  an  Internet  bulletin  board?  Whei 
something  published  on  AOL  as  tn 
worthy  as  something  published  in  71 

To  handle  such  questions,  as  v 
as  truth  and  trust,  we  need  a  th 
"t-word":  triangulation,  which  began 
a  navigational  term  for  sailors  and  rel 
to  using  two  points,  other  than  yours 
to  establish  a  location.  We  judge  tn 
in  terms  of  trust,  and  trustworthin 
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ILLUSTRATION  BY  JOHN  MAT 


own 


,    iriangulation,  taking  bearings 
information  alone  but  also 
ontext.  Whatever  people  say, 
s  actually  do  judge  books  by 
their  covers,  not  just  their  content. 
Where  you  find  information  is  usually 
as  critical  as  the  information  itself. 

in  information  bombarding  us 
from  every  side,  triangulation,  putting 
information  in  its  proper  place,  is  both 
more  critical  and  harder  than  ever. 
Triangulation  relies  on  stability  and  con- 
tinuity, but  information  now  shifts  easily 
across  contexts,  as  shown  in  the  example 
of  the  Lucent  "press  release"  posted  to  a 
Yahoo  discussion  group.  So  today  we  all 
face  the  problem  of  trying  to  triangulate 
in  a  constantly  changing  "infosphere." 

Inevitably,  some  people,  noting  the 
frauds  and  the  phonies,  conclude  we 
should  avoid  the  Internet.  The  Net  to 
them  is  at  best  terminally  unreliable,  at 
worst  a  nest  of  deception. 

This  makes  no  more  sense  than  reject- 
ing the  telephone  because  it  can  be  used 
to  tell  lies.  Moreover,  these  doubters  mis- 
understand the  Net's  power.  Sure,  it  can 
be  a  source  of  misinformation,  but  it  also 
can  be  a  great  means  for  triangulation. 
Yes,  Pierre  Salinger,  a  savvy  journalist  in 
the  old  world  of  print  and  broadcast, 
was  tricked  into  reporting  that  TWA 
Flight  800  had  been  shot  down  because 
of  something  he'd  read  online.  But  yes, 
too,  the  Net  helped  shoot  down  the 
story.  Netizens  quickly  drew  a  bead  on 
the  untrustworthiness  of  Salinger's  single 
document,  which  lacked  any  independ- 
ent corroboration.  Salinger  tripped  not 
because  he  used  the  Internet  as  a  source 
for  truth  but  because  he  failed  to  use  it  as 
a  resource  for  triangulation. 

Equally  important,  though,  is  the 
realization  that  the  information  super- 
highway is  only  a  resource.  Despite  raw 
digital  power,  amazing  scope,  inventive 
software  designers,  and  good  marketing, 
trust  and  triangulation  can't  be  auto- 
mated on  the  Net.  Much-talked-about 
"trust  systems" — which  include  such 
things  as  reader  recommendations  on 
Amazon  and  seller  reviews  on  auction 
sites — are  popping  up  everywhere. 

The  best  of  these  are  pretty  good  and 
are  key  to  developing  new  and  trustwor- 
thy online  markets.  E-businesses  often 
depend  on  them.  But  they  have  limita- 
tions that  no  wise  user  should  overlook. 
The  first  is,  paradoxically,  a  product  of 
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their  reliability.  The  more  these  systems 
inspire  trust,  the  more  they  attract  peo- 
ple who  want  to  take  advantage  of  that 
trust  and  game  the  system.  The  Lucent 
scam  worked  because  of  the  trust  people 
had  developed  in  bulletin  boards  and 
their  regular  contributors.  Like  banks, 
trust  systems  become  victims  of  their 
own  successes.  The  more  trust  they  accu- 
mulate, the  greater  the  reward  for  a 
heist,  so  the  harder  attackers  work,  and 
the  harder  the  systems  have  to  work  to 
defend  themselves. 


The  second  limitation  is  aiso  para- 
doxical and  results  from  the  fences  sys- 
tems build  in  order  to  defend  themselves. 
Trust  systems  usually  work  by  focusing 
quite  narrowly  on  the  interactions  that 
occur  within  their  borders.  These  are 
easily  tracked  and  analyzed  by  the  sys- 
tem. And  they  are  easy  for  users  to  refer 
to  and  understand.  On  eBay,  for  exam- 
ple, you  can  follow  the  trades  in  which  a 
particular  party  has  been  involved.  In 
Yahoo's  discussions,  if  you  want  to 
check  out  people's  credibility,  you  search 
among  what  they  have  recently  posted 
and  look  at  the  biographies  they  have 
written  about  themselves. 

Contrast  this  with  the  off-line  world. 
We  ask  people  to  tell  us  about  them- 
selves. But  to  move  beyond  mere  acquain- 
tance, to  rely  on  their  checks  or  their 
advice,  we  usually  take  broader  bear- 
ings. We  don't  expect  to  know  every- 
thing about  them.  But  we  generally  do 
expect  them  to  be  knowable.  That  is,  we 
expect  to  be  able  to  find  out  important 
things  about  them  if  need  be.  And  we 
look  around  for  corroboration.  When 
friends,  neighbors,  or  colleagues  can't 


vouch  for  someone,  we  rely  on  the 
behind  the  check,  the  Departmer 
Motor  Vehicles  behind  the  license, 
company  behind  the  credit  card,  the 
erence  behind  the  application,  the  sc 
behind  the  degree.  Given  the  challenj 
controlling  the  world  at  large,  con 
inevitably  try  to  narrow  down  triang 
tion,  focusing  attention  on  a  partia 
set  of  documents  or  references.  As  nc 
many  trust  systems  do,  too. 

Take,  for  example,  eBay's  appro 
to  reputation.  Anyone  who  has  won 
with  a  particular  buyer  or  seller  on  e 
can  rate  the  experience.  EBay  comp 
and  ranks  those  ratings  and  makes  tl 
available  to  anyone  using  its  site, 
system  inspires  trust  and  conseque; 
works  quite  well.  But  people  who  w 
to  manipulate  that  trust  can  also  use 
closed  world  to  their  advantage.  T 
can  rely  on  a  system's  boundaries  to  h 
create  a  coherent  picture  that  would  I 
coherence  in  a  larger  context. 

You  can  see  this  in  the  case  of 
"Diebenkorn"  painting  that  stirred 
eBay  watchers  this  past  spring.  The  se 
called  himself  "golfpoorly."  He  was,i 
said,  a  married  man  from  Berkeley,  whl 
was  where  the  artist  Richard  Diet* 
korn  had  lived,  though  golfpoorly  didl 
add  that.  He  made  no  claims  about  I 
picture,  only  saying  that  his  wife  warol 
him  to  sell  it  and  it  was  damaged.  Bull 
a  photograph  posted  so  people  could  il 
how  much  damage  his  son's  tricycle  h 
caused,  the  initials  "RD"  appeared.  T 
photograph  and  the  seller's  descripti 
and  reputation  (and  the  buyer's  desire 
beat  the  system)  prompted  a  Dutch  so 
ware  executive  to  bid  $135,805. 

It  turned  out  that  picture,  reputatic 
and  biography  were  plausible  fictioi 
Golfpoorly  was  childless,  unmarrie 
and  not  even  from  Berkeley.  He  wasi 
quite  so  naive  about  art  as  his  accou 
suggested,  having  sold  several  paintin 
online  under  different  names.  He  m; 
even  have  bolstered  his  online  reputatic 
by  bidding,  buying,  and  selling  under  di 
ferent  names.  When  tested  in  the  wor 
at  large,  the  story  failed  to  hang  togetht 

Again  it  was  the  Net  that  heipe 
triangulate  the  untrustworthiness  < 
this  deal.  But  not,  importantly,  the  tru 
system  alone.  Beyond  the  borders  < 
eBay's  system,  what  Philip  Roth  cal 
the  ineradicable  stain  of  endurin 
human  identity  was  harder  to  ►<> 
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e-centives  [E-'sen-tivs]  n.  Special  online  offers  and  digital  coupons  tailored  to 
consumers'  unique  shopping  interests— ready  to  redeem  when  they're  ready  to  shop. 
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If  you're  seeking  more  profitable  relationships 
th  online  shoppers— like  Samantha  and  Robin  — 
:entives'  solutions  are  what  you  need!  Today's  savvy 
nsumers  shop  online  to  save  time  and  get  more  value, 
d  e-centives  gives  them  plenty  of  both. 

'ou're  a  portal  or  destination  site,  e-centives  offers  a 
phisticated  online  promotional  infrastructure  you  can 
e  as  a  membership  benefit  to  attract  and  retain  new 
smbers.  If  you're  a  merchant,  advertiser  or  manufacturer, 
"entives  lets  you  deliver  promotions  to  pre-qualified 
tabases  of  consumers  across  our  Partner  Network, 
im  other  marketers,  and  at  your  own  site. 


e-centives  gets  results  by  delivering  the  right  offer  to  the 
right  consumer  at  exactly  the  right  time— and  keeps  them 
coming  back  for  more! 

Visit  www.e-centives.com/corp  or  call  1 .877.ECENTIVES 
ext.  200  to  learn  more  about  e-centives  unique  online  direct 
marketing  infrastructure  technology,  services  and  expertise. 


www.e-centives.com/corp 


©1999-2000  e-centives.  Inc  All  rights  reserved.  All  other  brand  names  mentioned  are  registered  trademarks  of  their  respective  holders 
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nc  can  help  you  develop  an  e-business  without 
ping  a  nervous  twitch.  Our  rigorous  process  unites 
the-minute  digital  technology  with  business 
egy,  integrated  brand  communications  and  proven 
gram  management  practices.  So  you  stay 
oroughly  informed  and  firmly  in  control.  Our 
Scenario  Modeling™  technique,  for  example,  lets  us 
understand  the  goals  your  audience  cares  about 
the  most — so  your  investment  pays  off  in  a 
corporate  asset  of  enduring  value.  Contact  our 
teams  in  Europe  and  North  America  directly 
or  via  www.quidnunc.com,  and  tell  us  about 
your  digital  business  goals.  You'll  find  it's 
a  lot  less  stressful  than  struggling  with 
a  myriad  of  e-business  issues  pulling 
you  in  too  many  directions  at  once. 


000  Quidnunc  Group  pk  Ouidnunc  is  a  registered  trademark  and 
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Answers  to  questions 
you  don't  even  have  yet. 


rld's  a  bootleg 

SURE,  INFORMATION  WANTS  TO  BE  FREE,  BUT  DOES 
IT  WANT  TO  BE  HIGH  QUALITY? 


by  Charles  C.  Ma 


1/ 

I  X  urt  Cobain  and  William  Shake- 
speare are  rarely  mentioned  in  the  same 
breath,  but  the  Bard  of  Avon's  name 
forced  itself  into  my  brain  when  I  was 
downloading  some  Nirvana  for  a  12- 
year-old  I  know.  It  happened  early  this 
year,  when  a  friend  came  for  dinner,  his 
daughter  in  tow.  I  was  telling  them 
about  Napster — this  was  before  the 
music-sharing  site  appeared  on  the 
cover  of  Newsweek,  when  a  few  people 
on  the  planet  still  hadn't  heard  of  it. 
Suddenly  my  friend's  daughter,  who 
had  been  silently  absorbed  in  her 
Discman,  noticed  our  existence.  "You 
mean,"  she  said,  "you  can  download  any 
song  you  want?'" 

Because  I  make  my  living  from  copy- 
right, I'd  been  careful  about  Napster, 
downloading  only  music  that  I  already 
owned  on  compact  disc.  Legally,  this  was 
probably  still  infringement,  but  I  didn't 
think  the  musicians  would  mind.  But 
now  I  was  in  a  social  quandary. 

The  girl  was  wearing  a  Kurt  Cobain 
T-shirt.  Her  school  backpack  bore  a 
Nirvana  decal.  She  was  listening  to 
Nevermind,  the  group's  second  CD.  No 
special  genius  was  required  to  predict 
what  she  would  like  to  download  from 
Napster.  But  I  don't  own  any  Nirvana 
CDs,  and  so  couldn't  help  her  without 
violating  my  compact  with  myself. 

A  few  minutes  later,  she  was  at  my 
computer,  searching  for  Kurt  Cobain 
under  my  guilty  instruction. 

To  keep  the  dinner  party  going,  I 
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eventually  promised  that  I  would  burn 
her  a  CD  of  Nirvana  songs — which  is 
where  William  Shakespeare  came  in. 
Several  of  the  Nirvana  songs  on  Napster 
were  live  recordings  of  extremely  poor 
sound  quality,  the  vocals  barely  audible 
through  audience  noise.  I  assumed  that 
these  were  bootlegged  recordings,  which 
by  definition  are  hard  to  come  by.  I 
labeled  the  files  "bootleg-rare."  And 
I  added  them  to  the  CD  as  lagniappe. 

Napster  allows  each  member  of  the 
"Napster  community"  to  search  other 
members'  hard  drives  for  particular  songs. 
My  live  bootlegs  attracted  enormous, 
even  rabid  interest — they  were  uploaded 
by  dozens  of  people,  who  in  turn  passed 
them  on  to  many  others.  Each  time  I  went 
on  Napster  and  searched  for  Nirvana  I 
saw  them  on  other  people's  machines. 
Not  only  did  this  further  add  to  my  guilt, 
it  made  me  wonder  what  I  had  on  my 
machine.  Bootlegs  are  always  in  demand, 
but  why  were  these  particular  bootlegs 
so  special?  Investigating,  I  discovered  to 
my  chagrin  that  these  recordings  were 
not  bootlegs  at  all  but  songs  from  a  per- 
fectly ordinary  live  album  that  had  been 
ineptly  converted  to  digital  form  by 
enthusiastic  but  technically  unsophisti- 
cated Nirvana  fans.  I  had  inadvertently 
reinvented  them  as  precious  bootlegs 
and  passed  them  on  to  Kurt  Cobain  afi- 
cionados hungry  for  any  unheard  notes 
from  the  master. 

Not  paying  attention  to  copyright,  in 
other  words,  had  led  me  to  act  like  a 
little  engine  of  misinformation,  spraying 
inaccurately  labeled  bits  around  the 
Internet.  Which  recalled  to  mind  the  many 
early  editions  of  William  Shakespeare. 

Shakespeare's  works  are  known 
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entirely  from  badly  printed  quartos  % 
folios,  none  of  which  were  authorized 
the  playwright,  and  no  two  of  which 
identical.  Romeo  and  Juliet,  to  cite< 
example,  appeared  in  three  dispar 
quarto  editions — all  anonymous,  e: 
different  from  its  fellows  —  before  f 
appearing  under  Shakespeare's  name 
the  First  Folio  of  1623.  The  First  Foil 
editors  complained  that  the  earlier  e 
tions  of  Shakespeare  were  nothing  I 
"stolen,  and  surreptitious  copies,  mairrt 
and  deformed  by  the  frauds  and  steal| 
of  [the]  injurious  imposters,  that  expo) 
them"  to  the  public.  But  the  Folio  editj 
published  their  edition  seven  years  ail 
the  playwright's  death,  and  there  is 
evidence  that  they  had  previously  a 
suited  him.  Indeed,  according  to  Ste\| 
Urkowitz  of  the  City  College  of  N[ 
York,  these  editors — or  someone  else) 
rewrote  400  lines  of  King  Lear,  alterj 
character,  theme,  and  plot. 

Many  of  the  other  plays  fared  no  b 
ter.  As  a  result,  there  is  no  master  cq 
of  Shakespeare's  work  that  can 
compared  with  variants.  The  original! 
it  exists,  has  been  swamped  by  misj 
beled,  badly  produced  junk  copij 
Shakespeare  may  be  the  English  la 
guage's  most  celebrated  dramatist,  q 
nobody  knows  what  he  actually  wrot^ 
•  Shakespeare  was  no  anomaly.  Duri 
the  16th  and  17th  centuries,  according! 
Adrian  Johns'  The  Nature  of  the  Bo\ 
(1998),  new  printing  technology 
appeared  in  Britain  as  the  governmei 
sponsored  publishers'  cartel  was  slow 
losing  its  control  over  the  book  industi 
It  became  vastly  easier  and  cheap 
to  produce  and  distribute  books] 
and  there  were  no  effective  controls ! 
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•lion  of  the  industry.  (Copyright 
ivas  invented  a  century  later.)  A  period 
of  hibliogonic  chaos  ensued.  Anyone 

—  2nd  did — print  almost  anything. 
When  popular  new  texts  appeared,  they 
were  instantly  pirated  by  other  printers 
and  pamphleteers.  Publishers  felt  no 
compunction  about  respecting  the  text, 
so  the  new,  unauthorized  versions  were 
reedited  (why  not  try  a  happy  ending 
on  Lear,  which  might  then  sell  better?), 
misattributed  (why  not  say  it  was  written 
by  the  local  aristocrat,  who  might  then 
buy  out  the  edition?),  and  dotted  with 
errors  (why  pay  for  proofreading,  when 
nobody  else  is  doing  it?).  The  result,  Johns 
argues,  "was  an  explosion  of  uncertainty." 
No  one  knew  which,  if  any,  text  repre- 
sented an  author's  intent;  readers 
couldn't  be  certain  if  their  copies  of  the 
Principia  Mathematica  truly  presented 
Newton's  laws.  "Knowledge,"  Johns 
writes,  "appeared  and  disappeared  daily, 
with  alarming  transience." 

The  parallels  to  Napster — and  to 
Gnutella,  Scour,  and  other  file-sharing 
software  —  are  obvious  and  alarming. 
The  Internet,  a  new  technology,  has 


greatly  increased  the  opportunity  for 
people  to  become  publishers,  producing 
and  disseminating  works  more  easily 
and  cheaply  than  ever  before.  Like  their 
17th-century  predecessors,  many  of 
these  new  "publishers"  are  simply  repub- 
lishing extant  material.  Much  of  the 
republication  is  not  authorized;  a  con- 
siderable portion  is  characterized  by 
errors,  reediting,  and  misattribution. 
The  same  is  true  for  the  music  on  the 
Net.  Despite  the  recording  industry's 
complaints  about  the  "perfect  digital 
copies"  on  services  like  Napster,  many 
song  files  are  truncated,  incorrectly 
labeled,  and  badly  recorded  (that  is, 
badly  translated  into  digital  form).  Even 
I,  with  my  limited  knowledge  of  Nirvana's 
oeuvre,  could  tell  when  one  of  the  band's 
songs  was  cut  off  in  the  middle — and  a 
lot  of  what  1  downloaded  for  my  friend's 
daughter  was  like  that. 


I  was  seeing  an  information-age 
corollary  to  the  physicists'  famed  uncer- 
tainty principle.  Coined  by  Werner 
Heisenberg  in  1926,  the  principle  in  one 
of  its  variants  states  that  the  more  readily 
one  can  ascertain  a  subatomic  particle's 
exact  position,  the  less  one  can  be  sure  of 
its  precise  momentum.  The  TCP/IP  equiv- 
alent: The  more  readily  a  piece  of  infor- 
mation can  be  found  on  the  Net,  the  less 
one  can  be  sure  of  its  accuracy. 

Consider  the  Evolution  Control  Com- 
mittee, an  avant-garde  music  ensemble 
in  Columbus,  Ohio,  which  earlier  this  year 
trumpeted  its  invention  of  "Napster 
Bombs."  In  1998  the  group  sampled  Dan 
Rather  as  he  delivered  disaster  news  and 
spliced  up  his  words  into  a  disjointed 
litany  of  catastrophe,  all  played  against  a 
thudding  beat  taken  from  the  rock  band 
AC/DC.  The  group  called  the  resulting 
song  "Rocked  by  Rape,"  a  phrase  that 
Rather  was  made  to  deliver  as  a  sort  of 
chorus  ("Rock,  rock,  rocked  by  rape  / 
Rock,  rock,  rocked  by  rape  /  rock,  rock, 
rocked  by  rape  /  Sex,  drugs,  and — rocked 
by  rape").  After  the  parodic  rap  was 
reviewed  in  Spin  magazine  last  February, 
CBS  threatened  the  group's  distrib- 
utor with  "appropriate  action." 
Fearing  litigation,  the  distributor 
pulled  the  song.  In  response,  the 
Evolution  Control  Committee 
made  the  song  available  on  Nap- 
ster under  a  variety  of  other 
artists'  names:  Nirvana,  Beck,  the 
Grateful  Dead,  the  artist  formerly 
known  as  Prince.  It  was  downloaded 
more  than  500  times.  The  single  most 
popular  version  was  labeled  "Nirvana  — 
Rocked  by  Rape  (bootleg-rare)." 

I  was  not  the  only  person  messing 
with  Kurt  Cobain's  legacy. 

In  the  18th  century,  Britain  came  up 
with  a  device  to  help  authenticate  texts: 
copyright.  Although  today  copyright  is 
mainly  treated  as  a  means  to  reward  cre- 
ators— or  castigated  as  a  scam  that  lets 
big  media  companies  lock  up  culture — it 
has  a  second,  rarely  mentioned  function: 
affixing  the  form  of  works  of  art  and  sci- 
ence. As  copyright  became  more  firmly 
established,  texts  became  more  firmly 
established.  To  this  day  the  muddle 
around  Shakespeare  is  so  unrelieved  that 
new,  different  editions  of  the  play  con- 
tinue to  be  published,  each  quite  different 
from  the  other.  Although  Dickens  wrote 
at  a  time — the  mid-19th  century — of 


widespread  piracy,  one  edition  of 
novels  is  much  like  the  next,  except 
trivial  differences  in  punctuation  a 
spelling.  By  the  mid-20th  century,  wrj 
Beckett  had  written  Waiting  for  God] 
the  author  could  control  every  comma 
indeed,  the  playwright  shut  down  pi 
ductions  that  strayed  too  far  from  i 
rigidly  specified  stage  directions. 

Today  we  face  what  might  be  call 
the  Cobain  Conundrum.  In  the  pa| 
Nirvana's  music  was  as  a  rule  availai 
in  a  single  authorized  version  from  a  s| 
gle  source:  the  local  record  store.  Lici| 
or  not,  the  band's  recordings  can  nowl 
obtained  in  dozens  of  new  ways:  Njj 
ster,  Wrapster,  Napigator,  Gnutel] 
Scour  Exchange,  CuteMX,  iMeS 
eCircles,  FileSwap,  MediaShare,  MP12 
NetBrilliant,  OnShare ...  did  I  mentii 
IRC?  Each  of  these  makes  Nirvana  avaj 
able  to  everyone  at  next  to  no  cost — hi 
the  average  quality  of  Cobain's  music 
significantly  decreased  (if,  in  fact,  youi 
actually  getting  Cobain's  music,  and  n 
the  parodic  mayhem  of  the  Evoluti* 
Control  Committee).  As  piracy  maid 
the  cost  of  information  fall  toward  zei 
its  obtainability  becomes  inversely  pri 
portional  to  its  value.  Infinite  accessl 
infinite  mess. 

The  closest  thing  I  can  imagine  to 
solution  is  for  musicians  to  fix  the 
music  in  some  tangible,  immutable  fop 
that  can  only  be  played  on  special,  audio 
ized  machines.  I've  even  thought  of  a  nan 
for  it:  the  "compact  disc." 

To  me,  and  probably  to  most  mer 
bers  of  my  generation,  the  cost  ail 
delayed  gratification  of  CD  acquisitic 
doesn't  seem  a  terrible  price  to  pay  ft 
the  assurance  of  quality  and  fidelity.  1 
my  friend's  daughter,  and  apparent! 
to  most  members  of  her  generatioi 
opting  for  free,  immediate  access  1 
whatever  passes  for  a  "copy"  is  a  ni 
brainer.  The  trend  is  clear.  And  wh 
knows?  Maybe  I'll  learn  to  enjoy  collec 
ing  radically  different  versions  of  m 
fa-vorite  artists'  works. 


Charles  C.  Mann  is  the  author  of  TV. 
Aspirin  Wars:  Money,  Medicine,  an 
100  Years  of  Rampant  Competition  an 
At  Large:  The  Strange  Case  of  th 
World's  Biggest  Internet  Invasion.  Tk 
last  piece  he  wrote  for  Forbes  ASA! 
"The  Slashdot  Effect,"  appeared  in  th 
magazine's  February  21,  2000,  issue. 


Obtainability  of  information 
is  becoming  inversely 
proportional  to  its  value. 
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Computers  that 

understand 
your  business? 

Are  these 
people  crazy? 


iVe  don't  think  so. 

hey  are  all  highly  successful  organizations.  And  they 
l't  get  to  be  that  way  by  trusting  their  fortunes  to  fanciful 
is.  Another  thing  they  have  in  common  is  that  they  all  use 
onomy  software. 

Vhich  means  their  computers  now  do  a  great  deal  more 
l  collect,  collate  and  store  data. 

hey  have  software  that  reads,  understands  and  makes 
se  of  the  rapidly  increasing  amount  of  information  that 
ssential  to  their  continuing  success. 
)r,  to  put  it  another  way,  their  computers  can  now  assess 

value  and  significance  of  information.  So  that  it  is 
iritized,  distributed  and  acted  upon  with  a  speed  and 


effectiveness  that  would  have  been  thought  impossible 
until  very  recently. 

Based  on  sophisticated  applications  of  probability  theory, 
Autonomy  software  is  bringing  huge  competitive  advantages 
to  all  the  organizations  listed  above. 

And  their  number  is  increasing  everyday. 

There  are  in  fact  very  few  businesses  that  couldn't 
reap  similar  benefits  by  installing  Autonomy  products. 

And  frankly  they'd  be  crazy  not  to. 

For  more   information  on   how  Autonomy  products 
can  improve  your  business  performance  call  us  toll  free 
at  l-877-MYAUTONOMY  or  visit  our 
a  •  ©         website  at  www.autonomy.com. 


Autonomy^ 


got  it? 


by  Michael  Wolff 


INSIDE  TECHNOLOGY'S 
INNER  CIRCLE  IS  A  LOT 
OF  TALK...  AND  ATTITUDE 


larly  on,  I  was  attracted  to  the  tech- 
Igy  business  because  1  really  thought 
(presented  an  inner  circle  of  under- 
ding.  No,  that  is  not  true.  What 
cted  me  was  the  distance  of  most 
>le  I  knew  from  this  inner  circle, 
he  distinction  between  those  who 

it"  and  those  who  "didn't  get  it" 
the  compelling  thing. 
Getting  it"  was  an  accurate  way  to 
ribe  this  inner  circle  of  understand- 
because  it  was  like  getting  a  joke.  It 

a  riff:  That  is,  there  was  no  real 
vledge  that  you  had  to  possess,  no 
itific  truth  to  be  known.  Getting  it 
closer  to  a  religious  truth  or  cul- 
I  truth.  It  was  an  insider's  thing.  It 
more  about  attitude  and  affect  and 
).  Were  you  hip  enough? 
t  was  also  about  knowing  the 
t  people. 

he  first  person  I  knew  who  sug- 
;d  that  there  was  such  a  truth  and 
it  could  distinguish  you  from  other 
)le  who  didn't  know  or  accept  this 
h  was  Louis  Rossetto.  "He  just 
;n't  get  it,"  Louis  would  say,  shaking 
3ead  in  disgust  when  almost  anybody 
jreed  with  him.  Wired,  the  magazine 
jounded,  was  based  on  this  notion 
certain  people  understood  some- 
g  profound,  while  most  did  not. 
ding  Wired,  of  course,  might  help 
understand  what  you  were  missing 
on  and  how  to  enter  the  inner  circle, 
laps  the  true  king  of  getting  it, 
iigh,  the  standard-bearer  of  tech  cool, 
of  disdain  for  those  who  were  not 
cool,  was  Steve  Jobs.  All  the  cocki- 
and  arrogance  and  presumption  to 
e  in  the  '90s  was  in  his  image, 
jetting  it  was  certainly  the  prize  of 
'90s.  Not  since  the  '60s  had  the 
Id  divided  so  cleanly  between  the  hip 
the  square,  between  those  who  could 
the  talk  and  walk  the  walk  and 


those  who  were  hopelessly  flat-footed. 

At  the  first  technology  conference  I 
ever  went  to,  in  late  1991,  I  heard  state- 
ments that  were  mesmerizing  in  their 
absolutism,  in  their  verbal  forcefulness, 
in  their  aphoristic  neatness:  "Everything 
is  changing,  and  change  is  good."  "Speed 
is  the  key  to  understanding  information; 
speed  changes  the  meaning  of  infor- 
mation." "The  speed  of  the  message  is 
the  message."  "Information  wants  to  be, 
needs  to  be,  would  be  free."  "Technology 
makes  the  weak  strong." 

It  was  an  authority  thing.  The  ques- 
tion was:  Do  you  get  the  fact  that  power 
was  passing  to  different  people,  that  new 
cats  were  taking  over?  Except  this  wasn't 
a  political  or  class  upheaval.  Indeed,  the 
weird  and  novel  thing  was  that  this  cul- 
tural revolution  was  cast  in  technologi- 
cal, and,  by  extension,  business  terms. 

The  full  question  was:  Do  you  get  it 
that  the  world  has  become  a  disinterme- 
diated  and  disaggregated  place?  In  other 
words,  this  inner  circle  of  understand- 
ing wasn't,  when  you  parsed  it,  about 
human  potential  or  the  rights  of  man  or 
any  historical  imperative.  It  was  about 
the  supply  chain — it  was  about  distribu- 
tion. "Our  goal,"  software  guys  would 
say,  "is  to  achieve  ubiquity." 

It  was  an  extraordinarily  powerful 
business  advantage  to  be  able  to  repre- 
sent yourself  as  being  in  the  inner  circle. 
Later  in  the  digital  revolution,  it  became 
very  common  for  a  headhunter  to  des- 
cribe a  job  candidate  as  "getting  it." 
("Don't  worry — he  gets  it.")  Having 
gotten  it,  you  were  of  course  more  valu- 
able than — and  of  enormous  value  to — 
people  who  had  not  gotten  it. 

In  the  beginning,  when  I  first  started 
to  hear  people  explain  this  vision  of  how 
networks  were  going  to  alter  the  way 
people  communicate  and  relate  to  one 
another,  and  how  they  would  buy  things, 


it  was  a  little  like  how  it  must  have  felt  in 
the  '30s  to  be  an  agitated  student  first 
hearing  Marxist  philosophy.  Here  was  a 
new  point  of  view  that  seemed  to  explain 
everything.  It  was  the  big  picture.  Com- 
prehensive. Global.  Here  was  a  coherent 
theory  of  modern  life.  What's  more,  it 
didn't  leave  room  for  anyone  else's  point 
of  view.  That  made  it  especially  powerful. 
You  either  understood  or  not.  You  were 
either  part  of  the  solution  or  part  of  the 
problem.  You  were  either  the  future  or 
the  ash  heap. 

There  weren't  a  lot  of  people  who 
could  stand  up  to  this  intellectual  aggres- 
siveness and  verbal  abuse.  I  wish  I  could 
communicate,  however  guilty  I  feel 
about  it  now,  the  sheer  joy  of  sitting  in 
meetings  with  well-estabiished  business- 
men representing  billions  of  dollars  of 
assets  and  multimillion-dollar  profit 
streams  and  being  able  not  only  to  high- 
hand  them  because  I  got  it  and  they 
didn't,  but  also  to  be  able  to  actually 
humble  them,  to  flagrantly  condescend 
to  them,  to  treat  them  like  children.  On 
the  basis  of  this  attitude,  this  knowing- 
ness,  hundreds  of  billions  of  dollars 
have  traded  hands. 

Few  places  were  more  fascinated  by 
the  "getting  it/not  getting  it"  polarity 
than  the  media  business,  partly  because 
it  was  in  the  throes  of  its  own  transition: 
The  fat  and  easy  audience  of  the  '60s  and 
'70s  had  gone  away.  And  partly  because 
the  media  business  had  missed  out  on  the 
early  cable  and  wireless  profits.  Not 
understanding  this  technology — and  let- 
ting other  entrepreneurs  build  the  cable 
and  wireless  business — had  cost  it  big. 
The  media  players  were  deeply  insecure 
about  what  they  did  not  understand 
about  technology.  While  those  in  the 
media  business  (old  media)  knew  they 
were  more  and  more  dependent  on  the 
technology  of  distribution  (new  media), 
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tssd  5  business  was,  by  and  large, 
:  u  by  old  guys  who  didn't  use 
ompuiers.  Ir  was  a  classic,  top-down, 
tary  sort  of  business  where,  up 
until  just  recently,  media  guys  were  still 
saying,  "Call  my  girl...."  Now  if  you 
didn't  use  the  machines  (and  didn't 
really  want  to  use  the  machines),  you 
tended  to  believe  anyone  who  claimed 
familiarity  with  them. 

For  a  rime,  I  sat  in  meetings  at  Time 
Warner,  at  which  technologists  came  to 
pitch  their  products:  search  engines, 
HTML  writers,  TCP/IP  pack  packagers, 
you  name  it.  On  one  side  of  the  table  sat 
the  Time  Inc.-ers,  who  were  like  suppli- 
cants, novices,  even  mendicants,  in  their 
willingness  to  do  anything  to  get  it.  On 
the  other  side  of  the  table  sat  the  blase, 
profoundly  arrogant  technologists  and 
technology  salesmen  who  got  it.  The 
Time  guys,  mostly,  believed  everything 
they  heard.  They  were  deferential  to  a 
fault.  (They  really  listened  to  a  mountain 
of  crap.)  The  fact  that  virtually  all  of  the 
technology  that  was  being  peddled  at 
Time  would  be  obsolete  within  a  year,  if 
not  a  few  months,  and  that  much  of  it 
didn't  work  to  begin  with,  has  never 
really  been  accounted  for. 

Another  reason  those  in  the  old- 
media  business  fell  so  hopelessly  for  this 
tech  talk  was  because  much  of  the  new 
lingo  was  adapted  from  the  traditional 
concerns  of  the  media  industry.  At  some 
moment,  1990,  give  or  take,  the  tech- 
nology business  had  promoted  itself 
into  the  information  business.  As  it 
happened,  this  was  only  metaphorically 
true.  Ones  and  zeros  were  information 
only  in  the  way  cells  were  human  beings. 
Certainly,  it  was  not  information  that 
delivered  explanations,  elucidations,  or 
coherent  representations  (which  came  to 
be  called  a  somewhat  less  interesting  cat- 
egory: content).  But  as  soon  as  the  meta- 
phor came  alive  I  say  what  you  want,  the 
information  superhighway  was  the  meta- 
phor that  built  the  business,  and  it  was 
the  much-maligned  vice  president's  turn 
of  phrase)  it  had  the  effect  of  taking  the 
information  business  from  the  real  infor- 
mation business.  The  technology  guys — 
mechanics,  engineers,  technicians,  and  a 
few  marketing  types — suddenly  seemed 
to  control  the  means  of  expression,  or  at 
least  claimed  to. 

Then,  in  early  1996,  Wall  Street  got 
it.  The  fundamental  sales  quality  of  the 


we-get-it-you-don't  pitch — i.e.,  we're  in  the  pan  of  people  who  are  overly  eni 
the  club,  you're  not — was  of  course  ored  with  what  technology  can  do.  It 
part  of  its  power.  It  was  a  sales  line  that  form  of  snobbery  on  the  pan  of  pe<| 
financial  promoters  could  use.  "These  who  believe  understanding  technolog 
guys  are  22,  and  they  really  get  it."  more  important  than  it  historically 

"Well,  then,  if  they  get  it...."  been.  But,  at  the  same  time,  we  she 

Such  faith  became  the  basis  for  dot-  not  underestimate  the  extent  to  wr 
com  company  valuations.  the  myth  of  gening  it  is  just  an  ordin 

Gening  it  became  the  currency  of  the  hustle.  "You  only  make  big  money  fi 
New  Economy.  After  1996,  a  serious  people  who  are  stupider  than  you"  is 
rearguard  action  began  throughout  the  of  the  few  down-to-eanh  maxims  I 
media  industry  between  companies  that  heard  in  the  technology  business, 
were  in  the  know  and  those  that  weren't,  It  isn't,  necessarily,  that  what  i 
and  between  workers  who  got  it  and  being  said  and  sold  by  the  people  v 
coworkers  who  didn't.  Certainly,  getting  claimed  to  get  it  was  untrue.  But  it  [ 
it  was  a  good  career  move  for  many  true  in  the  sense  that  astrology  is  ol 
younger  managers  in  the  media  business.  true.  Things  would  change.  Sure.  D 
Time  Warner,  for  instance,  had  launched     And  then...? 

Pathfinder  in  late  1994.  Depending  on  I  have  yet  to  meet  a  new-media  j 
your  view,  either  Pathfinder  was  run  by  a  who  has  a  much  better  idea  about  hovi 
small  group  at  Time  Warner  who  got  it  build  an  economically  sustainable  ri 
and  was  subverted  by  a  larger  group  rionship  with  an  audience  than  any  c 
who  didn't,  or  it  was  run  by  a  small  media  guy.  Nor  have  I  met  anybc 
group  who  didn't  get  it  and  who  man-  who  knows  how  the  new  speeded 
aged  to  silence  the  new  breed  who  did.       media  distribution  paradigm  will  m 

people  laugh  more.  On 
other  hand,  I  can  hear  cert 
people,  people  I  know  w 
shaking  their  heads  and  si 
ing,  "You  just  don't  get  i 
Gerald  Levin,  undoubted 
would  say  that.  When  Til 
Warner  announced  it  vi 
merging  with  AOL,  Levin  sij 
this  was  a  merger  about  a 
ting  it.  Time  Warner  got 
By  implication,  other  mei 
companies  did  not. 

.And,  believe  it,  this  is  sn 
who  didn't  get  it,  the  opposite  happened.     denly  the  big  question  haunting  eve 
At  Disney,  Jake  Winebaum,  on  the     media  company.  How  majorly  are  tn 
strength  of  being  in  the  know,  managed     not  getting  it?  Mostly,  that  depends 
to  rise  out  of  Disney's  little  magazine     the  share  price. 

group  to  become  Michael  Eisner's  right  But  I  believe  that  the  AOL-Tic 
hand  as  the  master  of  one  of  the  media  Warner  announcement  actually  markJ 
business'  most  ambitious  Internet  stra-  the  end  of  the  getting  it/not  getting) 
tegies.  But  then,  reportedly  because  Eis-  cultural  divide.  Getting  it,  for  better 
ner  didn't  get  it  enough,  Winebaum  left,  worse,  became  an  issue  of  corpora 
plunging  Disney's  Internet  business,  strategy,  rather  than  elusive  truth, 
including  Infoseek,  into  disarray.  Con-  '  Not  long  ago,  I  heard  this  maxi 
versely,  I  know  many  people  in  Silicon  applied  to  ABC  and  Who  Wants  to  Be 
Valley  who  will  tell  you  that,  in  fact,  Millionaire.  The  show  worked,  I  w 
Winebaum  never  got  it.  told  by  a  fellow  media  critic,  becau 

There  was  no  company  in  the  media  "Regis  Philbin  gets  it."  Indeed.  It  Rejj 
business  that  did  not  find  itself  thor-     gets  it,  why  would  you  want  to? 

oughly  confounded  by  the  difficulties  of  . 

getting  it.  Personally,  I  believe  this  is  Michael  Wolff  is  the  media  column^ 
because  there  is  mostly  almost  nothing  to  for  New  York  magazine.  He  is  a 
get.  Getting  it,  I  believe,  is  a  conceit  on     author  o^Burn  Rate,  a  bestseller. 


At  Rupert  Murdoch's  News 
Corp.,  in  the  early  Internet 
days,  guys  who  didn't  get  it 
thought  they  could  acquire  it, 
buying  first  Delphi  Internet 
Services  and  then  trying  to 
create  iGuide.  News  Corp. 
hired  lots  of  people  who,  in 
theory,  got  it.  But  then,  seem- 
ingly, they  lost  it,  possibly 
because  of  their  proximity  to 
the  people  at  News  Corp. 
who  didn't  get  it.  Instead  of 
gening  it  rubbing  off  on  those 
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ACH  THE  WEB  THE  LOST  ART  OF  SCHMOOZING. 


Dp  salesman  does  it -makes  customers  feel  important  and  turns  relationships  into  sales.  Fort  Point  Partners™ 
sip  you  use  the  Internet  to  do  the  same.  We  call  it  eSelling,™  a  highly  effective  way  to  use  the  Internet  to  sell 
'  cross-channel.  Our  eSelling  solutions  are  helping  over  30  leading  companies  from  J. Crew™  to  Hewlett-Packard™ 
ate  customers  and  build  sales.  Want  to  join  them?  Visit  fortpoint.com  and  see  how  we  can  help  you. 
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any  are  called  but  few  are  believed 


EXPERIENCED  VENTURE  CAPITALISTS 
TRUST  NOTHING  AND  NOBODY 


by  Michael  Moritz 


:e  a  sales  manager,  chief  financial 
er,  or  company  president  in  a  con- 
ice  room,  and  within  30  minutes, 
of  them  will  say  to  potential 
tors,  "These  are  conservative  pro- 
ms." The  cliche  always  accompa- 
a  colorful  slide  showing  columns 
hing  up  the  steps  to  fiscal  paradise. 

time  ago,  after  an  entrepreneur 
s  through  another  one  of  these  art- 
choreographed  presentations,  one 
y  partners  at  Sequoia  Capital,  Don 
itine,  said,  "We'll  finance  the  first 
who  tells  us  his  projections  are 
y  optimistic." 
rdon  the  brutal  cynicism,  but  an 
rienced  investor  trusts  nothing  and 
dy  at  first  glance.  Think  about  all 
ast-growing  public  companies  that 
enjoyed  their  moment  in  the  sun 
to  fall  from  grace  into  a  sump  of 
minating  litigation.  Almost  all  these 
panies  had  the  patina  of  veracity, 
shipped  products,  reported  grow- 
evenues  and  profits,  were  audited 
:  le  best  accounting  firms,  had  the 
1  expensive   legal   counsel  that 
(ley  could  buy,  listed  Fortune  500 
jpanies  among  their  customers,  had 
ijtable    private-market  investors, 
floated  on  the  public  markets  by 
caliber  investment  banks,  and  were 
jated  by  executives  who  had  per- 
1  histories  that  appeared  credible, 
e  are  all  the  characteristics  of  such 
line  cases  as  MiniScribe,  Kurzweil, 
mix,  MediaVision,  and  Cendant, 
nly  later,  after  you  read  about  the 
skations  of  inventory,  the  wrongful 
mition  of  revenue,  or  an  executive 
ding  guilty  to  cooking  the  books, 


that  you  stop  and  think  that  there  is  a 
place  for  litigators  like  Bill  Lerach. 

And  yet,  a  public-market  investor  has 
it  a  lot  easier  than  those  of  us  investing 
in  private  companies.  When  people  like 
us  invest  in  a  company,  nothing  about  it 
is  real.  A  thicket  of  claims,  predictions, 
and  projections  always  surrounds  a  new 
investment  and  makes  the  kernel  of 
truth  almost  impossible  to  discern.  The 
company  might  not  even  have  a  legal 


incarnation;  it  probably  does  not  have 
an  office  or  a  product;  the  principals  will 
not  have  business  cards.  The  company 
amounts  to  little  more  than  a  figment  of 
someone's  imagination.  When  we  sum- 
mon up  the  conviction  to  invest,  we  do 
so  based  on  our  belief  of  what  someday 
might  come  true.  If  a  pattern  of  future 
success  were  glaringly  obvious,  it  would 
be  too  late  to  make  a  great  venture  capi- 
tal investment. 
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Self-serving  financial  forecasts  are 
ips  the  least  meaningful  indicator 
that  venture  capitalists  use  to  make 
nenr  decisions.  But  they  serve  to 
highlight  the  essence  of  our  business: 
How  do  you  winnow  out  fantasy  from 
reality,  deception  from  truth?  So  much 
hot  air  rises  from  small  companies  in 
Silicon  Valley  that  it  must  be  a  major 
contributor  to  global  warming.  A  founder 
is  barely  considered  the  real  article  unless 
he  is  called  a  visionary.  A  CEO  is  not 
authentic  unless  he  is  dubbed  world- 
class.  A  company  no  longer  seeks  to 
conquer  a  market,  it  has  to  take  over 
the  planet. 

Part  of  the  reason  we  are  skeptical 
about  any  claim  or  promise  is  because  of 
the  disappointments  we  have  endured. 
(We  sometimes  mordantly  tell  people 
that  the  only  projection  that  ever  comes 
true  or  will  be  exceeded  is  operating 
expenses.)  But  our  skepticism  helps  pre- 
pare us  for  what  needs  to  happen  after 
we  make  an  investment.  If  we  do  our 
work  properly  before  investing,  we  will 
rarely  be  confronted  by  a  surprise  later 
on.  So  a  startup  can  always  expect  to  be 
barraged  by  us  with  a  battery  of  ques- 
tions and  doubts  that  are  really  designed 
to  arm  us  for  the  future. 

We  question  whether  market  projec- 
tions make  any  sense.  We  are  dubious 
about  whether  any  product  can  be  devel- 
oped on  schedule  and  for  the  cost  prom- 
ised. If  a  company  is  shipping  a  product, 
we  will  talk  to  customers  to  gauge  their 
satisfaction.  We  try  to  ferret  out  the  real 
agenda  of  company  founders.  We  doubt 
the  claims  and  resumes  of  job  seekers. 
We  can  be  certain  that  the  power  of  com- 
petitors is  underestimated.  We  wonder 
whether  a  letter  of  intent  is  worth  more 
than  the  deadweight  of  its  boilerplate. 
We've  seen  contracts  broken,  and  price 
lists  and  rate  cards  whose  numbers  are 
just  decorative.  We  doubt  the  technol- 
ogist who  claims  to  have  bulletproof 
patent  protection.  We  assume  that,  what- 
ever its  projections,  to  reach  profitability  a 
company  will  need  to  raise  four  times  as 
much  money  as  it  projects.  Why  are  we  so 
distrustful?  Probably  because  the  venture 
capital  business  amounts  to  the  occa- 
sional triumph  of  hope  over  a  large  col- 
lection of  disappointments  and  setbacks. 

Look  at  some  of  the  market  opportu- 
nities that  have  been  predicted  and  have 
either  failed  to  materialize  or,  more  fre- 


quently, only  developed  years  after  they 
were  supposed  to  do  so.  Computers 
with  handwriting  recognition.  Network 
computers.  Interactive  broadband.  Mul- 
tiplayer  games.  Artificial  intelligence. 
Object-oriented  databases.  The  paper- 
less office.  Gallium  arsenide-based  semi- 
conductors. All  these  products  were 
forecast  by  some  of  the  smartest  people 
in  the  electronics  industry  for  10  to  20 
years  before  they  ever  saw  the  light  of 
day.  (Some  never  have.) 


We  operate  in  a  world  where  only 
one  out  of  10  predicted  markets  ever 
comes  to  fruition.  Should  we  doubt  the 
veracity  of  smart  people  who  appear  to 
believe  what  they  are  saying?  Should  we 
consider  them  liars  when  their  high- 
octane  pitches  turn  out  to  have  the 
propulsion  power  of  toothpaste?  We 
often  embark  on  a  wild-goose  chase  to 
investigate  whether  a  proposed  product 
will  attract  customers.  The  prospective 
customers  will  almost  always  tell  us 
that  if  the  product  were  available  today, 
they  would  order  it  in  large  quantities. 
The  confusing  aspect  of  this  quest  is 
that  demand  for  a  hypothetical  product 
is  usually  infinite!  It's  only  after  the 
product  is  introduced  and  customers  are 
asked  to  sign  a  purchase  order,  dispatch 
a  wire  transfer,  or  write  a  check  that  the 
real  answer  is  known. 

Although  markets  are  difficult  to 
predict,  they  are  far  easier  to  measure 
than  people.  We  are  rarely  wildly  off  in 
our  assessment  of  a  market.  Nor  are  we 
prone  to  being  duped  by  the  predictions 
of  a  product  schedule.  But  we  can 


always  be  fooled  by  individuals.  We'J 
been  deceived  by  sugarcoated  referenq 
intended  to  cover  up  the  shortcoming 
of  people  who  have  played  key  roles] 
public  companies.  We've  encounters 
our  share  of  people  who  have  had 
fondness  for  the  bottle  or  illegal  sul 
stances,  a  lust  for  too  many  creatures  i 
the  opposite  (or  same)  sex,  or  a  corn! 
sive  distrust  of  anyone  over  (or  undel 
the  age  of  30.  We  know  programme) 
who  have  buried  expletives  and  al!usio< 
to  graphic  sexual  acts  in  their  cocM 
We've  encountered  CEOs  who  have  pi 
their  relatives  and  friends  on  the  payro 
Then  there  are  the  rogues  whose  om 
purpose  in  life  seems  to  be  to  justify  tl 
existence  of  plaintiffs'  lawyers. 

Does  this  mean  that  investors  woul 
be  wise  to  avoid  taking  the  plunge  at  aj 
Does  it  mean  we  believe  the  world  is  fd 
of  nothing  but  congenital  miscreant! 
No.  You  should  interpret  this  quest  f< 
the  truth  as  a  journey  designed  to  avra 
ugly  and  costly  surprises.  For  the  ventid 
capital  business  revolves  around  deva 
oping  enough  faith  to  support  the  impel 
sible  goals  of  improbable  characters,  w 
do  this  whenever  we  make  a  new  mv" 
ment.  The  most  rewarding  aspect  of 
business  is  to  be  partners  with  the  peo, 
who  are  what  they  appear  to  be,  me 
what  they  say,  and  will  do  what  tty 
promise.  In  recent  years  we've  been  fd 
tunate  enough  to  do  this  with  indivij 
uals  such  as  Gaurav  Garg,  the  foundl 
of  Redback  Networks,  Simon  Cao, 
cofounder  of  Avanex,  Michael  Marlj 
CEO  of  Flextronics,  Larry  Page  and  Sd 
gey  Brin,  founders  of  Google,  and  Davl 
Filo  and  Jerry  Yang,  the  cofounders 
Yahoo.  It  is  people  like  these  who  alia 
us  to  defeat  the  odds  and  participate  in 
company  that  does  become  great,  whe 
the  good  guys  do  finish  first,  and  whe 
appearance  and  reality  collide. 


Venture  capitalist  Michael  Moritz  is\ 
partner  at  Sequoia  Capital  in  Men 
Park,  California.  Sequoia  Capital  h 
provided  the  startup  financing  at 
helped  organize  companies  that  no 
account  for  roughly  20%  of  the  valt 
of  the  Nasdaq  stock  exchange.  Befo 
joining  Sequoia  in  1986,  he  was  1 
award-winning  correspondent  for  Til] 
magazine.  Moritz's  interview,  "The  Cm 
of  the  Unexpected,"  appeared  in  Fort 
ASAP's  Big  Issue  II. 
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Working  on  broadband  time 

As  Terayon  continues  to  provide  the  world  with  innovative  broadband 
access  solutions,  Deutsche  Banc  Alex.  Brown  remains  committed  to 
providing  its  technology  clients  with  innovative  financial  solutions  across 
the  entire  corporate  life  cycle. 

Since  1998,  our  corporate  finance  and  M&A  professionals  have  provided 

Terayon  with  strategic  insight  and  the  global  resources  of  Deutsche 

Banc  Alex.  Brown.  In  addition,  our  research  analysts  and  sales  and  trading 

continue  to  intelligently  articulate  Terayon's  story  to  the  investment 

d^~-~,->~  ;„  community  worldwide. 

Performance  is  ' 

A  global  investment  banking  platform  built  to  handle  every  stage  of  our 
clients' growth- another  reason  why  Deutsche  Bank  is  leading  to  results. 


leading  to  results 


:ement  appears  as  a  matter  of  record  only.  Deutsche  Banc  Alex,  Brown  identifies  the  investment  banking  activities  of  DB  Alex  Brown  LLC  (formerly  8T  Alex.  Brown  Incorporated)  and  Deutsche  Bank 
fjj  which  are  indirect  subsidiaries  of  Deutsche  Bank  AG  'Deutsche  Bank  Securities  Inc.  2BTAIex  Brown  Incorporated  "Trademark  application  pending 


Deutsche  Banc  Alex.  Brown 


1  tKATUni 

COMMUNICATION  SYSTEMS 

3>duu  rniiiion 

Convertible  Offering 

Sole  Bookrunner 

JUIY20001 

"Terayon  Communication  Systems,  the  broadband 
networking  company,  priced  a  highly  successful 
convertible  via  Deutsche  Banc  Alex.  Brown. The 
lead  increased  the  deal  from  $400  million  to  $500 
million  and  still  had  a  book  that  was  four  times 
covered. The  bonds  were  priced  at  the  bottom  of 
the  5%  to  5.5%  yield  to  maturity  range  and  in  the 
middle  of  the  22%  to  26%  conversion  premium 
range. The  stock  had  moved  up  7%  over  the 
marketing  period,  outperforming  the  Nasdaq." 

International  Financing  Review,  July  22,  2000 

Deutsche  Bank 


it's  like 


by  Scott  McNealy 


BUSINESSES  BUILT  ON 
METAPHORS  STILL  NEED  VALUE 


ie  truth  can  be  elusive,  or  at  least 
ult  to  express  in  the  business  world, 
ind  myself  turning  to  metaphors  and 
gies,  borrowing  images  from  sports 
en  war  to  drive  home  my  business 
;gy  and  motivate  the  troops.  (See 
I  mean?) 

he  World  Wide  Web  is  itself  a 
phor — a  decidedly  mixed  metaphor 
ncludes  virtual  places,  portals,  and 
»oxes  made  of  pixels  instead  of  alu- 
m.  Email  may  be  less  tangible  than  a 
written  letter,  but  it's  far  faster — and 
more  durable.  So  which  is  better? 
h  is  more  real? 

me,  it  is  the  source  of  the  message 
:ounts — and  that  will  never  change, 
these  days  of  rapid,  radical,  non- 
phange,  it  is  the  enduring  things  that 
eal.  For  example,  in  business,  as 
s,  character  matters.  It  is  real.  So  is 
:yrity;  it  may  be  intangible  (it  can  even 
ked,  for  a  time),  but  that  doesn't 
it  any  less  real. 

)ur  decades  into  the  digital  revolu- 
i|  we  live  in  a  world  where  every 
lid  and  image  can  be  manipulated  by 
routers.  That  makes  the  potential  for 
fction  quite  high,  I  suppose.  But  it 
11 't  change  the  fundamentals.  Pro- 
's are  still  only  promises  until  some- 
I  delivers  the  goods.  That's  still  what 
stations  are  based  on. 
{  the  dot-com  era,  trust — the  direct 
lit  of  integrity  and  reputation  — 
;>,ins  critical.  It  too  is  real.  The  only 
I'lrence  now  is  that  reputations, 
|Jh  still  take  time  to  build,  can  be 
[«hed  more  quickly.  But  that  makes 
Ja  more  valuable  commodity  in  the 
'  filed  virtual  world, 
pay  "so-called"  because  the  virtual 
lid  too  has  become  real.  It  is  real 

pse,  once  again,  the  source — a  busi- 


ness—  is  what  counts,  not  the  means. 

Unfortunately,  the  Internet  has  been 
tainted  by  an  air  of  unreality.  It  may  have 
something  to  do  with  the  fact  that  a 
word  plucked  from  the  pages  of  a  sci-fi 
novel — the  made-up  term  cyberspace — 
has  become  synonymous  with  the  Inter- 
net. (And  it  probably  doesn't  help  that 
"consensual  hallucination"  was  part  of 
author  William  Gibson's  original  defini- 
tion.) More  likely,  the  Internet's  other- 
worldly atmosphere  has  to  do  with  the 
valuation  of  dot-com  stocks. 

Everywhere  I  go,  reporters  and  ana- 
lysts ask  me  about  the  market,  especially 
on  days  when  share  prices  on  the  Nas- 
daq either  hit  all-time  highs  or  when 
there's  a  sudden  drop.  Is  it  time,  they 
want  to  know,  to  dump  the  dot-coms? 
That  depends,  I  tell  them,  upon  your 
definition  of  a  dot-com. 

If  you  think  dot-com  means  startup, 
think  again.  General  Electric  is  a  dot- 
com company.  So  are  Ford  and  General 
Motors.  If  you  think  dot-com  means 
selling  goods  and  services  over  the  Net, 
you're  only  partly  right.  In  reality,  it's 
a  more  cost-effective  way  to  run  nearly 
every  aspect  of  your  company.  It's  all 
about  moving  business  processes  to  open 
Internet  standards  to  streamline  inter- 
actions with  customers,  suppliers,  and 
partners,  and  your  own  employees. 

We  hear  a  lot  about  e-business  and 
e-commerce,  but  the  extra  "e"  is  redun- 
dant. It's  as  hard  for  me  to  imagine 
business  without  the  Net  as  homes 
without  electricity  or  running  water.  It 
can  be  done,  but  who'd  want  to?  Com- 
panies that  want  to  remain  true  to  their 
principles  —  and  I  hope  that's  all  of 
them — must  adopt  the  Net. 

As  for  the  actual  Internet  startups, 
the  laws  of  gravity  still  apply.  Startups 


may  put  rapid  growth  ahead  of  profits 
for  a  time,  but  eventually  they  will  have 
to  return  to  the  true  nature  of  business. 
They  will  have  to  charge  more  than  the 
cost  of  the  goods  and  services  they 
deliver,  and  make  a  profit.  They  will  have 
to  add  value  to  people's  lives — same  as 
alv/ays.  And  they  will  have  to  be  trust- 
worthy, conduct  their  businesses  with 
integrity,  and  guard  their  reputations. 

The  great  thing  about  Silicon  Valley 
is  that  you  can  start  a  real  business  on 
nothing  more  than  an  idea — and  most 
of  the  companies  here  start  with  the 
idea  of  making  a  difference.  Back  in 
1982,  Sun  was  just  three  Stanford  stu- 
dents and  a  pretty  smart  programmer 
from  Berkeley  named  Bill  Joy.  (They 
eventually  made  me  the  CEO  because  I 
was  the  only  one  who  owned  a  tie, 
though  I  seem  to  have  misplaced  it 
somewhere.)  We  had  this  idea  that  com- 
puters should  be  networked — able  to 
talk  to  one  another  no  matter  who  made 
them.  Pretty  wide-eyed,  idealistic  stuff, 
I  know,  but  we  took  that  idea  and  made 
it  real.  We  also  made  it  profitable.  In  the 
process,  we  wrote  our  story. 

This  much  I  know  is  true:  The 
companies  that  succeed  will  be  the  ones 
that  make  their  ideas  real,  that  stand 
for  what  is  true,  and  that  employ  great 
metaphors  and  analogies  to  define  their 
businesses  and  tell  their  stories.  After  all, 
cash  and  coin  notwithstanding,  money 
itself  is  merely  an  agreed-upon  represen- 
tation of  that  other  great  truth:  value. 
And  I  can  assure  you,  value  is  real.  ■ 

Scott  McNealy  is  cofounder,  chairman, 
and  CEO  of  Sun  Microsystems.  He  grew 
up  in  suburban  Detroit,  the  son  of  an 
American  Motors  executive.  He  lives  in 
Silicon  Valley  with  his  wife  and  children. 
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CLARUS 

CLEAR  THINKINO   IN  B2B 


At  Clarus,  our  goal  Is  to  make  B2B  e-commerce  perfectly  clear.  So  you 
be  a  visionary  In  your  business.  Our  solutions  power  digital  marketpl 
and  corporate  e-procurement  systems.  When  It's  time  to  chi 
an  Internet  commerce  partner,  do  what  MasterCard  International, 
Wachovia  and  MetLife*  did  -  look  to  Clarus.  www.claruscorp.c 


C'arus  is  a  trademark  of  Clarus  Corporation.  All  other  trademarks  and  registered  trademarks  are  the  property  of  their  respective  owners.  ©  2000  Clarus  Corporation.  All  rights  I 


me  eyes  deceive  me        by  Virginia  Postrel 

IS  THE  INTERNET  BRINGING  THE  WORLD 
INTO  SHARPER  FOCUS? 


Ve  live,  writes  a  critic,  in  the  "Age  of  Falsification,"  filled 
I  surfaces  we  cannot  trust.  Some  are  digital  creations.  Others, 
Hi  ad  slogans  to  plastic  surgery,  are  not.  But  the  problem  is 
■asive:  Our  civilization's  artifacts  are  deceptive,  fake,  inau- 
Htic,  a  pack  of  lies.  Today,  the  whole  world  is  a  theater. 
ii\to  wonder  Shakespeare  is  experiencing  a  revival.  His  plays — 
ft  his  times — were  so  obsessed  with  appearance  and  reality 
Bone  of  my  professors  used  to  refer  to  the  theme  as  "your 
mp  A&R."  Boys  pretending  to  be  girls  pretending  to  be  boys.  In 
[kespeare's  world,  characters  cannot  trust  their  senses, 
lis  the  ghost  in  Hamlet  true  and  truthful,  or  is  it  a  demon, 
cpting  young  Hamlet  into  murderous  sin?  Is  Juliet  dead  or 
ijely  sleeping?  Does  Lear  really  stand  at  the  edge  of  a  great 
aP  Or  has  the  Fool  deceived  him  to  save  his  life? 
j  he  theater  itself  is  a  lie.  Its  deaths  are  mere  special  effects, 
■ales  never  happened.  Even  the  histories  are  distorted  for 
inatic  effect.  The  theater  is  unnatural,  a  place  of  imagina- 
i|.  But  the  theater  tells  the  audience  something  true:  that  the 
[lid  requires  judgments.  You  cannot  believe  everything  you 
nor  hear.  Othello  is  the  tragedy  of  a  man  who  trusts  the 
ifng  source  and  thus  misunderstands  what  he  sees. 
•Nature  alone,  to  some,  seems  true.  But  is  it?  Nature,  too, 
mt  be  interpreted.  Imagination,  declared  Shakespeare's 
[jtemporary,  Sir  Philip  Sidney,  is  a  triumph,  a  creative  act  in 
Bjlation  of  man's  Creator.  The  poet  "goeth  hand  in  hand 
iji  Nature,  not  enclosed  within  the  narrow  warrant  of  her 
ijt,  but  freely  ranging  within  the  zodiac  of  his  own  wit."  This 
II,  in  Sidney's  day,  a  controversial  stance, 
ilt  is  in  ours  as  well.  All  that  is  different  is  the  technological 
lltext.  Today's  cultural  critics,  heirs  to  Plato  and  the  Puritans, 
■t  attack  poetry.  They  attack  new  media.  But  the  attack  and 

argets  are  not  new.  Some  eras  are  acutely  aware  that  the 
jh  is  hard  to  discern.  Others  are  complacent, 
we  got  so  used  to  the  old  technologies  that  we  forgot  their 
jicity  for  deception.  We  believed  photography  was  "real,"  as 

igh  World  War  II  literally  happened  in  black  and  white. 
'  forgot  that  selection  creates  its  own  biases.  Despite  evi- 

:e  ranging  from  Soviet  propaganda  to  the  evening  news,  we 
Eved  that  pictures — especially  moving  ones  —  never  lied, 
you  can  hear  nostalgia  for  those  good  old  days  on  almost 
f  C-SPAN  media  panel,  in  which  journalists  from  broadcast 


THE  INFAMOUS  FEBRUARY  1993  COVER  OF  SPY  MAGAZINE  SHOWED  HILLARY  CLINTON 
AS  A  DOMINATRIX  THE  IMAGE  WAS  AN  EARLY  USE  OF  COMPUTER  MONTAGE. 


news  and  monopoly  daily  newspapers  lament  new  media  for 
degrading  ethics.  Ethics,  in  this  context,  means  maintaining  a 
uniform  stance  toward  the  audience  and  the  issues — making 
judgments  so  the  readers  or  viewers  don't  have  to. 

Like  Galileo,  born  the  same  year  as  Shakespeare,  we  have  new 
tools,  and  we  see  things  we  didn't  see  before.  "In  our  time,"  wrote 
Galileo,  "it  has  pleased  God  to  concede  to  human  ingenuity  an 
invention  so  wonderful  as  to  have  the  power  of  increasing  vision 
four,  six,  10,  20,  30,  and  40  times,  and  an  infinite  number  of 
objects  which  were  invisible,  either  because  of  distance  or  extreme 
minuteness,  have  become  visible  by  means  of  the  telescope." 

Appearance  now  suggests  a  more  complex  reality.  The 
Internet  exposes  a  diversity  of  opinion,  experience,  and  taste  we'd 
been  led  to  believe  didn't  exist.  If  you  were  unusual  in  1950  or 
1980 — and  everyone  is  unusual  in  one  way  or  another — you 
were  an  isolated  anomaly.  Now  you're  a  Web  ring,  a  Yahoo  cate- 
gory. But  that  still  doesn't  mean  we  can  trust  what  you  say. 
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I  Shakespeare's  art  and  Galileo's 
I .  [esc  le,  the  Internet  reminds  lis  that  the 
world  is  not  only  complicated  and  diverse 
but  also  requires  more  discernment.  We 
cannot  believe  everything  we  see,  hear,  or 
read  because  what  we  see,  hear,  and  read 
is  contradictory  and  potentially  false. 
Even  our  senses  can  deceive  us. 

We  live,  says  author  Kurt  Andersen, 
in  an  era  of  "magic  realism."  Dinosaurs 
march  through  movie  landscapes,  and 
dead  actors  are  morphed  into  TV  com- 
mercials. These  deceptions  don't  bother 
us  anymore.  We  know  they  are  part  of  an 
act,  and  we  enjoy  it. 

But  we  are  nonetheless  anxious,  fearful 
of  manipulation,  and  the  worry  shows  up 
in  our  art.  Politicians  saw  only  the 
movie's  violence,  but  The  Matrix  was  an 
artistically  powerful  meditation  on  your 
basic  A&R.  That's  why  it  was  so  popular. 

The  movie's  relevance  to  the  Colum- 
bine shootings  wasn't  in  the  gun  battles 
and  the  long  black  coats.  It  was  in  what 
the  movie  said  about  the  difficulty  of 
figuring  out  the  truth  when  reality  is 
mediated  and  manipulated.  Were  the 


Columbine  killers  members  of  a  "Trench 
Coat  Mafia"?  Are  every  school's  weird 
kids  killers  in  the  making? 

The  mass  media  told  one  simple  story, 
in  which  all  the  answers  were  yes.  The 
Net,  with  its  telescopelike  ability  to  see 
the  minute  and  distant,  to  discern  what 
was  once  invisible,  found  contradictions. 
The  stories  on  Slashdot  and  Salon  were 
more  complex  and  ultimately  more 
trustworthy  than  the  nightly  news.  The 
newspapers  eventually  followed,  mostly 
too  late  to  change  the  first  impressions. 
Journalists,  too,  must  make  judgments 
about  which  leads  to  chase,  whom  to 
trust,  what  makes  a  story.  Their  senses, 
and  their  prejudices,  can  mislead  them. 

"Free  your  mind,"  preached  The 
Matrix.  A  start,  but  just  a  slogan,  and  not 
much  of  a  guide.  Look  through  your  tele- 
scope yourself,  but  what  do  you  see?  The 
challenge  is  in  interpretation,  in  judg- 
ment. Are  sunspots  "an  illusion  of  the 
telescope,"  or  perhaps  undiscovered  plan- 
ets hovering  around  a  pristine  and  perfect 
star?  Nature,  unadorned  by  reason  and 
imagination,  may  be  "true,"  but  it  is  also 


incomprehensible.  Galileo  was  a  mi 
not  only  of  observation  but  also  of  im 
nation  and  argumentation.  The  truth 
uncovered  were  not  easy  to  discern. 

Appearance  and  reality  do  not  ci 
with  labels.  Confronted  with  new  tq 
new  cultures,  new  ways  of  telling  stoi 
we  are  shaken  from  the  complac 
assumption  that  truth  is  simple  and  o 
ous.  We  grow  anxious.  We  ask  q| 
tions.  The  pursuit  can  make  ual 
crazy  as  Hamlet  or  as  creative  as  Gali| 
Hither  way,  the  search  starts  with  a  t q 
we  forget  at  our  own  peril.  There 
indeed  more  things  in  heaven  and  el 
than  we  once  dreamed — and  we  nj 
inspect  every  one  of  them  through  i 
lens  of  our  imagination. 


Virginia  Postrel  (vpostrel@reason.c^^ 

is  the  editor-at-large  of  Reason  ma^ 
zine  and  the  author  of  The  Future  ; 
Its  Enemies.  Her  next  book  is  on 
growing  importance  of  aesthetics.  i\ 
last  article  for  Forbes  ASAP,  "Puttinm 
Hex  on  Rx,"  appeared  in  the  May 
2000,  issue. 
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Today's  busy  Internet  means  overloaded  connections.  Congested  exchange 
Lost  packets. ..unhappy  customers. 


Now,  Focal  offers  a  way  to  bypass  all  that  and  move 
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THE  VALUE  OF  ADVICE  HAS  GONE  UP.  WAY  ll 


MERGERS  AND  ACQUISITIONS 


PAG  IN E 
GIALLE 

Pending 

€60,000,000,000 

Agreement  to 
merge  with 
TIN.lt 

$20,000,000,000 

V  E  R 1  T A  S     Agreement  to  acquire 

32%  interest  and  assets  of 
Pending        Seagate  Technology 

NUT  RTF! 

NETWORKS 

Pending 

$7,800,000,000 

Agreement  to  acquire 
Alteon  WebSystems 

April  2000 

$4,283,164,000 

Merged  with 
Kana 
Communications 

May  2000 

$2,700,000,000 

Merged  with 
Mission  Critical 
Software 

COr-T-1ERCE<3J£ 

Pending 

$2,000,000,000 

Strategic  alliance  with 
General  Motors 

June  2000 

;  $1,005,924,000 

Spin-off  from 
SGI 

PMC— 

April  2000 

$890,000,000 

Acquired 
AANetcom 

©CYGNUS 

January  2000 

$674,000,000 

Acquired 
Red  Hat 

^DBT  ONLINE, 

May  2000 

,  $444,000,000 

Inc. 

Acquired  by 
ChoicePoint  Inc. 

■  ^  Reynolds 
ffl  ftReynolds 

Pending 

$360,000,000 

Agreement  to  sell 
ISGto 
Carlyle  Group 

PHI1SAR 

May  2000 

$213,750,000 

Agreement  to  be 
acquired  by 
Conexant 

$123,000,000 

HTkf  OSPHEK!       Agreement  to  be 
acquired  by 
Pending     Ditecn  Communications 

NORTEL  $50,200,000,000 

NETWORKS     Spin-off  of  36.9% 
interest  held  by 
May  2000  BC£  ' 


$12,500,000,000 

Agreement  to  be 

acquired  by 
Terra  Networks 

$7,100,000,000 

Acquired 
Newbridge 
Networks 

May  2000 

NORTEL 

NETWORKS 

January  2000 

$3,250,000,000 

Acquired 
Qtera 

February  2000 

$2,430,000,000 

Merged  with 
Mindspring.com 

gfe  $1,700,000,000 

jjF              Merged  Divicom 
with 

May  2000  Harmonic 

Pending 

$995,000,000 

Agreement  to 
merge  with 
Ricardo.de 

Telecommunlcatio 

May  2000 

$870,000,000 

Acquired  by 
Altitun  AB 

NETWORKS 
INC 

April  2000 

$674,000,000 

Acquired 
Precision 
Response  Corp. 

PMC puc  *™ 

April  2000 

$415,000,000 

Acquired 
Extreme  Packet 
Devices 

^Netcentives 

April  2000 

$333,000,000 

Acquired 
Post 
Communications 

^TUMBLEWEED 

January  2000 

$190,000,000 

Acquired 
Wortdtalk 
Communications 

FAIRCHILD  $115,000,000 

has  acquired 
May  2000       QT  Optoelectronics 


Pending 


$36,500,000,000 

'  Agreement  to  acquire 
Cable  4  Wireless 
Hong  Kong  Telecom 


$9,300,000,000 

□  ASPECT  Merged  with 

12  Technologies, 
June  2000  |nCi 


Chromatis H 


June  2000 


$4,500,000,000 

Agreement  to  be 
acquired  by 
Lucent  Technologies 


X $3,250,000,000 
ros        Acquired  by 

June  2000        Nortel  Networks 


Pending 


$2,174,000,000 

Agreement  to  acquire 
Racal  Electronics 
PLC 


BELGACOM 
Pending 


$1,239,100,000 

Agreement  to  merge 
internet  assets  with 
Infosource 


March  2000 


$990,000,000 

Acquired 
Maker 
Communications 


$850,000,000 

Acquired 
April  2000  Onebox.com 


\V 

Liberate 
June  2000 


$561,000,000 

Agreement  to 

acquire 
MoreCom,  Inc. 


$409,000,000 

EPIPHANY  Acquired 
January  2000  RlghtPoint 


Virata 

Pending 


$315,000,000 

Agreement  to  acquire 
Excess  Bandwidth 


BOSCH      %  $152,900,000 

Bosch  Telecom 


Public  Network 
January  2000 


Acquired  by 
Marconi 


^)  AETHE 

April  2000 


$85,000,000 

Agreement 
to  acquire 
IFX 


^riSigri 


$21,000,000 

Acquired  I 
Network  Solul 


LUh 


$7,932,600. 

Merged  wi| 
March  2000  USWeb/CK 


March  2000 


$4,300,00C| 

Merged  v 
Redbacl  I 
Network  I 


$3,200,000, 

E.PIPHANY  Acquired 
May  2000        Octane  Softvg 


N£JRTEL 

NETWORKS 


$2,100,000 

Acquired 
Clarify 


)V»  LINUX 


$1,093,100 

Acquire^ 
Andover.n 


^WidRivcr 

February  2000 


$917,000,' 

Acquired 
Integrate 
Systems 


>  enCommerce 


June  2000 


$703,000,1 

Acquired  fj 
Entrust 
Technologi 


IDlnmc  )m 

March  2000 


$490,000,C 

Acquired! 
Paragon 
Software 


TOTALj£M€D 

May  2000 


$405,500, 

Acquired 
MedicaLr> 


$240,000,C 

Acquired 

May  2000  Starbelly.ca 


$127,000,00 

Acquired 
ezlogm.com 


ft 

724^ 


GartnerGroup 
March  2000 


$80,000,00 

Acquired 
TechRepubli' 
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"RGERS  AND  ACQUISITIONS  (CONTINUED) 


$24,800,000 
[  Netcentives  Acquired 

Universal  Value 
March  2000  NetwQrk 


•(eLoyalty 

f  ebruary  2000 


Undisclosed 

Spin-off  from 
TSC 


UITY 

PRIVATE 

nuary  2000 

$107,000,000 

Series  D  Convertible 
Preferred  Stock 

Cdverllslng  com 
July  2000 

$57,200,000 

Series  E  Convertible 
Preferred  Stock 

© 

idera 
irch  2000 

$36,000,000 

Series  C  Convertible 
Preferred  Stock 

1 

$22,500,000 

Series  F  Convertible 
Preferred  Stock 

lune  2000 

ULT.com 

uly  2000 

$9,250,000 

Series  B  Convertible 
Preferred  Stock 

Undisclosed 

BOSCH       @      Agreement  to  be 
Telecom  Private  Network  0 

acquired  by 
January  2000  KKR 

Pending 

Undisclosed 

m       Agreement  to 
acquire 
Bidlet  AB 

PLACEMENTS 

February  2000 

$100,000,000 

Series  D  Convertible 
Preferred  Stock 

or 

July  2000 

$48,000,000 

Series  C  Convertible 
Preferred  Stock 

& 

June  2000 

$27,400,000 

Series  A  Convertible 
Preferred  Stock 

■"TbpTiER 

July  2000 

$18,000,000 

Series  E  Convertible 
Preferred  Stock 

<D 

uiin 

July  2000 

$6,580,000 

Series  C  Convertible 
Preferred  Stock 

A  Undisclosed 

am  N  jvoMedla,  Inc. 

Acquired  by 
January  2000  Gemstar 

_  _  Undisclosed 

Ex.  KcMllJlU 

«S  Reynolds      Strategic  alliance 
with 

Pending           General  Motors 

gSCHUWW  Undisclosed 

Acquired  by 
January  2000  Systor 

Undisclosed 
(f5  DeltaKabel       Acquired  by 
Lucent 

April  2000  Technologies 

M  $90,800,000 

OmniSky          Series  C  Convertible 
June  2000          Preferred  Stock 

rA,:":"';3>  mbmim  $70,144,000 

Common  Stock 

January  2000 

<3l  fnComm6,ce  $42,000,000 

Series  D  Convertible 
April  2000          Preferred  Stock 

ESOFT  $36,760,000 

oaty  Convertible 
June  2000       Preference  Shares 

£3fe^  $25,000,000 

i^d»(u.n          Series  A  Convertible 
March  2000         Preferred  Stock 

$23,335,000 

plumtrec  Ser,es  E  Convertible 
May  2000          Preferred  Stock 

Packet  $16,500,000 

Video  Series  D  Convertible 
March  2000         Preferred  Stock 

g*  $15,500,000 

acCT        Series  D  Convertible 
March  2000         Preferred  Stock 

The  last  six  months  have  been  some  of  the  most  turbulent  in  history.  While  we  think  it's  always  important, 
it's  especially  critical  in  times  like  this  to  partner  with  an  investment  banking  firm  that  can  still  deliver 
strategic  solutions.  In  the  first  half  of  this  year,  the  Credit  Suisse  First  Boston  Technology  Group  has 
continued  to  help  clients  capitalize  on  change  across  the  technology  landscape,  completing  more 
transactions  than  any  other  investment  bank.  The  true  measure  of  a  technology  group  is  not  how  they 
perform  during  the  good  times,  but  during  the  tough  times.  In  markets  like  this,  the  value  of  advice 
goes  up.  Way  up    CREDIT  SUISSE  FIRST  BOSTON  TECHNOLOGY  GROUP. 


EMPOWERING  CHANGE. 


NOT  EVERYONE  CAN  SUCCEED  IN  TODAY'S  T 
WE  MAKE  SURE  THAT  OUR  CLIENTS  DO. 


During  this  year's  difficult  markets,  the  Credit  Suisse  First  Boston  Technology  Group  lead-managed  more  financini 
and  M&A  transactions  for  technology  companies  than  any  other  investment  bank.  It's  no  surprise  that  these  were  al: 
some  of  the  year's  most  strategic  and  best-performing  transactions. 


LEAD-MANAGED 

IPOS 

$1,138,500,000 

c  Of  vis  lnitialPublic 

July  2000  Offering 

inter.il  $575,000,000 

Initial  Public 
February  2000  Offering 

V"  $230,000,000 

handspring         |nitia|  Pub|,c 

June  2000  Offering 

ON/M<.  $193,200,000 

Initial  Public 
February  2000  Offering 

±dryy=-  $168,000,000 

Initial  Public 
April  2000  Offering 

n[3]  $162,500,000 

™  '  *              Initial  Public 
May  2000  Offering 

$  SELECTICA  $138,000,000 

Initial  Public 
March  2000  Offering 

OOff  $127,350,000 

Initial  Public 
June  2000  Offering 

rofg)  $109,250,000 

Initial  Public 
March  2000  Offering 

B  aa  um^  $105,200,000 

Initial  Public 
May  2000  Offering 

£H  $89,097,000 

N.mrtcMtectaotoiw.  inc       Initial  Public 
April  2000  Offering 

£  $87,400,000 

c™™™*"1'            Initial  Public 
May  2000  Offering 

Telaxis^  $78.20°.°°° 

Initial  Public 
February  2000  Offering 

rv    .  itu-  D  $70,840,000 
DigitalThink 

Initial  Public 
February  2000  Offering 

g__M  $59,800,000 

Initial  Public 
July  2000  Offering 

Initial  Public 
March  2000  Offering 

^ff|-  $44,160,000 

ImproveNet  ,...„.,. 

r                    Initial  Public 
March  2000  Offering 

$36,800,000 

^,CORJU_IAN_        ^      '  ' 

•                         Initial  Public 
April  2000  Offering 

^tradercom 

March  2000 

$371,319,000 

Initial  Public 
Offering 

^machines 

March  2000 

$180,000,000 

Initial  Public 
Offering 

February  2000 

$151,819,000 

Initial  Public 
Offering 

NEW  FOCUS 
May  2000 

$115,000,000 

Initial  Public 
Offering 

L  G  HTSPAW 

February  2000 

$97,860,000 

Initial  Public 
Offering 

July  2000 

$82,500,000 

Initial  Public 
Offering 

■::  Accelerated 

AIJi  Networks 
June  2000 

$69,000,000 

Initial  Public 
Offering 

$49,910,000 

Initial  Public 
Offering 

!.?.!.?.!! 
March  2000 

€230,878,071 

Initial  Public 
Offering 

724^ 

January  2000 

$179,400,000 

Initial  Public 
Offering 

\J 

Rivenieep 

March  2000 

$139,917,000 

Initial  Public 
Offering 

March  2000 

€111,673,000 

Initial  Public 
Offering 

^^^^^ 

$92,000,000 

Initial  Public 
Offering 

$82,500,000 

■PQtp.tom| 

July  2000 

Initial  Public 
Offering 

SUPPORT^COM 

July  2000 

$64,430,000 

Initial  Public 
Offering 

V 

June  2000 

$44,275,000 

Initial  Public 
Offering 
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Technology  Group 


www.tech.csfb.com 


EAD-MANAGED 


«$»  AS/WL  $2,632,350,000 

Common  Stock 


asm  uti 
June  2000 


January  2000 


$852,322,000 

Common  Stock 


IlyOsI 

$476,862,000 

January  2000 

Common  Stock 

$347,200,000 

Newport 

July  2000 

Common  Stock 

$260,870,000 

March  2000 

Common  Stock 

WatchGuard 

$221,588,000 

February  2000 

Common  Stock 

MACTVJ 

$138,000,000 

February  2000 

Common  Stock 

JL 

$120,491,000 

March  2000 

Common  Stock 

EAD-MANAGED 

m 

$1,500,000,000 

June  2000 

Senior  Notes 

TTTAN. 

$200,000,000 

Convertible 

*    February  2000 

Subordinated  Notes 

FOLLOW-ON  OFF 

ERINGS 

@ Chartered  $1,009,873,000 

May  2000          C°mm0n  S,OCk 

$918,000,000 

February  2000        Common  S,ock 

tfVVITRIA  $779i700,000 

c  u        m^r\       Common  Stock 
February  2000 

(E.  $735,152,000 

E.PIPHANY  _ 

nnnr,         Common  Stock 
January  2000 

Virata  $461,500,000 

July  2000           Comm0n  S,ock 

$434,700,000 

February  2000      Common  Stock 

SIS!!  $331,270,000 

March  2000         Common  Stock 

credence  $304,175,000 

February  2000       Common  Stock 

y^f  $257,600,000 

March  2000         Common  Stock 

^D,  $247,000,000 

March  2000         Common  Stock 

f  l»TERTRUST  $201,119,000 

April  2000          Common  Stock 

March  2000         Common  Stock 

^  waveco/a  $136,710,000 

June  2000          Common  Stock 

fjaNEXT  LEVEL  $130,410,000 

IIHCOMMUNICATIONS      V          '  ' 

June~2000         Common  Stock 

fj_,/}J<om  $64,000,000 

February  2000        Common  Stock 

pajrcjhi^  $903,662,000 

January  2000         Common  Stock 


$483,000,000 

January  2000 

Common  Stock 

IBckct  VfuwU  Ik  ' 

February  2000 

$402,500,000 

Common  Stock 

♦ 

$276,000,000 

February  2000 

Common  Stock 

DuPont  Photomasks.  Ixc 

$246,400,000 

July  2000 

Common  Stock 

$169,000,000 

July  2000 

Common  Stock 

ublzen 

€149,500,000 

March  2000 

Common  Stock 

ND  DEBT  FINANCINGS 


r  $350,000,000 

Convertible 
Subordinated  Notes 


SBri  s*t»ott*  be' 

March  2000 


ACT 

April  2000 


$100,000,000 

Convertible 
Subordinated  Notes 


■EWKONDUCTOR 

June  2000 

$287,500,000 

Convertible 
Subordinated  Notes 

$100,000,000 

PuPowPBerromaB  Imc 

Convertible 

June  2000 

Subordinated  Notes 

$283,000,000 

Convertible 

January  2000 

Subordinated  Notes 

EMPOWERING  CHANGE. 


digging  up  the  dead 

STITCHING  TOGETHER 
PIECES  OF  THE  PAST 

still  doesn't  bring  by  Stanley  Crouch 

IT  TO  LIFE 


V  V  ithin  this  new  world  of  human,  economic, 
and  technological  relationships,  many  people  are 
struggling  for  a  metaphor  that  will  give  us  a  sense 
of  where  we  are  right  now.  It  seems  to  me  that  we 
have  that  metaphor  and  that  it  has  been  before  us 
for  a  long  time,  frightening  audiences  decade  after 
decade  for  almost  200  years,  on  the  page  and  the 
silver  screen. 

Frankenstein  injected  into  the  game  the  idea  of 
artificially  creating  life.  Scientifically  manipulating 
the  forces  that  underlie  existence;  subverting  sex- 
ual coupling  as  the  sole  manner  of  passing  on  the 
divine  spark.  That  the  bold  doctor  dies  at  the 
hands  of  his  creation  —  his  furious  technological 
offspring  bent  on  revenge  for  being  brought  into  a 
hostile  world — threw  into  high  relief  the  growing 
fear  that  what  we  had  most  to  dread  was  no  longer 
the  monster  hidden  in  the  woods  of  our  night- 
mares but  the  one  hidden  in  the  wheels  of  our 
own  technology. 

After  Frankenstein,  life  could  no  longer  be  so 
simply  divided  into  those  who  lived  in  the  world 
of  savage  darkness  and  those  who  benefited  from 
Christian  enlightenment.  The  Great  Destroyer 
would  no  longer  be  the  belligerent  Mother  Nature 
of  earthquakes,  typhoons,  volcanoes,  blizzards, 
famines,  and  disease  —  but  man.  The  carnage  of 
World  Wars  I  and  II,  Auschwitz,  and  Hiroshima 
made  those  fears  prophetic. 

Equally  prophetic,  but  less  understood,  was 
the  idea  that  Dr.  Frankenstein's  creature  was  not 
only  brought  to  life  by  science  but  stitched 
together  from  dead  body  parts  robbed  from 
graves — a  cruelly  devised  Everyman.  This  sug- 
gested that  humanity  and  its  knowledge  of  science 


would  someday  have  dominion  over  even  the 
world  of  the  dead.  Bodies  once  doomed  to  rot,  to 
become  no  more  than  meals  for  worms  and  moles, 
would  now  be  brought  back  and  used  to  create 
another  life  altogether. 

Author  Mary  Shelley  was  right  in  ways  even 
she,  for  all  her  foresight,  could  never  have  imagined. 
We  now  exist  in  a  world  that  trembles  before  its 
technology,  built  from  the  shadows  of  things  that 
once  lived.  Our  commercial  culture  is  surely  given 
to  the  grave  robbing  of  moldy  images  and  dead 
ideas,  a  postmodern  version  of  the  Victorian-era 
appetite  for  shrunken  human  heads  on  the  man- 
tels of  wealthy  households.  That  earlier  fad  so 
exceeded  the  rain  forests'  capacity  for  production 
that  industrious  businessmen  began  digging  up 
their  recently  deceased  countrymen  and  shrinking 
their  heads  to  keep  from  shrinking  their  market 
share — until,  at  last,  the  trend  fell,  perhaps  decap- 
itated, by  the  wayside. 

Our  current  demands  for  reused  flesh  show 
no  such  signs  of  abating.  The  central  question, 
unchanged  since  Mary  Shelley's  time,  is  whether 
or  not  those  things  from  the  past  that  formed  the 
vital  nature  of  previous  realities  can  arrive  again 
as  truly  living  things.  Will  they  exist,  like  the  Cecil 
B.  DeMille  versions  of  the  ancient  world,  only  in  a 
shadow  world  of  such  uninspired  limitation  and 
glossy  repetition  that  they  will  overwhelm  the 
ongoing  truths  of  our  humanity?  Will  we  become 
no  more  than  versions  of  that  Frankenstein  mon- 
ster, our  thoughts  and  appetites  stitched  together 
by  the  commercial  culture,  making  us  ever  more 
lonely,  leaving  us  to  grow  more  and  more  desper- 
ate in  our  search  for  camaraderie,  companionship, 
empathy,  love,  and  authenticity?  Will  we  cultur- 
ally devolve  from  marvelous  taloned  birds  into 
buzzards  feasting  on  marketplace  carrion? 

I  think  not,  though  I  say  that  with  caution.  We 
may  be  inundated  with  more  and  more  infor- 
mation—  or  more  accurately,  more  and  more 
"stuff" — endless  commerciality  made  distinct 
only  by  the  overstatement  so  common  to  huckster- 
ism,  but  I  also  think  we  are  experiencing  a  strange 
sort  of  cleansing. 
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That  cleansing  ironically  arrives  alongside  this  devouring 
past  and  the  shrinking  of  great  heads  into  carriers  of 
Logans  that  fir  our  living  room  mantels.  As  music  videos,  tele- 
vision commercials,  and  films  search  for  the  startling  image 
that  will  distinguish  their  products  and  their  narratives  from 
others,  every  kind  of  image — from  prehistoric  cave"  paintings 
and  tribal  masks  to  the  most  recent  forms  of  surrealism  and 
industrialism  —  is  being  looted  to  promote  pop  stars,  to  sell 
something,  or  to  substitute  the  shocking  for  the  development 
of  dramatic  intensity.  A  great  speaker  such  as  Martin  I.uther 
King  Jr.  is  reduced  to  a  one-liner — "I  have  a  dream" — in  the 
shorthand  of  the  shrunken  cranium  that  can  arrive  and  leave 
at  the  pace  with  which  our  lives  now  move  forward,  not  into 
oblivion  but  into  ever  more  legions  of  choices.  Our  attention 
spans  don't  get  shorter  so  much  as  our  appetites  for  crass-but- 
tarted-up  effects  become  greater.  We  pant  for  the  cattle  prods 
of  commercialism  to  sting  us  into  what  is,  for  now,  consid- 
ered the  right  direction. 

But  we  can  still  be  caught  and  stopped  in  the  headlights  of 
our  humanity  when  something  extremely  good  arrives.  We 
can  still  shiver  when  an  old  myth  is  restored  so  perfectly  that 
we  experience  again  a  timeless  vitality  that  moves  us  beyond 
our  commercially  induced  narcissism.  That  is  why  the  recent 
Shakespeare  films  have  been  so  successful.  No  matter  the 
huge  profits  of  bloody  special  effects  movies,  audiences 
understand  that  language  can  sometimes  rise  above  the 
robotic  barbarism  of  things  like  rap  to  an  eloquence  so  myste- 
rious that  the  meaning  of  the  poetic  reasserts  itself. 

This  reassertion  of  important  human  myths  stands  in  stark 
contrast  to  the  glib  words  and  clever  images  used  to  promote 
faux  sophistication  and  membership  in  the  charred  spiritual 
dungeon  of  commercial  cul- 
ture. In  the  world  of  art,  the 
false  is  true  because  the  ren- 
dering of  the  image  or  story- 
generates  light  that  travels, 
like  the  illumination  from  a 
dead  star,  right  into  our  world. 

This  mythic  reassertion  is 
why  an  old-fashioned  film 
like  Titanic  can  be  such  an 
enormous  international  hit, 
the  biggest  ever.  No  mere 
"disaster  movie,"  Titanic 
had  at  its  center  something 
far  more  important  than  its 

record-breaking  budget  and  its  special  effects.  The  movie 
intertwined  the  grand  democratic  myth  and  the  strongest 
of  all  romantic  myths.  In  the  grand  democratic  myth,  the  boy 
or  girl  from  the  bottom  so  fascinates  and  charms  the  boy  or 
girl  in  the  gilded  prison  house  of  privilege  that  individual 
sparks  leap  over  the  walls  of  social  alienation.  The  most 
profound  of  all  romantic  myths  is  distilled  in  Titanic  when 
the  great  ship  is  going  down  and  there  is  only  one  seat  left  in 
the  last  lifeboat — but  the  rich  girl  will  not  get  in  if  her 
boyfriend  from  humble  origins  cannot  join  her.  Come  hell 
or  truly  high  water,  they'll  live  or  die  together.  There  can 
be  no  more  thorough  retort  to  our  Pavlovian  droolings  of 
self-obsession. 


The  idea  that  the  individual  can,  through  personal  ai 
unpredictable  gifts,  sometimes  make  his  way  up  over  the  wi 
to  win  the  princess  is  as  much  democratic  fact  nowadays 
it  was  myth  once  upon  a  time.  Equally,  self-sacrifice  ignit 
by  love  is  proven  somewhere  every  second  on  the  glol 
There  are  now  too  many  tales  of  rags  to  riches — from  the  r 
lionaire  cyberspace  astronauts  to  the  illiterate  bad  boy  ai 
bad  girl  topping  the  rock  or  rap  charts — to  deny  the  scope 
democratic  possibility.  An  epic  collection  of  stories  stretchi 
from  American  slavery  through  the  death  camps  of  Wo 
War  II  to  the  killing  fields  of  Cambodia  to  the  massacres 
Rwanda  reminds  us  that  someone  will  always  make  the  u 
mate  sacrifice  to  save  someone  else.  These  stories  prove  t 
humanity.  They  are  as  true  and  authentic  as  the  documentati 
of  the  worst  sins  of  our  species. 

We  continue  to  find  ourselves  both  loving  and  fearing  c 
machinery.  And  we  continue  to  fight  to  elevate  the  quality 
our  commercial  civilization  by  bringing  the  profit  mot 
together  with  morality  and  ethics.  As  long  as  we  do  both,  r 
truth  will  remain  up  for  grabs,  and  our  hope  for  a  betl 
world  will  endure. 

There  will  always  be  those  who  practice  the  Big  Lie  theo 
of  Joseph  Goebbels,  repeating  an  untruth  long  enough  to  ma 
it  true.  But  in  fact  what  Goebbels  really  understood  was  that 
untruth  can  only  achieve  the  illusion  of  truth.  He  would  ha 
been  one  hell  of  an  advertising  executive.  The  tragic  optimi 
central  to  American  democracy  and  to  the  Western  vision 
individual  significance  all  but  guarantees  that  the  Big  Lies 
social,  racial,  sexual,  religious,  and  class  prejudice  will  ke 
appearing  and  keep  changing  form.  New  Frankenstein  mc 
sters  are  stitched  together  every  day  in  advertising  agenci 

marketing  departments,  a 
recording  studios  all  over  r 
world.  Endless  old  heads  s 
being  shrunk  for  new  ma 
tels.  That  is  why  vigilance 
always  demanded  of  the 
who  would  sustain  the  ric 
est  aspects  of  our  humani 
We  are  in  a  battle  for  a  ve 
slippery  title  belt,  one  thar 
as  hard  to  hold  as  it  is  to  w 
What  we  do  know,  ho 
ever,  is  that  the  blues  at  t 
center  of  human  life  will  r 
cease  to  be  a  lion  in  the  pai 
That  lion  may  be  flesh  and  blood,  or  mechanical,  or  an  ima 
imposed  upon  us  by  technology,  and  our  own  bad  taste,  a 
our  greed.  But  whatever  form  it  takes,  we  will,  since  o 
humanity  demands  it,  continue  to  produce  both  lion  tame 
and  lion  slayers — men  and  women,  not  monsters,  fully  alive 
both  body  and  soul. 

Stanley  Crouch  is  an  editorialist  for  The  New  York  Da 
News  and  an  award-winning  essayist,  whose  books  incite 
The  Ail-American  Skin  Game,  Always  in  Pursuit,  and,  mc 
recently,  Don't  the  Moon  Look  Lonesome.  His  last  piece  / 
Forbes  ASAP  was  "Whose  Pluribus  Equals  Whose  Unumf" 
Big  Issue  IV. 
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Celera  Genomics 


Discovery 


Mil. 
IliU 


The  most  dynamic  and  exciting 
advances  in  genomic  research  are  hap- 
pening in  Montgomery  County,  Mary- 
land, the  "Genomic  and  Proteomic  Cap- 
ital of  the  World."  One  of  the  area's 
most  famous  companies,  Celera  Gen- 
omics, is  leading  the  revolution  in  the 
way  we  understand  both  disease  and 
medical  treatment. 

Celera  (from  the  Latin  word  meaning 
"swiftness")  has  been  uncovering  the 
pathways  of  disease  since  the  compa- 
ny was  founded  in  1998.  Celera 
revealed  new  advances  for  the  drug 
discovery  process  through  the  devel- 
opment, analysis  and  interpretation  of 
genomic,  proteomic  and  related  biolog- 
ical and  medical  information. 

With  its  successful  sequencing  of 
fruit  fly,  mouse,  human  and  other 
genomes.  Celera  has  taken  the  lead  in 
the  field  of  comparative  genomics,  a 
method  of  research  that  examines  dif- 
ferent genomes  from  model  organisms 
to  detect  similarities  and  variations  of 
DNA  sequences.  Celera  is  also  a  leader 
in  proteomics,  a  field  of  research  that 
brings  together  the  collective  knowledge 
of  how  genes  directly  impact  every  activ- 
ity that  occurs  within  a  cell  by  creating 
proteins  for  the  cell.  Proteomics  and 
genomics  are  intimately  related  process- 


)  CELE 

)      APE  Gprppratioi 


The  future  of  health  care  lies  in  understanding  th 
genetic  factors  that  cause  illness.  And  as  today's  head 
lines  reveal,  the  rapidly  advancing  field  of  genomic 
research  is  revealing  the  sources  and  pathways  of  disease.  This 
knowledge  will  eventually  translate  to  safer,  more  powerful  treati 
ments  and  cures. 


es  for  understanding  the  causes  of 
diseases  and  are  instrumental  in  the 
development  and  testing  of  drugs. 

Celera  Discovery  System 

Celera  has  taken  genomics,  proteomics 
and  other  related  biological  and  med- 
ical information  and  created  an  inte- 
grated information  and  discovery 
system  available  to  researchers  in  phar- 
maceutical, biotechnology  and  aca- 
demic institutions.  The 
system  includes  soft- 
ware tools  that  provide 
the  ability  to  view,  browse 
and  analyze  this  infor- 
mation to  facilitate  dis- 
covery. By  integrating 
leading-edge  technolo- 
gies for  supercomputing, 
decision  analytical  software,  math- 
ematical algorithms  and  molecular  biol- 
ogy techniques,  Celera  is  the  first  to 
transition  into  the  digital  age  of  medical 
sciences. 

As  the  leader  in  bioinformatics  prod- 
ucts and  discovery  services  for  research- 
based  pharmaceutical,  biotechnology 
and  academic  institutions,  Celera  pos- 
sesses the  world's  largest  bank  of 
viable  genomic  data,  all  available 
through  the  Celera  Discovery  System. 


The  Celera  Discovery  System  offer] 
the  most  comprehensive  annotate^ 
genomic  sequence  data,  all  delivered  in 
a  powerful,  intuitive  information  plan 
form.  The  system  also  provides  act 
vanced  software  tools  for  data  querl 
and  analysis.  To  complement  the  corn 
putational  biology  needs  of  clients 
Celera  offers  scientific  and  profession! 
al  IT  services  for  pharmaceutical! 
biotechnology  and  academic  institui 
tions.  Together  with  its 
client  companies,  Celere 
can  explore  a  wide  range 
of  options  for  genomic 
.  and  proteomic  research! 
V  m  needs.  Due  to  its  unparj 
alleled  uniformity,  accu 
W'  Jm  racy,  purity  and  com 
pleteness.  Celera  data 
significantly  reduces  the  variability  oi 
existing  databases,  fills  gaps  in  exist] 
ing  data  and  increases  the  likelihood 
of  finding  new  and  potentially  significant) 
drug  targets. 

The  advances  from  this  genomic  andl 
proteomic  revolution  will  transform 
molecular  diagnostics  and  therapeutics.) 
Streamlined  technology  developments! 
like  the  Celera  Discovery  System  wil 
lead  to  a  more  personalized  and  direct) 
approach  to  health  care. 


For  more  information  about  the  Celera  Discovery  System,  visit  www.celera.com, 


ntgomery  County 

sre  Businesses  Go  to  Grow 


or 


ornery  County's  pian  to  attract  and  heip  businesses 
grow  has  been  extraordinarily  successful.  Last  year 
alone,  the  county  experienced  significant  job  growth 
across  all  sectors  and  was  responsible  for  creating  one-third  of 
ill  jobs  in  Maryland.  Recently  named  an  "All-America  City"  by  the 
sJational  Civic  League,  Montgomery  County  delivers  a  highly 
iducated,  technologically  sophisticated  workforce,  a  diverse 
)ro-business  environment  and  a  superior  quality  of  life. 


ligh-Tech  Leader 

lontgomery  County  has  emerged  as 
ne  of  the  nation's  leading  locations 
)r  innovative  technology  companies, 
he  1-270  and  Route  29  Technology 
orridors  —  home  to  a  vast  array  of 
',  telecom  and  bioscience  companies 
-  rival  California's  Silicon  Valley  and 
ioston's  Route  128. 

Thriving  high-tech  industries  — 
erospace,  biotechnology,  IT,  telecom- 
lunications  and  others  —  are  adding 
)bs  almost  twice  as  fast  as  Mary- 
and  and  the  nation.  The 
ounty's  renowned  bio- 
cience  community  is  the 
ation's  third-largest  with 
early  200  bioscience  com- 
anies,  including  world- 
jmous  Celera  Genomics, 
loreover,  35%  of  Mary- 
jnd's  IT  companies  are 
icated  in  the  county.  There  are  nearly 
0,000  people  employed  in  more  than 
,200  private  and  federal  technology 
ompanies  and  agencies. 

Significant  public  and  private  part- 
erships  have  fueled  high-tech  growth, 
he  High  Technology  Council  of  Mary- 
ind  (HTCM)  in  Rockville,  comprised  of 


technology  firms,  government  labs,  edu- 
cational institutions  and  business  serv- 
ice firms,  is  dedicated  to  developing  the 
state's  technology  workforce.  The  Mary- 
land Technology  Development  Center, 
an  incubator  facility  in  Rockville,  pro- 
motes emerging  IT,  bioinformatics  and 
biotechnology  companies  during  their 
early  stages  with  low-cost  rental  space 
and  support  services.  The  center's  suc- 
cess spurred  the  development  of  a  new 
incubator  to  be  located  in  Silver  Spring. 


ing,  and  hotel/lodging  all  increased  last 
year.  The  federal  government  is  a  lead- 
ing employer,  with  19  federal  research 
and  regulatory  agencies  located  within 
the  county,  including  the  National  Insti- 
tutes of  Health  and  the  Food  and  Drug 
Administration. 

Superb  Quality  of  Life 
Montgomery  County  combines  the  best 
of  suburban  living  and  urban  pleasures, 
while  retaining  the  original  rural  char- 


A  Diverse  Business  Community 
A  broad  spectrum  of  industries  and 
professions  is  flourishing  here.  Busi- 
ness services,  engineering  resources 
and  management  consulting  are 
among  the  top  three  fastest-growing 
professional  sectors.  Real  estate,  bank- 


acter  of  the  region  with  more  than 
90,000  acres  of  agricultural  preserve. 
Excellent  schools  and  universities, 
ample  recreational  pursuits,  fine  dining 
and  shopping,  and  a  vibrant  arts  scene 
are  available  throughout  the  county  and 
in  nearby  Washington,  D.C  ■ 


b  learn  more  about  growing  your  business  in  Montgomery  County,  call  240-777-2000,  or  visit  us  at  www.co.mo.md.us. 
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u/in-Win-Winnowing  by  Al  Berkeley 

out  the  gamers 


TODAY'S  TRADING  MARKETS  ATTRACT 
THREE  DISTINCT  PERSONALITIES 


jtruggle  with  what  is  true  every  day.  My  wife,  one  of  those 
^)ple  who  think  clearly,  helps  me  all  the  time.  The  Nasdaq, 
!  complicated  as  it  is,  also  clarifies  my  thoughts. 
I  The  market  is  a  particularly  interesting  teacher.  Nasdaq  is 
kabout  mutually  advantageous  transactions  among  strangers. 
:  move  billions  of  dollars  daily  in  electronic  markets  because 
can,  by  and  large,  trust  the  companies  to  be  what  they  say 
i  y  are;  we  can  trust  the  markets  to  deal  with  our  orders  in  a 
r  and  predictable  way;  and  we  can  trust  the  intermediaries  to 
|om  we  send  cash  and  negotiable  securities  to  deliver  as 
tomised  and  to  be  solvent. 

I  Mike  Brown  was  chief  financial  officer  at  Microsoft  and 
lirman  of  the  Nasdaq  board  of  governors  when  I  became 
hsident  of  the  Nasdaq.  He  opened  my  eyes  to  some  of  the 
Ithematics  underlying  trusted  markets  by  introducing  me  to 
Inplexity  science  and  to  "non-zero  sum"  games  like  the 
Isoner's  Dilemma — games  that  seem  so  simple!  It  turns  out 


the  only  way  life  progresses  or  that  societies  and  their  stan- 
dards of  living  advance  is  through  mutually  advantageous 
interactions — "win-win"  situations,  in  popular  jargon.  Win- 
win  is  the  most  powerful  concept  in  society:  It  propels  us 
ahead.  The  other  combinations — win-lose,  lose-win,  or  lose- 
lose — are  collectively  false. 

In  small  groups,  where  everyone  knows  everyone  else, 
groups  tend  to  enforce  their  own  standards.  In  large  groups, 
like  a  national  equity  market,  social  norms  are  enforced  by 
law  and  regulation.  We  have,  through  hard  experience,  evolved 
a  series  of  laws  and  regulations  that  proscribe  certain  actions 
when  strangers  come  together  to  buy  or  sell  securities.  The 
interesting  thing  is  that  the  public  standard  of  what  is  accept- 
able behavior  changes  over  time.  Technology  is  partly  respon- 
sible for  this  by  making  more  information  available  to  more 
people,  at  lower  costs. 

But  there  is  more  than  technology.  Knowledge  grows,  and 
sophistication  grows  with  that  knowledge.  Knowing  more 
about  how  markets  work,  people  demand  to  be  treated  differ- 
ently— more  as  partners  than  as  acolytes.  Try  as  the  insiders, 
the  media,  and  others  may,  the  public  eschews  the  insiders' 
jargon  and  naturally  resists  an  exclusionary  priesthood.  Until 
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the  source  of  power  fur  the  professional  was  access  to 
basic  information  as  how  much  stock'  was  available  at 
whal  price.  But  now  that  same  information  is  available  directly 
to  every  interested  citizen.  With  so  much  readily  accessible 
information,  there  is  less  room  for  mystery,  more  space  for  trust. 

A  trustworthy  market  does  not  mean  that  people  will 
not  overpay  for  stocks.  Witness  the  recent  fluctuations  in 
securities.  This  shows  that  the  market  is  different  things  to 
different  people.  Three  levels  of  game  theory  are  at  play  in  the 
market:  games  of  chance,  games  of  skill,  and  games  of  strat- 
egy. The  same  market,  the  same  stock,  the  same  day,  even  the 
same  trade,  has  a  different  meaning  for  different  players. 

Most  of  us  think  of  the  market  as  a  place  for  investors. 
Investors,  in  our  vocabulary,  look  at  the  fundamental  compet- 
itive position  of  a  company,  buy  the  stock,  and  let  the  manage- 
ment's good  work  build  value  over  time.  For  them,  truth  plays 
out  over  time,  often  years  or  decades. 

Speculators  play  a  game  of  skill.  They  are  the  so-called 
momentum  players.  They  know  they  are  playing  a  fast  game, 
but  they  consider  themselves  better,  more  skilled  than  the  com- 
petition. They  believe  they  understand  the  other  fellow's  psy- 
chology. The  underlying  mathematics  resembles  musical  chairs, 
but  they're  confident  there  will  be  a  chair  for  them.  For  specula- 
tors, truth  plays  out  over  weeks  or  months,  rarely  years. 

Gamblers  play  a  game  of  chance.  They  look  at  the  market 
and  agree  with  Princeton  Professor  Burton  Malkiel,  author  of 
A  Random  Walk  Down  Main  Street,  that  stock  prices  cannot 


be  predicted  in  the  short  term,  so  investors  are  better  o 
investing  in  a  broad  range  of  index  funds.  They  prefer  a  ran 
dom  walk  and  a  modestly  tax-advantaged  game.  They  pu| 
the  lever  on  the  great  American  equity  machine.  The  underlj 
ing  mathematics  may  be  50-50,  but  they  are  optimistic  anil 
feel  the  math  is  more  like  70-30  in  their  favor.  For  gambler 
truth  plays  out  in  minutes  and  hours,  maybe  a  few  days. 

The  interaction  of  investors,  speculators,  and  gamblejj 
makes  the  market  a  complex  adaptive  system.  None  of  the  thr^, 
mind-sets  is  likely  to  appreciate  the  others'  views,  but  they  c 
and  do  interact  because  we  have  laws  and  regulations  that 
everyone  equally.  These  rules  are  enforced  by  the  Securities 
Exchange  Commission,  the  markets,  the  National  Associati 
of  Securities  Dealers,  and  the  brokerage  firms,  with  a 
degree  of  compliance.  Our  markets  are  so  well  regulated 
most  people  simply  take  it  for  granted  that  the  market  wi 
open;  the  companies  will  be  honest;  the  broker  will  not  1 
them;  their  trade  will  be  dealt  with  in  a  defined,  fair  sequenc 
and  they  can  commit  their  money  without  fear.  It  is  a  strong 
true  market  because  the  level  of  falsehoods  is  very  small.  We 
incredibly  lucky,  because  the  trust  we  enjoy  in  our  financial 
kets  has  taken  decades  to  earn. 

It  is  a  national  treasure,  and  ours  to  safeguard. 

Al  Berkeley  is  the  president  of  the  Nasdaq  stock  exchan 
He  spent  24  years  at  Alex.  Brown  &  Sons  investment  ha 
ing  firm,  focusing  on  technology  stocks. 
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18  hide,  a  believable  alternative  harder 
create.  Online  onlookers,  lured  by 
s  wild  bidding  for  an  unsubstantiated 
inting,  looked  beyond  for  reliable 
angulation.  And  soon  the  inconsisten- 
\s  emerged.  One  art  dealer  (whose 
ofession  teaches  a  good  deal  about 
angulation)  discovered  that  golf- 
orly  was  in  fact  a  lawyer  from  Sacra- 
;nto.  Another  learned  that  the  man 
d  previously  auctioned  work  that, 
3ugh  unattributed,  had  signatures 
>se  to  those  of  famous  painters. 
Eventually,  confronted  directly,  the 
ler  admitted  that  he  had  concocted 
»  story  that  went  with  the  Berkeley 
tture.  In  all,  the  closed  system  proved 
inadequate  indicator  of  truth  in  the 
oader  social  system,  which  shows 
iy  triangulation  is  necessary. 
In  short — or  perhaps  "in  truth" — 
■  old  warning,  caveat  emptor,  remains 
important  in  Internet  times  as  it  ever 
is  in  Roman  times.  Perhaps  it  is 
pre  important,  because  it's  so  tempt- 
\  to  believe  that  technology  will  do 
t  hard  work  of  triangulation,  trust, 
p  truth  for  us,  without  those  clumsy 
1  institutions  of  knowability  from  the 
it.  It  won't.  But,  if  we  know  how  to 
id  the  information  that  the  Net  can 
ovide  against  a  larger  background  it 
h  triangulate  across,  the  Net  does 
jvide  a  powerful  resource. 
To  deal  with  this  new  world,  we 
)bably  do  need  to  develop  a  new  kind 
literacy,  or  at  least  a  new/old  literacy, 
leeds  to  be  new  to  deal  with  the  Net, 
t  it  also  needs  to  incorporate  the  old 
deal  with  the  complex  social  context 
it  surrounds  all  Net  transactions.  The 
t  doesn't  bring  a  world  where  truth 
d  trust  are  no  longer  needed.  And  it 
esn't  bring  one  where  the  search  for 
j  th  and  trust  can  be  handled  auto- 
|  tically  by  technology.  It  brings  a 
kid  where,  much  like  the  world 
jore,  we  need  to  "trust,  but  verify," 
I  use  an  old  phrase.  "Trust,  but  trian- 
!  ate"  should  be  our  new  philosophy 
idle  age  of  the  Internet.  ■ 

bn  Seely  Brown  is  chief  scientist 
Xerox  and  former  director  of  its 
Ifo  Alto  Research  Center  (PARC), 
\ere  he  began  working  in  the  late 
70s.  He  wrote  his  latest  book, 
e  Social  Life  of  Information,  with 
tuthor  Paid  Duguid. 
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t.  rex,  lies,  and  videotape 

IS  VIRTUAL  REALITY  THE  NEW  BACKYARD? 


by  T.  Coraghessan  Boyle 


^^utual  reality  has  been  with  us  for 
a  good  long  time,  virtually  as  long  as 
civilization  itself:  We  call  it  fiction. 

"Fiction,"  according  to  my  una- 
bridged Webster's,  "is  opposed  to  what 
is  real;  it  may  or  may  not  be  intended 
to  deceive."  Well,  with  all  due  respect, 
fiction  is  intended  to  deceive  (or  better, 
to  seduce)  its  audience  into  believing 
that  the  reality  it  presents  is  the  only 
reality — even  if  it  takes  us  to  a  planet 
inhabited  by  Validusian  Dergs  or  a 
dingy  Central  European  town  in  which 
ordinary  people  turn  into  cockroaches. 

Fiction  is  a  version  of  reality — or  a 
possible  reality — just  as  history  is.  Wit- 
ness the  recent  decision  by  Britain's 
High  Court  to  throw  out  the  libel  case 
of  David  Irving,  a  Holocaust  denier. 
Irving  claimed  he  was  defamed  by  a 
book  asserting  that  he  was  wrong,  that 
the  Nazi  genocide  was  indeed  historical 
fact.  Was  Irving's  research  shoddy?  Is  he 
a  Nazi  apologist?  A  publicity  monger? 
Was  he  misinformed?  How  do  you 
know?  Were  you  there?  Have  you  seen 
the  films  of  Auschwitz  and  Birkenau? 
Were  the  films  doctored?  Manufac- 


tured? How  will  anyone  know  100 
years  hence,  when  all  the  eyewitnesses 
are  nothing  more  than  dust  themselves? 

And  this  case — which  made  it  to  the 
High  Court,  no  less  —  is  a  question  of 
history,  of  received  fact,  of  dates  and 
places  and  names.  Yet  we  see  that  even 
history  is  on  shaky  ground  when  one 
considers  censorship  and  propaganda, 
nationalistic  aims,  and  a  version  of 
events  that  sits  well  with  what  people 
would  like  to  believe  about  themselves. 
I  don't  read  Russian,  but  I  suspect  that 
the  textbooks  employed  in  Russian 
secondary  schools  give  a  very  different 
view  of  World  War  II  than  ours. 

As  a  fiction  writer,  I  have  long  been 
fascinated  by  just  this  sort  of  conun- 
drum. And  I  have  willfully,  gleefully 
distorted  or  subverted  received  notions 
of  history.  In  the  1980s,  I  wrote  a  story 
called  "Ike  and  Nina,"  in  which  the 
narrator  reveals  the  clandestine  love 
affair  between  Dwight  D.  Eisenhower 
and  "Nina  Khrushcheva,"  "the  svelte 
and  seductive  schoolmistress  from  the 
Ukraine."  For  me,  the  pleasure  of  the 
story  derives  from  the  comic  tension 
between  the  plausibility  (all  the  incidents 
coincide  with  the  itinerary  of  the 
Khrushchevs'  visit  to  the  United  States) 
and  the  utter  absurdity  of  the  premise. 
In  fact,  when  George  Plimpton  pub- 
lished the  piece  in  The  Paris  Review, 
he  illustrated  it  with  an  archival  photo- 
graph showing  President  Eisenhower 
coming  up  the  steps  of  Blair  House  with 


Mrs.  Khrushchev.  Photographs  do 
lie,  do  they?  Obviously,  I  was  having 
with  the  notion  of  the  reliability  of  a 
witness  accounts  and  of  our  inability 
know  the  truth  of  what  goes 
behind  closed  doors.  But  what  rea 
happened?  And  whose  job  is  it  to  ol 
an  interpretation? 

Mine,  I  guess.  That  is  what  fieri 
writers  do.  We  invent,  we  lie,  we  expa 
upon  our  sources.  So  is  there  a  danger 
fiction  becoming  reality?  Well,  ansv 
this:  Which  is  a  more  compelling  v 
sion  of  slavery  in  America:  Roots, 
projected  through  some  30  million  tt 
vision  screens,  or  Frederick  Dougla 
My  Bondage  and  My  Freedom?  A 
what  of  Alan  Parker's  film,  Mississq 
Burning,  in  which  two  white  FBI  age 
are  depicted  as  the  true  heroes  of 
civil  rights  movement,  or  the  biop 
about  Mahatma  Gandhi,  George  P 
ton,  Tammy  Wynette,  Jim  Morris 
Harry  Truman,  et  al.,  ad  nausea 
Oscar  Wilde  famously  deplored  "T 
Decay  of  Lying"  in  his  essay  of  tl 
title,  but  he  wasn't  around  for  the  te>  I 
nological  leap  from  fiction  on  the  p;  I 
to  fiction  on  the  big  and  little  screens.  I 

Which  brings  us  to  the  question  I 
the  latest  advances  in  computer  techn  I 
ogy  and  how  we  can  expect  to  ecl 
with  them.  Obviously,  one  respoil 
is  to  just  sit  back  and  enjoy.  I  1 1 
dinosaurs — just  about  everybody  lil 
dinosaurs,  what  with  their  heft  and  fer 
ity,  and  the  dominion  they  held  o< 
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iii  ;  hose  eons  ago  —  and 
pielberg,  that  master  of  cine- 
sleight  of  hand,  has  given  us  vir- 

.  d  osaurs  galloping  across  the  big 
screen  and  very  satisfactorily  chewing 
people's  faces  off. 

This  is  no  mere  retouched  loop  of 
film,  no  clumsy  puppet  or  crudely 
projected  background.  This  is  the  real 
thing — or  as  close  as  it  comes.  We  can 
see  how  the  triceratops  might  have 
moved,  how  it  might  have  vomited, 
vocalized,  and  massively  relieved  itself. 
Because  of  digital  technology,  special 
effects  (the  fiction,  the  lie)  have  become 
more  convincing.  Some  would  argue 
that  story  and  characterization  have 
been  sacrificed  on  the  altar  of  spectacle 
(not  to  mention  dialogue,  which  doesn't 
play  as  well  in  the  overseas  markets  as 
do  shrieks  and  bursts  of  gunfire),  but 
give  me  a  good  dinosaur  any  day  and 
I'll  be  satisfied. 

Far  more  revolutionary,  perhaps, 
than  Spielberg's  newfound  ability  to 
create  a  convincing  dinosaur  is  the 
advent  of  the  interactive  video  game.  I 
am  no  expert — in  fact  I  fear  and  loathe 
video  games  because  they  are  the  very 
death  of  books  —  but  I  have  the  defin- 
itive experience  of  looking  over  the 
shoulders  of  my  two  obsessed  teenage 
sons  as  they  explore  hidden  realms  and 
obliterate  their  enemies. 

If  the  fiction  in  the  book  and  the  fic- 
tion on  the  big  screen  invite  our  intellec- 
tual and  emotional  participation,  the 
interactive  video  game — Ultima  Online 
or  EverQuest,  for  example — plays  to  far 
more  primitive  impulses.  Here  we  have 
survival  instincts  coming  to  the  fore:  the 
ancient  inbred  imperative  among  males 
to  explore  new  terrain  and  to  domi- 
nate other  creatures  and  one's  enemies 
through  superior  hand-eye  coordina- 
tion. My  sons — and  teenage  boys  across 
the  globe,  legions  of  them — have  fallen 
into  the  gulf  of  this  last  unknown  place, 
these  magical  lands.  They  don't  comb 
the  beach  or  explore  the  woods  as  I  did 
as  a  half-formed  primordial  hunter  of 
frogs,  snakes,  birds,  and  anything  else 
that  crawled  or  flew,  nor  do  they  give 
more  than  a  passing  thought  to  base- 
ball, basketball,  or  football.  Rather,  they 
are  hooked — heart,  soul,  and  mouse — 
by  this  infinitely  seductive  fiction  and 
the  test  of  genetic  skills  it  demands. 

In  a  world  increasingly  picked  over 
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and  scavenged  by  the  hordes  of  our  own 
species — 6  billion  of  us  now  and  increas- 
ing relentlessly — it  is  no  surprise  that 
our  challenges  are  necessarily  becoming 
directed  inward.  All  the  peaks  and  pro- 
montories have  been  scaled  and  named 
for  generals,  presidents,  and  departed 
aunts,  the  creatures  decimated,  adven- 
ture reduced  to  a  road-raged  commute 
on  the  freeway.  People  hunger  for  the 


real,  for  the  experience  of  nature,  for  the 
primal  surge  of  adrenaline  that  comes  of 
watching  your  toes  blacken  on  a  guided 
expedition  up  Everest  or  shooting  the 
rapids  of  the  Fortymile  River  with  noth- 
ing more  than  a  wet  suit,  a  rubber  raft, 
and  a  helmet.  Talk  about  going  over 
Niagara  in  a  barrel — that  was  nothing 
compared  to  what  our  daredevils  (read: 
investment  brokers,  professors,  beer 
salesmen)  are  pitting  themselves  against 
today.  The  only  escape  from  virtual  life 
is  into  the  real  and  unforgiving  life  of 
nature.  The  only  problem  is,  nature 
doesn't  exist  anymore. 

Given  the  increasingly  isolated  and 
mistrustful  way  in  which  we  view  our 
neighbors  and  fellow  citizens,  we  have 
taken  to  making  our  homes  and  apart- 
ments into  minifortresses,  into  bunkers 
and  compounds.  Sure,  we  can  walk 
through  Central  Park  or  take  a  stroll  up 
the  rutted  trail  behind  the  suburban 
shopping  center  and  enjoy  the  screech  of 


the  starlings  or  the  quick,  lithe  streak 
the  darting  rat,  but  where  is  the  bea 
and  the  challenge  once  presented  by 
rest  of  the  creatures  of  the  earth? 
have  game  parks,  yes,  but  they're  fenl 
and  surveyed  and  bounded,  and  the 
within  them  is  the  life  of  the  zoo.  1 
want  to  see  crocodiles  in  the  Zamt 
River  or  mountain  goats  frolick 
along  the  Brooks  Range?  Turn  on 
Discovery  Channel  and 
content,  because  these  are 
very  last  times  in  which  a 
one  for  the  rest  of  our  hist 
as  a  species  will  see  their 
the  wild.  Denied  the  old  r< 
ity,  it  only  makes  sense  t 
we  should  embrace  the  r 
one,  the  virtual  one,  wh 
becomes  more  convincing 
the  day. 

And  where  does  that  le 
us?  Well,  we're  certainly 
inhabiting  a  Disney  film  a 
more,  nor  are  we  living 
Winesburg,  Ohio,  or  e< 
on  Main  Street.  Our  foot 
prepackaged,  our  burg 
alarms  are  set.  Only  the  tr 
mad  are  out  there  risk) 
their  necks  scaling  the  Su 
tomo  Building  with  their 
gernails  or  hang  gliding  a 
the  Atacama  Desert.  The 
of  us,  the  sane  ones,  the  f 
cated  and  oblivious,  sit  back  and  r 
The  Perfect  Storm  or  Into  Thin  Air 
wait  for  the  movie),  secure  in  our  gal 
alarmed,  air-conditioned  fortress 
while  virtual  dinosaurs  lumber  acr 
the  flat  screen  on  the  wall.  The  mic 
wave  hums,  the  Internet  clicks.  It' 
good  life.  A  safe  life.  And  it  will  go  on 
a  few  decades  yet  until  one  day  ther 
no  more  electricity  and  the  supermart 
run  out  of  food  and  the  old  reality — 
immemorial  reality,  the  real  realit; 
comes  back  with  a  vengeance. 

Then  the  old  lies,  the  old  fictic 
will  become  supremely  valuable  agai 

T.  Coraghessan  Boyle  is  the  author  of 
books  of  fiction,  including  a  volume 
his  collected  stories,  T.  C.  Boyle  Stor 
his  current  novel,  A  Friend  of  the  Ea: 
and  his  forthcoming  work,  After 
Plague,  which  is  due  out  next  year.  H 
a  professor  of  English  at  the  Univer. 
of  Southern  California. 


niles  and  miles  of  flexible  track 


by  Hal  Varian 


I  he  "Euphoria  of  1999"  that  surrounded  the  Internet  is 
ready  the  stuff  of  legends.  But  what  part  of  it  was  real  and 
hat  part  was  not?  Certainly,  many  investors  misunderstood 
le  two  primary  drivers  of  the  Internet  economy:  network 
fects  and  lock-in.  A  product  exhibits  network  effects  if  its 
due  increases  as  the  number  of  users  expands.  Fax  machines 
■e  the  classic  example:  If  only  10  people  use  fax  machines, 
ley're  next  to  worthless.  But  if  100  million  people  use  fax 
achines,  they  become  quite  valuable.  When  network  effects 
e  strong,  there  is  a  premium  on  rapid  growth.  Being  first  to 
arket  and  investing  heavily  in  building  market  share  are 
'itically  important.  Markets  with  strong  network  effects 
nd  to  exhibit  a  winner-take-all  structure,  with  one  or  two 
•ms  dominating  the  entire  industry.  Microsoft  and  eBay  are 
"ominent  examples. 

But  this  is  where  most  investors  go  astray.  Not  every  high 
chnology  product  exhibits  network  effects.  Dell  Computer  is 
fine  company,  but  the  fact  that  you  own  a  Dell  computer 
oesn't  make  that  brand  any  more  attractive  to  me.  Dell's 
due,  as  a  company,  depends  on  its  manufacturing  prowess,  its 
ventory  management,  its  R&D,  and  its  customer  service — 
it  it  doesn't  depend  on  its  market  share,  since  there  are  no 
mificant  network  effects  for  PC  manufacturers.  The  same  is 
ue  for  any  company  that  manufactures  a  relatively  standard- 
;d  product,  from  Cisco  to  Sun.  These  are  successful  compa- 
es,  to  be  sure,  but  their  valuations  should  depend  on  the 
me  considerations  as,  say,  those  for  the  automobile  industry. 

The  second  effect  at  work  in  high  tech  markets  is  lock-in, 
bich  arises  when  users  face  large  costs  for  switching  suppli- 
s.  For  example,  switching  from  America  Online  to  another 
ternet  provider  has  a  cost:  Users  have  to  notify  all  their  cor- 
spondents  of  their  address  change,  learn  how  to  function 

a  new  environment,  and  give  up  their  chat  groups.  These 
vitching  costs  helped  AOL  capture  an  installed  base  of  23 
illion  users.  AOL  hopes  to  make  money  by  selling  access  to 

is  installed  base,  and  the  market  value  of  the  company 
fleets,  in  part,  the  capitalized  value  of  these  anticipated  rev- 
iue  streams. 

But  again,  not  every  technology  automatically  creates  lock- 
.  Take  Web  portal  operators  such  as  Yahoo.  Search  capabili- 
:s  are  simply  not  enough  to  create  a  durable  user  base,  so  the 
>rtals  have  to  invest  in  services  such  as  Web  mail,  address 


THE  RAILROAD  REVOLUTION 
BROUGHT  US  ONE  BIG 
THING,  THE  INTERNET 
BRINGS  US  INFINITE 
POSSIBILITIES 


books,  calendars,  and  email  notification  to  make  their  sites 
"sticky,"  making  users  less  likely  to  switch  to  other  portals. 

Why  is  it  so  important  to  understand  what  attracts  and 
keeps  users?  Because,  according  to  separate  studies  by  Brett 
Trueman  and  Baruch  Lev,  traditional  measures  of  stock  mar- 
ket value  were  irrelevant  for  dot-coms  in  1999.  The  only  vari- 
able that  really  mattered  was  the  number  of  users.  The  market 
correctly  recognized  that  the  user  base  was  important,  but 
what  it  missed  was  the  loyalty  factor:  how  committed  those 
users  really  were  and  how  likely  they  were  to  remain  with  a 
particular  dot-com  in  the  presence  of  intense  competition. 
What  has  become  apparent  is  that  Internet  revenue  is  gener- 
ated from  a  site's  dominance  in  three  categories:  the  number 
of  unique  visitors,  the  amount  of  time  spent  online,  and  the 
retention  rate  of  visitors. 

In  the  1880s,  more  miles  of  railroad  track  were  laid  than  in 
any  other  decade.  In  the  1890s,  more  railroad  companies  were 
in  bankruptcy  than  in  any  other  decade  of  American  history.  It 
was  a  classic  story:  Overinvestment  in  railway  tracks  led  to  an 
excess  supply  that,  in  turn,  led  to  all-out  price  wars. 

History  could  repeat  itself.  But  there  is  a  big  difference 
between  investment  in  fixed  capital,  like  railroad  tracks,  and 
flexible  capital,  like  information  technology.  After  you  lay 
railroad  tracks,  the  only  thing  you  can  do  is  send  trains  down 
them.  But  after  you  lay  optical  fiber,  you  can  send  lots  of 
things  down  it:  voice,  data,  music,  video,  transactions,  and  so 
forth.  There  wouldn't  have  been  an  oversupply  of  railroad 
tracks  in  1890  if  they  could  have  been  magically  changed  into 
highways  to  support  the  nascent  automobile  industry.  Infor- 
mation technology  is  highly  flexible.  Unlike  railroad  tracks,  it 
can  be  easily  repurposed.  This  flexibility  means  that  "excess" 
investment  in  information  technology,  if  indeed  there  is  an 
excess,  may  not  cause  the  same  economic  problems  that  we 
have  seen  in  investment  booms  and  busts  of  the  past.  ■ 


Hal  Varian  is  the  dean  of  the  School  of  Information  Manage- 
ment at  the  University  of  California  at  Berkeley.  He  is  the 
coauthor,  with  Carl  Shapiro,  of  the  book  Information  Rules. 
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he  industrial-age  corporation 

is  toast 


THE  ROAD  TO  TRUE  WEALTH 
STARTS  WITH  THE  BUSINESS  WEB 


y  Don  Tapscott 


fter  the  spring  stock  market  con- 
action,  many  New  Economy  skeptics 
It  vindicated.  Giddy  dot-com  investors 
id  ignored  balance  sheets  and  price/ 
rnings  ratios  at  their  peril  and  now  were 
iing  justly  punished.  The  rules  of  busi- 
ss  reality  were  being  reasserted.  High- 
'"ofile  dot-com  bankruptcies  such  as 
shion  e-tailer  Boo.com  provided  con- 
bsive  proof  that  tech-averse  old-timers 
Ich  as  Warren  Buffett  weren't  so  mis- 
lided  after  all. 
Wrong. 

1  Compare  New  Economy  superstars 
Ich  as  Cisco  Systems  and  Nortel  to  an 
so-ran  such  as  Lucent  Technologies, 
hey  are  much  more  profitable  and 
iluable  companies  because  they  capi- 
lize  on  the  most  powerful  interactive 
chnology  in  the  history  of  mankind: 
e  Internet. 

As  the  basic  institution  of  wealth  cre- 


ation, the  corporation  is  undergoing  pro- 
found change.  Regardless  of  how  attrac- 
tive its  P/E  ratio  or  how  positive  its  cash 
flow,  a  company  that  sticks  with  the  old 
vertically  integrated  model  will  fail  and 
disappear.  Punishment  is  already  prov- 
ing to  be  swift.  To  understand  why,  we 
must  reach  back  more  than  60  years  to 
the  writings  of  British  Nobel  laureate 
Ronald  Coase. 

In  1937  Coase  asked,  "Why  do  firms 


exist?"  If  the  marketplace's  "invisible 
hand"  is  so  effective,  why  doesn't  it 
regulate  all  economic  activity?  Why  isn't 
each  person,  at  every  step  of  production 
and  delivery,  an  independent  profit  cen- 
ter? Why,  instead  of  working  for  music 
companies  such  as  Sony  and  Universal, 
doesn't  a  music  producer  auction  record- 
ings to  marketers,  who  in  turn  sell  CDs  to 
the  street-level  rack  jobbers  who  tender 
the  highest  bids? 
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apscott 


e  blames  transaction  costs  (i.e., 
cost  to  negotiate  contracts  or  to 
cooi  dmate  the  supply  chain)  for  the  con- 
tradiction between  the  theoretical  agility 
of  the  market  and  the  real-world  existence 
of  the  firm.  In  other  words,  firms  form  to 
lighten  the  burden  of  transaction  costs. 

The  Internet,  of  course,  crushes  trans- 
action costs.  Among  the  first  demonstra- 
tions of  this  change  were  the  hundreds 
of  thousands  of  transactions  conducted 


daily  by  collectors  of  Beanie  Babies  and 
baseball  cards,  courtesy  of  eBay. 

The  Internet  gives  large  and  diverse 
sets  of  people  easy,  cheap,  and  timely 
access  to  the  information  they  need  to 
make  safe  decisions  and  coordinate  com- 
plex activities.  It  makes  those  "indepen- 
dent profit  centers"  possible.  People  can 
increase  wealth  by  adding  the  value  of 
knowledge  to  a  product  or  service  — 
through  innovation,  enhancement,  cost 
reduction,  or  customization  —  at  each 
step  in  its  life  cycle.  As  a  result,  special- 
ists increasingly  do  a  better  job  of  adding 
value  to  a  product  or  service  than  verti- 
cally integrated  firms.  As  the  Internet 
and  digital  economy  expand,  the  notion 
of  a  separate,  electronically  negotiated 


deal  with  a  network  of  companies  at  each 
step  of  the  value  cycle  becomes  a  reason- 
able, often  compelling,  proposition. 

This  new  network  is  giving  compa- 
nies the  far-reaching  ability  to  create 
value  and  generate  wealth,  or  acquire 
what  I  call  digital  capital.  And  the  foun- 
dation of  this  digital  capital  creation  is 
the  business  web.  A  b-web  is  a  distinct 
network  of  suppliers,  distributors,  and 
customers  who  conduct  business  com- 
munications and  transactions 
on  the  Internet  to  produce 
value  for  end-customers  and 
for  one  another.  In  today's 
economy,  understanding  a 
firm's  business  webs  is  more 
important  than  knowing  its 
industrial  background. 

Cisco  has  pioneered  a  new 
form  of  wealth  creation.  It 
calls  its  b-web  the  "Internet 
ecosystem."  In  its  network, 
the  company  connects  chip 
manufacturers,  component 
distributors,  contract  man- 
ufacturers, logistics  com- 
panies, employees,  systems 
integrators,  and  customers. 
These  b-web  participants  can 
perform  like  one  firm  because 
they  all  draw  upon  the  same 
well  of  information. 

Cisco's  core  products  — 
networking  devices  and  soft- 
ware—  are  more  or  less 
mass-produced.  Though 
known  as  a  manufacturer, 
Cisco  owns  only  two  of  the 
38  plants  that  assemble  its 
products.  It  delegates  nearly 
all  the  complicated  manufacturing, 
assembly,  product  configuration,  and 
distribution  activities  to  partners.  It 
shares  responsibility  for  customer 
satisfaction;  it  doesn't  control  or 
micromanage. 

These  new  internetworked  enterprises 
are  swiftly  replacing  the  traditional  indus- 
trial corporation  as  the  economy's  basic 
engine.  They  create  value  through  their 
relationships  with  other  entities  in  a  far 
more  supple  and  effective  manner  than 
traditional  firms.  Cisco  and  Nortel  have 
embraced  the  b-web  approach.  The 
results  show  in  their  revenue,  earnings, 
and  market  capitalization  as  well  as  in 
their  ability  to  compete. 

Business  webs  also  allow  companies 


to  profit  from  human  capital.  Traditi 
ally,  such  capital  was  viewed  as  the  q 
of  the  individuals'  capabilities  in 
enterprise:  skills,  knowledge,  intell 
creativity,  and  know-how.  Almost  w 
out  exception,  in  today's  econcj 
human  capital  has  replaced  physi 
and  financial  assets  in  determining  < 
porate  success. 

In  the  digital  economy,  this  cap 
now  extends  well  beyond  the  traditi< 
corporate  walls.  Companies  can  pr 
from  it  without  owning  it.  Nortel's  hur 
capital  includes  the  intelligence  and  km 
how  of  tens  of  thousands  of  emplo> 
belonging  to  its  business  web  memb 
In  another  example,  Epinions.  com- 
b-web for  consumers  to  evaluate  othe 
webs — gives  out  business  cards  to  p 
pie  who  review  products  and  compai 
on  its  site.  Their  human  capital  is  hi 
but  they  don't  own  it. 

The  final  component  of  today's  d 
tal  capital  is  the  relationship  a  comp 
can  foster  with  its  customers.  Traditi 
ally,  this  relationship  was  viewed  as 
wealth  contained  in  an  organizatic 
brand,  customer  penetration,  and  re 
tation.  In  a  b-web,  that  all  changes. 

For  the  first  time,  companies 
forge  two-way,  interactive,  personali 
relationships  with  all  customers  o 
mass  scale.  While  the  virtue  of  deep  r 
tionships  was  always  self-evident 
theory,  in  reality  it  wasn't  practical, 
now  the  ubiquitous,  cheap,  and  intei 
tive  Net,  coupled  with  enormous  1< 
cost  databases,  enables  producers 
develop  a  meaningful  direct  relations 
with  each  customer.  Sellers  and  bu; 
have  an  ongoing  dialogue.  Custon 
expect  you  to  tailor  each  product  rele 
to  their  needs  and  wants. 

Such  changes  are  here  to  stay.  So 
the  Net  naysayers  say  all  the  nays  t 
want,  the  Internet  and  the  digital  cap 
it  produces  have  already  transform 
corporations  worldwide.  Those  ini 
tors  and  corporate  execs  who  embr 
this  new  truth  will  find  themselves  a 
prudent,  safe,  and  profitable  course, 
those  who  ignore  it  risk  stumbling  o 
path  of  peril. 

Don  Tapscott  is  chairman  of  Dig 
4Sight  and  the  author  of  seven  busir 
books.  He  recently  wrote  (with  Da 
Ticoll  and  Alex  Lowy)  Digital  Capi 
Harnessing  the  Power  of  Business  Wq 


So  even  the  middle  of  nowhere 

can  be  the  hub  of  activity. 

The  idea  of  working  in  an  office  has  just  become  antiquated.  Now  that  Alcatel  has  delivered 
the  full  potential  of  voice-data  convergence,  ideas  such  as  single-line  Internet  access  to  e-mail, 
voicemail,  fax,  and  PBX  services;  a  single  number  that  reaches  you  wherever  you  are;  and 
complete  teleworker  integration  are  changing  the  way  people  get  their  work  done.  As  well  as 
where  they  get  it  done.  Alcatel.  Pioneer  in  enterprise  network  convergence.  www.OmniPCX.com/ads 
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ales  from  the  duped  side 


THE  $26,875  HOAX  AND 

THE  LESSONS  LEARNED  FROM  IT 

y  James  J.  Cramer 


^^<>w  could  I  not  bite?  A  Bloomberg. 
»m  story  breaks  on  the  Web  that  Pair- 
ain  Technologies  just  got  a  whopping 
keover  bid  and  the  stock  is  unchanged 
om  the  last  sale?  Huh?  That's  money 
the  bank,  I  figure. 

"Take  it,  take  it  furiously,"  I  bark  to 
y  Nasdaq  trader.  "Get  in  30,000;  this 
a  layup  trade.  The  morons  at  Nasdaq 
)n't  know  PAIR  got  a  bid.  Grab  it 


before  they  halt  it.  Now!"  Next  thing  I 
know,  Cramer,  Berkowitz  &  Co.,  the 
hedge  fund  I  work  at,  owns  30,000 
shares  of  PairGain,  and  I  am  awaiting 
the  instant  gratification  that  will  come 
when  the  world  wakes  up  to  this  Bloom- 
berg exclusive.  I  am  one  savvy  trader,  I 
think  to  myself.  I  don't  miss  a  thing,  on- 
or  off-line.  I  can  master  the  information 
flow  better  than  anyone  alive.  There  is 


only  one  problem.  The  story,  which  ran 
on  the  Web  18  months  ago  (April  1999), 
was  a  total  hoax.  Someone  had  posted 
a  fake  Bloomberg  story  and  fooled, 
well,  me.  Mr.  Savvy  himself.  Within 
minutes  CNBC's  David  Faber  was 
announcing  that  the  PairGain  story  was 
a  total  phony. 

There  was  no  bid  for  technology  lag- 
gard PairGain.  "Kick  out  the  darned 
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James  J.  Uramer  - 

..  &%&A#%##  hoax,"  I  scream. 
M  v  $26,875  vanishes  in  the  blink  of  an 
my  realized  loss  on  the  round-trip 
on  30,000  shares  of  PAIR.  I  had  fallen 
prey  to  the  first  recorded  bout  of  organ- 
ized chicanery  to  surface  in  this  new 
cyberage.  To  which  I  say,  "Serves  me 
right."  I  believe  in  caveat  emptor.  If  I 
were  dumb  enough  to  think  that  PAIR 
would  still  be  trading  after  it  received  a 
bid,  and  I  acted  on  that  misinformation, 
I  deserved  to  lose  money.  There's  only 
one  problem:  I  didn't.  As  part  of  last 
year's  conviction  in  U.S.  v.  Hoke,  the 
criminal  case  against  the  PairGain  hoax- 
ster,  I've  just  received  a  check  making  up 
100%  of  my  losses.  Or  as  the  U.S.  Dis- 
trict Court  said  in  its  one-page  notice  to 
me:  "This  office  has  been  informed  by 
the  United  States  Probation  Office  that 
you  are  a  victim  in  the  above-entitled 
case  and  that  restitution  is  due  you  in  the 
total  amount  of  $26,875."  Excuse  me, 
but  the  only  thing  dumber  than  my  bit- 
ing on  the  bogus  Web  page  was  getting 
my  money  back  for  doing  so!  In  an  era 
where  there  is  a  surfeit  of  free  informa- 
tion about  stocks,  it  has  never  been  more 
true  that  you  SHOULD  get  what  you 
pay  for.  I  presume  that  everything  I  read 
and  hear  is  motivated  by  someone  else 
trying  to  make  a  buck  off  me  and  that 
any  action  I  take  is  strictly  my  own.  For 
better  or  worse.  And  it  happens  every 
day — the  PairGain  story  simply  being  a 
more  egregious  version  of  the  process. 
Take  these  examples.  A  television  hot- 
shot speaks  from  the  floor  of  some 
exchange  somewhere  telling  me  that 
National  Gift  Wrap  and  Box  Co.  is  set  to 
open  a  buck  or  two  higher.  Real  news? 
Nah,  that  commentator  got  a  call  from 
someone  long  on  National  Gift  who 
wants  out  before  some  bad  news  hits. 

A  message  on  a  chat  board  talks 
about  National  Gift  losing  a  key  retail 
order  to  its  competitor.  Scoop?  Hardly. 
That's  just  someone  trying  to  smash 
down  National  Gift  in  order  to  cover  a 
short  profitably. 

An  analyst  pushes  National  Gift, 
talking  about  massive  undervaluation. 
Buying  opportunity?  Oh,  please,  that's 
just  the  more  powerful  investment 
banking  arm  pressuring  the  nonrevenue- 
producing  analyst  into  saying  some- 
thing positive  about  National  Gift, 
a  potential  client.  Too  cynical?  I  don't 
think  so.  Every  day  I  hear  and  see  things 


that  I  am  supposed  to  see  and  hear,  com- 
municated to  me  by  someone  who  wants 
me  to  take  action.  At  best,  it  is  being 
legally  given  to  me  early  to  take  action 
before  others.  At  worst,  I  am  the  fool, 
the  fellow  who,  if  I  take  action,  makes 
the  scam  work.  There  is  no  doubt  that 
the  increase  in  free  financial  informa- 
tion has  created  a  once-in-a-lifetime 
opportunity  for  the  scammers  and  fraud- 
sters out  there.  It  has  never  been  so  easy 
to  fool  people,  especially  with  the  here- 
tofore-sacrosanct printed  word.  Lots  of 
information  that  seems  so  real  is  just 
fiction.  The  regulators,  overburdened 
by  this  avalanche  of  new  information, 
now  find  themselves  retreating  to  stan- 
dards like,  "Who  cares,  as  long  as  the 
information  is  disclosed?"  or  "What 
can  we  do?  You  should  have  known 
better."  The  idea  of  regulating  what 
people  say  about  stocks  in  an  era  where 
everyone  who  writes  about  stocks  claims 
he  or  she  is  a  journalist,  clamoring  for 
First  Amendment  protection,  is  simply 
too  difficult. 

So  shouldn't  they  throw  up  their 


hands  and  proclaim  that  buyers  shoi 
do  more  homework  before  investir 
That's  been  my  watchword  all  aloi 
Now  the  regulators  have  had  to  ad« 
my  position  by  default.  What's  iroi 
is  that  I,  the  most  suspicious  a 
cynical  of  the  hard-bitten  trading  mi 
have  to  be  one  of  the  few  people  e 
to  get  paid  back  for  his  own  naive 
Somehow  I  got  restitution  while  nr 
lions  of  others  get  fooled  out  of  th 
pensions  and  their  hard-earned  savil 
every  day  of  the  week  through  m; 
ipulative  stories  masked  as  New  Fin; 
cial  Journalism. 

Which  is  why  I  will  give  my 
gotten  PairGain  spoils  to  charity.  Gb 
my  credo  about  information,  I  dc 
deserve  to  keep  it. 

James  J.  Cramer  is  a  hedge  fund  manai 
a  cofounder  of  TbeStreet.com  and  Sm;| 
Money  magazine,  and  a  regular  guest 
CNBC's  Squawk  Box.  He  writes  a  colu  l 
called  "The  Bottom  Line"  for  New  Y< 
magazine.  His  last  piece  for  Forbes  A!i 
was  "Early"  in  Big  Issue  III. 
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DNA  EVIDENCE  OVERTURNED  HERMAN  ATKINS'  RAPE  CONVICTION, 
BUT  DID  IT  GIVE  HIM  BACK  HIS  LIFE? 


by  Scott  Lajoie  and  Patrick  Dillon 


^^^l early  every  day,  as  he  has  for  six 

months,  Herman  Atkins  confronts  an 
unbearable  moment.  A  job  application 
faces  him  down.  How  to  explain  why,  at 
34,  he  has  no  work  history.  The  truth, 
he  is  certain,  could  cost  him  the  job. 

Atkins,  an  unemployed  black  man 
from  South  Central  Los  Angeles,  has 
spent  nearly  the  last  13  years  victimized 
by  a  lie  that  was  not  his,  nor  technically 
anyone  else's.  A  euphemism,  if  there  were 
a  suitable  one,  would  sound  something 
like  "judicial  error." 

Atkins  remembers  the  sound  as  a  sin- 
gle word:  "Guilty."  He  heard  it  uttered  by 
a  jury  foreman  in  a  courtroom  where  he 
was  being  tried  for  rape  and  robbery  in 
Riverside  County,  California,  on  a  Sep- 
tember day  in  1988.  "It  struck  me  like 
a  knife  stabbing  me  in  the  back,"  he 
recalls.  "My  stepfather  was  a  highway 
patrol  officer.  He  was  always  preaching 
about  the  law,  about  the  legal  system 
being  fair.  I  was  led  to  believe  that  if  there 
was  a  case  that  was  in  doubt,  you  were 
supposed  to  be  found  'not  guilty.'  The 
evidence  was  doubtful.  I  thought  I  would 
be  found  innocent." 

Instead,  Herman  Atkins,  then  the 
father  of  two — a  1-year-old  and  a  new- 
bom — was  sentenced  to  47  years  in  prison 
for  brutally  raping  a  Los  Angeles  woman. 

When  the  truth  finally  intervened  in 
the  form  of  DNA  evidence  earlier  this 
year,  overturning  the  conviction,  Atkins 
suddenly  found  himself  free.  But  free- 
dom, in  this  case,  may  be  bittersweet. 
He  is  an  unskilled  ex-convict  who  has 
spent  nearly  his  entire  adult  life  in  prison. 


He  is  now  a  ward  of  his  gran 
mother,  sharing  a  small  white  hou 
with  her  in  the  neighborhood  where 
grew  up — one  in  which  he  admittec 
experienced  his  share  of  trouble,  inclu 
ing  a  conviction  for  firing  a  gun  ai 
wounding  three  people  while  chasing 
man  he  claimed  had  robbed  him. 

An  affable,  well-spoken  man,  Atki 
holds  his  head  high  as  he  admits  the  "m 
take"  he  made  shooting  at  the  thief 
South  Central,  a  mistake  that  got  h 
jailed  for  two  years.  But  it  is  the  other  m 
take — the  accusation,  the  conviction,  ai 
incarceration  as  a  rapist  (after  the  vice 
noticed  his  mug  on  a  wanted  poster:  1 
was  a  fugitive  for  10  weeks  after  the  co 
mission  of  his  other  crime)  —  that  will  f< 
ever  be  Atkins'  nightmare.  He  still  li' 
with  the  consequences  of  that  guilty  verd 
handed  down  more  than  a  decade  ago. 

Branded  a  sex  offender,  his  nai 
landed  on  prison  hit  lists.  He  surviv 
three  murderous  assaults.  He  dr« 
demeaning  job  assignments  such 
garbage  duty.  He  spent  countless  hoi 
in  solitary  confinement — for  his  oi 
safety.  "Prison  was  torture,"  he  sa; 
recalling  the  days  and  nights  of  fear  al 
disbelief  and  his  futile  attempts  to  prcl 
his  innocence. 

In  1993,  he  pleaded  his  case  in 
desperate  letter  to  a  New  York  attorr 
and  law  professor  by  the  name  of  Bai 
C.  Scheck.  With  attorney  Peter  J.  Neufe 
Scheck,  who  is  perhaps  most  noted  : 
his  role  in  defending  O.  J.  Simpson,  h 
cofounded  a  nascent  program  called  i 
Innocence  Project,  providing  free  lej 
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HERMAN  ATKINS  STILL  STRUGGLES  WITH  THE  CONSEQUENCES  OF  AN  UNTRUTH  THAT  SENT  HIM  TO  PRISON 


d  to  prison  inmates  making  persuasive 
aims  about  why  their  convictions 
uld  be  overturned  with  the  help  of 
*JA  testing. 

Since  its  inception  in  the  late  1980s, 
^JA  testing  has  led  to  more  than  75 
erturned  convictions  in  the  United 
ites  and  Canada.  Nine  of  those  cases 
volved  individuals  on  death  row.  At 
esent,  thousands  of  cases  across  the 
hted  States  may  be  reopened  as  a 
>ult  of  DNA  advocates  such  as  Scheck. 
I  "I  wrote  a  bagful  of  letters  to  the 
nocence  Project,"  Atkins  says.  "Within 

o  weeks,  I  got  a  letter  asking  for  more 
tails.  I  sat  down  and  wrote  a  30-page 
ter  back.  Two  weeks  later,  I  got  a  let- 


ter back  asking  for  transcripts  of  the 
case  and  for  more  documents.  A  couple 
of  weeks  later,  I  got  another  letter.  It  said 
that  Mr.  Scheck  and  his  assistants  would 
look  into  my  case." 

In  the  same  way  carbon  dating  shook 
up  the  world  of  paleontology,  DNA 
testing  has  rocked  the  legal  profession 
and  likewise  our  political  system.  In  fact, 
after  previously  stating,  "There's  no 
doubt  in  my  mind  that  each  person  who 
has  been  executed  in  our  state  was  guilty 
of  the  crime  committed,"  presidential 
candidate  and  Texas  Governor  George 
W.  Bush  granted  his  first-ever  stay  of 
execution  after  reviewing  DNA  evidence 
contradicting  the  evidence  that  helped 


send  a  man  to  death  row  in  Texas. 

On  Friday,  February  18,  of  this  year — 
nearly  seven  years  after  Scheck  had 
agreed  to  help  Atkins  prove  his  inno- 
cence, and  after  spending  13  years,  three 
months,  and  six  days  in  confinement  for 
a  crime  he  did  not  commit — Herman 
Atkins  was  freed  from  cell  D-3-111  of 
Ironwood  State  Prison,  near  the  desert 
town  of  Blythe,  California. 

Richard  Bentley,  the  Riverside  County 
deputy  district  attorney  who  prosecuted 
Atkins,  says,  "I  was  aghast.  Here  I  thought 
we  had  the  right  guy  all  along.  It  was  a 
great  case."  Still,  Bentley  apologized 
indirectly  to  Atkins  in  a  written  statement. 
He  even  wished  Atkins  well  and  said  he 
hopes  Atkins  will  somehow  recover  from 
the  mistake  that  cost  him  his  freedom  and 
years  missed  with  his  children. 

"I  missed  out  on  everything  that  comes 
with  life,"  Atkins  says.  "I  could  not  bear 
witness  to  my  sons'  first  steps.  I  wasn't 
there  when  they  felt  rain  on  their  faces 
for  the  first  time.  I  didn't  get  to  help  them 
peel  their  first  orange,  to  discover  the  juicy, 
succulent,  edible  flesh  under  the  skin." 

Watering  plants  abutting  the  white 
picket  fence  of  his  grandmother's  house, 
Atkins  contemplates  the  question  of  his 
own  reentry  into  society.  He  has  enrolled 
in  a  local  community  college  to  study  psy- 
chology, figuring  he  needs  a  formal  educa- 
tion to  make  up  for  his  lack  of  job  skills. 
Or  perhaps  he  is  deferring  the  inevitable: 
explaining  all  the  blanks  in  his  resume. 

Atkins  spends  considerable  time  try- 
ing to  make  up  for  lost  time  with  his  sons, 
hoping  to  recover  his  own  dignity  by 
helping  to  infuse  them  with  their  own.  He 
is  adamant,  for  instance,  that  his  boys 
don't  let  their  pants  sag  low  or  that  they 
don't  walk  with  attitude.  "If  your  walk  is 
crooked  and  your  talk  is  crooked,  then  your 
thought  is  crooked,"  he  preaches  to  them. 

When  he  was  in  prison,  Atkins'  wife, 
Anne-Marie,  told  the  son  they  share  that 
his  father  was  away  at  school.  But  the 
truth  is  that  he  has  nothing  to  show  for 
the  past  13  years.  "My  son  calls  up  and 
says,  'Hey  Daddy,  I  need  a  new  notebook 
for  school.'  And  I  don't  have  the  money 
for  my  boy's  school  supplies.  He's  turn- 
ing to  me  for  help,  but  I  cannot  buy  him 
school  supplies.  It's  a  little  thing.  But 
every  little  thing  alive  has  a  father."  ■ 


Scott  Lajoie  and  Patrick  Dillon  are 
members  of  the  Forbes  ASAP  team. 
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8W  Jerusalem         by  Sir  John  Tempi eto 

SEEKING  SPIRITUAL  WEALTH  IS  THE  NEXT 
GREAT  CHALLENGE  FOR  THE  21ST  CENTURY 


E 


or  more  than  45  years,  I  worked  dili- 
gently to  help  people  obtain  higher  prof- 
its. This  seemed  to  bring  happiness  to  the 
investors,  but  only  temporarily.  It  never 
gave  them  —  or  me  —  true  happiness. 
Also,  my  diligence  did  not  seem  to  help 
make  the  world  a  better  place  than  I 
found  it. 

During  all  that  time  I  kept  searching 
for  ways  my  brief  life  on  this  planet 
could  produce  permanent  benefits  for 
everyone.  So,  eight  years  ago,  I  sold  all 
my  moneymaking  activities  (to  a  com- 
petitor, whom  I  admire,  called  Franklin 
Resources)  in  order  to  devote  my  life 
to  a  vastly  more  important  purpose.  I 
wanted  to  give  almost  100%  of  my  time 
and  resources  toward  helping  the  world 
build  spiritual  wealth. 

Probably  no  human  has  yet  learned 
even  1%  of  what  humans  can  learn  about 
divinity.  In  just  the  last  century,  scientific 
research  has  vastly  increased  human 
knowledge.  For  instance,  it  was  not  until 
the  1920s  that  astronomers  had  the  tools 
to  establish  the  existence  of  a  galaxy,  and 
now,  using  the  Hubble  Space  Telescope, 
scientists  estimate  that  there  may  be  125 
billion  galaxies  in  the  universe.  Can  even 
more  awesome  discoveries  be  made  about 
those  basic  invisible  realities  called  love, 
purpose,  intellect,  prayer,  creativity?  Can 
we  systematically  investigate  the  spiritual? 

Open-minded  people  in  every  nation 
can  make  suggestions  for  opportunities 
whereby  scientific  research  might  help 
humans  to  understand  spiritual  realities. 
For  example,  what  statistics  can  verify 
that  "it  is  more  blessed  to  give  than  to 
receive"?  Can  statistics  test  whether  chil- 
dren who  were  spoiled  by  having  their 


own  way  about  every  whim  grow  up  to 
be  happy  and  self-controlled  or  unhappy? 
Can  statistics  test  whether  business  man- 
agers who  focus  on  giving  higher  quality 
and  lower  cost  become  more  prosperous 
than  those  who  often  deceive  or  cheat 
their  customers?  Do  investment  managers 
become  wealthy  themselves  by  focusing 
on  the  size  of  their  commissions  or  by 
focusing  on  the  best  long-term  invest- 
ment performance  with  only  little  risk? 

Already,  rigorous  scientific  research 
shows  that  Americans  who  go  to  church 
more  than  once  a  week,  live,  on  average, 
seven  years  longer.  A  survey  of  91,909 
people  in  Washington  County,  Maryland, 
found  that  those  who  did  not  attend 

church  once  or  more  weekly  

were  2.1  times  more  likely  to 
suffer  from  heart  disease,  2.3 
times  more  likely  to  suffer 
from  lung  disease,  and  3.9 
times  more  likely  to  suffer 
from  liver  problems.  A  1995 
research  study  of  232  adults  tor 
six  months  after  open-heart 
surgery  showed  that  persons 
who  had  little  social  support, 
such  as  religious  faith,  were 
three  times  more  likely  to  die 
in  that  six-month  period  than 
those  having  strong  support 
from  family,  friends,  and  reli- 
gion. In  fact,  among  those 
who  were  deeply  religious, 
there  were  no  deaths  at  all 
during  the  six-month  period 
after  surgery. 

Four  centuries  ago,  no  one 
could  have  predicted  what 
new  information  would  result  from  sci- 
entific research.  But  Sir  Francis  Bacon 
invited  everyone  with  a  scientific  curios- 
ity to  join  in  the  great  quest  for  empirical 
knowledge.  In  1999,  the  United  States 
government  alone  spent  S34  billion  on 
scientific  research  and,  overall,  research 
and  development  was  estimated  at 


$247  billion.  If  even  one-tenth  that  mi  l 
were  to  be  focused  on  spiritual  realiti 
the  discoveries  would  most  likely  be  e\i 
more  awesome  and  beneficial  than  the 
currently  made  by  science. 

Like  what?  Well,  I  believe  somel 
the  great  questions  awaiting  an  answ 
are:  Why  is  there  something  rather  th 
nothing?  Are  there  realities  that  huma 
cannot  yet  comprehend  that  are  vas 
more  awesome  than  things  we  can 
or  touch?  Is  there  an  intellect  more  vi 
than  humanity  can  imagine?  Does  t 
whole  universe  have  purpose,  and  a  r< 
for  us  in  it?  Can  open-minded  comps 
tion  by  millions  of  brains  bring  a  mm 
tude  of  blessings?  Are  humans  design 
to  serve  as  helpers  in  the  acc 
eration  of  divine  creativn 
Why  do  people  who  devc 
their  lives  to  a  noble  purr* 
usually  become  happy? 

These  questions  fasciiy 
me,  so  much  so  that  I  decid 
to  put  my  money  where  i 
mind  was.  Each  year  my  tot 
dation  donates  S20.3  milli 
to  encourage  the  many  ent) 
preneurs  who  are  trying  va 
ous  methods  to  increase  c 
base  of  spiritual  informant 
Today,  65  medical  gradua 
schools  teach  courses 
spirituality.  Some  medic 
schools  now  offer  a  varic 
of  courses  on  spiritual  heali 
The  John  Templeton  Fou 
dation  sponsors  courses 
more  than  400  universid 
worldwide  on  what  has  be 
or  might  be  discovered  through  scie 
tific  research  to  enlarge  human  concer 
of  divinity. 

This  is  the  new  great  quest.  Join  us. 

Sir  John  Templeton  is  a  pioneeri; 
global  investor  who  created  the  Joi 
Templeton  Foundation  in  1987. 
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By  Mark  Kingwell 


or  as  long  as  I  can  remember,  I  have  been  an  inveterate  liar. 
is,  it's  true:  I  lie  all  the  time,  on  application  forms  and  in 
>nversations  and  even  on  my  tax  returns.  It  gives  me  deep, 
irverse  pleasure,  and  anyway  I  can't  seem  to  help  myself, 
ve  lied  about  experiences  I've  had,  things  I've  done,  places 
ve  been.  For  example,  I  never  visited  Prague  in  1988.  I 
an't  know  how  to  snowboard.  I  can't  do  calculus.  I  didn't 
in  a  bicycle  race  in  high  school,  and  my  osso  buco  is  not 
)  much  widely  acclaimed  as  nonexistent.  I'm  a  liar. 

Actually,  none  of  that  is  true.  I'm  not  a  liar.  I  always  try  to 
11  the  truth,  even  when  it  hurts.  As  a  matter  of  fact,  I  love 


Wenceslas  Square  in  winter,  580s  and  derivatives  are  both 
child's  play  to  me,  I  know  Campagnolo  derailleurs  are  the 
best,  and  Alice  Waters  has  very  little  to  offer  about  veal  that  I 
don't  know  already.  All  true.  But,  of  course,  you  can't  know  for 
sure.  In  fact,  when  someone  says,  "I'm  a  liar,"  we  should  imme- 
diately be  on  guard.  For  we  are  suddenly  in  the  quagmires  of 
paradox,  not  just  confession.  It  was  Epimenides  the  Cretan 
who  said,  around  600  B.C.,  that  all  Cretans  are  liars,  immedi- 
ately drawing  attention  to  a  problem.  If  what  he  said  was  true, 
then  it  was  false;  and  if  it  was  false,  then  it  was  true. 

As  a  practical  matter,  it  probably  helps  in  untying  this 
knot  to  know  a  few  Cretans — to  know,  that  is,  whether  or 
not  you  can  trust  them  to  tell  the  truth.  That  will  help  you  do 
business  in  Crete,  presumably,  but  naturally  it  doesn't  make 
the  logical  problem  go  away,  because  the  problem  is  rooted  in 
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ige  soil  of  self-reference.  Truth  has  this  peculiarity  that 
at  once  deeply  personal — only  I  know  for  sure  whether  I 
can  do  calculus — and  yet  it  has  to  be  shared  in  order  to  be 
meaningful.  Truth  is  a  function  of  statements,  and  statements 
are  made  in  public.  Furthermore,  they  purport  to  be  about 
the  world,  about  states  of  affairs  at  least  one  other  person 
knows  about,  too.  So  when  they  bend  back  upon  them- 
selves, the  usual  rules  are  unable  to 
cope:  The  limits  of  logic  are  exposed. 

This  illustration  of  the  "liar  para- 
dox" also  points  to  a  larger  problem 
with  the  truth  of  the  external  world.  We 
all  think  we  know  that  the  world  as  it 
appears  is  real,  and  therefore  that  the 
most  basic  kinds  of  true  statements  are 
the  ones  we  make  about  it.  You  are  now 
reading  this  magazine.  You  are  sitting 
or  standing  somewhere  to  do  so.  You 
are  a  literate  human  being  of  at  least 
reasonable  intelligence.  And  so  on.  If 
we  were  together,  you  and  1,  then  we 
could  pile  up  the  true  statements  even 
higher.  Let's  say  we're  on  a  United  Air- 
lines flight  between  London  and  New 
York.  The  sun  is  setting  before  us,  the 
gin  in  your  drink  is  Bombay  Sapphire, 
and  the  movie  is  one  we've  both  seen  before,  probably  star- 
ring Kevin  Costner.  There  are  never  enough  peanuts  in  those 
packages.  These  are  all  examples  of  true  things  that  are  going 
on  in  the  "real"  world  around  us. 

Most  of  us,  most  of  the  time,  take  such  claims  about  the 
external  world  as  the  paradigm  case  of  what's  true.  We  make 
statements  of  that  kind  all  the  time,  and  we  get  lots  of  things 
accomplished  as  a  result.  We  might  doubt  the  existence  of  God, 
or  the  honesty  of  a  political  assertion,  but  nobody  in  his  or  her 
right  mind  doubts  that  we  are  right  here  in  the  world  right  now. 

Yet  that  is  exactly  what  philosophers  have  done  for  thou- 
sands of  years.  Metaphysical  thinkers  are  forever  dismantling 
the  external  world  in  search  of  something  else,  something 
better.  You  might  think  this  just  means  philosophers  are  not 
in  their  right  minds.  Nowadays,  though,  these  dedicated 
doubters  are  joined  by  an  unlikely  body  of  reinforcements: 
the  writers  and  directors  of  cinematic  science  fiction,  the  pop- 
ular philosophy  of  our  time. 

My  favorite  scene  in  the  action  thriller  The  Matrix,  for 
example,  is  when  Neo,  the  renegade  computer  programmer 
played  by  Keanu  Reeves,  hides  his  money  and  disks  of  stolen 
software  in  a  hollowed-out  book.  The  shot  lasts  only  a  second, 
but  dedicated  culture  watchers  immediately  noticed  that 
the  book  is  a  copy  of  Simulacra  and  Simulation,  by  the 
French  postmodernist  Jean  Baudrillard.  The  book  Neo  uses 
for  a  safe  famously  argues  Baudrillard's  thesis  of  "hyperreal- 
ity":  the  idea  that  multiple  copies  annihilate  the  ancient  rela- 
tionship between  copy  and  original. 

For  those  in  the  know,  this  is  a  sly  foreshadowing  of  what 
is  about  to  happen  to  Neo:  He's  going  to  discover  that  the  world 
he  thought  was  real  is  nothing  but  an  elaborate,  computer- 
ucnerated  deception.  It  is  a  copy  of  a  gritty  urban  environ- 

rjt,  not  the  real  thing.  There  is  no  original,  Baudrillard 


argues,  in  a  world  where  simulacra  multiply  at  a  frenetic  rate 
Copies  dominate  our  experience  without  being  copies  of  any 
thing.  The  more  tokens  of  a  thing  there  are,  in  other  words 
the  more  they  cease  to  be  tokens  of  any  original  type:  a  soil 
of  fun  house-mirror  effect. 

This  should  not  come  as  news  to  you,  reading  this  mag 
azine,  which  is  itself  a  copy,  wherever  you  are,  drinking  you 
gin  and  tonic  and  flicking  peanut  salt  of 
your  fingers.  In  a  mass  culture  like  ours 
blanketed  with  multiple  images  anj 
computer-generated  replicas,  the  idea 
reality  as  a  unique  and  authentic  cate) 
gory  seems  to  disappear  in  a  puff  a 
widely  disseminated  (and  marketed 
smoke.  The  copy  is  no  longer  seen  A 
false,  a  deflection  from  some  true  origi 
nal.  Indeed,  rather  than  searching  fori 
way  back  to  some  notional  original - 
kind  of  quest  for  Eden — many  peopl| 
today  revel  in  a  world  of  constant  copied 
They  cheerfully  jettison  authenticity  in 
spasm  of  postmodern  fun. 

The  premise  of  a  hostile  compute! 
takeover  of  human  perception — substl 
tuting  a  false  world  for  the  true  one-^ 
also  has  elements  of  the  philosophe 
Descartes'  idea  that  we  might  be  systematically  deceived  bl 
"a  malicious  demon."  If  all  the  evidence  of  our  senses  werj 
false,  Descartes  wondered,  how  would  we  ever  know?  Thi 
vertiginous  scenario  makes  an  excellent  Hollywood  plot,  am 
it's  no  surprise  that  it's  been  played  out  to  good  effect  i| 
various  television  shows  and  movies,  including  Star  Trek 
Total  Recall,  and  especially  The  Truman  Show,  where  th) 
malicious  demon  is  actually  a  pretentious,  beret-sporting  tele 
vision  producer. 

All  of  the  heroes  of  these  chunks  of  popular  epistemologl 
are  worried  about  the  deceptiveness  of  copies.  They  want  tl 
rescue  the  real  world  from  the  threat  of  lies  and  illusions-" 
usually  with  lots  of  gunplay  and  a  high  body  count.  The  scfij 
narios  are  often  futuristic,  but  in  fact  Hollywood  is  pretty  tri 
ditional  when  it  comes  to  philosophy.  Even  the  writers  of  Th 
Matrix,  the  Wachowski  brothers,  eventually  reveal  themselve 
to  be,  at  bottom,  more  religious  than  postmodern.  The  worll 
of  hyperreality  is  being  rejected,  and  by  the  movie's  end  th 
false,  computer-generated  world  is  exposed  as  evil  and  decep 
tive;  the  real  world,  though  messy  and  unpleasant,  is  a  site  c 
love  and  salvation.  (There's  also  some  excellent  kung  fu.) 

Hollywood  continues  to  serve  up  movies  that  play  wit 
notions  of  reality  and  its  copy,  or  virtual  reality,  but  the  fir;| 
person  to  think  about  what  this  question  meant  was  Plato, 
his  famous  analogy  of  the  cave.  Ordinary  life,  Socrates  tellB 
his  young  friends  in  The  Republic,  is  comparable  to  bein 
trapped  in  a  dark  underground  chamber.  Chained  and  immc 
bile,  we  watch  a  play  of  shadows  upon  the  cave  wall  and  tak 
them  for  all  that's  real.  Only  the  philosopher,  breaking  painfull 
away  from  this  weird  servitude  to  deceptions,  begins  the  Ion 
climb  toward  the  mouth  of  the  cave.  Only  the  philosophe 
realizes  that  the  shadows  on  the  wall  are  not  true;  they  ai 
merely  backlit  copies,  projections  of  the  light. 
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for  everybody.  The  philosopher  must,  Socrates 
fer  not  only  the  pain  of  the  upward  ascent  but  also 
ockery  and  hostility  of  his  fellow  prisoners  when  he 
with  what  should  be  good  news.  He  says:  "There's 
more  to  life  than  these  pale  reflections!  The  true  light  of  the 
sun  shines  above!"  But  down  below,  happily  deceived,  the 
risoners  say:  "Thanks  for  nothing,  Socrates,"  and  they  shun 
his  message  of  higher  wisdom. 

The  reason,  Plato  suggests,  is  not  that  the  philosopher  is 
wrong  but  that  ordinary  people  are  weak.  They  don't  like  too 
much  reality.  They  can't  handle  the  truth.  Plato  isn't  the  only 
one  who's  noticed  that  problem.  Cypher,  the  double-crossing 
rebel  from  The  Matrix,  would  rather  betray  his  friends  and 
live  in  the  world  of  computer-generated  pleasure — even 
though  he  knows  it  is  false — than  continue  in  the  bleak  real 
world.  He  thinks  false  steak  is  better  than  real  gruel.  He  does 
make  a  key  demand,  however:  that  his  knowledge  of  true  and 
false  be  erased  so  his  enjoyment  will  be  untainted  by  doubt. 

That's  intriguing  but,  of  course,  for  practical  purposes  the 
issue  of  what  is  true  is  never  as  simple — or  as  dire — as  a 
choice  between  an  entirely  false  world  and  an  entirely  true 
one.  The  question  of  truth  is  badly  conceived  if  the  only  two 
choices  offered  are  a  theory  of  hyperreality,  where  there  is  no 
authenticity  at  all,  and  a  theory  of  Platonic  essence,  where 
authenticity  is  always  somehow  too  difficult  for  most  of  us. 
Postmodernism  and  Platonism  look  diametrically  opposed, 
but  really  they're  just  two  sides  of  the  same  coin.  They  both 
worry  about  the  firmness  of  the  world  before  us,  and  try  to 
do  something  about  it  with  a  theoretical  intervention. 

Though  it  means  breaking  ranks  with  colleagues  in  philos- 
ophy, I  say:  "Why  worry?"  Manifold  copies  are  not  the  prob- 
lem; but  they're  not  the  solution  either.  Copies  are  neither  a 
threat  to,  nor  a  substitute  for,  reality.  There  is  a  pragmatic 
third  way,  which  embraces  the  value  of  multiple  tokens  with- 
out surrendering  the  possibility  of  the  unique  and  original. 

How  is  that?  Well,  sometimes  (e.g.,  records,  books,  maga- 
zines, cheap  furniture)  multiple  copies  are  just  what  we  want. 
They  make  desirable  things  available  to  a  lot  of  people,  and 
they  spread  the  possibilities  of  enjoyment  wider  with  every 
advance  in  technology.  That's  good.  Other  times,  however,  we 
know  that  there  is  a  unique  object  or  experience  for  which 
no  copy,  however  detailed  or  exquisite,  can  be  a  substitute. 
That's  when,  for  complex  reasons,  we  crave  the  original. 

Consider  an  example.  We've  all  seen  many  reproductions 
of  the  Mona  Lisa,  on  everything  from  postcards  to  hair 
curlers  to  neckties,  but  nearly  6  million  people  a  year  still  visit 
the  Louvre  to  glimpse  the  original  through  her  thick  sheet  of 
bulletproof  glass.  Why?  There  must  be  something  there — if 
not  perhaps  a  profound  aesthetic  experience,  then  some  form 
of  cultural  capital,  or  just  a  desire  to  say  we've  done  it — that 
continues  to  draw  us.  The  copies  proliferate,  but  the  original 
still  matters.  It  matters  not  because  a  computer  reproduction 
of  the  painting  is  inferior  (it's  not)  but  because  we  humans  still 
accord  the  idea  of  uniqueness  a  special  value.  There  is  only 
one  actual  painting.  We  go  to  be  in  the  presence  of  the  unique 
object,  not  to  have  a  unique  experience. 

That's  why  virtual  travel  and  implanted  memories,  after 
the  style  of  Total  Recall,  will  never  replace  actually  going  to 
places.  Replicated  experiences  will  always  have,  I  suspect, 


something  of  the  kitschy  feeling  of  the  Bellagio  palace  as  dd 
up  by  Las  Vegas  developers.  That  kitsch  value  may  be  para 
the  appeal  for  some  people,  as  it  so  often  is  when  copies  I 
tiply — nothing  is  kitschier,  for  example,  than  Edvard  Munq 
The  Scream  when  rendered  on  an  inflatable  doll  or  used  if 
car  commercial.  But  these  simulacra,  whatever  second-ort 
pleasures  they  may  provide,  cannot  give  us  the  texture  of 
real  —  the  strange  and  sometimes  contradictory  awareness 
authenticity.  They  are  never  substitutes  for  the  real  thing, 
short:  They  always  serve  some  other  purpose. 

In  fact,  I  would  go  further.  Multiple  replicas  could  breed! 
infinitum,  and  we  would  still  want  reality,  because  of  a  pi| 
of  hardwiring  involving  our  own  recognition  of  uniqueness 
ourselves.  The  deep  lesson  of  all  this  philosophical  speculat; 
is  not  to  settle  the  question  of  what's  real  in  every  sinj 
instance — no  theory  could  do  that — but  to  insist  on  the  ba 
line  value  of  reality  in  making  sense  of  existence  itself.  Mosi 
us,  given  the  choice,  would  choose  gruel  over  steak — i 
because  we  prefer  mush  to  sirloin  but  simply  because  trj 
matters  to  us.  The  truth  may  be  painful  and  demanding- 
often  is — but  we  would  rather  have  the  real  world,  in  alD 
uneven  glory,  than  some  smooth  simulation. 

Sure,  we  can  still  lie.  In  small  enough  chunks,  we  can  p) 
off  falsehoods  and  deceptions;  and  we  can  also  willingly  s 
pend  our  disbelief,  as  when  we  enter  a  theater  to  watch  a  c 
action  thriller.  But  nobody  can  deceive  systematically,  or  ca 
pletely.  Lies  only  function,  finally,  if  truth  reigns  supre 
most  of  the  time.  Likewise,  the  external  world  is  as  real  as 
need  it  to  be,  to  get  things  done  and  have  fun  and  live  out 
mortal  spans.  That's  why  we  make  a  mistake  when  we  thl 
we  have  to  solve  the  issue  of  copies  and  originals  in  some  gi 
eral,  theoretical  way.  If  the  liar  paradox  exposes  the  limit) 
logic,  then  the  issue  of  truth  in  the  world  at  large  exposes 
limits  of  theory  more  generally. 

Of  course,  saying  this  doesn't  lay  doubt  to  rest  any  m 
than  knowing  a  few  Cretans  solves  the  liar  paradox.  Tn 
will  always  be  philosophers  (and  film  directors)  out  there  v 
want  us  to  worry  about  the  conditions  of  our  perceived  r 
ity.  But  put  it  this  way:  If  life  really  is  a  dream — if  that  pr 
osition  is  true  in  any  meaningful  sense  —  it  doesn't  rej 
matter.  After  all,  we'll  know  it  only  when  we  awaken,  ; 
whatever  we  wake  up  to  is  going  to  be  so  unimaginably 
ferent  from  the  here  and  now  that  I  suspect  we  won't 
much  concerned  with  having  been  deceived. 

Personally,  I  like  to  follow  the  advice  of  the  Scot1 
philosopher  David  Hume,  that  most  amiable  and  comm 
sensical  of  thinkers,  who  once  professed  himself  untroublec 
the  very  skeptical  thoughts  his  own  philosophizing  had  led 
to.  Asked  what  he  thought  about  living  in  a  world  for  wtl 
we  cannot  prove  the  total  truth,  he  replied  that  it  wa 
enough  to  miss  a  good  game  of  backgammon  over. 

Mark  Kingwell  is  a  Canadian  social  and  cultural  theorist 
an  associate  professor  of  philosophy  at  the  University 
Toronto.  His  best-selling  books  include  Dreams  of  Mil 
nium:  Report  from  a  Culture  on  the  Brink  and  In  Pursui 
Happiness:  Better  Living  from  Plato  to  Prozac.  His  net 
book,  The  World  We  Want:  Virtue,  Vice,  and  the  G- 
Citizen,  will  be  published  this  fall  in  Canada. 
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Collaborative  Commerce 


The  Critical  Link  Between  the 
Supply  and  Demand  Chains 


Congratulations!  You've  got  a  Web  site. 

You're  "e-commerce  enabled,"  selling  stuff  on  the 
Internet  with  the  best  of  the  digerati.  Web  hits  are 
up,  the  number  of  unique  visitors  to  your  site  is 
through  the  roof  and  your  brand  is  showing  incredi- 
ble strength  with  the  next  generation  of  e-everything 
consumers.  Even  revenues  are  up,  and  it  looks  like 
you'll  be  one  of  the  lucky  few  who'll  survive  the  first 
wave  of  the  e-commerce  gold  rush  and  create  a  prof- 


itable online  business.  You're  one  of  the  winners.  You 
speak  at  all  the  cool  insider  seminars  on  how  you 
successfully  executed  against  your  business  plan 
while  others  failed.  You're  invited  to  all  the  Gatsby- 
esque  coming-out  parties  of  second-  or  third-time 
entrepreneurs  who  are  spending  a  few  of  their  mega- 
millions  on  champagne,  sushi  and  the  B-52's  in  the 
hope  of  creating  a  buzz  around  their  new  startup  so 
that  they  can  do  it  all  again.  Life  is  good  .  .  . 


doing  business  in  traditional  indusl 
tries  such  as  industrial  shipping] 
paper  production  and  chemical  prcj 
cessing.  where  the  process  of  buying 
and  selling  commodity-like  products  is 
complex  and  time-consuming.  Buyer! 
and  sellers  can  meet  on  a  virtual  trad 
ing  floor  and  transact  as  quickly  ant 
efficiently  as  commodities  traders  da 
using  a  variety  of  market-making  tool! 
ranging  from  fixed-price  mechanism! 
such  as  catalog  purchasing,  ti 
dynamic  pricing  mechanisms  thai 
include  auctions,  exchanges  or  bartei 
The  proposed  industry  marketplaces 


The  ability  to  dynamically  link  new  business  partners, 
suppliers,  customers  and  business  processes  will  be 
a  primary  weapon  in  building  and  maintaining  a 
competitive  advantage. 


.  .  But  is  that  all?  Is  this  the 
end  of  the  revolution?  Is  "selling  books 
on  the  Internet"  the  be-all  and  end-all 
of  the  World  Wide  Web?  Are  we  done 
with  all  the  innovation? 

The  answer,  plain  and  simple,  is 
no.  If  you  thought  the  first  round  of 
the  e-commerce  revolution  was  excit- 
ing, wait  until  you  see  what's  in  store 
for  round  two.  You'll  soon  come  to 
realize  that  we're  only  at  the  very 
beginning. 

Moving  Toward 

A  Collaborative  Future 

Xhere  is  the  notion  that 
each  company  is  a 
self-contained  fortress, 
ruthlessly  squeezing  the  last  dime  from 
its  suppliers  like  some  medieval 
monarch  while  defending  its  fiefdom  at 
all  costs  from  other  fortresses  —  Fort 
General  Motors  versus  Fort  Ford  and 
Fort  DaimlerChrysler.  This  notion  is 
being  replaced  by  the  realization  that 
there  are  enormous  cost  savings  to 
be  had  by  working  together  in  areas 
where  everyone  benefits  through  coop- 
eration. For  example,  suppose  that 
instead  of  each  fortress  spending 
enormous  amounts  of  time  and 
resources  identifying,  qualifying  and 
developing  extended  relationships 
with  its  own  set  of  commodity  goods 
suppliers,  it  got  together  with  its  rivals 
to  create  a  single,  open  market  where 
supply  and  demand  could  be  aggre- 
gated and  purchases  made  through 
transparent  auctions.  Or  better  yet, 
suppose  that  instead  of  forcing  suppli- 
ers to  hold  unnaturally  high  inventory 


levels  so  they  can  react  to  any  spike  in 
demand,  manufacturers  shared  real- 
time forecast  information  with  suppli- 
ers, allowing  them  to  keep  leaner 
stock.  Inevitably,  of  course,  the  man- 
ufacturing process  would  become 
much  more  efficient;  suppliers  would 
streamline  operations  due  to  better 
planning:  manufacturers  would  cut 
costs;  and  consumers  would  reap 
huge  benefits  via  lower  prices  and 
more  customized  products. 

This  is  precisely  what  is  happening 
today.  In  the  past  few  months,  hun- 
dreds of  third-party  market  makers  — 
more  than  60  coalitions  comprised 
of  billion-dollar  companies  —  have 
announced  plans  to  build  their 
own  Web-based  marketplaces.  These 
online  markets  create  new  ways  of 


alone  involve  278  companies  tha 
control  a  staggering  $3  trillion  ii 
annual  purchasing,  according  to  Credi 
Suisse  First  Boston. 

Industry-sponsored  and  third-part* 
net  marketplaces  are  only  two  r> 
many  forms  of  collaborative  commend 
(c-commerce)  that  have  emerged  ii 
the  wake  of  the  rapid  advancement  a 
Internet  technologies.  Gartner  (the  I" 
research  and  consulting  firm)  define! 
c-commerce  as  achieving  dynamic  col 
laboration  among  employees,  business 
partners  and  customers  throughout  e 
trading  community  or  market.1  A  trading 
community  might  be  an  industry,  indus 
try  segment,  specific  supply  chain  o 
supply  chain  segment 

This  is  clearly  a  definition  that  wiH 
evolve  as  the  nature  and  breadth  o 


Bond.  D.  Burdick.  D.  Miklovic.  K.  Pond.  C.  Eschinger,  "C-Commerce:  The  New  Arena  for  Business  Applications."  (August  1999 
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 1       Replenishment  Buying  and  VM!   

A popular  model  for  replenishment  buying  among  retailers  is  called 
Vendor  Managed  Inventory  (VMI).  In  this  model,  each  supplier  is 
responsible  for  managing  the  inventory  for  its  products  in  a  portion  of  the 
retailer's  warehouse.  For  example,  a  consumer  packaged-goods  supplier 
(CPG)  that  manufactures  cleaning  products  must  manage  the  amount  of  bak- 
ing soda,  laundry  detergent  and  toothpaste  that  a  leading  retailer  stocks.  The 
supplier,  in  turn,  is  measured  on  things  such  as  stock-outs  and  inventory 
turns.  If  the  products  perform  well,  the  supplier  gets  more  shelf  space.  If  the 
products  perform  poorly,  the  supplier  gets  less  shelf  space. 

Today,  this  process  is  managed  via  a  combination  of  electronic  data 
interchange  (EDI),  custom-built  applications,  faxes  and  phone  calls.  This 
works  moderately  well  for  the  largest  companies  with  the  most  sophisti- 
cated resources,  but  it's  still  relatively  inflexible  and  difficult  to  manage. 
However,  all  of  this  is  moving  to  the  Web,  and  when  that  happens,  well, 
that  changes  everything.  • 


collaborative  relationships  unfold,  but 
a  profile  is  beginning  to  emerge:  A 
collaborative  enterprise  is  a  company 
focused  on  operating  in  a  fluid,  seam- 
lessly interconnected  network  of 
exchanges,  hubs  and  trading  partners 
that  enables  new  business  relation- 
ships to  be  formed  and  changed  in 
response  to  constantly  shifting  market 
conditions.  The  ability  to  dynamically 
link  new  business  partners,  suppliers, 
customers  and  business  processes  will 
be  a  primary  weapon  in  building  and 
maintaining  a  competitive  advantage. 

For  the  first  time,  the  prospect  of  the 
virtual  corporation  has  been  realized. 
Internet  technologies  create  the  poten- 
tial for  a  truly  virtual  enterprise  in  which 
necessary  business  functions  such  as 
manufacturing  and  distribution,  once 
the  sole  domain  of  the  company,  are 
executed  by  business  partners,  thus 
allowing  the  company  to  focus  on  its 
Icore  competencies  —  say,  marketing 
and  sales. 

How  does  the  virtual  corporation 
work?  In  this  first  generation,  trading 
partners  simply  agree  to  standardize 
a  way  to  exchange  information.  They 
agree  on  standards  for  product 
descriptions,  units  of  measure,  the 
structure  of  purchase  orders  (POs) 
and  requests  for  quotes  (RFQs),  pay- 
ment terms  and  other  items  that  help 
define  the  language  trading  partners 
use  to  communicate.  They  then  use 
the  Web  as  a  common  platform  for 
coordination  and  process  automation. 
This  is  the  state  of  the  art  today,  and 
it  results  in  a  very  efficient  system  for 
trading  goods  with  fairly  stable  supply 
and  demand.  The  potential,  however, 
is  to  do  much  more. 


From  Buying  and  Selling 
To  Strategic  Sourcing 

While  automating  point  transactions 
clearly  opens  vast  opportunities  in 
areas  such  as  marketplaces  for  com- 
modity goods,  MRO  procurement  and 
sell-side  e-commerce,  these  solutions 
fall  short  when  it  comes  to  managing 
relationships  between  buyers  and  sup- 
pliers over  time.  According  to  David 
Hope-Ross,  Leah  Knight  and  Barbara 
Reilly  of  Gartner: 

E-marketplaces  are  currently  imma- 
ture in  terms  of  technology  deploy- 
ment, as  well  as  business  process 
enablement,  and  are  generally  limited 
to  spot  buys,  excess  product  sales 
and  indirect  procurement.  As  they 
evolve  and  add  significantly  more 
functionality,  more  direct  purchases 
will  be  made  through  them.  As  this 
happens,  e-marketplaces  will  under- 
go significant  maturation  and  their 
roles  will  diverge,  depending  on  the 
strategic  nature  of  the  products 


traded  in  them.  Marketplaces  for 
strategic  goods  will  evolve  to  become 
collaborative-commerce  (c-commerce) 
hosts,  and  marketplaces  for  infre- 
quently purchased,  near-commodity 
and  commodity  goods  will  evolve  into 
open-sourcing  markets. 

Direct  purchases  are  the  strategic 
relationships  that  link  the  demand  chain 
—  the  set  of  processes  that  firms  use 
to  sell  to  end  users  (either  businesses 
or  consumers)  with  the  supply  chain  — 
the  set  of  processes  that  manufacturers 
use  to  deliver  goods  to  others  who  man- 
ufacture products  and/or  distribute 
goods  to  end  users.  These  company-to- 
company  relationships  are  extremely 
complex  and  require  a  very  high  degree 
of  coordination  between  parties.  This  is 
exactly  the  problem  that  collaborative 
commerce  is  designed  to  solve. 
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Fhe  Bullwhip  Effect2  B 


1  ave  you  ever  wondered 
why  large  corporations 
I  have  so  much  trouble 
getting  a  good  demand  forecast? 
This  is  partly  due  to  the  fact  that 
it's  just  downright  difficult  to  pre- 
dict the  future.  And  it's  especially 
true  for  goods  with  a  short  product 
life  cycle,  like  fashion  items  or 
high-tech  components.  But  it  could 
also  be  due  to  demand  informa- 
tion distortion  in  a  supply  chain  — 
the  well-known  "bullwhip  effect." 
In  layman's  terms,  the  bullwhip 
effect  occurs  when  forecast  infor- 
mation is  passed  by  word  of 
mouth  from  person  to  person 
along  the  supply  chain,  and  it  grad- 
ually gets  distorted  to  the  extent 
that  you  almost  can't  do  anything 
with  it.  According  to  Professor  Hau 
Lee.  director  of  the  Stanford  Global 
Supply  Chain  Management  Forum, 
the  bullwhip  effect  often  arises 
from  trading  partners  making  use 
of  local  information  to  make 
demand  forecasts  and  passing 
them  on  to  upstream  partners; 
partners  making  ordering  deci- 
sions based  on  local  economic 
factors,  local  constraints  or  per- 
formance measures:  and  gaming 
behaviors  to  exaggerate  orders 
when  there  are  perceived  uncer- 
tainties in  the  supply  chain.  • 


e-Business  Value  Chain  —  Complete  Solution 
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Much  of  the  commerce  that  takes 
place  between  trading  partners  is 
called  replenishment  buying,  when  a 
supplier  sends  roughly  the  same 
amount  of  the  same  products  to  the 
same  group  of  buyers  over  time.  This 
is  true  for  both  demand-side  processes. 
where  suppliers  ship  goods  to  distribu- 
tion centers  where  they  are  stocked 
before  they  are  sold  to  customers,  and 
in  supply-side  processes,  where  suppli- 
ers ship  raw  materials  and  components 
to  be  assembled  into  products. 

So  what's  the  issue?  Why  is  replen- 
ishment buying  difficult  to  manage 
when  everyone  knows  who  gets  which 
products,  in  roughly  what  quantities? 
The  challenge  has  to  do  with  demand 
forecasting.  While  it  might  be  easy  to 
gauge  how  much  volume  two  trading 
partners  will  generate  over  an  extend- 
ed period  of  time,  the  day-to-day  fluc- 
tuations in  demand  might  actually  be 
quite  high.  Why  is  this  a  problem?  If 
inventory  decreases  too  much,  there 
could  be  a  stock-out.  which  results  in 
a  missed  sale  and  a  dissatisfied  cus- 
tomer (or  a  line  stoppage  for  a  manu- 


Because  competition 
at  Internet  speed  means 
companies  will  be 
deluged  with  incredible 
amounts  of  data  . . .  the 
technology  solution  must 
support  a  high  degree  of 
personalization. 

facturer).  But  if  inventory  is  too  high 
working  capital  increases  and  you  car 
get  caught  with  outdated  inventon 
near  the  end  of  a  product's  life  cycle 
(which  is  especially  true  for  high-tech 
and  fashion  goods).  So  there  really  is 
a  balancing  act  that  requires  a  lot  01 
collaboration  between  the  people  who 
have  a  detailed  understanding  of  shorti 
term  demand  fluctuations  for  a  prodl 
uct  and  the  people  who  manage  the 
production  schedules. 

The  exciting  development  here  is  tha 
this  collaboration  between  business 
partners  is  evolving  from  an  inefficien 
manual  process  that  depends  or 
phone  calls  and  faxes  to  one  that  h 
(continued  on  page  6 
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Click-and-Mortar 
Integration 

A  New  Business  Model  That  Yields 
Powerful  Supply  Chain  Efficiencies 


Do  you  enjoy  the 
selection  and  con- 
venience of  shop- 
ping 24  hours  online,  but  avoid 
Duying  big-ticket  items  because  you 
:an't  be  at  home  to  receive  them 
when  they  are  delivered?  Do  you 
nate  to  pay  shipping  charges  on 
inexpensive  items  such  as  audio 
ZDs  that  erase  the  savings  that 
drew  you  to  e-commerce  in  the  first 
place?  Do  you  need  instant  online 
gratification  —  wanting  to  pick  up 
/our  purchases  right  after  you  buy 
them?  Do  you  want  to  return  online 
purchases  to  a  "real"  store  to  be 
exchanged  right  now  when  they  don't  work  properly?  Weil 
then,  click-and-mortar  integration  just  might  be  for  you. 

Click-and-mortar  integration  is  the  concept  that  you  can 
nake  your  Web  site  a  front  end  for  your  traditional  bricks- 
and-mortar  business.  This  can  create  tremendous  supply 
;hain  efficiencies  in  that  it  avoids  delivering  products  the 
'last  mile"  to  the  end  user,  which  is  traditionally  the  most 
expensive  part  of  the  supply  chain.  It  also  leverages  your 
;urrent  sales  channel  so  that  instead  of  cannibalizing  sales 
rom  your  existing  stores,  you  actually  increase  sales,  which 
nakes  your  physical  stores  more  efficient. 

One  of  the  best  examples  of  click-and-mortar  integration 
s  Circuit  City,  the  consumer  electronics  superstore.  Circuit 
3ity  asked  BroadVision  to  help  it  build  its  e-superstore, 
AAWw.circuitcity.com,  exactly  like  a  physical  store,  with  the 


same  back-end  systems  for  fulfill- 
ment and  inventory.  Circuitcity.com 
provides  customers  all  the  benefits 
of  a  physical  store  combined  with 
the  convenience  of  online  shopping. 
In  addition  to  being  able  to  browse, 
purchase  and  arrange  for  home 
delivery  of  products,  consumers  can 
check  the  inventory  of  their  neigh- 
borhood stores  and  select  up  to 
three  "express  pickup"  locations.  As 
soon  as  the  online  transaction  is 
complete,  customers  can  avoid  ship- 
ping charges  and  get  the  product 
immediately  by  visiting  their  select- 
ed local  Circuit  City  store.  Real-time  credit  authorization  and 
inventory  reservation  — the  exact  same  processes  and 
back-end  systems  used  in  physical  stores  —  make  this  pos- 
sible. Because  Circuit  City's  in-store  prices  are  adjusted  to 
compete  with  local  retailers,  the  e-superstore  automatically 
applies  a  price  adjustment  if  the  consumer  chooses  an 
express  pickup  location  that  is  having  an  in-store  special 
on  a  selected  product.  The  e-superstore  site  also  offers 
side-by-side  feature  and  price  comparisons  of  approximate- 
ly 1,400  brand-name  electronic  devices,  major  appliances 
and  personal  computers.  • 
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Buying  and  Selling  to  Strategic  Sourcing 


J^P^%Hf  oiiaborative  Planning,  Forecasting 
and  Replenishment  (CPFR)  is  an 
W/L      jh  emerging  set  of  industry  guide- 

^^W^  lines  published  by  the  VICS  — 
Voluntary  Interindustry  Commerce  Standards 
Association  —  through  which  trading  partners 
share  their  plans  for  future  events  and  then  use 
an  exception-based  process  to  deal  with  any 
changes  in  those  plans.  CPFR  is  emerging  as  the 
standard  process  for  managing  strategic  sourc- 
ing relationships. 

For  example,  let's  say  a  large  automobile  man- 
ufacturer wants  to  solicit  bids  for  special,  low- 
volume,  high-performance  parts  for  a  new  sports 
car.  Many  companies  bid,  and  the  manufacturer 
evaluates  them  all  on  price,  quality,  quantity  and 
delivery  (shipments  over  time).  A  contract  is 


then  drawn  up  that  states  the  supplier  will  ship 
so  much  volume  on  a  certain  schedule,  with 
some  tolerances.  The  manufacturer  only  buys  a 
few  weeks'  worth  of  parts  at  a  time,  but  the  sup- 
plier promises  to  fill  a  certain  amount  of  demand. 
CPFR  kicks  in  when  things  don't  go  as  planned. 

If  the  manufacturer  isn't  selling  enough  sports 
cars,  it  won't  order  enough  parts  and  the  sup- 
plier is  stuck  with  extra  stock.  There's  some  tol- 
erance in  the  contract,  and  if  the  deviation  is 
small,  it  may  not  matter.  Suppliers  can  make  a 
small  change  to  their  production  plans  and  it's 
business  as  usual.  But  suppose  it's  a  big  devia- 
tion. Without  CPFR,  a  supplier  might  not  even 
know  it  has  a  problem  until  it's  too  late.  CPFR 
then  provides  a  process  for  managing  a  resolu- 
tion of  the  conflict.  • 


The  people  who  sell  to  customers  are  different  from 
the  people  who  manage  production.  There  is  very  limit- 
ed collaboration  between  these  two  constituencies  . . . 
but  it  doesn't  have  to  be  this  way. 


(continued  from  page  4) 
"power  assisted"  with  Internet  tech- 
nologies. Work  flow  arrangements,  pre- 
determined business  rules,  fully  auto- 
mated contract  pricing  and  end-to-end 
business  processes  with  transparency 
and  visibility  to  all  participants  will  help 
the  old  world  of  supply  chain  manage- 
ment evolve  from  a  discipline  that's 
very  focused  on  controlling  suppliers 
to  a  new  Customer-Driven  Demand 
Network  that  focuses  on  delivering 
the  right  product  to  the  right  customer 
at  the  right  time. 


Cooperation  across  enterprises 
requires  an  e-commerce  application 
that  will  support  the  unique  demands 
of  a  more  dynamic  form  of  organiza- 
tion. First,  the  application  must 
manage  information  access  to 
ensure  that  the  right  people  get  early 
and  accurate  notifications  of  changes 
in  demand.  Therefore  knowledge 
management  (or  e-relationship  man- 
agement) and  exception  reporting  via 
alerts  are  very  important.  The  appli- 
cation must  support  integrated  work 
flow  to  be  able  to  automate  processes 


that  extend  beyond  the  enterprise 
Because  competition  at  Interne 
speed  means  companies  will  be  del 
uged  with  an  incredible  volume  c 
data,  these  firms  must  constant 
look  for  ways  to  filter  out  irrelevar 
information.  This  means  that  th 
technology  solution  must  support 
high  degree  of  personalization.  An 
as  enterprise  software,  it  must  pn 
vide  complete  e-business  solution 
based  on  open  standards  such  a 
Java.  XML  and  CORBA  that  sean 
lessly  integrate  front-office  sale 
processes  with  the  back-office  ente 
prise  resource  planning  (ERP)  an 
legacy  fulfillment  processes  that  ru 
businesses  today. 

Such  products  exist  today  .  .  §a 
BroadVision. 


Collaborative  Planning,  Forecasting 
and  Replenishment  (CPFR) 


Initial  Contract 


•  Buyer  and  seller  develop 
front-end  agreement 

•  Create  joint  business  plans 

•  Create  sales  forecast 


Delivery  Execution 


Replenishment 


Sellers  sell  •  Buyers  buy 


Update  Forecast 


Modify  production  plan 
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Exception  Analysis 


No  Exception 


Exception  Within 
Tolerance 


Exception  Exceeds 
Tolerance 
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Contract  Negotiation  & 
Manual  Collaboration 
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Advantage 

siaaSHi  ounded  in  1993,  Broad- 
SHBBHi  Vision  is  the  world's 
leading  provider  of 
e-commerce  applications  for  sell-side 
e-commerce.3  It  is  the  only  vendor  to 
provide  a  complete  e-commerce  solu- 
tion: XML-based  content  manage- 
ment, catalog  management,  integrated 
work  flow,  integrated  data  warehous- 
ing and  analytics,  a  prebuilt  order- 
management  process  with  prewritten 
integrations  to  major  ERPtax,  payment 
processing  and  other  legacy  systems, 
industry-leading  personalization  that 
enables  advanced  marketing  function- 
ality such  as  cross-selling  and  up-sell- 
ing, e-mail  alerts,  targeted  content, 
incentive  programs,  coupons  and 
more.  BroadVision's  applications  ex- 
tend its  One-To-One  Enterprise™  tech- 
nology platform,  with  packaged 
solutions  for  Retail  Commerce, 
Business  Commerce,  Retail  Finance, 
Online  Billing,  Employee  Portals  (knowl- 
edge management)  and  the  recently 
announced  Procurement  and  Market 
Maker  applications.  BroadVision  has 
delivered  these  solutions  to  more  than 
1,000  customers,  including  Agilent 
Technologies.  The  Boeing  Company, 
Circuit  City,  Credit  Suisse.  Fingerhut. 
General  Electric,  The  Home  Depot. 
Hallmark  Cards,  Macromedia.  Nortel 
Networks,  Rockwell.  Hewlett-Packard, 
Sony,  Sears  and  Xerox. 

Although  its  origin  is  in  sell-side 
e-commerce,  BroadVision  has  recog- 
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nized  the  need  to  extend  its  solutions 
into  buy-side  processes  to  address  the 
massive  opportunities  for  procurement 
and  digital  marketplaces.  It  entered 
these  markets  due  to  customer 
demand,  and  to  date,  more  than  two 
dozen  digital  marketplaces  have  been 
built  using  BroadVision  applications. 
Examples  include  BuildNet.  e-exchange. 
e-Greenbiz.com,  e-Purchasing.nl,  eRug 
Gallery.com,  FuelQuest.com,  idmarket, 
Marketo.com,  MRO.com.  Online  Asset 
Exchange  and  WorldMetal.com.  But  Dr. 
Pehong  Chen,  BroadVision's  founder 


and  chief  executive  officer,  has  never! 
been  one  to  blindly  follow  a  trend,  and  I 
perhaps  there  is  a  more  subtle,  deeper 
reason  for  entering  these  new  markets. 

When  you  look  at  the  demand  chain 
and  the  supply  chain  today,  you  find 
that  in  all  but  the  most  sophisticated 
implementations,  these  processes  are 
fundamentally  disjointed.  The  systems 
that  take  care  of  customers  are  differ- 
ent from  the  systems  that  take  care  of 
production.  The  people  who  sell  to  cus- 
tomers are  different  from  the  people 
who  manage  production.  There  is  very 
limited  communication  and  collabora- 
tion between  these  two  constituencies 
...  but  it  doesn't  have  to  be  this  way. 

What  If  We  Hooked  All 
This  Stuff  Up  Together? 

Therein  lies  the  poten- 
tial for  phenomenal 
progress.  This  is  the 
vision  of  information  availability  — 
creating  huge  synergies  by  eliminating 
demand  information  distortion  and 
transforming  the  supply  chain  into 
a  Customer-Driven  Demand  Network. 
This  is  truly  a  broad  vision.  • 


international  Data  Corp..  E-Commerce  Software  Applications  Market  Forecast  and  Analysis. 
(2000-2004). 


To  learn  more  about  how  BroadVision  is  helping  both  new 
market  makers  establish  profitable  Web  businesses  and 
leading  brick-and-mortar  corporations  gain  increased  visibility 
into  and  control  over  the  buy-  and  sell-side  of  their  businesses, 
please  visit  www.broadvision.com/forbes. 


BroadVision 


"Every  new  truth  represents  a  gain. 
Truth  is  under  all  circumstances  more 
valuable  than  nontruth,  and  this  must 
apply  to  Truth  in  the  realm  of  history 
as  well  as  to  other  kinds  of  Truth" 

— Albert  Schweitzer 


We  must  learn  from  history, 
George  Santayana  famously 
warned,  or  we're  doomed  to 
repeat  it.  But  which  history?  The 
past  is  as  mercurial  as  the  pres- 
ent— the  product  of  our  newest 
tools,  the  lens  of  our  culture, 
and  the  biases  of  historians.  The 
great  hero  whose  portrait  hangs 
n  the  wall  of  our  childhood  classroom 
ecomes  the  arch  villain  of  our  middle 
ge — and  the  tragic  hero  of  our  golden 
ears.  As  spin  is  to  the  present,  "reap- 
raisal"  is  to  the  past.  And  every  few 
ears,  thanks  to  a  new  school  of  thought 
r  an  even  newer  generation  of  analytical 
quipment,  we  discover  that  everything 
je  knew  was  wrong.  And  so,  as  the 


dia  demand  we  stay  focused  on  the 
isent,  and  the  technological  revolution 
ces  us  to  glance  warily  at  the  future, 


can  be  surprised  it  we  nave  little 
to  learn  from  the  elusive  past? 


Forbas  ASAP  October  2,  2000  I  99 


What  are  you  looking  for  in  a  mobile  commerce  site?  For  starters,  something  that  will  help  you  create  a  whole 
new  channel  to  reach  your  customers.  (Because  m-commerce  isn't  about  squeezing  a  watered-down  version  of 
your  Web  site  onto  a  smaller  device;  it's  about  building  a  personalized  solution  —  incorporating  what  we  call 
m-logic  —  that  adds  value  to  your  customers  and  your  business.)  You  want  a  secure,  scalable  mobile  platform 
at  leverages  the  unique  capabilities  of  mobile  devices,  such  as  alerts  and  location  identification.  You  want  a 
i  on  that  gets  you  to  market  fast,  without  requiring  resources  you  don't  have.  Which  is  why  you  should  think 
•  symbol  above  as  shorthand  for  everything  an  m-commerce  solution  truly  should  be  —  and  then  some. 


R  M -COM MERGE  THAT  WORKS. 


TO  FIND  OUT  WHAT  THE  INDUSTRY'S  ONE,  TRUE  M-COMMERCE  PLATFORM 
CAN  DO  FOR  YOUR  BUSINESS,  CALL  1-877-533-MORF  OR  VISIT  NETMORF.COM. 
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Copyright  ©  2000.  NetMorf  is  a  trademark  of  NetMorf,  Inc. 


the  honored  dead 


by  Owen  Edwards 


'  V  hen  I  was  a  young  boy,  the 
irth  of  July  parades  along  the  main 
:et  of  my  small  New  Jersey  town 
ays  included  a  couple  of  Cadillac  or 
kard  convertibles  carrying  fragile- 
king  old  men.  A  banner  on  the  side 
:ach  car  declared,  "Civil  War  Veter- 
."  These  shrunken  ancients,  plucked 
n  their  nursing  homes  for  the  annual 
,  were  almost  lost  in  the  huge  cars. 
:y  followed  along  slowly  just  behind 
quick-stepping  high  school  band, 
■ing  vaguely  at  the  onlookers  with 
ky,  half-blind  eyes.  Far  beyond  the 
ders  of  my  known  universe,  at  the 
y  edge  of  the  abyss,  those  delicate 
vivors  of  a  long-ago  war  wouldn't 
re  meant  much  to  me  had  not  my 
ler  bent  over  and  said,  "Don't  forget 
t  you  saw  them." 

There  were  plenty  of  other  veterans 
und  in  those  days,  from  wars  more 
:nt  and  widely  remembered.  World 
r  II  had  ended  not  long  before,  and 
lost  every  kid  I  knew  had  a  father, 
:le,  or  older  brother  who'd  served. 
:n  the  men  who  had  seen  action  in 
Ardennes  and  Belleau  Wood  during 
rid  War  I  were  just  entering  middle 
.  But  I  don't  recall  any  of  them  as 
dly  as  those  relics  of  another  century, 
ly  did  my  father,  in  such  a  grave, 
npelling  tone,  impress  their  memory 
his  son's  mind?  Too  late  to  ask  him 
v,  but  I  think  I  know.  He  believed 
y  were  the  last  of  the  true  warriors. 
This  same  belief,  that  the  men  and 
men  who  came  long  before  us  are 
re  authentic  and  their  deeds  far 
ater,  has  gnawed  at  the  human  con- 
mce  for  thousands  of  years.  For 
mer — who  some  scholars  believe 
y  have  lived  the  same  number  of 
rs  after  the  fall  of  Troy  that  sepa- 


WE  CAN  FIND 
AUTHENTICITY 
BUT  NEVER 
IN  OURSELVES 


rates  us  today  from  the  Battle  of  Gettys- 
burg—  the  heroes  he  extolled  in  The 
Iliad  were  the  true  Greeks,  immeasur- 
ably more  admirable  than  the  paltry 
wannabes  of  his  day.  Great,  godlike 
Achilles,  wide-ruling  Agamemnon,  and 
Odysseus,  destroyer  of  cities,  belonged, 
as  Bernard  Knox  puts  it  in  his  introduc- 
tion to  the  Robert  Fagles  translation  of 
The  Iliad,  "to  a  time  when  men  were 
stronger,  braver  and  greater  than  men 
are  now,  a  world  in  which  men  and 
gods  spoke  face-to-face."  But  even  the 
larger-than-life  characters  in  The  Iliad 
were  not  as  great  as  those  who  had 
gone  before  them.  When  old  Nestor 
exhorts  Agamemnon  and  Achilles  to 
settle  their  quarrel,  he  tells  them,  "...In 
my  time  I  struck  up  with  better  men 

than  you  I've  never  seen  such  men 

and  never  will  again.  ...They  were  the 
strongest  mortals  ever  bred  on  earth, 
the  strongest,  and  they  fought  the 
strongest  too." 

So  the  mythmaking  goes,  and  so  it 
has  always  gone.  Down  through  the 
ages,  each  generation  contemplates  its 
own  unworthiness  compared  to  those 
whose  lives  and  struggles,  seen  through 
the  magnifying  lens  of  time,  ring  so 
thrillingly  true.  There  were  giants  on 
the  earth  then,  the  Bible  reminds  us. 
And  the  restless  dead  seem  inevitably  to 
outgrow  the  grave.  Thus,  disappointed 
elders  tell  the  young  of  legendary  char- 
acters they  heard  about  when  they 
themselves  were  young:  Listen,  my  chil- 
dren, and  you  shall  hear  of  the  mid- 
night ride  of  Paul  Revere;  that  was  a 
time  when  men  were  men;  let  me  tell 
you  about  Ruth,  DiMaggio,  and  Mays, 
now  they  were  baseball  players;  if  only 
we  had  a  couple  of  generals  like  Patton 
and  MacArthur   around   today  we 


wouldn't  have  any  problems  with 
Saddam  Hussein. 

With  such  a  constant,  unending  ero- 
sion of  authenticity  from  ancient  times 
till  today,  the  wonder  is  that  we  end  up 
with  heroes  at  all.  Even  when  men  and 
women  do  something  undeniably  great, 
like  rising  up  as  one  to  defeat  Hitler  and 
Tojo,  they  will  resist  the  laurel 
wreaths  they  deserve.  In  the  recent  book 
Flags  of  Our  Fathers,  James  Bradley,  son 
of  one  of  the  marines  who  raised  the  flag 
atop  Mount  Suribachi,  describes  his 
father's  lifelong  discomfort  at  being 
treated  as  a  hero — even  though  the  man 
had  served  in  a  battle  that  might  have 
terrified  Achilles.  Bradley  remembers  his 
father  saying  that  the  only  real  heroes 
were  the  men  who  didn't  come  back. 
Here  was  worthiness  earned  through 
death,  and  death  alone.  A  few  years  ago  I 
happened  to  meet  a  man  who  had  sur- 
vived Bataan.  He  was  willing  to  talk 
about  his  experience,  had  even  written  a 
book  about  it,  but  he  was  clearly  uncom- 
fortable at  my  sudden  reverence.  Only 
now,  with  their  numbers  diminished  and 
their  energy  to  resist  declining,  will  these 
men  and  women  accept  being  called  "The 
Greatest  Generation."  One  thing  never 
seems  to  change:  Any  generation  that 
went  before  is  perceived  as  better  than 
the  ones  currently  muddling  through. 

Humanity's  forever-unquenched 
thirst  for  authenticity  is  rooted  in  an 
inescapable  reality.  If  no  man  is  a  hero 
to  his  valet,  as  some  Englishman  once 
said,  then  certainly  no  man  can  be  a 
hero  to  himself.  However  proud  we  may 
sometimes  feel  about  our  accomplish- 
ments, most  of  us  know  we  are  frail  and 
faulty,  tormented  by  inconsistencies, 
doubts,  and  a  fear  of  being  exposed  for 
our  inadequacies.  Someone  rushes  into 
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.  ting  building  and  saves  a  child, 
and  when  called  a  hero  invariably  says, 
do  anything  anybody  else 
wouldn't  ha  ve  done."  Those  of  us  who 
aren't  heroes  know  that's  not  true.  Many 
would  have  hesitated,  paralyzed  by  the 
powerful  instinct  for  self-preservation. 
Rut  the  hero  who  rushes  into  the  flames 
is  inclined  to  believe  that  courage  is  an 
unconscious  act,  and  that  if  he'd  had 
time  to  think  he  wouldn't  have  played 
such  bad  odds. 

One  of  the  reasons  that  modesty  was 
considered  an  essential  virtue  in  our 
great  sports  figures  for  so  long  was  that 
it  let  us  acknowledge  that  we  are  all 
imperfect,  however  marvelous  our  deeds 
may  be.  If  our  heroes  express  admira- 
tion for  themselves,  as  Cassius  Clay 
(now  Muhammad  Ali)  did  by  proclaim- 
ing, "I  am  the  greatest,"  we  suspect  them 
of  hypocrisy  or  self-delusion.  In  an  age 
of  hype,  such  advertisements  for  oneself 
are  a  matter  of  press  relations,  and  pub- 
licity is  a  factor  in  how  big  a  contract 
one  gets.  Modesty  simply  doesn't  pay. 
But  even  knowing  that,  many  long  for  a 
time  when  heroes  modeled  themselves 
on  the  Stoics,  not  the  strutters.  In  the 
absence  of  modesty,  the  passage  of  time, 
which  blunts  narcissism,  or  death,  which 
ends  it,  may  be  essential  for  the  mantle 
of  heroism  to  fit  well  and  truly.  Let  the 
generations  to  come  decide  who  was 
the  greatest. 

I'm  convinced  that  most  of  us  agree 
with  Groucho  Marx:  We  wouldn't  want 
to  belong  to  a  club  that  would  have  us 
as  members.  We  are  so  clearly  unworthy 
that  we  assume  others  must  be  aware  of 
it.  If  they  aren't,  how  can  they  be  so  eas- 
ily fooled?  Yet  despite  the  nagging  feel- 
ing that  we  can  never  compare  favor- 
ably with  those  who  have  gone  before, 
we  still  can't  help  longing  somehow  to 
be  made  authentic,  to  undergo  experi- 
ences that  put  a  validating  stamp  on  our 
passport  to  the  shining  land  of  the  tried 
and  true.  This  need  cannot  be  satisfied  by 
either  fame  or  fortune.  The  better  you 
are  at  something,  the  easier  it  looks, 
and  the  easier  it  looks,  the  easier  it  may 
seem,  even  to  you.  How  can  you  be  spe- 
cial when  you're  doing  something  that's 
second  nature  to  you?  I've  known  more 
than  a  few  very  talented,  successful  writ- 
ers, actors,  and  artists,  and  to  a  man  (or 
woman)  they  all  worry  that  someday 
their  fraudulence  will  be  found  out. 


When  Truman  Capote  died,  Gore  Vidal 
remarked,  "Good  career  move."  He  was 
right,  of  course;  we  prefer  o'ur  heroes, 
cultural  and  otherwise,  dead.  Then  they 
can't  go  on  trying  to  convince  us  they're 
just  folks. 

In  fact,  in  life,  the  need  for  valida- 
tion probably  can't  be  satisfied  at  all. 
But  that  deflating  realization  comes 
slowly.  When  we're  young,  we  rarely 
see  authenticity  for  the  chimera  it  is,  or 
understand  that  no  one  can  be,  or  has 
ever  been,  entirely  authentic  or  entirely 


TWO  OF  "THE  LAST  OF  THE  TRUE  WARRIORS,'  VETER- 
ANS OF  THE  CIVIL  WAR.  WHO  OFFERED  PROOF  THAT 
HEROES  HAVE  WALKED  THE  EARTH. 

bogus.  Whether  we're  honest  or  deceit- 
ful, do  good  or  ill,  despite  all  our  pre- 
tensions, ambitions,  and  illusions — or 
because  of  them  —  finally  we  are  what 
we  are.  Authentic,  inauthentic,  true  or 
false,  the  difference  is  essentially  seman- 
tic. Depending  on  your  philosophical 
point  of  view,  we  are  all  either  real  (even 
if  we  are  only  true  to  our  lies)  or  false 
(even  if  we  are  determined  to  be  utterly 
free  of  hypocrisy).  But,  unaware  of  this 
encircling  conundrum,  we  seek  The 
Authenticating  Experience,  often  with 
disastrous  results.  From  this  point  on,  I 
speak  only  for  men,  whom  I  understand 
slightly,  and  not  for  women,  whom  I 
understand  far  less. 

For  young  men  throughout  history, 
the  most  authentic  human  quality  is  not 


love,  compassion,  or  hope.  It  is  coura 
And  the  situation  that  most  undenia 
reveals  the  truth  of  true  grit  is  corn! 
As  Samuel  Johnson  put  it,  "The  pro 
sion  of  soldiers  and  sailors  has  the  o 
nity  of  danger.  Mankind  reverence  th 
who  have  got  over  fear,  which  is  so  g 
eral  a  weakness."  If  fear  is  general,  i 
the  fear  of  death  is  the  ultimate  audi 
tic  experience,  then  those  who  hi 
faced  death  will  inevitably  seem  m 
true  than  those  who  haven't.  Wh 
must  be  why  men  who  have  chosen 
to  fight  —  a  perfectly  smart  choice 
Darwinian  logic — so  often  end  up  w 
ing  they  had.  1  remember  the  awe  I 
many  years  ago  upon  meeting  a  gent 
in  whose  command  I  would  serve  ; 
seeing  among  the  ribbons  on  his  cl 
the  star-spangled  blue  of  the  Me 
of  Honor.  Here,  I  thought,  was  a  i 
marine.  (I  learned  later  that  he'd  b 
badly  wounded  going  ashore  at  Tars 
but  had  refused  to  be  evacuated  until 
worst  of  the  fighting  was  over.)  He  ] 
a  demanding  CO,  but  he  didn't  beh 
as  if  he  thought  of  himself  as  a  he 
though  of  course  he  was  infinitely  m 
authentic  than  I  could  ever  have  be 
The  irony  was  that  I  had  joined 
marines  to  validate  myself,  but  beca 
fate  and  good  luck  placed  me  betw 
wars  I  always  felt  like  a  fake  compa 
to  the  combat  veterans  I  served  w 
Would  I  have  been  willing  to  die 
validation?  Not  gladly.  But  count 
thousands  have,  and — trapped  betw 
self-preservation  and  self-realization 
doubt  I  would  have  had  much  c 
choice.  I  might  have  died  in  pursuii 
"valor,"  the  single,  numinous  word  1 
appears  on  the  Medal  of  Honor.  In 
years  since,  I  have  taken  some  risks 
done  more  than  a  few  rash  things,  al 
the  hope  of  attaining  the  elusive 
badge  of  authenticity.  Yet  when  I  fin 
did  something  that  seemed  brave  to  ( 
ers,  putting  myself  at  risk  for  a  fri 
under  arrest  in  a  very  unfriendly  po 
state,  I  saw  my  act  as — you  guessed  i 
just  what  anyone  would  have  done 
my  place. 

Alas,  it  seems  that  the  search 
authenticity — for  the  chance  to  ring  i 
to  ourselves — always  remains  bey< 
our  grasp.  The  hero's  journey  that  so 
cinates  anthropologists  is  merely  an  at 
ous  attempt  to  travel  from  the  flatland 
the  unsubstantiated  soul  to  the 
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he  Internet  has  changed  the  way  the  world  communicates, 
iut  we  haven't  begun  to  realize  its  potential  to  bridge  the 
tigital  divide  and  bring  the  world  together... 

inter  the  MachZ"  PC-on-a-Chip  -  designed  from  the  ground  up 
3  empower  today's  visionaries  to  create  products  never 
>efore  achievable. 


he  MachZ  enables  inexpensive  solutions  that  will  give  us  the  tools  we 
eed  (Internet  appliances,  PC  phones,  and  affordable 
omputers)  to  allow  the  world  to  communicate. 

he  MachZ  makes  it  possible  to  put  these  devices  into  a  very  large 
crtion  of  the  world's  hands.  It's  virus-immune,  and  at  just  1/2  Watt, 
offers  the  lowest  cost  and  highest  reliability  available  today. 

Mat  Dolby '  is  to  sound,  the  FailSafe*  MachZ  is  to  the  Internet. 
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Networks  can  be  difficult  at  times.  Just  one  network  failure  can  be  disruptive  to  your  business,  not  to  menl 
your  bottom  line.  How  do  you  deliver  an  available  network  without  spending  every  waking  moment  with  it? 
contact  Comdisco.  Call  1-800-272-9792  or  visit  us  at  www.comdisco.com.  Delivering  the  promise  of  technolj 
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iiagining  nonfiction 


by  Michaei  Korda 


IN  PUBLISHING,  REALITY  IS  WHAT 
THE  WRITER  REMEMBERS 


V 


hat  is  truth?"  said  jesting  Pilate, 
would  not  stay  for  an  answer. 

— Sir  Francis  Bacon 

o  thousand  years  later,  Pontius 
te's  question  (posed  to  Jesus)  still 
nts  publishers  of  every  kind,  and  the 
wer  remains  unclear. 
3ook  publishers  are  under  constant 
icism  these  days  for  not  paying 
ficient  attention  to  the  truth,  but 


the  very  book  in  which  Pilate  himself 
appears  in  a  minor  role  raises  as  many 
questions  by  modern  standards  of  pub- 
lishing ethics  as  it  answers. 

From  a  publishing  point  of  view,  the 
Bible,  though  far  and  away  the  biggest 
and  longest  running  of  best-sellers,  poses 
many  of  the  problems  for  which  modern 
journalists  and  media  critics  frequently 
berate  book  publishers.  First  of  all,  it  is 
too  long,  often  repetitive  and  contradic- 
tory, and  full  of  unsupported  stories 
posing  as  fact.  Thematically,  the  first  two- 
thirds  (the  Old  Testament)  seems  to  have 
been  written  by  a  different  set  of  writers 
than  the  rest  (the  New  Testament). 
What's  more,  while  the  Old  Testament  is 


the  history  of  the  Jewish  people,  with 
God  making  occasional  personal  appear- 
ances to  dictate  his  side  of  the  story, 
in  the  New  Testament  a  succession  of 
people  provide  individual  eyewitness 
accounts  of  the  life  and  death  of 
Christ — a  totally  different  book.  In 
short,  the  publisher  (or  "Publisher") 
appears  to  have  combined  two  quite  sep- 
arate books  under  one  cover  in  order  to 
capture  a  broader  market  (i.e.,  "Jews" 
and  "Christians"),  which  is  deceptive 
packaging,  if  ever  there  was  such  a  thing. 

Worse,  no  obvious  effort  is  made 
to  reconcile  these  two  separate  narra- 
tives. Certainly  no  serious  attempt  has 
been  made  to  verify  or  substantiate  the 
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ther  book,  least  of  all  to 
/enn  in  an  objective  or  unbiased 
the  first  part,  events  are  pre- 
■  ■■  entirely  from  a  Jewish 
ew.  The  Philistine,  or  Egyptian, 
or  Babylonian  side  of  the  story  is  never 
.  least  of  all  by  the  Almighty,  whose 
late  relationship  with  the  Jews  is  the 
dominant  theme.  In  the  second  part  of 
the  Bible,  no  attempt  is  made  to  present 
the  points  of  view  of  those  who  did  not 
believe  in  Christ's  divinity,  or  to  present 
solid,  factual  evidence  for  the  various 
miracles  attributed  to  him.  The  reader  is 
simply  expected  to  accept  what  appears 
to  be  myth,  legend,  and  propaganda  at 
face  value — as  "fact,"  even  as  incontro- 
vertible fact — with  no  indication  that  the 
publisher  has  made  an  independent, 
good-faith  attempt  to  ascertain  the  truth 
of  the  events.  In  this,  the  Bible  may  be 
said  to  resemble  many  more  recent  "non- 
fiction"  best-sellers  in  the  UFO  category 
and  not  a  few  "as-told-to"  autobiogra- 
phies and  presidential  memoirs. 

Caveat  emptor — let  the  buyer  beware. 
The  greatest  of  all  best-sellers,  No.  1  for 
2,000  years,  is  exactly  the  kind  of  book 
that  causes  journalists  to  reproach  pub- 
lishers today.  Is  it  fact  or  is  it  fiction?  Are 
the  events  it  describes  real  or  invented?  Is 
there  any  proof  of  it  all,  such  as  would 
pass  journalistic  scrutiny?  In  short,  what 
and  where  is  truth? 

The  notion  that  there  even  is  such  a 
thing  as  an  objective,  unbiased  truth,  or 
that  it  is  a  publisher's  responsibility  to 
sort  out  fact  from  fiction  on  behalf  of 


the  reader,  is  a  comparatively  modern 
one.  In  the  past,  it  was  generally  under- 
stood that  a  book  represented  the 
author's  personal  point  of  view,  preju- 
dices, and  beliefs.  In  fact,  a  work  of  out- 
right partisanship  and  fiction  could 
change  history.  For  example,  Harriet 
Beecher  Stowe's  Uncle  Tom's  Cabin, 
one  of  the  most  successful  books  of  the 
19th  century,  far  from  being  objective, 
s  in  fact  a  fiercely  partisan  antislavery 
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tract  disguised  as  melodrama.  At  the 
time,  works  of  history  were  understood 
to  be  equally  partisan. 

Today's  historical  volumes  aren't 
much  better.  Those  who  think  history 
has  anything  to  do  with  truth  are  fre- 
quently puzzled  and  disappointed.  For 
example,  serious,  scholarly  German  bio- 
graphies of  Hitler,  like  Joachim  Fest's, 
devote  comparatively  little  space  by  our 
standards  to  the  Holocaust.  The  reason 
is  not  because  German  historians  —  left 
and  right — deny  it  took  place  or  neces- 
sarily approve  of  it,  but  because  from  a 
purely  German  point  of  view,  it  is  not 
what  seems  to  them  important  about 
Hitler,  as  compared,  say,  to  his  failure  to 
make  peace  with  England  before  turning 
on  the  Soviet  Union,  which  cost  him  the 
war  and  divided  Germany  for  nearly  50 
years.  It  is  only  when  non-German  histo- 
rians, such  as  David  Irving,  deny  the 
Holocaust  that  our  hackles  rise,  since, 
being  English,  he  doesn't  have  national- 
ism as  an  excuse. 

When  it  comes  to  writing  history,  if 
nationalism  is  present,  objectivity  (aka 
"truth")  goes  out  the  window.  English 
histories  of  D-Day  are  written  as  if  the 
Americans  were  minor  participants.  In 
fact,  about  two-thirds  of  the  troops  that 
went  ashore  on  D-Day  were  Americans 
and  about  one-third  were  British  or 
Canadians.  American  histories  of  D-Day 
underplay  the  British  and  Canadian  con- 
tributions, and  young  people  who  get 
their  knowledge  of  the  event  from  Saving 
Private  Ryan  will  assume  that  it  was  an 
entirely  American  operation. 

As  events  recede  in  time, 
an  objective  view  of  them 
proves  even  harder  to  find. 
Generally,  and  counterintu- 
itively,  the  further  away  we 
are  from  the  event,  the  less 
likely  we  are  to  view  it  objec- 
tively, and  the  more  difficult 
it  becomes  to  get  at  the  truth. 
For  example,  one  would  never  get  a  hint 
of  the  possibility,  in  all  the  vast  body  of 
English  literature  and  history  about  the 
Plantagenets,  that  the  English  were  in  fact 
the  aggressors,  nor  any  sense  of  what  the 
French  felt  about  the  Hundred  Years  War. 

We  should  remember  this  perspective 
when  we  view  recent  publishing  scan- 
dals, like  the  one  surrounding  Edmund 
Morris'  Dutch,  the  authorized  biography 
of  Ronald  Reagan  that  stirred  so  much 


press  controversy.  Having  publish 
President  Reagan's  An  American  Lt 
his  autobiography,  and  being  a  gr^ 
admirer  of  Morris'  biography  of  Th« 
dore  Roosevelt,  I  was  not  disturbed  I 
his  inventions  in  writing  about  Reagaj 
life.  When  I  worked  with  the  presidenl 
came  to  recognize  that  Reagan  —  p 
haps  the  greatest  and  most  accq 
phshed  after-dinner  speaker  in  Americ 
history — was  one  of  those  natural  stoj 
tellers  whose  repertoire  had  been  hoij 
to  perfection  over  time.  His  stories  w 
often  based  on  audience  reaction  rati 
than  a  strict  regard  for  the  truth. 

That  is  not  to  say  that  President  R 
gan  did  not  think  of  himself  as  a  tru 
ful  man,  or  even  that  I  didn't  think  of  r 
as  one.  Rather,  over  the  years,  he  had  i 
only  perfected  his  stories  but  also  r 
come  to  believe  them.  Thus,  when1 
told  people,  with  tears  in  his  eyes  (a 
theirs),  about  his  feelings  when  he  Ij 
witnessed  the  liberation  of  Buchenw 
concentration  camp,  he  had  long  sii 
forgotten  that  he  never  got  nearer  to 
front  lines  in  World  War  II  than  Cul 
City.  He  saw  the  liberation  on  film, 
believed  he  had  been  there,  just  as 
believed  that  he  and  Gorbachev  had  I 
a  long  heart-to-heart  talk  together,  j 
the  two  of  them,  at  Geneva  that  led  t 
breakthrough  on  arms  control,  ell 
though  Reagan  speaks  no  Russian  A 
Gorbachev  no  English.  Similarly, 
believed  that  state  law  in  California 
Texas  superseded  federal  banking  la; 
thus  relieving  him  of  any  responsibi 
for  the  savings  and  loan  crisis. 

When  people  sit  down  to  write 
tory,  they  are  entitled  to  tell  it  as  t 
believe  it  happened.  I  am  a  great  adm 
of  Winston  Churchill  and  of  his  splen 
six-volume  history  of  World  War  II,  b 
recognize  when  I  am  reading  it  that 
Churchill's  view  of  that  war  (and,  ab 
all,  of  his  role  in  it)  that  I  am  read 
that  this  is  the  version  he  wanted  pos 
ity  to  have  and  not,  in  some  blood 
way,  an  objective  account.  For  that, 
reader  should  go  elsewhere,  but  not  \ 
much  hope  in  his  or  her  heart — 
where,  exactly,  will  we  find  the  co 
pletely  objective  account  of  World  1 
II  that  would  satisfy,  say,  Germ, 
Japanese,  English,  French,  Russi, 
and  Americans,  or  deal  impartially  \ 
Hitler,  Stalin,  Roosevelt,  Churchill, 
de  Gaulle?  It's  hard  enough  to  ► 


That  is  not  to  say  that 
President  Reagan  did  not  think 
of  himself  as  a  truthful  man. 
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Idiers  never  Me 


HISTORY  ACTUALLY  HAPPENS, 

BUT  YOU  CAN'T  TRUST  THE  ONES  WHO  MAKE  IT 


by  Stephen  E.  Ambrose 


l^^^l  othing  is  relative.  What  happened, 
happened.  What  didn't  happen,  didn't, 
and  to  assert  it  is  to  lie. 

Historians  are  obsessed  with  what  is 
true.  They  have  to  prove  what  really  hap- 
pened; in  quoting  someone,  they  must 
demonstrate  that  person  really  did  speak 
or  write  those  exact  words. 

The  problem  is  that  facts  are  never 
sufficient.  They  require  interpretation. 
And  interpretation  makes  us  hostage  to 
histories  not  yet  written. 

I  used  to  tell  my  students  that  Pres- 
ident Harry  Truman  was  wrong  to  use 
the  atomic  bombs  against  the  Japanese. 
I  believed  the  Japanese  were  already 
ready,  even  eager,  to  surrender,  as  long 
as  they  could  keep  their  emperor.  I  was 
wrong.  New  documents  reveal  that  the 
Japanese  intended  to  fight  to  the  death. 
I  realized  that  Truman  was  exactly  right 
and  that  his  decision  saved  uncounted 
American  and  Japanese  lives. 

Interpreting  a  lie  is  more  difficult.  It 
forces  the  historian  to  construct  the  reali- 
ties of  statesmanship  with  morality.  The 
fact  is  that  lies  are  sometimes  necessary 
and  can  produce  good  or  at  least  defensi- 
ble outcomes,  especially  in  statecraft.  In 
two  decades  of  interviewing  Dwight 
Eisenhower,  and  in  studying  his  writings 
and  actions,  I've  caught  him  in  only  two 
lies.  One  was  to  Adolf  Hitler:  the  decep- 
tion about  where  he  intended  to  invade 
France  in  June  1944.  The  other  was  to 
Nikita  Khrushchev,  in  May  1960,  on  what 
Francis  Gary  Powers  was  doing  flying 
over  the  Soviet  Union  in  a  U-2  spy  plane. 
The  first  lie  worked  out  just  fine;  the  sec- 
ond one  caused  much  harm.  Otherwise, 
Eisenhower  always  tried  to  make  his 
,  ord  his  bond.  He  once  told  his  cabinet, 


with  Vice  President  Richard  Nixon  pres- 
ent, that  if  you  got  caught  in  a  lie  in 
Washington,  D.C.,  don't  try  to  cover  up, 
because  if  you  do  you  will  be  found  out 
and  punished. 

Needless  to  say,  Nixon  didn't  listen. 
He  was  not  alone.  Lyndon  Baines  John- 
son told  lies  about  Vietnam.  William 
Clinton  tells  lies  about  his  own  life  and 
actions.  Like  Nixon,  they  got  caught  and 
tried  to  cover  up  and  could  not.  Which  is 
why  we  remember  Eisenhower  with 
great  fondness  and  regard  him  as  one  of 
our  best  20th  century  presidents,  while 
Johnson,  Nixon,  and  Clinton  are  recalled 
with  distaste  and  rank  at  the  bottom  of 
the  list  of  presidents. 

Such  judgments  may  be  modified  over 
time.  Lies  can  be  overcome,  or  at  least 
downplayed  and  even  ignored.  Achieve- 
ments will  partially  eclipse  the  crimes. 

Still,  I'm  convinced  that  telling  the 
truth  is  better.  Always.  That  rule  holds 
for  presidents  and  historians. 

It  is  true,  for  example,  that  our  first 
president  was  a  slave  owner,  and  our  sec- 
ond president  ignored  the  pleas  of  his 
wife  to  give  full  citizenship,  including  the 
vote,  to  women.  But  it  is  also  true  that 
George  Washington  was  our  leader  in 
war  and  peace,  that  it  is  thanks  to  him, 
above  all  others,  that  we  are  a  democ- 
racy, not  a  monarchy.  It  is  further  true 


that  John  Adams  brought  the  New  E| 
land  states  into  the  Revolutionary  V( 
and,  when  defeated  in  1800  by  Thorn 
Jefferson,  obligingly  yielded  his  presidl 
tial  post,  thus  ensuring  the  staying  po\| 
of  democracy.  It  is  also  true  that  thi 
two  men,  and  their  associates,  in  reB 
ling  against  the  British  Empire,  vn 
risking  their  lives  and  fortunes.  Had 
British  captured  them,  they  probal 
would  have  been  taken  to  Londo 
tried,  found  guilty,  and  then  drawn  3 
quartered.  These  are  all  facts,  and  tl 
perpetually  await  our  interpretation. 

The  lies  are  waiting  out  there,  t< 
posing  an  even  greater  challenge.  Dot 
las  MacArthur  lied  his  way  out  of 
problems  or  to  cover  up  mistakes,  st 
as  the  Japanese  destroying  his  bombersi 
December  7,  1941,  as  they  sat  lined 
wingtip  to  wingtip,  on  Clark  Field  in 
Philippines.  After  MacArthur  left  the  P 
ippines  to  go  to  Australia,  Jonathan  Ws 
wright  took  command  in  the  islan 
From  the  safety  of  Australia,  MacArtl 
ordered  Wainwright  to  fight  on  to 
last  bullet,  then  lead  his  men  on  a  sui 
dal  bayonet  charge.  Wainwright,  w 
sick,  starving  men  barely  able  to  wsl 
much  less  charge,  surrendered  instead! 

Wainwright  spent  the  rest  of  the  \| 
in  a  Japanese  POW  camp.  He  refuJ 
extra  rations  and  insisted  on  being  treaj 
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iRAL  DOUGLAS  MACARTHUR  (LEFT)  GREETS  LIEUTENANT  GENERAL  JONALHAN  WAINWRIGHT,  IN  YOKOHAMA,  JAPAN 


p  his  fellow  prisoners.  When  liberated 
the  summer  of  1945,  he  became  a 
lo:  "Skinny"  Wainwright.  Army  Chief 
Staff  George  Marshall  told  MacArthur 
wanted  Wainwright  recommended 
i  the  Medal  of  Honor.  MacArthur 
d  no,  that  Wainwright  had  disobeyed 
attack  orders.  Marshall  transferred 
inwright  out  of  MacArthur's  com- 
nd  and  put  him  under  his  own,  then 
ommended  him  for  the  Medal  of 
nor,  which  Wainwright  received.  At 
1  surrender  ceremony,  on  the  battle- 


ship USS  Missouri,  MacArthur  threw 
his  arm  around  Wainwright's  shoulders, 
said  how  splendid  it  was  to  see  him 
again,  then  added  that  he  was  so 
glad  he  could  get  that  Medal  of  Honor 
for  Wainwright. 

That  lie  probably  didn't  hurt  anyone, 
except  MacArthur,  who,  despite  every- 
thing, was  a  great  soldier.  In  interpreting 
his  life,  we  must  take  into  account  the 
totality  of  these  facts.  Each  generation 
gathers  these  facts,  including  those  newly 
uncovered,  of  victories  and  failure,  acts 


of  decency  and  outright  lies,  and  renders 
an  interpretation  for  that  time.  Then,  a 
few  years  later,  we  do  it  again. 

Does  that  mean  everything  is  relative? 
No.  As  I  said,  facts  are  facts.  And  both 
historians  and  their  subjects  should  never 
forget  that.  A  president  or  a  general  or  a 
business  leader  or  the  chancellor  of  a  uni- 
versity or  anyone  else  in  a  leadership  role, 
at  least  in  my  opinion,  based  on  a  lifetime 
of  studying  American  leaders,  will  always 
do  better  to  tell  the  truth  and  will  always 
suffer  by  defending  himself  or  herself, 
when  caught  in  a  lie,  by  asserting  that 
"everything  is  relative."  Facts  are  facts. 
Events  really  do  happen.  And  if  journal- 
ists don't  encourage  the  truth,  histori- 
ans eventually  will.  Ask  Dick  Nixon. 
Meriwether  Lewis  and  William  Clark 
never  lied  to  the  American  people.  A  later 
explorer,  John  C.  Fremont,  lied  nearly 
always  about  his  exploits.  Which  ones  do 
we  remember  and  honor  today?  ■ 

Stephen  E.  Ambrose  is  one  of  America's 
most  eclectic  historians  and  biographers. 
He  is  the  author  of  best-selling  books 
such  as  Nixon,  Undaunted  Courage,  and 
Citizen  Soldiers.  His  latest  works  are 
Comrades:  Brothers,  Fathers,  Heroes, 
Sons,  Pals  and  Nothing  Like  It  in  the 
World:  The  Men  Who  Built  the  Trans- 
continental Railroad,  1865-1869. 
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heart's  content 


by  Pat  Conroy 


THIRTY  YEARS  OF  ONE 
MAN'S  TRUTH  ARE  UP 
FOR  RECONSIDERATION 


I  he  true  things  always  ambush  me  on  the  road 
and  take  me  by  surprise  when  I  am  drifting  down 
the  light  of  placid  days,  careless  about  flanks  and 
rearguard  actions.  I  was  not  looking  for  a  true  thing 
to  come  upon  me  in  the  state  of  New  Jersey.  Noth- 
ing has  ever  happened  to  me  in  New  Jersey.  But 
came  it  did,  and  it  came  to  stay. 

In  the  past  four  years  I  have  been  interviewing 
my  teammates  on  the  1966-67  basketball  team  at 
the  Citadel  for  a  book  I'm  writing.  For  the  most 
part,  this  has  been  like  buying  back  a  part  of  my 
past  that  I  had  mislaid  or  shut  out  of  my  life.  At 
first  I  thought  I  was  writing  about  being  young  and 
frisky  and  able  to  run  up  and  down  a  court  all  day 
long,  but  lately  I  realized  I  came  to  this  book 
because  I  needed  to  come  to  grips  with  being 
middle-aged  and  having  ripened  into  a  gray-haired 
man  you  could  not  trust  to  handle  the  ball  on 
a  fast  break. 

When  I  visited  my  old  teammate  Al  Kroboth's 
house  in  New  Jersey,  I  spent  the  first  hours  quizzing 
him  about  his  memories  of  games  and  practices 
and  the  screams  of  coaches  that  had  echoed  in  field 
houses  more  than  30  years  before.  Al  had  been  a 
splendid  forward-center  for  the  Citadel;  at  6  feet  5 
inches  and  carrying  220  pounds,  he  played  with 
indefatigable  energy  and  enthusiasm.  For  most  of 
his  senior  year,  he  led  the  nation  in  field-goal  per- 
centage, with  UCLA  center  Lew  Alcindor  hot  on  his 
trail.  Al  was  a  battler  and  a  brawler  and  a  scrap- 
per from  the  day  he  first  stepped  in  as  a  Green 
Weenie  as  a  sophomore  to  the  day  he  graduated. 
After  we  talked  basketball,  we  came  to  a  subject  I 
dreaded  to  bring  up  with  Al,  but  which  lay  between 
us  and  would  not  lie  still. 

"Al,  you  know  I  was  a  draft  dodger  and  anti- 
war demonstrator." 


"That's  what  I  heard,  Conroy,"  Al  said.  "I  have 
nothing  against  what  you  did,  but  I  did  what  I 
thought  was  right." 

"Tell  me  about  Vietnam,  big  Al.  Tell  me  what 
happened  to  you,"  I  said. 

On  his  seventh  mission  as  a  navigator  in  an  A-6 
for  Major  Leonard  Robertson,  Al  was  getting  ready 
to  deliver  their  payload  when  the  fighter-bomber 
was  hit  by  enemy  fire.  Though  Al  has  no  memory 
of  it,  he  punched  out  somewhere  in  the  middle  of 
the  ill-fated  dive  and  lost  consciousness.  He  doesn't 
know  if  he  was  unconscious  for  six  hours  or  six 
days,  nor  does  he  know  what  happened  to  Major 
Robertson  (whose  name  is  engraved  on  the  Wall  in 
Washington  and  on  the  MIA  bracelet  Al  wears). 

When  Al  awoke,  he  couldn't  move.  A  Viet 
Cong  soldier  held  an  AK-47  to  his  head.  His  back 
and  his  neck  were  broken,  and  he  had  shattered 
his  left  scapula  in  the  fall.  When  he  was  well  enough 
to  get  to  his  feet  (he  still  can't  recall  how  much 
time  had  passed),  two  armed  Viet  Cong  led  Al  from 
the  jungles  of  South  Vietnam  to  a  prison  in  Hanoi. 
The  journey  took  three  months.  Al  Kroboth  walked 
barefooted  through  the  most  impassable  terrain 
in  Vietnam,  and  he  did  it  sometimes  in  the  dead  of 
night.  He  bathed  when  it  rained,  and  he  slept  in 
bomb  craters  with  his  two  Viet  Cong  captors.  As 
they  moved  farther  north,  infections  began  to  erupt 
on  his  body,  and  his  legs  were  covered  with  leeches 
picked  up  while  crossing  the  rice  paddies. 

At  the  very  time  of  Al's  walk,  I  had  a  small  role 
in  organizing  the  only  antiwar  demonstration  ever 
held  in  Beaufort,  South  Carolina,  the  home  of  Par- 
ris  Island  and  the  Marine  Corps  Air  Station.  In  a 
Marine  Corps  town  at  that  time,  it  was  difficult  to 
come  up  with  a  quorum  of  people  who  had  even 
minor  disagreements  about  the  Vietnam  War.  But  my 
small  group  managed  to  attract  a  crowd  of  about 
150  to  Beaufort's  waterfront.  With  my  mother  and 
my  wife  on  either  side  of  me,  we  listened  to  the  fea- 
tured speaker,  Dr.  Howard  Levy,  suggest  to  the  very 
few  young  enlisted  marines  present  that  if  they  get 
sent  to  Vietnam,  here's  how  they  can  help  end  this 
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your  officer's  bunk  when  he's 
p  in  his  cent.  It's  caiied  fragging  and  is  becoming  more 
and  more  popular  with  the  ground  troops  who  know  this  war 
llshit,  ;  was  enraged  by  the  suggestion.  At  that  very 
moment  my  father,  a  marine  officer,  was  asleep  in  Vietnam. 
But  in  1972,  at  the  age  of  27,  I  thought  I  was  serving  America's 
interests  by  pointing  out  what  massive  flaws  and  mis- 
calculations and  corruptions  had  led  her  to  conduct  a  ground 
war  in  Southeast  Asia. 

In  the  meantime,  Al  and  his  captors  had  finally  arrived  in 
the  North,  and  the  Viet  Cong  traded  him  to  North  Vietnam- 
ese soldiers  for  the  final  leg  of  the  trip  to  Hanoi.  Many  times 
when  they  stopped  to  rest  for  the  night,  the  local  villagers 
tried  to  kill  him.  His  captors  wired  his  hands  behind  his  back 
at  night,  so  he  trained  himself  to  sleep  in  the  center  of  huts 
when  the  villagers  began  sticking  knives  and  bayonets  into 
the  thin  walls.  Following  the  U.S.  air  raids,  old  women  would 
come  into  the  huts  to  excrete  on  him  and  yank  out  hunks  of 
his  hair.  After  the  nightmare  journey  of  his  walk  north,  Al 
was  relieved  when  his  guards  finally  delivered  him  to  the 
POW  camp  in  Hanoi  and  the  cell  door  locked  behind  him. 

It  was  at  the  camp  that  Al  began  to 
die.  He  threw  up  every  meal  he  ate  and 
before  long  was  misidentified  as  the  old- 
est American  soldier  in  the  prison  because 
his  appearance  was  so  gaunt  and  skele- 
tal. But  the  extraordinary  camaraderie 
among  fellow  prisoners  that  sprang  up 
in  all  the  POW  camps  caught  fire  in  Al, 
and  did  so  in  time  to  save  his  life. 

When  I  was  demonstrating  in  Amer- 
ica against  Nixon  and  the  Christmas 
bombings  in  Hanoi,  Al  and  his  fellow 
prisoners  were  holding  hands  under 
the  full  fury  of  those  bombings,  singing 
"God  Bless  America."  It  was  those  bombs  that  convinced  Hanoi 
they  would  do  well  to  release  the  American  POWs,  including 
my  college  teammate.  When  he  told  me  about  the  C-141  land- 
ing in  Hanoi  to  pick  up  the  prisoners,  Al  said  he  felt  no  emo- 
tion, none  at  all,  until  he  saw  the  giant  American  flag 
painted  on  the  plane's  tail.  I  stopped  writing  as  Al  wept  over 
the  memory  of  that  flag  on  that  plane,  on  that  morning,  dur- 
ing that  time  in  the  life  of  America. 

It  was  that  same  long  night,  after  listening  to  Al's  story, 
that  I  began  to  make  judgments  about  how  I  had  conducted 
myself  during  the  Vietnam  War.  In  the  darkness  of  the  sleep- 
ing Kroboth  household,  lying  in  the  third-floor  guest  bed- 
room, I  began  to  assess  my  role  as  a  citizen  in  the  '60s,  when 
my  country  called  my  name  and  I  shot  her  the  bird.  Unlike 
the  stupid  boys  who  wrapped  themselves  in  Viet  Cong  flags 
and  burned  the  American  one,  I  knew  how  to  demonstrate 
against  the  war  without  flirting  with  treason  or  astonish- 
ingly bad  taste.  I  had  come  directly  from  the  warrior  culture 
of  this  country  and  I  knew  how  to  act.  But  in  the  25  years 
that  have  passed  since  South  Vietnam  fell,  I  have  immersed 
myself  in  the  study  of  totalitarianism  during  the  unspeak- 
able century  we  just  left  behind.  I  have  questioned  survivors 
of  Auschwitz  and  Bergen-Belsen,  talked  to  Italians  who  told 
e  tales  of  the  Nazi  occupation,  French  partisans  who  had 


counted  German  tanks  in  the  forests  of  Normandy,  and  q 
cers  wh.o  survived  the  Bataan  Death  March.  I  quiz  joun 
ists  returning  from  wars  in  Bosnia,  the  Sudan,  the  Con 
Angola,  Indonesia,  Guatemala,  San  Salvador,  Chile,  Nob 
ern  Ireland,  Algeria.  As  I  lay  sleepless,  I  realized  I'd  done 
this  research  to  better  understand  my  country.  I  now  rel 
words  like  democracy,  freedom,  the  right  to  vote,  and 
grandeur  of  the  extraordinary  vision  of  the  founding  fathJ 
Do  I  see  America's  flaws?  Of  course.  But  I  now  can  htd 
her  basic,  incorruptible  virtues,  the  ones  that  let  me  walk 
streets  screaming  my  ass  off  that  my  country  had  no  idea  w 
it  was  doing  in  South  Vietnam.  My  country  let  me  screarr 
my  heart's  content — the  same  country  that  produced  both 
Kroboth  and  me. 

Now,  at  this  moment  in  New  Jersey,  I  come  to  a  conclul 
about  my  actions  as  a  young  man  when  Vietnam  was  a  d: 
word  to  me.  I  wish  I'd  led  a  platoon  of  marines  in  Vietnar 
would  like  to  think  I  would  have  trained  my  troops  well  ; 
that  the  Viet  Cong  would  have  had  their  hands  full  if  t) 
entered  a  firefight  with  us.  From  the  day  of  my  birth,  I  was  p 
grammed  to  enter  the  Marine  Corps.  I  was  the  son  of  a  mar 

fighter  pilot,  and  I  had  gra 
up  on  marine  bases  whei 
had  watched  the  men  of 
corps  perform  simulated  \ 
games  in  the  forests  of 
childhood.  That  a  nove 
and  poet  bloomed  darklj| 
the  house  of  Santini  strikes) 
as  a  remarkable  irony.  1 
mother  and  father  had  ral 
me  to  be  an  Al  Kroboth,  i 
during  the  Vietnam  era  t 
watched  in  horror  as  I  nu 
morphosed  into  another  brl 
of  fanatic  entirely.  I  understand  now  that  I  should  have  protes! 
the  war  after  my  return  from  Vietnam,  after  I  had  done  my  dl 
for  my  country.  I  have  come  to  a  conclusion  about  my  coud 
that  I  knew  then  in  my  bones  but  lacked  the  courage  to  act 
America  is  good  enough  to  die  for  even  when  she  is  wrong. 

I  looked  for  some  conclusion,  a  summation  of  this  trip 
my  teammate's  house.  I  wanted  to  come  to  the  single  ri 
thing,  a  true  thing  that  I  may  not  like  but  that  I  could  1 
with.  After  hearing  Al  Kroboth's  story  of  his  walk  acrj 
Vietnam  and  his  brutal  imprisonment  in  the  North,  I  fou 
myself  passing  harrowing,  remorseless  judgment  on  mysl 
I  had  not  turned  out  to  be  the  man  I  had  once  envisio^ 
myself  to  be.  I  thought  I  would  be  the  kind  of  man  t: 
America  could  point-  to  and  say,  "There.  That's  the  g 
That's  the  one  who  got  it  right.  The  whole  package.  The  < 
I  can  depend  on."  It  had  never  once  occurred  to  me  th^ 
would  find  myself  in  the  position  I  did  on  that  night  in 
Kroboth's  house  in  Roselle,  New  Jersey:  an  American  cc 
ard  spending  the  night  with  an  American  hero. 

Pat  Conroy's  novels  include  The  Prince  of  Tides,  The  Gr 
Santini,  The  Lords  of  Discipline,  and  Beach  Music.  He  li 
on  Fripp  Island,  South  Carolina.  This  essay  is  from 
forthcoming  book,  My  Losing  Season. 


•Trbes  ASAP   October  2,  2000 


How  do  you  make  satisfaction  scale? 


ith  eCRM  solutions  from  Primus. 


:n  today's  customers  come  to  the  Web, 
aren't  just  ready  to  serve  their  own  needs, 
y  actually  want  to.  That's  good  news  for 
— if  your  e-business  makes  self-service  as 
lying  as  it's  supposed  to  be. 

n  Primus  solutions  for  managing  customer 
ionships  online  (eCRM),  it  can. 

Primus® Associative  Search  Engine  delivers 
rmation  to  customers  based  on  both  the 
ent  of  their  searches  and  the  context, 
ch  means  customers  get  what  they're 
ing  for,  faster. 


And  the  more  customers  who  visit  your 
site,  the  more  precise  your  Primus  system 
becomes.  Which  means  you  can  serve  up 
even  better  answers  to  an  even  larger  audience. 

And  that,  in  short,  is  how  you  make 
satisfaction  scale. 

Find  out  how  Primus'  assisted  and  self-service 
solutions  for  eCRM  have  helped  companies  like 
3M,  GTE,  Motorola,  PSINet,  and  Ericsson  win 
in  the  Web-enabled  world. 


PRIMUS 


Serve  Them  Right5 

1  888  323  7244 
www.primus.com 


:  www.primus.com  to  download  your  free  copy  of  "The  eCRM  Opportunity:  A  Primus  Vision  White  Paper." 

Primus  Knowledge  Solutions,  Inc.  All  rights  reserved  Primus  is  a  registered  trademark  and  Serve  Them  Right  is  a  service  mark  of  Primus  Knowledge  Solutions,  Inc 
;r  company  names  and  trademarks  are  the  properties  of  their  respective  owners. 


The  world's  leading  imaging  produ 


NEC's  expertise  in  multiple  technologies  opens  new  worlds.  From  super  thin  plasma  screens  to  the 
largest  flat-screen  LCD  monitors  with  the  widest  viewing  angle  available,  NEC  consistently  provides 
world-leading  imaging  solutions.  Because  NEC  excels  in  computers,  communications,  and  semiconductors 
we're  able  to  find  solutions  sooner  and  develop  our  technology  further.  Imaging 
leadership  is  one  reason  why  NEC  is  the  first  choice  of  world  class  businesses  lma9inat1°nisoiutions 
and  organizations,  from  space  operations  centers  to  global  disease  control 
facilities.  It's  easy  to  see,  NEC  is  At  The  Center  Of  Innovation. 


www.nec.com 


■ 


vise  counsel 


A  HISTORIAN'S  HISTORIAN  TALKS  ABOUT 
SOMETHING  THAT  NEVER  WAS 


by  Jacques  Barzun 


s  a  historian,  I  am  naturally,  pro- 
sionally,  interested  in  truths — thou- 
lds  of  them — and  this  concern  brings 
th  it  several  kinds  of  puzzles. 
The  first  is,  of  course,  the  disentangling 
the  muddled  reports  of  the  past, 
other  is  how  to  describe  faithfully  what 
*one  ages  took  to  be  absolute  truths, 
w  disbelieved  or  forgotten.  A  third  is 
at  test  of  truth  to  apply  in  each  case, 
e  last  and  most  baffling  is  to  frame  a 
ar  idea  of  what  truth  actually  is. 
In  any  definition  of  truth,  reality  is 
ntioned  or  implied.  What  is  said  to  be 
e  must  relate  to  something  experi- 
:ed  and  must  state  that  experience 
:urately.  Moreover,  the  whole  vast 
re  of  recorded  truths  is  supposed  to 
ig  together,  and  every  new  one  must 
e  with  the  rest  of  them  as  well. 
These  demands  make  up  a  tough 
ignment,  and  when  one  looks  at  any 
ible  portion  of  these  claims  to  truth, 
2  keeps  finding  a  good  many  more 
challenge  than  to  adopt.  An  obvious 
a  of  this  truth  is  the  amount  of  nonstop 
;uing  and  fighting  in  the  world.  Human 
ngs,  individually  and  in  groups,  are 
e  that  they  possess  the  truth  about 
igs  here  and  hereafter,  and  when  they 
it  doubted  or  attacked  by  their  neigh- 
's, such  dissent  is  intolerable  and  must 
put  down. 

There  is,  of  course,  an  obvious  excep- 
n  to  this  chaos  of  thought  and  action. 
3ne  measures  by  the  yardstick,  then 
;  piece  of  string  is  28!4 inches  long.  One 
1  measure  carelessly  and  make  an 


error,  but  as  soon  as  it  is  pointed  out,  one 
agrees  with  the  correct  answer.  Other 
measures — the  meter,  the  calendar,  the 
clock,  the  number  series,  or  any  other 
system  that  rests  on  common  agreement 
and  fixed  standards — yield  statements 
that  are  not  denied  by  anyone  in  his 
senses  who  is  familiar  with  the  terms. 

These  conventions  are  endlessly  use- 
ful, both  in  science  and  in  practical  life. 
But  there  is  a  host  of  equally  immediate 
and  important  concerns  for  which  no 
system  and  no  terms  have  been  agreed 
upon.  It  is  about  these  interests  that  the 
battle  of  ideas  and  the  bloodshed  take 
place.  This  in  turn  tempts  one  to  think 


that  these  contested  truths  are  the  most 
important  of  all.  They  have  to  do  with 
religion,  art,  morals,  education,  govern- 
ment, and  the  very  definition  of  man  and 
his  nature,  and  his  role  in  the  universe. 

A  cultural  historian's  work  brings  him 
face  to  face  with  those  passionately  held 
ideas.  At  a  certain  time  and  place,  mil- 
lions of  human  beings  felt  absolutely  sure 
that  a  divine  revelation  proved  the  exis- 
tence of  God,  who  dictated  all  men's 
beliefs  and  actions.  The  uniformity  of 
that  faith  stamped  it  as  unshakable  truth. 

After  more  than  a  thousand  years, 
some  of  the  descendants  of  those  mil- 
lions began  to  question  the  revelation 
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and  ail  it  meant.  Since  then,  there  have 
been  many  different  "truths"  about  it, 
each  dung  co  with  the  same  fervor  and 
nee  as  before.  A  like  diversity 
runs  through  the  rest  of  the  culture — in 
morals,  government,  and  the  arts. 

The  only  sure  thing  is  that  mankind 
is  eager  for  truth,  lives  by  it,  will  not  let  it 
go,  and  turns  desperate  in  the  teeth 
of  contradiction.  That  may  be  a  noble 
spectacle,  but  tragic  too — and  depres- 
sing. If,  as  required,  all  truths  must 
hang  together  consistently,  it  would 
seem  that  in  religion,  art,  and  the  rest, 
truth  has  never  reigned.  Human  beings 
begin  to  look  like  incurably  misguided 


agreement  appear  at  their  highest,  there 
is  a  startling  mobility  of  views.  Every 
day — and  this  is  no  exaggeration — the 
truths  of  geology,  cosmology,  astro- 
physics, biology,  and  their  sister  sci- 
ences are  upset.  The  earth  is  older  than 
was  thought;  the  dinosaurs  are  younger; 
the  stars  in  huge  galaxies  have  so  much 
space  they  can't  collide,  yet  they  collide 
just  the  same;  after  being  dry  as  dust, 
Mars  has  liquid  water.  The  human  bones 
in  Central  Africa  do  not  mean  what  they 
were  said  to  mean,  and  a  new  fossil 
shows  the  origin  of  birds  to  be  entirely 
different  from  the  view  that  was  thought 
true  yesterday.  As  for  the  speed  of  light, 


seekers  for  something  that  never  was. 

At  this  point,  a  small  but  remarkable 
group  of  people  put  on  a  superior  grin  and 
say:  "You  forget  the  method  that  clears  up 
all  doubts  and  delivers  truth  on  a  platter. 
We  scientists  are  busy  taking  care  of  your 
troubles.  Look  at  what  we  have  done:  We 
have  gotten  rid  of  all  the  follies  and  super- 
stitions dreamed  up  about  the  real  world 
in  the  first  5,000  years  of  man's  existence. 
Give  us  a  little  more  time  and  we  will  mop 
up  all  the  other  nonsense  still  in  your  heads 
md  give  you  cast-iron  truth." 

This  sounds  delightful,  but  even  in 
disciplines  where  exactness  and 
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it  can  be  exceeded.  If  only  the  latest  is 
true,  then  all  earlier  ideas  were  hardly 
better  than  superstitions. 

The  condition  is  still  worse  in  the 
semi-sciences  of  psychology  and  medi- 
cine, and  confusion  grows  as  we  get  to 
the  social  sciences,  ethics,  and  theology. 
There  are  "schools"  in  each,  the  telltale 
sign  of  uncertainty.  The  boasts  of  an  ear- 
lier day  about  finding  "laws"  governing 
society  and  predicting  its  future  have 
been  muted  for  some  time.  In  history  and 
philosophy,  some  wise  heads  have  admit- 
ted that  these  laws  are  not  exact  tran- 
scripts but  simply  documented  visions, 


respectively,  of  the  past  and  of  Being  aj 
whole.  None  excludes  other  account! 
the  same  particular  subject. 

Practitioners  of  physical  scien 
rightly  claim  continual  variation  ai 
virtue.  It  avoids  dogmatism  and  folio 
evidence.  Everything  is  debated  opei 
and  widely.  This  is  indeed  very  fine.  Bu 
also  means  that  at  any  one  moment  th| 
are  "schools"  in  other  kinds  of  researi 
and  they  form  and  re-form  rapidly. 

A  number  of  scientists  have  taken  til 
to  ponder  these  puzzles  of  their  own  mi 
ing  and  have  offered  two  suggestiol 
One  is  that  science  is  not  description  I 
metaphor.  It  seems  a  poor  term., 
metaphor  needs  four  parts:  in  "the  si 
plows  the  ocean,"  the  ship  is  likened  d 
plow  and  the  ocean  to  a  field.  The  fa 
and  the  language  of  science  add  up  to  tt 
parts,  not  four.  Perhaps  the  meaning 
that  science  is  not  literal  but  poetic,, 
phrasings  inspired  by  observation  a 
calculation.  That  must  be  why  we  ru 
come  across  the  word  charm  and  oth 
like  it  in  theoretical  physics,  a  tacit  rec 
nition  of  its  suggestive,  poetical  charac 

If  so,  it  also  means  that  reality 
beyond  our  grasp,  and  truth  along  w 
it.  Such  is,  in  fact,  the  other  answer  to 
riddle,  which  is  that  there  is  no  need 
the  idea  of  reality.  From  this  negativ 
follows  that  we  should  stop  being; 
solemnly  intent  on  truth.  Above  all, 
should  stop  fighting  over  tentar 
notions  we  believe  in.  Imagine  insu 
that  we  are  at  a  picnic,  making  up  • 
posable  fictions  about  what  we  see  I 
feel.  We  then  play  with  the  jigsaw, 
pieces  are  missing  and  others  don't  fit 

Where  does  that  leave  me  as  a  I 
torian  who  struggles  to  discover  wjj 
happened  in  the  past  and  to  makei 
events  and  persons  some  intelligible  j 
terns?  First,  I  am  not  ready  to  throw  r» 
ity  into  the  trash  can.  I  feel  it  ever  pres 
and  call  it  by  the  more  vivid  term  exm 
ence.  It  includes  all  my  thoughts  ; 
feelings,  the  tabletop  and  the  electrc 
light  as  waves  and  as  particles,  the  c 
rent  truths  and  the  past  superstitioi) 

The  common  task,  I  conclude,  is 
place  each  of  these  within  its  sphere  ; 
on  its  level;  they  are  incompatible  o 
under  a  single-track  system.  One  mi 
moreover,  be  ready  to  deal  with  new  p< 
doxes  and  contradictions,  because  exp 
ence  is  neither  fixed  nor  finished;  it  gr« 
as  we  make  it  by  our  restless 


Edwards 


2  jfch  or  truth.  Truth  is  a  goal  and  a  guide  that  cannot 
ised    ah.  The  all-doubting  skeptics  only  pretend  to  do 

it  recognize  that  our  work  to  attain  truth  suc- 
onlj  piecemeal.  Where  our  hope  of  truth  breaks  down  is 
at  the  stage  of  making  great  inferences  from  well-tested  lesser 
-,.  Still,  we  cannot  help  inferring.  Our  love  of  order  impels 
us  to  make  theories,  systems,  sets  of  principles.  We  need  them 
both  for  comfort  and  for  action.  A  society,  however  pluralist, 
needs  some  beliefs  in  common  and  will  not  trust  them  unless 
they  are  labeled  truths.  It  is  there  that  our  efforts  betray  us. 
Sooner  or  later,  experience  jabs  us  with  an  event,  a  feeling,  or  a 
perception  that  shatters  the  truth-value  of  the  great  inferred 
idea.  It  is  like  actually  going  to  the  moon  or  prospecting  the 
planets  with  a  sensor  and  finding  that  the  entirely  logical  and 
satisfying  inference  is  dead  wrong.  As  the  historian  knows,  the 
breakup  of  old  truths  is  painful,  often  bloody,  but  it  does  not  con- 
demn the  search  for  truth  and  its  recurrent  bafflement,  which 
are  part  of  man's  fate.  It  should  only  strengthen  tolerance  and 
make  us  lessen  our  pretensions.  Just  as  in  the  past  man  was 
defined  as  the  rational  animal  and  later  comers  said,  "No — 
only  capable  of  reason,"  so  man  should  not  be  called  seeker 
and  finder  of  truth  but  fallible  maker  and  reviser  of  truths.  ■ 

Jacques  Barzun  has  been  a  professor  of  history  at  Columbia 
University  over  the  past  72  years.  He  has  written  more  than  30 
books,  most  recently  the  best-selling  From  Dawn  to  Decadence . 


A  104  Olympian  heights  where  those  dwell  who  have  fad 
trials  by  fire.  Who  knows  what  havoc  has  been  unleashed  up| 
the  world  in  this  search,  or  how  much  more  is  still  to  com 
However  long  the  human  race  lasts,  there  will  always  have  bej 
giants  striding  the  earth  in  those  days,  and  we  will  never  be  q 
from  under  their  shadow.  The  epic  bards  of  every  generatirj 
from  Homer  to  Mailer,  will  always  tell  us  we  should  have  bd 
here  yesterday.  But  the  need  to  keep  trying  to  attain  the  unifl 
tainable,  to  continue  searching  for  some  degree  of  parity  w 
those  legends  whose  shade  darkens  our  place  in  the  sun,  su 
bornly  remains  a  permanent  part  of  our  lives.  The  rueful  sac 
faction  we  may  find  in  the  irony  that  the  generations  to  coi 
may  eventually  fall  under  our  shadows  would  be  funny  iii 
weren't  so  sad. 

Shakespeare  wrote  that  nothing  is  either  good  or  bad  t 
that  thinking  makes  it  so.  Would  that  we  could  unthink  o 
veneration  for  the  stage  sets  and  shadow  plays  we  call  t 
past.  Maybe  even  think  better  of  ourselves  and  our  times.  I 
that  would  demand  a  tremendous  effort.  No  doubt  i 
beyond  us;  these  days,  we're  just  not  up  to  taking  on  sue! 
task.  We're  minor  figures,  untested.  But  once  upon  a  tir 
there  were  great  thinkers,  legendary  achievers.  Giants.  Th 
could  have  done  it. 
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08  find  an  American  history  of  the 
r  that  satisfies  Americans.  A  French 
ory  of  the  war  would  seem  to  a  non- 
nch  reader  to  have  been  written  about 
le  whole  other  series  of  events.  I  was 
Gaulle's  editor  for  many  years  and 
Wished  his  three  volumes  of  war  mem- 
each  of  them  a  huge  best-seller  in 
nee,  where  they  were  acclaimed  as 
,  jsics,  but  we  were  never  able  to  sell 
aa  in  America.  The  war  as  de  Gaulle 
cribed  it  was  a  completely  different 
|  from  the  one  Americans  were  used 
eading  about.  And  the  French  were  at 
at,  in  theory,  on  our  side.  Imagine 
'at  a  German  history  of  World  War  II 
,uld  read  like  to  us. 

So,  should  we  look  for  the  truth  in 
obiographies,  in  memoirs,  in  histori- 
■  works?  I  think  not,  since  we  are 
fikely,  in  the  final  analysis,  to  find  it 

iny  of  these.  Nor  do  I  think  that  is 

essarily  scandalous,  or  an  indictment 
■nodern  publishing,  or  a  sign  that  big 
Mishing  conglomerates  don't  want  to 

their  money  into  comparatively  dull 
hgs  like  copyediting  and  fact  check- 


ing, as  opposed  to,  say,  TV  promotion 
and  book  parties  at  the  Four  Seasons. 
Nobody  willingly  publishes  falsehoods, 
libelous  statements,  or  lies.  But  in  the 
real  world,  books  represent  people's 
opinions  about  what  happened,  or 
about  their  lives  and  experiences,  or 
about  history.  For  Southerners  of  a  cer- 
tain age,  the  Confederate  battle  flag 
stands  for  courage,  for  states'  rights, 
for  the  Lost  Cause;  for  Northerners,  it 
stands  for  rebellion,  for  looking  back- 
ward instead  of  forward,  for  the  most 
terrible  of  America's  wars;  for  African 
Americans,  it  stands  for  oppression  and 
slavery.  All  of  us  bring  to  symbols  our 
own  baggage  of  history,  emotion,  preju- 
dice, and  personal  beliefs,  and  words  are 
symbols  as  much  as  flags  are.  What  we 
want,  therefore,  is  not  book  publishers 
who  have  been  frightened  into  restricting 
themselves  to  a  bland,  homogenized 
view  of  things  that  will  not  offend  or 
shock  or  outrage  anybody,  but  book 
publishers  who  are  courageous  enough 
to  bring  out  books  that  challenge  the 
consensus  view  of  things  and,  more 


importantly,  the  reader's  mind.  When 
it  comes  to  most  important  events  and 
almost  all  lives,  the  truth  will  not  be 
found  in  one  book  but  from  reading 
many  books,  and  trying  to  form,  from 
many  different  sources,  one's  own  inde- 
pendent judgment. 

The  existence  of  the  Internet,  with  its 
ability  to  produce  instant  news  and 
unlimited  amounts  of  individual  opin- 
ion, is  going  to  make  this  exercise  of 
judgment  even  more  important,  and 
harder,  than  it  is  now.  Even  more  than 
is  true  with  books,  the  raw  material  of 
history  will  be  available  in  unimagin- 
able quantity,  and  there  will  be  no  short- 
age of  people's  differing  views  of  events. 
But  it  will  remain  for  the  individuals  to 
use  their  own  best  judgment  as  to  what 
is  true  and  what  is  not. 

As  it  always  has,  even  back  when  the 
Bible  was  new.  ■ 


Michael  Korda  is  editor  in  chief  and  cor- 
porate vice  president  of  Simon  &  Schus- 
ter. His  most  recent  book  is  Another 
Life:  A  Memoir  of  Other  People. 
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JAPAN  HAS  A  LOT  TO  TEACH  US 
ABOUT  THE  BENEFITS  OF  THE  BOGUS 


by  Pico  Iyer 


s 

^^ometimes  in  Japan  I  look  around  me 
and  all  I  see  are  versions  of  the  world 
I've  tried  to  leave  behind.  The  area  in 
which  I  live,  doing  its  best  to  look  like 
Sunnyvale,  California,  has  no  temples  or 
shrines  or  narrow,  winding  streets  of  the 
kind  we  associate  with  "the  real  Japan." 
The  girls  walking  down  to  the  7-Eleven 
are  generally  yellow-haired,  with  cow- 
boy hats  perched  precariously  on  their 
heads  and  tans  not  ideally  suited  to  a 
Japanese  complexion.  When  I  take  the 
train  to  the  ancient  capital  of  Kyoto,  I 
pass  a  long  line  of  billboard  ads  for  arti- 
ficial worlds:  the  "Santa  Maria"  ship 
docked  in  Osaka,  a  "Britannia  Village" 
English-language  school,  nearby  theme 
parks  replicating  Spain  and  France  and 
everywhere  but  here. 

The  Japanese  assumption  —  prag- 
matic to  the  core — is  that  Spain,  say, 
can  be  enjoyed  more  easily,  and  cer- 
tainly more  comfortably  and  authenti- 
cally, in  the  vicinity  of  Wakayama  than 
in  that  alien,  distant  place  called 
Europe.  In  fact,  a  copy  can  be  more 
desirable  than  its  original  because  it 
aspires  more  self-consciously  and  more 
consistently  to  the  Platonic  ideal.  In  any 
case,  the  "real"  Spain  these  days  would 
be  crowded  with  visitors  and  mongrel 
citizens,  many  from  Japan,  who  would 
ontrive  to  make  it  look  less  and  less 
the  country  of  Goya  or  Cervantes. 


Though  I  find  it  hard  to  argue  with  this 
logic  —  anything  nature  can  do,  man 
can  do  better — it  feels  as  if  I've  chosen 
to  live  in  a  Japanese  version  of  the  Las 
Vegas  Strip. 

Japan  has  long  been  cavalier  about 
the  true,  or  what  in  the  West  we  call 
"authentic."  Most  of  the  geisha  in 
Kyoto  these  days  are  tourists  dressing 
themselves  up  in  white-face  makeup  for 
a  day.  Fantasy  has  a  big  place — and  a 
psychically  critical  place — in  a  society 
so  bowed  down  under  reality.  The  very 
nature  of  interaction  in  a  deeply  stylized 
Old  World  culture  like  Japan  or  Eng- 
land is  based  upon  the  manipulation  of 
a  private  face  and  a  public  one  (the 
Japanese  actually  have  names  for  these 
often  autonomous  selves).  White  lies 
and  ritual  platitudes  make  the  world  go 
round.  The  important  thing,  Japan  tells 
me  over  and  over,  is  not  the  surface  but 
the  response  it  triggers  deeper  down.  A 
fake  windmill,  as  long  as  you  can  ignore 
the  context  of  it,  may  inspire  just  as 
much  awe  and  excitement  in  a  Japanese 
holidaymaker  as  a  true  one.  In  many 
cases,  even  more. 

When  I  first  moved  to  Japan  a  dozen 
years  ago,  something  about  this  trou- 
bled me.  Not  because  I  begrudged  the 
Japanese  their  innocent  diversions,  nor 
because  I  didn't  enjoy  their  Disneyland 
surfaces  and  convenience  worlds,  but 
because  the  implications,  as  I  saw  them, 
were  so  unsettling.  As  a  global  soul, 
I  knew  that  in  politics,  images  had 
replaced  issues;  that  we,  in  a  post-ironic 
state,  judge  many  public  leaders  only  by 
how  convincingly  they  deliver  their 
unconvincing  lines.  I  have  grown  so 
used  to  taking  images  from  the  screen — 
computer  as  well  as  cinematic — that 


more  and  more  of  the  people  I  see 
real  life  seem  to  be  acting  and  talking! 
if  on  camera.  And  virtual  reality  h 
become  so  ubiquitous  that  we  hare 
care  if  Tibet  has  been  razed,  because 
can  enjoy  perfect  replicas  of  it  filmed 
movie  sets  in  Morocco  or  Argentina. 

Which  is  precisely  why,  for  me,  t 
single  greatest  danger  of  the  mode 
world  is  that  people  assume  they  kn< 
Haiti  because  they've  visited  its  strei 
online,  or  feel  they  understand  the  co 
plexities  of  Burma  because  they've  rent 
Beyond  Rangoon  from  Blockbuster.  1 
entertain  illusions  of  knowingness 
more  compelling  and  seductive  than  thi 
that  were  available  to  our  grandparents 

One  reason  for  going  to  Japan, 
my  opinion,  is  to  be  shaken  out  of  on 
complacencies  and  assumptions,  t 
least  about  the  "true."  A  Buddhist  mij 
say  that  Amsterdam  itself  is  hardly  m< 
real  or  lasting  than  the  Huis  ten  Boj 
version  of  it  in  Nagasaki.  He  mif 
further  point  out  that  the  only  tru 
that  really  matter  are  the  ones  that  pi 
out  in  the  soul,  which  have  less  to 
with  surface  than  with  the  interacti 
between  a  surface  outside  and  a  dej 
within.  He  might  remind  one  of 
ancient  Buddhist  story  of  the  Miracult 
Tooth.  A  young  man  going  on  pilgr: 
age  to  Bodh  Gaya,  where  the  Budc 
found  enlightenment,  promises  his  mot 
to  bring  back  some  relic  of  the  ill 
trious  teacher.  On  his  way  home, 
suddenly  recalls  that  he's  forgotten 
bring  back  anything  for  her  and,  st 
ping  along  the  side  of  the  road,  colle 
a  tooth  from  a  dying  dog,  which 
presents  to  his  mother  as  the  Buddl 
own.  Radiant  with  gratitude,  she  p 
the  dog's  tooth  up  on  an  altar  ►j 
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Vhen  Siemens  and  Deutsche  Telekom 
started  a  dsl  revolution, 
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77s  TMS320C600CT  programmable 
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devices,  Tl's  fourth  generation  of  codecs  and  line 
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r^j^p    With  the  increasing  popularity  of  fixed-rate 
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valuable  equipment  space  and  power  at  Deutsche  Telekom's 
central  office  locations  by  supporting  twice  as  many  subscriber 
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antastic  scoop 


by  Arthur  Miller 


WHEN  THE  PEOPLE  WHO  DELIVER  THE  NEWS 
DON'T  WANT  TO  HEAR  IT 


is  1986,  and  the  Soviet  Union  is 
nortal.  My  phone  rings.  The  caller's 
:e  seems  so  distant  that  I  imagine  the 
d  is  carrying  it.  And,  indeed,  he  says 
is  calling  from  Kirghizia.  I  am  not 
e  where  that  is,  but  I  recall  hearing 
t  it  is  a  vast  and  nearly  empty  Soviet 
ce  somewhere  along  the  Chinese  bor- 

The  voice  becomes  clearer.  He  is  a 
elist  I  had  met  in  Moscow  a  year  or 
)  earlier,  Chingiz  Aitmatov.  He  is 
ting  me  to  a  writers'  forum  in  a  town 
ed  Issy-kul.  I  dread  the  thought  of 
nding  another  Soviet  gabfest  designed 
ull  foreign  writers  into  believing  they 
terribly  important  and  beloved  by  the 
iet  culture  apparatus. 
"This  is  not  what  you  think,"  Aitma- 

begins.  "There  will  be  no  party 
ervision.  Everyone  will  be  free  to  say 
thing  he  wishes.  We  need  you  here. 

have  Peter  Ustinov  coming  and 
ude  Simon,  the  French  novelist,  and 
les  Baldwin.  Please  come!"  There  is 
lething  genuinely  needful  in  his 
ce.  I  know  of  his  problems  with 
iet  censorship  and  his  reputation 
independence. 

IWhat,  I  ask,  is  the  purpose  of  the 
feting? 

f'We  want  a  new  sort  of  dialogue 
|h  the  West — a  way  of  exchanging 
hs  freely,  without  political  interfer- 
le,"  he  says.  "Will  you  come?"  That 
[was  saying  such  things  on  an  open 
Ine  line  was  itself  remarkable,  for  his 


implication  was  that  the  party  was  not 
a  truly  marvelous  institution. 

Aitmatov's  promise  turned  out  to  be 
true.  When  we  arrived,  there  was,  in 
fact,  no  inevitable  pro  forma  party  line 
pronouncement  under  the  transparent 
disguise  of  some  poet's  lament  about 
American  racism  or  the  cruelties  of 
unemployment  in  London  or  New  York. 
People  were  themselves,  curious  about 
one  another  and  candid  about  their 
own  difficulties  with  publishers  and 
critics.  There  was  a  certain  hyperexpect- 
ancy  among  the  Soviet  writers,  a  waiting- 
for-the-other-shoe-to-drop,  due  no  doubt 
to  this  newly  liberated  system  under 
which  we  were  all  operating.  If  it  was 
still  not  altogether  a  relaxed,  Western- 
style  atmosphere,  all  agreed  that  for 
some  as-yet-unknown  reason,  Gorba- 
chev had  taken  a  step  toward  simple 
candor — something  unheard  of  before. 

We  had  a  fine  couple  of  days  at  a 
health  resort  on  the  vast  inland  sea 
called  Lake  Issy-kul,  had  our  first  taste 
of  mare's  milk,  visited  people  in  their 
yurts,  watched  some  fantastic  horse- 
manship by  both  women  and  men,  and 
had  our  first  sleep  on  beds  with  blood 
pressure  measuring  devices  attached. 
The  air  was  clear  and  cold  and  the 
local  people  polite  and  happy  to  see  us. 
Jimmy  Baldwin,  ailing  and  watched 
over  by  his  brother,  saw  hope  for  the 
world  in  this  new  forthrightness  that 
seemed  to  reflect  some  mysterious  poli- 
tical change,  and  Ustinov's  jokes  were 
never  smarter  nor  more  insane.  In 
brief,  some  sharp  injection  of  oxygen 
into  what  would  normally  have  been 
a  routine  international  handshaking 
exercise  had  everybody  a  bit  on  edge, 
wondering  what  had  happened  on  high 


to  cause  this  remarkable  change. 

On  the  morning  of  our  departure, 
a  message  was  relayed  by  one  of  the 
Soviets  that  we  were  invited  to  meet 
with  Chairman  Gorbachev  in  Moscow 
that  afternoon.  This  astonishing  news 
even  raised  the  eyebrows  of  Claude 
Simon,  the  rather  dour  French  Nobelist 
(who  earlier  in  the  trip  had  admitted  to 
my  wife,  Ingeborg  Morath,  that  the 
prize  had  knocked  him  backward,  since 
hardly  anyone  in  or  out  of  France  read 
his  books). 

They  arranged  our  group  around 
a  mile-long  conference  table  high  up 
in  the  central  Communist  Party  head- 
quarters skyscraper  in  the  center  of 
Moscow.  We  were — American,  British, 
French,  Italian,  Ethiopian,  and  several 
other  nationalities — all  excited  at  the 
prospect  of  meeting  the  head  of  this 
mighty  country. 

Gorbachev  rather  strolled  in,  smiling 
and  nodding  to  each  of  us  as  we  were 
introduced,  then  took  his  place  at  the 
head  of  the  table.  We  each  had  head- 
phones plugged  into  outlets  on  the  table 
connected  to  the  various  translators 
who  were  in  some  other  room.  Gor- 
bachev had  a  couple  of  translators  at 
each  side  but  quite  evidently  no  "assis- 
tant" to  police  what  he  might  say.  How- 
ever he  may  have  been  primed  for  this 
meeting,  he  did  seem  to  have  read  Bald- 
win's work  and  knew  some  of  my  titles 
as  well  as  those  of  some  of  the  other 
writers  present. 

I  never  take  notes  on  such  occasions, 
but  after  a  few  minutes  it  seemed  obvi- 
ous to  me  that  we  had  not  been  sum- 
moned here  to  pass  an  hour's  chat  but 
to  deliver  a  message  to  the  world,  and  I 
began  writing  as  fast  I  could  in  order 
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to  get  an  accurate  rendering  of  what 
Gorbachev  was  saying,  for  what  he  was 
saying  was  momentous. 

He  said  he  believed  that  a  change  in 
substance  had  to  begin  inside  the  Soviet 
Union,  as  well  as  in  its  relations  to  other 
countries.  This  was  a  new  age,  unfore- 
seen by  Marx,  who  knew  nothing  of 
atomic  power,  electronics,  or  any  of  the 
other  inventions  that  have  transformed 
the  post-World  War  II  societies. 

As  he  saw  it,  the  main  lesson  was  that 
it  was  useless  to  try  to  communicate  by 
repeating  old,  outworn  shibboleths  and 
political  formulations.  We  must  work 
from  realities,  not  textbooks  or  dogma, 
and  those  realities  were  unknown  to 
19th-century  thinkers,  including  Marx, 
who  was  a  genius,  to  be  sure,  but  not  a 
mystical  prophet.  The  notion  of  a  mori- 
bund dogma  was  repeated  a  number  of 
times  until  Gorbachev  seemed  to  be  sig- 
naling that  even  standard  Marxist  certain- 
ties were  now  up  for  grabs. 

I  could  hardly  believe  my  ears.  He 
went  on  in  this  vein  for  some  20  min- 
utes. I  wondered  if  I  dared  ask  him  if  he 
thought  of  himself  as  a  Marxist,  and 
after  much  inner  turmoil,  I  did  so. 

"I  am  a  Marxist-Leninist,  but  not  a 
Stalinist,"  he  said.  This  remark,  made  in 
the  headquarters  of  the  Soviet  Commu- 
nist Party  at  that  time,  was  the  equivalent 
of  a  pope  declaring  he  was  a  Christian 
but  not  a  Catholic  while  standing  in  St. 
Peter's  Square. 

Arriving  home,  I  told  the  story  to  my 
neighbor,  Harrison  Salisbury,  a  retired 
New  York  Times  reporter  who  had  spent 
a  decade  or  so  in  Moscow  in  the  worst 
-  of  the  Cold  War,  and  who  had 


invented  the  paper's  op-ed  page.  He  had 
gone  to  Vietnam  for  the  Times  at  the 
height  of  the  war  and  had  himself  photo- 
graphed standing  in  front  of  a  bombed- 
out  hospital  that  the  U.S.  government 
had  been  denying  existed. 

Hearing  my  story,  he  was  astounded 
and  insisted  I  write  up  what  I  had  heard. 
"This  is  a  fantastic  scoop,"  he  declared, 
and  he  offered  to  send  it  immediately  to 
the  Times  editors,  who  he  was  sure  would 
snap  it  up. 

I  wrote  what  I  had  heard  Gorbachev 
say,  thankful  for  my  extensive  notes, 
and  Salisbury  immediately  sent  my  man- 
uscript to  the  Times,  whose  current  edi- 
tors he,  of  course,  knew  very  well. 

The  Times  refused  to  print  my  piece. 
Salisbury  was  astonished.  He  could  only 
think  they  didn't  believe  what  I  had 
written.  He  then  sent  it  to  his  friends  at 
the  Washington  Post  and  received  the 
same  refusal. 

Clearly,  the  American  mind-set  had 
been  so  calcified  by  nearly  two  decades 
of  Cold  War  that  it  was  simply  not 
conceivable  for  the  head  of  the  Soviet 
Union  to  be  speaking  as  I  reported.  I 
offered  to  ring  up  Claude  Simon,  James 
Baldwin,  and  any  of  the  others  who  had 
been  present  to  confirm  my  report,  but 
nothing  came  of  this.  As  far  as  two  of 
the  most  powerful  newspapers  in  the 
United  States,  and  presumably  the  U.S. 
State  Department,  were  concerned,  the 
change  Gorbachev  clearly  implied  had 
not  taken  place  in  the  most  crucial  ele- 
ment of  world  reality. 

I  now  understood  why  Gorbachev- 
had  summoned  this  group  of  artists.  He 
no  doubt  had  been  finding  it  impossible 


to   penetrate   the  Wesii 
mind — at  least  its  press 
diplomatic  representative 
with  his  new  concept  of  vti 
was  real. 

No  one  in  1986  c<| 
imagine  the  Soviet  Union 
erally  breaking  into  piei 
and  I  am  reasonably  sure 
Gorbachev  had  no  suchii 
pectation  either.  He  seel 
to  imagine  that  the  ComH 
nist  Party  could  actually 
the  country  while  tolera 
dissenting  opinions  and  e 
allowing  other  compel 
parties  to  operate.  He  rep 
edly  told  us  that  there  wa.| 
single  truth  to  be  handed  out  like  a 
of  eggs,  but  a  process  by  which  ti 
might  be  discerned. 

As  it  soon  turned  out,  of  course, 
party's  monopoly  on  power  collap 
bringing  down  the  Soviet  Union  itse, 
soon  as  Gorbachev  refused  to  use  fi 
against  Czech  and  Hungarian  disside) 
(In  former  times,  they  would  have  1 
promptly  crushed.)  My  own  guess 
that  when  he  spoke  to  us,  he  re 
believed  it  would  be  possible  for 
Communist  Party's  ruling  power  tc 
based  on  the  consent  of  the  people, 
in  truth,  the  party's  power  was  bi\ 
largely  on  the  military;  when  the  a 
was  leashed,  the  whole  thing  collaps 
And  so  I  open  the  papers  now, 
since  this  experience,  wondering  v 
else  is  real  but  not  reportable.  What 
does  our  fixed  mind-set  find  too  incr 
ble  to  print?  Gorbachev's  vision  of  t 
ity  led  directly  to  the  collapse  of 
Soviet  Union,  possibly  the  most  im;i 
tant  story  of  the  20th  century,  art 
was,  in  effect,  suppressed — not  by  s> 
government  censor  but  by  men  frei 
print  just  about  anything. 

What's  the  lesson  here?  I  think 
that  one  has  to  endlessly  reexan 
what  one  is  absolutely  sure  is  beyj 
possibility. 


Arthur  Miller  is  a  Pulitzer  Prize-wim 
playwright  whose  most  famous  p 
include  Death  of  a  Salesman  and 
Crucible.  He  was  born  in  Brook 
New  York,  in  1926  and  divides  his  i 
between  Connecticut  and  Manhat 
His  most  recent  play  is  The  Ride  D< 
Mount  Morgan. 
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h-th-that's  not  all,  folks 


EVEN  TWO-DIMENSIONAL 
CHARACTERS  HAVE 
THREE  DIMENSIONS 


by  Ian  Frazier 


idiator  [the  movie]  is  a  big  hit,  but  is  it  historically  accu- 
e?  ...How  much  o/Gladiator  is  actually  true? 

— Newsweek,  May  14,  2000 


es,  there  was  an  actual  duck  on  which  the  well-known 
een  character  was  based.  He  did  not  have  a  name;  around 
poultry  shed  where  he  nested,  he  had  only  a  number,  like  all 
other  black  ducks,  but  today  there  are  conflicting  stories 
)ut  what  the  number  was.  His  original  owner  says  it  was  27, 
:  that  could  be  wrong.  Everyone  who  knew  him  agrees  that 
wdy  on  the  farm  ever  called  him  "Daffy,"  and  that  some 
iptwriter  must  have  thought  that  up.  The  pig  was  based  on 
eal  pig  named  Porky  Pig  who  lived  on  the  farm  and  died  in 


1989.  He  wore  the  little  narrow-brimmed  hat  and  bow  tie  only 
on  special  occasions,  and  the  rest  of  the  time  he  just  rooted 
around  in  the  mud  with  the  other  pigs.  The  fact  that  the  fic- 
tional version  of  him  became  famous  did  not  affect  him  at  all. 
The  stutter  was  a  complete  fabrication  added  by  Hollywood  to 
make  him  more  interesting.  The  real  pig  did  not  stutter  and 
spoke  rarely  or  never,  depending  on  who  you  ask. 

Elmer  Fudd,  a  patent  attorney  and  amateur  sportsman  from 
Covina,  California,  was  the  inspiration  for  the  character  of  that 
name.  Fudd  served  four  terms  as  state  senator,  so  much  of  his  life 
is  a  matter  of  public  record,  easy  to  check.  When  you  dig  a  little 
deeper  into  some  of  the  stories  about  him,  however,  you  find  that 
a  lot  of  fudging  of  the  facts  has  been  going  on.  For  example,  in 
his  passion  for  hunting  he  did  shoot  at  several  of  the  animals. 
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by  Ian  Frazier 


adiator  [the  movie]  is  a  big  hit,  but  is  it  historically  accu- 
e?...  How  much  of  Gladiator  is  actually  true? 
m  — Newsweek,  May  14,  2000 

/ 

I  es,  there  was  an  actual  duck  on  which  the  well-known 
een  character  was  based.  He  did  not  have  a  name;  around 
:  poultry  shed  where  he  nested,  he  had  only  a  number,  like  all 
:  other  black  ducks,  but  today  there  are  conflicting  stories 
out  what  the  number  was.  His  original  owner  says  it  was  27, 
t  that  could  be  wrong.  Everyone  who  knew  him  agrees  that 
body  on  the  farm  ever  called  him  "Daffy,"  and  that  some 
iptwriter  must  have  thought  that  up.  The  pig  was  based  on 
eal  pig  named  Porky  Pig  who  lived  on  the  farm  and  died  in 


1989.  He  wore  the  little  narrow-brimmed  hat  and  bow  tie  only 
on  special  occasions,  and  the  rest  of  the  time  he  just  rooted 
around  in  the  mud  with  the  other  pigs.  The  fact  that  the  fic- 
tional version  of  him  became  famous  did  not  affect  him  at  all. 
The  stutter  was  a  complete  fabrication  added  by  Hollywood  to 
make  him  more  interesting.  The  real  pig  did  not  stutter  and 
spoke  rarely  or  never,  depending  on  who  you  ask. 

Elmer  Fudd,  a  patent  attorney  and  amateur  sportsman  from 
Covina,  California,  was  the  inspiration  for  the  character  of  that 
name.  Fudd  served  four  terms  as  state  senator,  so  much  of  his  life 
is  a  matter  of  public  record,  easy  to  check.  When  you  dig  a  little 
deeper  into  some  of  the  stories  about  him,  however,  you  find  that 
a  lot  of  fudging  of  the  facts  has  been  going  on.  For  example,  in 
his  passion  for  hunting  he  did  shoot  at  several  of  the  animals, 
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including  the  duck,  on  a  number  of  ocea- 
ns. But  according  to  a  veterinarian's 
report  riled  June  8,  1959,  a  blast  fired  by 
Fudd  point-blank  at  the  duck's  face  left 
No.  27  (or  "Daffy")  with  bird-shot  pellets 
embedded  in  the  front  of  the  skull,  as  well 
as  a  partially  perforated  eardrum  on  the 
left  side.  In  the  film  version  of  this  inci- 
dent, the  full  force  of  the  gun  blast  strikes 
the  duck  squarely  on  the  bill,  causing  the 
bill  to  spin  quickly  around  the  duck's  head 
for  perhaps  two  dozen  rotations  and 
come  to  rest  at  the  back  of  the  duck's 
head  rather  than  the  front.  According  to 
the  best  information  we  have 
found  so  far,  this  did  not  occur. 

Other  accounts  of  the 
doings  of  Fudd  and  his  cronies 
play  similarly  fast  and  loose 
with  the  truth.  A  case  in  point 
is  the  portrait  of  Fudd's  cine- 
matic colleague,  Yosemite 
Sam  (sic  —  no  last  name 
given).  This  character  appears 
to  have  been  closely  modeled 
on  a  man  named  Robert 
"Yellowstone  Bob"  Skinner,  a 
rancher  and  sometime  stunt- 
man  in  the  Sacramento  area 
40-odd  years  ago,  whom 
many  local  residents  remem- 
ber well.  Like  his  cinematic  counterpart, 
Skinner  was  short,  had  a  long  red  mus- 
tache that  drooped  almost  to  his  feet, 
wore  big  boots  and  an  oversize  brown 
cowboy  hat,  and  carried  two  six-shoot- 
ers. Also  like  the  screen  version,  Skinner 
used  to  hop  up  and  down  when  angry 
and  fire  both  his  pistols  simultaneously 
into  the  ground  on  either  side  of  him, 
kicking  up  lots  of  dust,  while  mega- 
phone-shaped bursts  of  steam  shot  out  of 
both  his  ears.  All  of  those  details  we  have 
been  able  to  verify  from  people  who  were 
there.  Many  other  aspects  of  his  behavior 
as  depicted  on  film,  however,  are  appar- 
ently unsubstantiated.  On  screen,  for 
example,  when  this  character  becomes 
annoyed  at  something  one  of  the  other 
characters  has  done,  he  often  exclaims, 
"Ton-sarn  that  varmint!"  Unfortunately, 
no  one  who  knew  Skinner  remembers 
him  ever  saying  such  a  thing.  Several 
recalled  that  occasionally  he  used  to  say, 
"Oh,  Christ,  Audrey — now  what?" 
(Audrey  was  Skinner's  second  wife.)  Such 
inconsistencies  the  makers  of  the  film 
apparently  felt  free  to  disregard. 

Most  troubling,  from  the  point  of 
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view  of  real-life  accuracy,  is  the  character 
of  the  rabbit.  His  inappropriate  name 
("Bugs"?  Why  that,  for  a  rabbit?)  is  just 
one  of  many  questions  still  unresolved. 
To  make  matters  more  confusing,  on 
screen  he  sometimes  dresses  as  the  duck 
or  as  a  beautiful  woman  to  fool  the 
hunter  (Fudd),  while  at  other  times  he 
appears  as  a  bullfighter,  a  newspaper 
reporter,  a  Viking  maiden,  or  the  conduc- 
tor of  a  symphony  orchestra.  The  viewer 
is  left  wondering:  Who,  exactly,  is  he? 

Our  findings  show  that  the  character 
of  the  rabbit  was  actually  a  composite 


portrait  based  on  several  backyard  rab- 
bits who  lived  in  greater  Los  Angeles  dur- 
ing the  late  1930s  and  early  1940s.  One  of 
these  rabbits  had  very  long  ears,  another 
had  large  white  feet,  another  had  two  big 
front  upper  incisors,  another  was  con- 
stantly chewing  on  carrots,  and  so  on. 
Trying  to  pin  down  which  real  rabbit  is 
the  source  for  which  on-screen  exploit, 
however,  is  no  easy  task.  Here  one  enters 
a  hall  of  mirrors  where  truths,  half-truths, 
and  total  falsehoods  mix  and  mingle  in  a 
kaleidoscopic  whirl,  as  reality  slips  mad- 
deningly out  of  reach.  Most  of  the  rabbits' 
neighbors  and  other  witnesses  who  could 
be  of  help  have  moved  away  or  died.  The 
memories  of  those  few  who  remain  are 
quite  vague,  perhaps  unavoidably  so,  per- 
haps for  some  other  reason.  If,  as  the 
movie  version  claims,  the  rabbit  and  the 
duck  once  accidentally  burrowed  (!)  into 
a  cave  full  of  treasure  belonging  to  a  sul- 
tan and  got  into  a  fight  with  a  muscular 
guard  named  Hassan,  and  then  a  genie 
shrunk  the  duck  down  to  a  tiny  size,  and 
the  duck  went  running  off  into  the  dis- 
tance holding  a  diamond  bigger  than  him- 
self and  screaming  in  a  tiny  voice  how  rich 


he  was,  this  alleged  event  left  no  tangib 
physical  evidence  that  we  could  find 
one  of  the  original  rabbits  on  which  tl 
cinematic  rabbit  was  supposedly  base) 
did,  in  fact,  dress  in  a  tuxedo  and  pas 
himself  off  as  Leopold  Stokowski  ail 
conduct  a  symphony  orchestra  and  mal 
one  of  the  singers  hold  a  note  so  long  thi 
the  singer's  face  turned  several  colors,  an 
the  proscenium  arch  directly  overhea 
began  to  crumble,  and  the  cracks  in  tl 
proscenium  spread,  and  pieces  began  i 
fall  down,  and  the  whole  auditoriu 
eventually  collapsed — where,  then,  is  t| 
documentation?  Are  the 
program  notes  of  the  concei 
newspaper  stories  about  tl 
disaster  at  the  concert  ha 
insurance  appraisals  of  tl) 
damage,  and  so  on? 

Confronted  with  the 
questions,  the  studio  has  so  f 
stonewalled.  To  date,  its  on 
response  has  been  a  terse  tw 
line  statement  saying  tha 
although  hard  proof  of  certa 
events  may  not  be  immec 
ately  available,  at  least  thi 
"could  have"  occurred.  Sadl 
"could  have"  is  not  gocl 
enough  for  those  of  ' 
demanding  factual  accountabilil 
Granted,  the  rabbit  "could  have"  go 
into  outer  space  and  prevented  a  sm 
Martian  with  a  strange  accent  from  bio 
ing  up  the  Earth — the  Earth  is  still  he 
after  all.  Careful  observers,  however,  w 
withhold  judgment  until  more  eviden 
comes  to  light.  Meanwhile,  the  misquo 
tions,  distortions,  and  deliberate  misre 
resentations  of  the  facts  as  purvey 
on-screen  have  already  done  a  serious  d 
service  to  the  people  and  animals  frc 
whose  lives  these  facts  were  drawn, 
fairness  to  everybody,  reality  can  only 
what  really  occurred,  and  nothing  mo 
As  responsible  viewers  and  citizens, 
must  keep  on  the  alert  to  make  sure  tl 
the  supposed  "reality"  offered  by  fil; 
and  the  media  is,  in  fact,  actually  true. 


Ian  Frazier  is  one  of  America's  forem 
humorists.  He  is  a  regular  contribw 
to  Outside  and  The  Atlantic  Montr 
His  books  include  Dating  Your  Mc 
and  the  nonfiction  best-seller  Gre 
Plains.  His  most  recent  book,  On  i 
Rez,  is  an  account  of  the  modern-c 
Oglala  Sioux. 
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tnptoms  Include: 

D  re  mature  application  time  out 
Jser  satisfaction  concerns 
stability  issues 

'erformance  guarantee  problems 
Response  time  degradation 
>LA  guarantee  dilemmas 
-oss  of  bandwidth  control 
'dor  efficiency 

>tifled  application  enablement  , 


These  are  classic  signs  of  ND. 
ND  affects  every  company  from 
small  enterprises  to  large  service 
providers.  If  not  controlled  your 
business  is  at  risk,  and  your 
competition  knows  it. 

Now,  Sitara  Networks  is  just  what  the 
doctor  ordered  to  add  the  necessary 
layer  of  intelligence  to  your  network 
to  prevent  and  cure  ND. 

We're  the  ist  company  to  deliver 
an  integrated  and  modular  QoS 
(Quality  of  Service)  platform  world- 
wide that  integrates  bandwidth 


management  and  transparent 
caching  into  an  open  hardware  and 
software  architecture.  And  We're 
the  ist  company  to  guarantee  the 
benefits  of  the  product  -  or  your 
money  back. 

By  partnering  with  industry  leaders, 
including  Citrix  Systems  Inc., 
Sumitomo  Corporation  and  Intel - 
Sitara  protects  your  network  with 
holistic  QoS. 
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Making  Networks  Smarter 
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illusions  are  forever 


by  Jay  Chiat 


WHEN  LIFE  IMITATES 
ADVERTISING,  IT'S  THE 
SURREAL  THING 


know  what  you're  thinking:  That's  rich,  asking  an  adman 
define  truth.  Advertising  people  aren't  known  either  for 
eir  wisdom  or  their  morals,  so  it's  hard  to  see  why  an 
man  is  the  right  person  for  this  assignment.  Well,  it's  just 
mmon  sense — like  asking  an  alcoholic  about  sobriety,  or  a 
iner  about  piety.  Who  is  likely  to  be  more  obsessively  attentive 
a  subject  than  the  transgressor? 

Everyone  thinks  that  advertising  is  full  of  lies,  but  it's  not 
lat  you  think.  The  facts  presented  in  advertising  are  almost 
■vays  accurate,  not  because  advertising  people  are  sticklers 
t  because  their  ads  are  very  closely  regulated.  If  you  make  a 
se  claim  in  a  commercial  on  network  television,  the  FTC  will 
tch  it.  Someone  always  blows  the  whistle. 

The  real  lie  in  advertising — some  would  call  it  the  "art"  of 
vertising — is  harder  to  detect.  What's  false  in  advertising  lies 
i  the  presentation  of  situations,  values,  beliefs,  and  cultural 
Irms  that  form  a  backdrop  for  the  selling  message. 
I  Advertising — including  movies,  TV,  and  music  videos — 
iesents  to  us  a  world  that  is  not  our  world  but  rather  a  coi- 
tion of  images  and  ideas  created  for  the  purpose  of  selling, 
lese  images  paint  a  picture  of  the  ideal  family  life,  the 
irfect  home.  What  a  beautiful  woman  is,  and  is  not.  A  pre- 
ription  for  being  a  good  parent  and  a  good  citizen. 

The  power  of  these  messages  lies  in  their  unrelenting  per- 
siveness,  the  24-hour-a-day  drumbeat  that  leaves  no  room 
r  an  alternative  view.  We've  become  acculturated  to  the  way 
vertisers  and  other  media-makers  look  at  things,  so  much 

that  we  have  trouble  seeing  things  in  our  own  natural  way. 
ivertising  robs  us  of  the  most  intimate  moments  in  our  lives 
cause  it  substitutes  an  advertiser's  idea  of  what  ought  to 
— What  should  a  romantic  moment  be  like? 

You  know  the  De  Beers  diamond  advertising  campaign?  A 
:ver  strategy,  persuading  insecure  young  men  that  two 
anths'  salary  is  the  appropriate  sum  to  pay  for  an  engage- 
;nt  ring.  The  arbitrary  algorithm  is  preposterous,  of  course, 
it  imagine  the  fiancee  who  receives  a  ring  costing  only  half  a 
anth's  salary?  The  advertising-induced  insult  is  grounds  for 
lling  off  the  engagement,  I  imagine.  That's  marketing  telling 
e  fiancee  what  to  feel  and  what's  real. 

Unmediated  is  a  great  word:  It  means  "without  media," 

thout  the  in-between  layer  that  makes  direct  experience 
jmost  impossible.  Media  interferes  with  our  capacity  to 

perience  naturally,  spontaneously,  and  genuinely,  and 


thereby  spoils  our  capacity  for  some  important  kinds  of  per- 
sonal "truth."  Although  media  opens  our  horizons  infinitely, 
it  costs  us.  We  have  very  little  direct  personal  knowledge  of 
anything  in  the  world  that  is  not  filtered  by  media. 

Truth  seems  to  be  in  a  particular  state  of  crisis  now.  When 
what  we  watch  is  patently  fictional,  like  most  movies  and 
commercials,  it's  worrisome  enough.  But  it's  absolutely  perni- 
cious when  it's  packaged  as  reality.  Nothing  represents  a  big- 
ger threat  to  truth  than  reality-based  television,  in  both  its 
lowbrow  and  highbrow  versions — from  Survivor  to  A&E's 
Biography.  The  lies  are  sometimes  intentional,  sometimes 
errors,  often  innocent,  but  in  all  cases  they  are  the  "truth"  of 
a  media-maker  who  claims  to  be  representing  reality. 

The  Internet  is  also  a  culprit,  obscuring  the  author,  the 
figure  behind  the  curtain,  even  more  completely.  Chat  rooms, 
which  sponsor  intimate  conversation,  also  allow  the  partici- 
pants to  misrepresent  themselves  in  every  way  possible.  The 
creation  of  authoritative-looking  Web  sites  is  within  the  grasp 
of  any  reasonably  talented  12-year-old,  creating  the  appearance 
of  professionalism  and  expertise  where  no  expert  is  present. 
And  any  mischief  maker  can  write  a  totally  plausible-looking, 
totally  fake  stock  analyst's  report  and  post  it  on  the  Internet. 
When  the  traditional  signals  of  authority  are  so  misleading, 
how  can  we  know  what's  for  real? 

But  I  believe  technology,  for  all  its  weaknesses,  will  be  our 
savior.  The  Internet  is  our  only  hope  for  true  democratization, 
a  truly  populist  publishing  form,  a  mass  communication  tool 
completely  accessible  to  individuals.  The  Internet  puts  CNN 
on  the  same  plane  with  the  freelance  journalist  and  the  lady 
down  the  street  with  a  conspiracy  theory,  allowing  cultural 
and  ideological  pluralism  that  never  previously  existed. 

This  is  good  for  the  cause  of  truth,  because  it  underscores 
what  is  otherwise  often  forgotten — truth's  instability.  Truth  is 
not  absolute:  It  is  presented,  represented,  and  re-presented  by 
the  individuals  who  have  the  floor,  whether  they're  powerful 
or  powerless.  The  more  we  hear  from  powerless  ones,  the  less 
we  are  in  the  grasp  of  powerful  ones — and  the  less  we  believe 
that  "truth"  is  inviolable,  given,  and  closed  to  interpretation. 
We  also  come  closer  to  seeking  our  own  truth. 

That's  the  choice  we're  given  every  day.  We  can  accept  the 
very  compelling,  very  seductive  version  of  "truth"  offered  to 
us  daily  by  media-makers,  or  we  can  tune  out  its  influence  for 
a  shot  at  finding  our  own  individual,  confusing,  messy  version 
of  it.  After  all,  isn't  personal  truth  the  ultimate  truth?  ■ 

Advertising  guru  Jay  Chiat  founded  the  Chiat  Day  Advertising 
Agency  in  1968  and  revolutionized  the  industry  by  being  at  the 
vanguard  of  the  virtual  office  and  digital  content  distribution. 
He  is  chairman  of  ScreamingMedia,  based  in  New  York  City. 
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THE  NEXT  NOVEL  IS  JUST 
A  HEADLINE  AWAY 

Elmore  Leonard 


^■ast  April  I  received  a  newspaper  clipping  from  a 
Mr.  Harris  Oswalt  of  Mobile,  Alabama,  saying,  "I 
am  a  big  fan  of  yours  and  thought  this  article  so 
amazing  that  you  could  write  a  book  about  it." 

The  headline  from  The  Birmingham  News  tells 
the  story:  "21 -Year-Old  Shooting  Victim  Leaves 
Behind  16  Children." 

On  April  3  a  young  man  named  George  McHeard 
III  was  sitting  in  his  Chevrolet  Impala  in  the  parking 
lot  of  an  apartment  complex  in  Pratt  City,  a  suburb 
of  Birmingham,  Alabama.  At  about  5:45  p.m., 
according  to  police,  a  masked  gunman  walked  up  to 
the  car  and  shot  McHeard  three  times  at  point- 
blank  range,  killing  him  instantly. 

The  mothers  of  the  children  turned  out  to  be 
at  least  nine  young  women  from  different  parts 
of  the  city.  LaDrea  Campbell,  mother  of  Georges 
8-month-old  daughter,  LaShundrea,  said,  "I  didn't 
plan  for  him  to  leave." 

Audrey  Williams,  George's  mother,  said  that  he 
began  siring  children  shortly  after  he  turned  14. 
She  had  often  asked  his  girlfriends  "not  to  have 
babies  for  my  son."  But  her  pleas,  for  the  most 
part,  were  ignored.  George's  mom  went  on  to  say, 
"He  loved  his  children  and  took  care  of  them, 
bought  them  whatever  they  needed,"  essentials  like 
milk,  clothing,  and  diapers. 

For  all  16  kids?  How  could  George  afford  it? 

According  to  Audrey,  whose  nickname  for 
George  was  Punchie,  her  son  made  his  living  as  a 
self-employed  car  salesman,  an  independent  dealer 
who  sold  all  makes  and  models,  not  off  a  lot  but 
from  their  home  in  Ensley  Highlands.  Audrey  said 
he  loved  cars  so  much  he  named  two  of  his  daugh- 
ters Mercedes  and  Infiniti. 

She  also  mentioned  that  during  the  week  lead- 
ing up  to  her  son's  death,  he  was  unusually  quiet. 

It's  doubtful  I  would  want  to  build  an  entire 
novel  around  George  and  his  kids,  as  Harris  Oswalt 
suggests  in  his  note.  But  I  would  be  tempted  to  use 
George  in  a  supporting  role  just  to  see  him  in 
action  and  hear  him  talk:  George  coming  on  with 


sweet  talk,  street  talk,  always  confident.  The  faf 
that  you  might  not  believe  a  word  George  says 
beside  the  point;  I  don't  make  judgments  about  rr 
people.  You'll  see  that  George  lives  by  his  wil 
but  isn't  very  bright.  He  struts  through  a  world 
his  own,  a  little  Big  Daddy  in  a  gray  area  of  acti; 
ity,  playing  the  role  of  provider.  My  books  thri" 
on  gray  areas,  where  truth  is  not  seen  in  a  cle 
light  but  can  be  interpreted  and  turned  inside  o 
to  suit  a  character's  needs. 

One  fictional  scenario  that  might  be  drav 
from  the  news  story:  George  was  involved  in 
hustle  of  some  kind,  perhaps  in  his  role  as  a  0 
salesman;  the  deal  went  bust  and  George  g; 
popped.  Robbery  did  not  appear  to  be  a  motive. 

I  hear  his  mother  saying,  "Punchie,  the  Lo 
helps  those  who  help  themselves."  And  George  hi 
to  agree.  "Yes,  indeed,  the  Lord  has  shown  me  t 
way  to  take  care  of  my  kids.  Was  like  getting  hit 
lightning.  I  mean  it  was  getting  hit  by  lightning." 

You'll  see  what  he's  talking  about  in  the  folio- 
ing  treatment  of  how  a  fictional  character  based 
the  real  George  might  stumble  into  one  of  lif 
gray  areas  to  find  temporary  happiness. 

Here's  George  McHeard  III,  at  age  12,  thinkir 
What  kind  of  stupid,  old-man  name  is  Georg 
He's  wanting  to  change  it  to  Jamal  or  Ju-wan,  ur 
his  mama  tells  him  the  original  George,  1 
grampa,  had  come  to  Alabama  from  Jamaica;  lea 
it's  what  she  heard.  Little  George  says,  "Yeah... 
thinking  of  Bob  Marley  and  Lady  Saw,  heari 
reggae  in  his  head.  Never  mind  the  great  Edc 
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Kendricks  of  the  TemptadoKS  was  from 
Ensley,  where  they  live,  chat  Motown 
jive  was  old.  George  bops  his  head  to 
reggae,  and  in  two  years  has  grown  out 
his  dreadlocks  and  taken  up  ganja, 
■  as  George  III,  the 
Reggae  Kid.  has  quit  school,  and  gone  to 
work  for  Honieboys  Catering.  Never 
mind  Domino's  and  Pizza  Hut.  They're 
too  scared  of  drive-bys  and  armed  rob- 
beries to  make  deliveries  in  Ensley  and 
the  projects.  "LET  YOUR  HOMEBOYS 
DO  THE  DRIVING"  is  the  slogan  where 
George  works.  He  picks  up  orders  and 
delivers  'em  anywhere.  A  cute  girl  ans- 
wers the  door,  George  makes  his  eyes 
soft  and  says  in  his  Jamaican  lilt, 
"Sweet  chile,  ride  with  me  to  the  coun- 
try." His  first  two  children  are  conceived 
at  the  same  time,  the  twins,  Toni  and 
Tawni,  over  by  Bayview  Lake.  His 
daddy  writes  from  McKean  Correc- 
tional, "You  just  a  boy.  What  you  doing 
making  babies?" 

By  the  time  he's  18,  George  has  a 
dozen  kids  living  in  hoods  from  Pratt 
City  to  Bessemer,  and  the  cute  mamas 
who  loved  his  locks  and  Rasta  way  of 
speaking  are  getting  on  his  ass,  one  say- 
ing cold  pizza  and  food  stamps  don't 
make  it,  baby;  another  saying  a  child 
needs  shoes,  a  child  needs  toys,  and  a 
child's  mama  needs  a  few  things,  too, 
mon — giving  him  back  his  island  sound 
with  an  edge. 

George  will  tell  you  it  isn't  easy  being 
loved  by  so  many  women. 

He  hooks  up  with  an  ex-con  named 
Cochise  Patterson,  from  around  here 
but  staying  in  Detroit,  the  stolen  car 
capital  of  the  world,  and  George's  bur- 
den is  eased  some.  Cochise  boosts  cars 
on  order,  has  a  boy  drive  them  down, 
and  George  sells  them  in  the  projects — 
any  luxury  car  you  want,  10  Gs — mostly 
to  entry-level  drug  sellers.  George  sees 
his  role  in  a  somewhat  dark  gray  area: 
He  doesn't  steal  the  cars  himself  or  see 
them  being  stolen,  does  he?  No,  all  he 
does  is  sell  'em  to  people  who  don't  care 
where  they  come  from. 

Here,  an  event  that  actually  hap- 
pened, two  years  before  the  real  George 
McHeard  met  his  end  in  the  parking 
lot,  is  used  to  turn  the  plot. 

On  April  8,  1998,  a  Force  5  tornado 
swept  across  three  Alabama  counties, 
Touched  down  on  Birmingham's  west 
-de,  ^nd  tore  several  neighborhoods 


to  pieces.  One  of  the  hardest  hit  was 
Pratt  City. 

And  here's  19-year-old  George  on 
that  day,  only  minutes  before  the 
tornado  rips  through.  He's  delivering, 
free  of  charge,  a  Lexus  with  gold  trim 
to  Cochise's  brother,  Andre  Patterson, 
released  from  prison  up  north  and  now 
dealing  drugs  from  his  great-grandma's 
home  on  Miles  Avenue  in  Pratt  City. 
The  granny  is  this  little  wisp  of  a 
woman,  barely  able  to  hold  the  door 
against  the  wind,  who  lets  George  into 
the  kitchen  and  disappears.  He  finds 
Andre  unconcerned  with  the  weather; 
something  else  is  troubling  him. 

"You  hear?  Cochise  got  his  parole 
violated  account  of  a  dirty  urine  and 
he's  back  in  the  slam,  has  to  finish  his 
time.  Man,  two  more  years." 

The  news  comes  as  a  shock  to  George; 
he  sees  himself  out  of  business.  The 
only  consolation  is  the  tip  Andre  offers 
for  delivering  the  car. 

"Some  fine  blow.  Sell  it  and  buy  toys 
for  the  kids."  Andre  looks  up  then,  puz- 
zled. "What's  that  noise?" 

"Sounds  like  a  train  coming," 
George  says. 

As  the  roof  is  ripped  from  the  house, 
George  will  remember  the  terrible  sound 
screaming  in  his  head  as  he's  slammed 
against  the  wall,  and  then  the  dead  silence 
as  he  picks  himself  up.  The  refrigerator 
has  flattened  Andre,  who's  lying  dead. 
George  looks  around,  sees  money  all 
over  the  place — currency,  20s,  50s,  100s, 
dope  money  Andre's  hid  away  and  the 
tornado  finds  —  like  a  sign  coming  in 
the  crash  of  lightning,  the  Lord  helping 
those  who  help  themselves,  and  George 
does.  By  the  time  he's  collected  the 
bills  in  a  plastic  bag,  a  hundred  Gs 
easy,  he  hears  the  granny's  plaintive 
cries  for  help. 

Here  are  the  storm  damage  photo- 
graphs clipped  from  The  Birmingham 
News:  one  of  George  the  hero  coming 
out  of  what's  left  of  the  house,  the  granny 
cradled  in  his  arms;  another  one  eight 
days  later,  George  shaking  hands  with 
President  Clinton,  who  has  stopped  off 
in  Pratt  City  to  commiserate  and  prom- 
ise some  federal  aid. 

Here  are  George  and  his  mom  at 
their  house  in  Ensley  handing  out  toys 
to  his  kids,  to  Toni  and  Tawni,  to  Char- 
maine,  Coretta,  George  Junior,  his  second 
set  of  twins  (Jamal  and  Ju-wan),  Mer- 


cedes, Infiniti,  LaDonna  (they  call  he 
Peaches),  Robert  Marley,  little  2-year-ol 
Ziggy,  Rochelle  (they  call  her  Shell 
Tanisha,  Martin  Luther,  and  the  last  on 
so  far,  his  baby  girl  LaShundrea,  her 
with  her  mama — the  only  mama  wh 
came  —  on  account  of  she's  nursing 
George  is  saying  to  a  child,  "No,  hone] 
that's  Tanisha's  doll.  You  play  with  you 
doll  and  let  Tanisha  play  with  hers." 

George  is  now  living  in  the  grayej 
gray  area  of  his  life.  What's  he  suppose) 


to  do  with  the  money  but  spend  it?  G\\ 
it  to  the  police?  "Oh,  here  some  drt) 
money  I  happen  to  find  in  a  friend  o 
mine's  house."  The  house  is  gone  ari 
any  trace  that  the  money  was  there.  Gh| 
it  to  Andre's  brother  in  the  joint?  Whj 
It  ain't  his.  How  would  he  even  knoi 
about  any  money  there?  George  doesri 
consider  the  granny  an  heir — that  ni^ 
old  woman  taking  drug  money?  rj 
does  buy  expensive  gifts  for  the  mama 
has  to,  the  only  way  to  keep  'em  off  h 
back  for  a  time;  and  buys  himself 
Chevy  so  nobody  will  think  he  hj 
money.  Still,  people  notice  things  an 
they  talk,  especially  the  mamas.  Damn 

Here's  George,  21  now,  picking  i 
the  phone  to  hear  Cochise  Patterson 
voice  saying,  "Hey,  Dog.  I  call  to  te 
you  I  got  my  release." 

George  does  not  want  to  talk  to  th 
man,  but  he  can  act,  sound  cool  whs 
he  has  to.  "You  back  in  business?" 

"Pretty  soon.  Listen,  you  know  th 
picture  was  in  the  paper,  you  saving  n 
old  granny  from  the  tornado?  Yeai 
different  ones  sent  me  the  picture 
Cochise  says,  "and  I  been  keeping 
the  two  years  since.  Was  the  day  yd! 
dropped  off  the  car,  huh?  You  can  see 
all  busted  up  in  the  picture.  Lexus  wil 
the  gold  trim."  ►  1 
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earer  than  truth 


by  Gore  Vida 


HISTORY  IS  THE 
BIGGEST  OPINION 
POLL  OF  ALL  TIME 


W 

V  V  hat  American  can  ever  forget — much  less 
want  to  recall — the  solemn  parade  of  "managers" 
from  the  House  of  Representatives  during  President 
Clinton's  impeachment  trial  as  they  made  their 
way  into  the  Senate  chamber,  eyes  piously  raised  to 
heaven  (the  TV  cameras),  callused  knuckles  lightly 
grazing  the  floor.  The  president  had  told  a  lie 
under  oath.  The  republic  was  tottering. 

"America  is  a  go-o-o-d  country!"  one  of  them 
bayed.  "Amen!"  we  all  shouted  at  our  TV  sets.  Com- 
mentators assured  us,  worriedly,  that  since  Truth 
was  all  that  mattered,  a  president's  lie  was  a  far 
more  heinous  crime  than  serial  murder.  More  to 
the  point,  perjury  is  a  uniquely  American  legal 
fetish  to  be  invoked  when  you  can't  nail  your  vic- 
tim on  a  real  charge. 

But  the  American  people  seemed  to  be  perfectly 
happy  with  their  fibbing  president,  obliging  one 
professional  TV  guest  to  whimper,  "What  has  hap- 
pened to  outrage?"  He  then  accused  us,  the  people, 
of  lacking  morality.  Obviously,  he  had  not  read 
The  Day  America  Told  the  Truth:  What  People 
Believe  About  Everything  That  Really  Matters,  a 
book  based  on  answers  to  questions  not  usually 
asked  by  pollsters.  The  most  startling  result:  More 
than  90%  of  those  questioned  confessed  to  being 
"habitual"  liars.  If  true,  how  could  the  representa- 
tives of  so  tolerant  and  matter-of-fact  a  people  be 
so  unrepresentative? 

In  1748  David  Hume  remarked  upon  "the  eas- 
iness with  which  the  many  are  governed  by  the 
few,  and  the  implicit  submission  with  which  men 
resign  their  own  sentiments  and  passions  to  those 
of  their  rulers.  When  we  inquire  by  what  means 
this  wonder  is  effected,  we  shall  find  that  as  force 
is  always  on  the  side  of  the  governed,  the  gover- 
nors have  nothing  to  support  them  but  opinion.  It 
is  therefore  on  opinion  only  that  government  is 
founded."  In  Hume's  day,  the  schools,  the  churches, 
and  the  news  sheet  molded  opinion  to  suit  the 
rulers.  In  our  day,  the  means  of  dispensing  opinion 
have  metastasized  from  TV  news  to  TV  political 


commercials  to  that  great  intangible  turbulencj 
the  Internet. 

Who  can  blame  the  rulers  of  a  global  empire  fj 
creating  opinion  favorable  to  their  enterprises?  Ja 
ferson  innocently  hoped  that  an  informed  citizenl 
(they  read  a  news  sheet  or  two  and  perhaps  tl 
odd  book)  could  intelligently  administer  count 
state,  and  nation.  He  did  not  envisage  a  wor| 
empire,  nor  could  he  have  dreamed  that,  althouj 
trillions  of  dollars  were  spent  in  the  last  century  c 
weaponry,  very  little  was  spent  on  education.  Tl 
result  is  that  citizens  now  rely  on  advertisers  to  t 
them  what  to  think  about  such  entertainments 
the  war  in  the  Persian  Gulf,  where  CNN,  an  una 
clared  arm  of  the  U.S.  government,  gave  us  J 
irrelevant  sound-and-light  show  while  Europeai 
were  reporting,  simultaneously,  a  very  different  w) 
from  what  we  were  allowed  to  see. 

That  the  Few  will  always  mislead  the  Many  fl 
the  benefit  of  the  Few  is  a  constant  in  hums 
affairs.  Yet  Jefferson  and  our  founders  thoug| 
that  if  the  Many  were  accurately  informed  aba 
what  their  government  was  doing,  they  coul 
then,  if  only  through  the  polls,  express  their  collfl 
tive  desire  for,  let  us  say,  war  or  peace.  But  < 
December  8,  1941,  the  American  Many  lost  to  t| 
Few  even  that  passive  power  to  influence. 

The  Japanese,  after  numerous  provocatio 
from  Franklin  Roosevelt's  administration,  sal 
our  Pacific  fleet  at  Pearl  Harbor.  Roosevelt  ask 
Congress  to  declare  war,  which  it  did.  Althou 
the  witty  playwright-politician  Clare  Boothe  Lu 
had  wanted  us  to  go  to  war  against  the  Nazi 
she  complained  that  the  president  had  "lied 
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into  war  when  he  sh<  mi         led  us  into  war." 

But  how  could  -  done  that  when  nearly  80%  of  all 

war?  In  1940,  FDR  had  won  a 
iwed  "no  sons  of  yours  will  ever  be 
ign  war,"  carefully  adding,  "unless  we 
which  case  the  war  would  no  longer  be  for- 
gn.  In  July  i94i,  he  turned  off  Japan's  oil  supply  while 
ordering  Japanese  troops  to  withdraw  from  the  mainland  of 
Asia.  Americans  were  not  informed  of  these  provocations  at 
the  time,  but,  thanks  to  the  Freedom  of  Information  Act,  we 
can  now  read  all  about  them  in  Robert  B.  Stinnett's  recent 
book,  Day  of  Deceit. 

Since  Franklin  D.  Roosevelt  is  very  much  the  Augustus  of 
our  empire,  court  historians  argue  that  lying  us  into  a  "good" 
war  was  not  so  bad.  Unfortunately,  in  the  process,  the  Ameri- 
can people  were  permanently  excluded  from  governance. 
Although  we  have  fought  dozens  of  wars,  hot  and  cold,  since 
December  1941,  none  was  declared  by  "We  the  People  in 
Congress  assembled,"  as  the  Constitution  requires.  Mean- 
while the  Few  never  cease  to  demonize  a  long  line  of  enemies- 
of-the-month  club  in  order  to  prepare  the  viewers  (as  voters 
are  now  regarded)  for  sudden  unexpected  strikes  in  hereto- 
fore little-known  lands.  Mossadegh,  Arbenz,  Gadhafi,  Nor- 
iega, Saddam,  Milosevic  are  excuses  for,  in  one  scholar's 
phrase,  "perpetual  war  for  perpetual  peace." 

In  1945,  after  the  surrender  of  Germany  and  Japan,  the 
Few  were  in  sharp  disagreement.  Should  America  stay  armed 
to  the  teeth  and  police  the  entire  world?  Or  should  we  heed 
George  Washington's  farewell  to  the  nation,  which  was  then 
so  eloquently  restated  by  John  Quincy  Adams  in  1821:  "Amer- 
ica goes  not  abroad  in  search  of  monsters  to  destroy. ...She 
well  knows  that. ..she  might  become  dictatress  of  the  world; 
[but]  she  would  no  longer  be  the  ruler  of  her  own  spirit." 
Needless  to  say,  those  who  wanted  us  to  become  dictatress  of 
the  world  won,  and  still  win,  in  the  conduct  of  our  affairs. 
For  a  half  century,  there  is  no  continent  in  which  we  have  not 
looked  for,  and  found,  trouble. 

Since  the  American  people  could  never  be  told  why  so 
much  mischief  was  being  done  in  their  name,  they  had  to  be 
convinced  that  there  was  a  terrible  monster  (Communism) 
abroad,  ever  ready  to  destroy  us  with  nuclear  weapons  after 
first  seducing  us  with  a  godless  religion.  To  this  day,  opinion 
has  it  that  Stalin  divided  Germany  and  started  the  Cold  War. 
But  in  Drawing  the  Line,  Carolyn  Eisenberg  describes  how  we 
broke  the  Yalta-Potsdam  agreements,  then  "with  the  incep- 
tion of  the  Berlin  blockade,  President  Truman  articulated  a 
simple  story  that  featured  the  Russians  trampling  the  wartime 
agreements  in  their  ruthless  grab  for  the  former  German  capi- 
tal. The  president  did  not  explain  that  the  United  States  had 
abandoned  Yalta  and  Potsdam,  that  it  was  pushing  the  forma- 
tion of  a  West  German  state  against  the  misgivings  of  many 
Europeans,  and  that  the  Soviets  had  launched  the  blockade  to 
prevent  partition."  Our  opinion  makers  blithely  reversed  the 
story  and  were  believed  by  an  otherwise  uninformed  Ameri- 
can polity. 

The  operative  genius  of  the  Truman  administration  was 
the  corporate  lawyer  Dean  Acheson,  who  officially  launched 
our  global  empire  on  February  27,  1947,  in  the  cabinet  room 
I  louse.  Here  President  Truman  presided  over  a 


small  group  of  congressional  leaders  as  well  as  Secretary  c 
State  George  Marshall  and  Acheson,  the  undersecretary. 

The  British  government  had  just  sent  an  SOS  to  the  Unite 
States.  It  had  run  out  of  money.  It  could  no  longer  suppoj 
the  "democratic"  government  of  Greece.  Could  we  fill  in 
Should  Greece  go  Communist  in  a  coming  election,  its  neigl 
bor,  Turkey,  might  also  slip  into  the  arms  of  the  ravenoij 
bear.  Congress  must  now  supply  the  money  to  save  these  twi 
nations  for  the  free  world.  Actually,  though,  Stalin  ahead 
recognized  Greece  as  part  of  our  "sphere  of  influence." 

Marshall  made  his  pitch  to  the  members  of  Congress,  whl 
were  unimpressed.  Then  Acheson  asked  to  speak.  He  was  elc 
quent.  The  free  world  stood  at  the  brink,  yes,  at  Armageddon 
Should  the  Russians  occupy  Greece  and  Turkey,  three  contj 
nents  would  be  at  risk.  He  used  the  evergreen  homily  of  ho1 
one  rotten  apple  in  a  barrel  could  spoil  the  lot.  Finally,  wei 
we  not  the  heirs  of  the  Roman  Empire?  Well,  the  Sovii 
Union  was  our  Carthage,  and  our  Punic  Wars  had  begun.  \5 
dared  not  lose.  "America  has  no  choice,"  Acheson  arguer 
"We  must  act  now  to  protect  our  own  security... to  protei 
freedom  itself." 

The  Republican  senator  from  Michigan,  Arthur  S.  Vai 
denberg,  was  so  moved  by  this  performance  that  he  turned  I 
Truman  and  said,  "Mr.  President,  if  you  will  say  that  to  tlj 
Congress  and  the  country,  I  will  support  you,  and  I  belie' 
that  most  of  Congress  will  do  the  same.  But,  Mr.  Presiden 
the  only  way  you  are  ever  going  to  get  what  you  want  is 
make  a  speech  and  scare  the  hell  out  of  the  country." 

The  speech  was  made.  Hell  was  duly  scared  out  of  us. 
Acheson's  elegant  memoir,  Present  at  the  Creation,  he  chee 
fully  confessed,  "If  we  did  make  our  points  clearer  than  trut 
we  did  not  differ  from  most  other  educators  and  could  hard 
do  otherwise. ..." 

After  all,  as  he  himself  noted,  it  was  the  general  view  at  tl 
State  Department  that  the  average  American  spent  no  ma 
than  10  minutes  a  day  brooding  upon  foreign  policy.  Plain, 
it  is  rather  less  now. 

After  a  half  century  of  exclusion  from  public  affairs,  ti 
American  Many  are  becoming  immune  to  corporate  spin.  , 
a  result,  the  Few  are  becoming  visibly  disenchanted  with  t; 
Many.  Certainly,  we  were  far  too  tolerant  of  Clinton.  ^ 
lacked  outrage.  Worse,  we  are  so  happy  with  the  way  thini 
are  that  we  now,  lazily,  refuse  to  be  proper  citizens  and  vc 
in  the  elections  the  Few  graciously  hold  for  us.  At  the  sar 
time,  we  show  no  gratitude  for  the  perpetual  war  for  perpt 
ual  peace  that  the  Few  have  waged  in  our  name,  burning 
some  $6  trillion  of  our  money  while  allowing  the  public  ed 
cational  system  to  deteriorate  to  such  an  extent  that  a  maji 
presidential  candidate,  when  asked  about  a  recent  biograp 
of  Dean  Acheson,  made  it  clearer  than  truth  that  he  had  : 
idea  who  Acheson  was,  much  less  what  sort  of  militariz 
country  Acheson  had  helped  create,  and  we  must  live  in. 

Gore  Vidal  is  the  author  of  more  than  35  books  (from  t 
irreverent  Myra  Breckinridge/Myron  to  the  historical  Burrj, 
addition  to  numerous  film  scripts,  articles,  and  essays.  A  ft 
mer  candidate  for  senator  of  California,  Vidal  now  lives 
Ravello,  Italy,  part  of  each  year.  His  last  piece  for  this  magazh 
"A  View  from  the  Amalfi  Coast,"  appeared  in  Big  Issue  II. 
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Just  how  does  he  know  who's  been  naughty  or  nice? 


e  handles  billions  of  customers.  Yet  each  one  gets  individualized  attention, 
malized  marketing.  Personalized  service.  Personalized  transactions.  That's  the 
:  of  personalized  eBusiness. 

au  have  thousands,  perhaps  even  millions  of  important  business  relationships 
Since  you  can't  use  elves,  let  us  suggest  ePresence. 

Presence  consultants  can  help  you  build  an  eBusiness  solution  that  gives  every  one 
ur  customers,  business  partners,  suppliers  and  employees  a  totally  personalized 
ience.  Making  it  easier  for  them  to  do  business  with  you.  And  building  satisfaction 
oyalty  that'll  make  them  want  to  welcome  you  with  milk  and  cookies. 

et  us  show  you  how.  Go  to  www.epresence.com.  Or  call  1-800-222-6926. 


presence 

eBusiness.  We  make  it  personal! 
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DRAWN  BY  THE  IMPRESSIVE  HIGH  TECH  GROWTH 

LOCKS  OF  TECHIES  MOVE  TO  SAN  DIEGO 

AND  QUICKLY  ADAPT  TO  THE  CALIFORNIA  LIFESTYLE. 


^)ur  focus  today  is  an  elusive,  but  wily  species,  commonly  known  as  the  Techie.  With  its 
superior  brainpower,  the  Techie  has  come  to  recognize  the  San  Diego  region  as  a  hotbed  of 
innovation  and  migrated  in  great  numbers.  Known  to  travel  in  packs,  many  have 
established  specialized  habitats  throughout  the  sunny  locale.  At  times,  different  groups 
converge  producing  new  species  never  before  seen  across  the  technological  landscape. 


In  this  inviting  new  habitat,  one  might  expect  diminished  skills.  Quite  the  contrary.  A  tanning  of 
the  skin  suggests  time  spent  out  of  the  office,  resulting  in  a  refreshed  attitude  and  clear  head. 
Declining  golf  handicaps  nourish  collaborative  business  relationships.  It's  an  ethereal 
equilibrium  between  business  and  pleasure  that  spawns  a  perpetual  flow  of  ideas. 


A  network  of  academic  institutions,  including  one  of  the  nation's  top  research 
universities,  is  a  breeding  ground  for  new  talent  and  the  products 
and  services  of  tomorrow.  World-renowned  scientific  institutes,  such  as 
Scripps  and  Salk,  add  to  the  intellectual  capital.  And  customers  and  suppliers 
alike  blanket  the  countryside.  Whether  it's  Bioscience,  Communications, 
Software,  the  Internet,  or  Defense  and  Space,  the  future  of  science  and 
technology  is  San  Diego.  For  a  virtual  tour,  visit  www.techsperfectclimate.org. 


www.techsperfectclimate.org 


ipside  down  and  backward 


WHEN  ALL  IS  FALSE  AND  DULL,  A  FLIP  OF  THE  LENS 
BRINGS  EVERYTHING  INTO  FOCUS 


y  William  Vollman 


j 


pon  the  shallow  curved  bowl  within  the  camera  obs- 
a,  the  gray  sea  began  to  turn.  It  had  been  turning  before, 
t  until  my  pupils  dilated  I  saw  nothing  but  darkness.  A  cir- 
ar  railing  protected  me  from  falling  into  this  living  picture 
organized  daylight  projected  into  that  concavity.  Came  the 
ff  House,  out  of  focus  because  it  was  too  near.  I  might 
ve  seen  two  lovers  wandering  hand  and  hand  into  the 
isee  Mecanique. 

Then  the  great  lens  swiveled  severely  up  and  about,  the 
ich  now  offering  itself  to  my  gaze,  more  lovely  in  simili- 
le  than  it  actually  was:  brown  and  silver,  long  and  lonely, 
rdered  by  an  unstable  line  of  foam  from  the  streaks  of  the 
le-gray  sea,  which  in  their  pale  and  silent  motions  were 
;aks  of  life,  streaks  of  time.  Beachwalkers  got  doubled  by 
:ir  reflections  in  the  wet  sand.  Now  the  Seal  Rocks  went 
imming  by  like  hoary,  barnacle-encrusted  seashell- 
atures.  I  saw  a  blurred  bird.  Then  the  lens  tilted  upward 
that  the  boundary  stretched  between  sea  and  sky. 
The  real  world's  horizon  has  haunted  me,  although  I've 
iked  at  it  for  40  years. 

Shouldn't  a  walk  upon  San  Francisco's  Ocean  Beach  have 
t  more  vivid  than  any  projected  image  of  it?  But  the 
:used  transcendence  of  the  display,  set  off  by  darkness, 
ced  me  to  see.  Every  time  I  paid  my  dollar  to  enter  the  cham- 
•  on  the  ocean's  edge,  I  lost  myself  in  the  contemplation  of 
ivement  and  space.  Neither  pacing  nor  selection  was  mine. 
r  imagination  had  to  follow  the  lens. 

The  camera  obscura  focused  my  attention  on  a  certain 
ne,  at  a  certain  angle  of  view,  at  a  certain  tempo.  Like  it  or 
t,  that  was  how  I  had  to  look.  I'd  glimpse  a  seal,  and  then 
■  picture  had  left  the  seal  behind,  and  I  found  myself  think- 
;  more  about  the  animal  because  I  hadn't  gotten  to  gaze  at 
is  long  as  I  wanted.  But  in  compensation  for  the  loss  of  the 
1,  here  was  the  most  marvelous  wave  I  could  ever  remem- 
"...  forgetting  it  immediately,  I  saw  another  marvelous  wave. 
When,  at  last,  I  stepped  outside,  back  into  the  brilliant  sea 
;,  I  felt  a  greater  awe  for  this  world  into  which  I  could  now 
nure  almost  as  freely  as  did  the  great  lens  in  its  stately 
irling.  If  I  descended  to  the  beach,  the  crunching  of  my  heels 


in  the  wet  sand  was  real  enough,  but  I  remained  within  a 
splendid  dream.  Anyone  inside  the  camera  obscura  could  see 
me.  I  was  a  part  of  that  pure,  pale  music  box  world  that  my 
baby  daughter  could  still  perceive — she  still  embraced  her 
own  shadow;  she  waved  goodbye  to  dogs  and  characters  on 
television  screens;  all  was  real  to  her,  and  all  new. 

II 

Sometimes  my  daughter  grows  heavy  in  my  arms,  and  I'll  set 
her  down.  Fearing  that  I  might  never  pick  her  up  again,  she 
weeps  in  grief  and  terror.  I  hope  to  teach  her  faith  in  my  con- 
stancy. As  long  as  I  live,  I'll  always  love  her.  But  her  certainty 
of  my  solicitude,  if  I  succeed  in  conveying  it  to  her,  will 
doubtless  arrive  alongside  a  certainty  of  the  law  of  gravity.  In 
time  she'll  simply  think:  Yes,  that's  Ocean  Beach.  It  will  be 
time  for  the  camera  obscura. 

Freshness  wilts.  We  arrive  at  a  spuriously  eternal  kind  of 
knowledge:  When  I  open  my  fingers,  the  pen  will  always  fall 
from  my  hand.  I  am  alive;  everything  I  see  is  familiar  to  me; 
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othlng  new  will  disturb  my  activities.  I  will  never 
ie.  These  propositions  are  equally  parochial.  Knowledge 
proves  them  so. 

H  the  strange  thing  about  knowledge  is  that  the  more 
one  knows,  the  more  one  must  qualify  perceived  certainties, 
until  everything  oozes  back  into  unfamiliarity.  The  poems  of 
Mandelstam,  the  body  of  a  lover,  an  Arctic  landscape,  these 
are  composed  of  ingredients  as  basic  as  the  chemical  ele- 
ments—  Mandelstam  must  use  the  same  letters  of  the  alpha- 
bet as  every  other  Russian! — and  yet  the  words  grow  new; 
the  world  renews  itself. 

Ill 

For  several  years,  I  made  a  regular  pilgrimage  to  the  camera 
obscura  (it's  closed  now).  After  the  first  time  I  knew  "how  it 
would  be,"  of  course,  and  yet 
I  wanted  that  strangeness. 
The  fact  that  it  became  a 
familiar  unfamiliarity  did  not 
detract  from  it  a  single  jot.  If 
anything,  I  was  able  to  enjoy 
the  delights  of  its  world  more 
intensely  than  ever. 

I  haven't  felt  the  need  to 
look  into  the  camera  obscura 
now  for  two  decades.  Lately 
this  other  world,  the  one 
outside  the  camera  obscura, 
has  come  to  seem  so  real  and 
strange  to  me.  Could  that  be 
because  I  finally  believe  in  my 
own  death?  My  profession  as 
a  journalist  is  occasionally 
dangerous.  Many  of  my 
assignments  require  me  to 
interview  terrorists,  travel 
to  pariah  nations  and  war 
zones,  and  other  oddities. 

I  have  seen  some  very  sad 
things.  I  have  almost  died 
violently.  I  am  ready  to  die  at 
any  time.  My  affairs  are  in 
order;  all  I  fear  is  torture, 
and  the  secondary  torture  it 
would  cause  those  who  love 
me.  Every  day,  I  try  to  think 
about  what  I  have  seen  in  the 
world  I  perceive.  The  lens  of 
my  vocation  has  shown  me  the  agony  of  a  Cambodian 
woman  whose  entire  family  was  beaten  to  death  with  shovels 
by  the  Khmer  Rouge.  The  survivor,  who  had  to  watch,  dwells 
alone  with  their  screams.  I  don't  want  to  forget  her,  or 
them,  for  the  same  reason  that  I  prefer  not  to  forget  the 
intricate  streak  patterns  of  the  ocean  within  the  camera 
obscura.  This  is  what  is  real.  Those  who  live  as  though 
any  part  of  the  world  does  not  exist  lose  some  of  their  own 
existence.  What  is  the  dull  boom  of  mortar  fire  far  away 
across  the  border?  Or  the  shit  stench  of  Colombian  refugees 
:d  Cross  compound.  The  great  lens  turns  and  turns. 
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I  see  a  Tasmanian  cloud  peak;  a  Jamaican  ghetto  boy  standi 
in  no-man's-land  making  defiant  gang  signs,  but  the  oth 
side  holds  fire;  or  the  Burmese  prostitute  combing  her  ha 
into  something  as  rich  and  dark  as  some  tincture  of  shadow 
she  hooks  her  shimmery  black  tights  over  her  feet.  The  gre 
world  whirls. 


How  can  it  be  that  the  first  woman  I  ever  loved  is  now  dea 
of  breast  cancer,  leaving  three  small  children  to  grieve  withou 
comprehending?  How  can  it  be  that  my  own  dear  child 
whose  birth  I  witnessed,  was  born  only  so  that  she  will  soma 
day  die?  It  is  all  such  a  mystery  to  me,  and  only  by  studyinl 
a  lover's  body,  or  an  Arctic  landscape,  or  gazing  througi 
other  focusing  lenses  of  strange  knowledge,  can  I  hope  til 

see  a  little  farther  withii 
that  mystery. 

I  will  never  solve  the  myj 
tery.  I  know  that  now.  Codfl 
it  really  be  explicated,  excea 
through  the  elliptical  mear 
of  poetry,  why  we  were  bou 
or  why  the  camera  obscura! 
ocean  is  quite  literally  mai 
velous?  I  would  follow  trm 
rotating  horizon  in  even 
direction  if  I  could.  I  wou|l 
make  my  own  way,  take  ml 
own  time.  I  would  fall  inl| 
error  many  times,  to  be  sur 
but  I  would  go  my  own  wa 
For  what  purpose  do  we  wa 
this  earth?  Nobody  can  t< 
me  truly.  I  cannot  tell  mysel 

V 

Not  only  does  the  quest 
the  mystery  require  the  skil 
of  the  hunter,  the  laborioi 
patience  of  a  hod  carrier,  ai 
the  faith  of  a  saint,  but  mu 
derers  lie  in  wait  along  t. 
path.  Their  names  are  Nece 
sity,  Egotism,  Misconceptic 
Distraction,  and  Censorshi 
And  now  they've  crept  in 
the  camera  obscura  itse 
Within  that  bowl  on  whi| 
the  light  of  reality  was  projected,  they've  overpainted  ti 
blankness  with  their  own  spurious  clouds  and  seagulls,  whe 
garish  falseness  occludes  the  delicacy  of  the  world  I  cat 
to  see.  They've  murdered  my  view.  When  I  complain,  th 
promise  me  that  the  imitation  will  soon  be  better  than  the  n 
thing,  and  that  I'll  thank  them  in  the  end.  Soon  they'll  seal 
the  aperture  to  the  sky,  the  better  to  insert  their  own  mov 
behind  the  lens.  They'll  allow  me  to  choose  the  color  of  th 
ocean — "I  preferred  it  when  it  was  gray" — "Next  we 
you'll  be  able  to  have  a  gray  ocean,  too!  And  you'll  be  able 
make  it  stormy. ..." 


William  Vollman 


VI 

;:.-..i'.r  of  reality  has  proceeded  not  with- 
is.  We  have  spun  the  lens  to  so  fast  a 
velocity  I  e  most  fluorescent  patterns,  and  of  only 

in  register  on  the  gazer's  perception. 

We'll,  why  not?  People  like  bright  colors. 

After  the  hydrogen  bomb,  perhaps  the  most  dangerous 
American  invention  is  television. 

VII 

Dostoyevsky  tells  me  that  the  only  way  to  make  meaning  out 
of  the  suffering  of  others  is  to  assume  responsibility  for  it. 
If  a  man  is  murdered  on  the  other  side  of  the  earth,  then  I 
stand  guilty  of  that  murder,  for  I  am  a  human  being  just 
as  the  murderer  is.  What  an  insane  principle!  When  I  first 
read  it,  it  terrified  me,  and  I 
rejected  it.  I  still  reject  it.  But 
it  hoards  a  strange  purity.  The 
soul  must  enter  the  camera 
obscura  to  read  The  Brothers 
Karamazov.  Slowly,  the  souls 
pupils  dilate  in  that  dreary, 
muddy,  provincial  19th 
century  darkness.  It  takes 
many  pages  and  characters 
for  Dostoyevsky  to  say  what 
he  needs  to  say.  He  is  not  to 
be  rushed. 

VIII 

The  lens  whirls  over  a  map  of 
Afghanistan.  We  see  points  of 
light.  These  mark  the  sites 
where  our  cruise  missiles  have 
struck.  Whom  did  we  kill  and 
why?  No  matter — the  lens 
must  move  on.  What  do  our 
new  enemies  say  about  us  in 
their  capital?  Well,  we  can 
imagine  —  or  more  likely,  we  can't  imagine  —  and  it's  time 
to  move  on. 

Here  is  Kabul  at  night:  headlights,  lanterns  within  wheeled 
fruit  stands,  people  in  buses  packed  tightly  together  like  the 
inmates  of  mass  graves,  turbaned  Talibs  sauntering  down  the 
street,  lords  of  all  they  survey,  everything  dark  and  dim,  then 
just  dark  with  snow  falling.  Women  in  blue  and  black  burqas 
are  walking  home.  I  hear  the  rattle  of  handcarts,  and  now  it's 
darker  and  darker.  My  lens  moves  on.  Have  I  "understood" 
Afghanistan?  Not  by  a  long  shot.  But  at  least  I  saw  it.  I  didn't 
just  watch  it  on  CNN. 

IX 

"Do  you  think  they're  having  a  good  time?"  I  ask  the 
waitress  at  the  Las  Vegas  Millennium  Cafe.  "Those  people 
on  the  slot  machines,  when  the  payoff  comes  out,  they  don't 
even  look ..." 

"Oh,  they're  always  grouchy,"  she  says. 

"I  feel  sorry  for  them.  How  about  you?" 

"How  about  me  what?" 
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"What  do  you  think  about  it  all?" 

"I  don't  think  anymore.  I  just  work." 

Are  thej  weary  because  their  experience  is  inauthentic? 
doubt  it.  More  likely,  the  illusion  isn't  good  enough.  The  coi 
porate  logos  that  now  crowd  the  camera  obscura  have  change 
shape  and  color  too  many  times.  They  obscure  the  obscura. 


An  old  lady  in  a  Canadian  Arctic  town  once  told  me  whj 
had  happened  on  the  day  that  television  arrived:  The  childrei 
didn't  go  out  to  play.  People  stopped  visiting  one  anothe 
While  she  exaggerated  the  case,  it  did  make  me  sad  to  com| 
in  from  the  frozen  ocean  and  see  the  blue  glow  coming  fron 
windows,  and  not  see  any  people.  I  have  seen  that  same  bin 
glow  in  California  and  everywhere  else  in  the  world. 

If  the  camera  obscur 
were  ever  reopened,  with  th 
lens  set  back  to  its  thoughtfu 
speed,  and  the  great  imag 
bowl  scrubbed  blank  again 
we  might  well  perceive  tha 
those  who've  been  robbin 
and  murdering  reality  ha\i 
made  the  world  into  a  veil 
ugly  place.  (Editor's  noti 
Since  this  essay  was  writtei 
it  has  reopened.) 

XI 

The  murderers  can't  yet  mui 
der  me.  Any  place  can  be  ( 
camera  obscura,  and  so  I  de: 
them.  For  you  too.  Just  loc 
around.  From  the  21st  floe 
of  the  Century  Hyatt  in  Shi: 
juku  I  see  the  moment  whe 
twilight  has  almost  given  wa 
to  full  darkness,  skeletons 
light.  Soon  the  velvety  sprea 
and  moss-pad  treetops  will  be  gone,  fading  like  the  intermec 
ate  graynesses  of  the  skyscrapers.  For  the  moment,  they're  bo 
still  there,  but  what  increasingly  represents  the  entire  wor 
beyond  my  window  is  light  alone.  The  red  eyes  of  cars  recei 
from  me,  and  the  yellow  eyes  of  cars  rush  close.  The  skyscra 
ers  are  fast  becoming  hollow  latticeworks  of  yellow  light.  F 
away,  on  the  very  horizon,  another  city  slowly  pulses  dark  as 
bright,  a  ball  of  violet  blue  luminescence  like  some  immense 
powerful  firefly. 

Above  everything,  in  the  middle  of  the  sky,  I  see  a  blindii 
white  object,  most  vivid  and  strange  because  it  excludes  n 
only  light  but  also  texture.  For  a  moment  I  cannot  tell  what 
is.  Finally  I  realize  that  it  must  be  the  reflection  of  my  pillo 
on  which  the  bedside  lamp  is  shining,  projecting  its  starch 
whiteness  to  the  edges  of  divinity. 

Journalist  William  Vollmann  is  the  author  of  several  higl. 
acclaimed  works  of  fiction,  most  recently  The  Royal  Fami 
In  1997  he  was  awarded  the  PEN  Center  USA  West  Ficti 
Award  for  his  book  The  Atlas.  He  lives  in  California. 
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LIFE'S  EXTRA  BUZZ 
IS  HIDDEN  BETWEEN 
WHAT  WE  SAY  AND  DO 


omething  about  being  alive  must  always  have  made  us  feel 
comfortable.  It's  not  just  the  new  millennium  or  virtual  reality 
stock  option  angst  that  is  responsible.  From  their  early  exis- 
Lce,  humans  must  have  felt  the  disquieting  sensation  that  just 
nking,  feeling,  making  sounds,  and  moving  around — all  the 
istential  prerogatives — didn't  quite  express  or  sum  up  the 
lole  experience  of  being  alive.  Being  alive  was  more  than  just 
king  up  of  a  morning  ready  to  outwit  a  mastodon.  And  this 
ie  sensation — that  life  was  somehow  more,  well...multi- 
rered — evolved  into  an  urge  to  express  existence's  dense 
ave  and  in  the  process  corroborate  life  and  ourselves.  (I 
an,  either  it  was  that,  or  else  early  man  understood  that  those 
periential  categories  —  feeling,  moving,  etc. — actually  did 
n  up  all  of  life,  and  the  result  was  such  despair  about  the 
nding  finitude  of  existence  that  something  more  was  needed 
console  or  distract  him.  I,  of  course,  suppose  otherwise.) 
Among  the  many  recognitions  one  takes  away  from  a  visit 
the  caves  at  Lascaux,  where  long-ago  humans  drew  pictures 
themselves  and  the  creatures  they  met,  is  that  the  urge  to 
>resent  self  and  scene  responds  to  a  need  to  designate  as  true 
s  very  complicated  fact  and  nature  of  human  existence. 
Nearer  our  own  day,  a  painting  by  Picasso  or  by  Fairfield 
rter  asserts,  among  other  things,  that  yes,  what  we  thought 
s  so  about  life  is  so:  These  pictured  objects,  evoked  emo- 
ns,  these  represented  people — they're  all  actually  out  there 
the  world.  And  in  the  world  they  look,  sound,  and  make  us 
1  in  ways  that  these  paintings  demonstrate,  provoke,  or  simu- 
e.  Plus,  by  their  discordant  variety,  these  paintings  interpret 
it  aspect  of  worldly  existence  we  sense  but  can't  easily  find 
:orrelative  for — the  sensation  that  existing  comes  to  more 
in  its  enumeratable  parts. 

This  extra  sensation,  of  course,  can  be  thought  of  as  one 
id  of  contact  with  the  unknown.  And  describing  or  credibly 
resenting  the  unknown  challenges  anyone.  Some  minds  it 
ves  to  drink,  some  to  the  practice  of  law,  some  to  religion, 
lers  even  to  Ph.D.s  in  recondite  subjects.  The  literary  critic 
snel  Trilling,  for  instance,  referred  to  this  difficult-to- 
scribe  other  dimension  to  life  as  "the  buzz  of  implication," 
lich  he  felt  accompanied  life  as  we  live  it  but  disappeared 
ce  the  present  was  lost. 


Though  for  those  driven  merely  to  art  (myself  and  Keats  as 
well  as  Picasso  and  Porter),  we  often  try  to  postulate  that  what 
our  paintings  and  poems  and  stories  deliver  and  certify  is 
truth,  which  is  understood  to  include  not  only  the  things  we 
see  and  hear,  and  the  extra  "buzz"  we  only  vaguely  sense,  but 
also  the  ancient  primordial  urge  that  inspires  expression  itself. 

So,  it's  not  just  since  we've  had  Web  sites  full  of  misinfor- 
mation, or  since  the  president  found  it  difficult  to  define  what 
is  is.  And  if  you  think  the  world  was  a  simpler,  more  manage- 
able place  before,  say,  World  War  I,  or  before  the  Industrial 
Revolution,  and  that  truth  was  more  readily  findable  back 
then,  try  reading  Dickens  or  Hardy  or  George  Eliot.  Beam 
yourself  back  to  the  textile  mills  of  Manchester,  circa  1847.  In 
Hardy's  The  Mayor  of  Casterbridge,  for  example,  a  young 
man  sells  {sells!)  his  wife  to  a  sailor  at  a  country  fair,  then 
goes  on  to  become  a  successful  small-time  politician  with  a 
secret.  What  is  the  true  nature  of  bad,  Hardy  asks  us?  How 
do  we  face  ourselves?  What  is  character? 

These  days,  with  TV  and  globalized  culture,  certain  true 
parts  of  our  existence  on  the  planet  are — unlike  10,000  years 
ago — more  customarily  and  externally  expressed.  We  can  see 
ourselves  wearing  Nikes,  drinking  Cokes,  committing  murder, 
making  love,  being  tried  in  court.  And  these  new,  visible 
evidences  of  ourselves,  along  with  the  less  visible  urges  and 
anxieties  they  spring  from  —  these  complex  truths  —  have 
relinquished  their  character  as  sacred  unknowns  and  become 
something  like  bland  facts.  (If  you  doubt  this,  watch  six 
episodes  of  Cops,  end  to  end.  There  you  will  see  real  but 
anonymous,  even  generic,  humans  being  pursued  by  uni- 
formed but  uniformly  courteous  policemen  for  committing 
crimes  whose  real,  dastardly  consequences  somehow  still  fit 
into  a  30-minute  time  slot  just  after  the  local  news.) 

We  still  sense  the  unease  our  ancestors  experienced — the 
need  for  all  of  life  to  be  expressed  (including  the  not-quite- 
specifiable  "buzzing"  parts)  and  for  our  complex,  discrimi- 
nating selves  to  be  substantiated.  But  with  so  many  of  our 
human  qualities  and  urges  being  packaged  and  displayed  like 
sitcoms,  our  experience  of  truth — whatever  of  it  is  not  ren- 
dered as  factual — is  that  it  exists  almost  completely  out  of 
sight.  And  indeed,  our  dissatisfaction  with  our  selves  reduced 
to  fact  leads  us  in  a  hungry  way  to  think  of  truth  as  residing 
only  beyond  the  perimeters  of  what's  certain  —  a  suspicion 
that  can  perplex  as  easily  as  inspire  us. 

SACRED  TEXTS 

My  favorite  biblical  injunction  is  from  Hebrews,  11:1:  "Faith  is 
the  evidence  of  things  unseen."  I,  however,  am  not  a  god- 
believer  but  a  secular,  art-worshiping  novelist,  and  for  that 
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filiation" 

the  Bible  has  "faith."  I  also  feel  cer- 
'things"  the  Scripture  refers 
to  are  :ruth.  Thus,  for  me,  imagination  is 
the  evidence  of  truth  unseen.  And  in  a 
holistic  way,  I'm  convinced  that  truth  is 
represented  not  just  by  what  I  eventually 
find  and  declare  as  fact,  maxim,  and  rule, 
but  that  truth  exists  in  the  quest  for  truth 
itself:  my  imagination,  my  sense  that 
there's  more  than  meets  the  eye,  my 
curiosity.  These  form  the  tissue  of  belief 
with  which  I  try  to  connect 
myself  to  this  immanent  expe- 
rience of  existence  I  only 
dimly  sense.  To  my  mind  then, 
truth  for  the  Lascaux  cave 
painters  was  evident  not  only 
in  the  fineness  of  their  paint- 
ings but  also  in  the  scrupulous 
imagination  necessary  to 
translate  the  anxiety  and  dis- 
comfort of  their  existence 
into  art.  In  essence,  truth 
was  their  medium  as  well  as 
their  object. 

That  truth  lies  hidden  is, 
of  course,  one  of  the  bedrock 
principles  of  modernism,  and 
a  reason  for  treating  litera- 
ture and  other  art  objects  like  sacred 
documents  and  talismans,  and  for  treat- 
ing artists  as  visionaries.  Expressing 
truth  was  what  T.  S.  Eliot  was  inter- 
ested in  when,  in  the  "East  Coker"  sec- 
tion of  the  Four  Quartets,  he  wrote  that 
writing  poems  was  "a  raid  on  the  inar- 
ticulate/With shabby  equipment."  Like- 
wise it's  what  Antoine  de  Saint-Exupery 
meant  in  The  Little  Prince,  when  he 
wrote,  "It  is  only  with  the  heart  that 
one  can  see  rightly.  What  is  essential  is 
invisible  to  the  eye." 

What  these  writers  wished  to  express 
in  a  poem,  or  in  a  little  magical  tale, 
was,  again,  the  part  of  existence  we 
ordinarily  don't  have  language  for  but 
are  sure  is  there  —  the  commodity  (if 
you  please)  that  satisfies  our  anxiety 
about  life  and  certifies  our  own  viability 
and  existence  in  it.  The  truth. 

THE  SPACE  BETWEEN 

"When  do  you  put  in  the  meaning?"  a 
woman  reader  asked  me  once  in  a  letter.  I 
wrote  her  back  quickly  and  said  that  the 
idea  of  meaning  being  plunked  into  a 
novel  like  a  codfish  into  a  cioppino  wasn't 
r  least,  did  it.  Yet  I  did  believe 


she  was  talking  about  truth  (her  "mean- 
ing") and  wanted  to  know  where  truth 
was  hiding  in  some  book  I'd. written. 
Perhaps  she'd  been  hoping  it  would  be 
expressed  in  one  or  several  clear  maxims: 
"Happy  families  are  all  alike."  Or  "No 
man  is  punished  twice  for  the  same 
offense."  Or  "Two  heads  are  better  than 
one."  (All  these,  of  course,  happen  to 
be  largely  untrue,  which  tells  you  some- 
thing about  much  of  "truth"  that's  writ- 
ten in  stone:  that  its  static  relation  to  the 


changing  nature  of  existence  tends  to 
vitiate  absolute  certainty.) 

In  my  letter  I  told  my  lady  reader 
that  sometimes  true  things  did  turn  up 
in  novels — even  my  novels — in  maxim 
form.  "What  more  can  you  do  for  way- 
ward strangers  than  to  shelter  them?"  I 
wrote  that  in  a  book  once  and  thought 
it  was  fresh  and  true,  and  felt  very  good 
about  it.  When  I  read  it  now,  years  after 
writing  it,  I  see  its  limitations — its  pro- 
visional trueness  a  product  of  my  novel's 
artifice  and  its  internal  ethical  system.  I 
could  also  have  stressed  to  my  letter 
writer  that  the  line  I  quoted  was  just  the 
tip  of  an  iceberg,  and  that  the  iceberg 
was  the  whole,  complicated  enterprise 
of  my  novel,  and  that  this  novel — not 
just  one  line  in  it  —  was  both  the 
medium  and  the  evidence  of  truth's 
existence,  and  as  such  couldn't  be  para- 
phrased or  boiled  down  to  profit.  Truth 
was  an  act  of  careful  contemplation  and 
writing,  not  just  their  product. 

Truth  in  a  novel,  I  told  her,  is  usually 
found  less  overtly  stated,  almost  as  if 
greater  simplicity,  greater  sententious- 
ness  robbed  truth  of  its  essence  and  thor- 
oughness. Yet  because  our  need  to  have 


life  verified  is  real  and  constant,  vi 
develop  ways  to  look  longer  and  moi 
carefully  for  truth.  We  take  advantag 
for  instance,  of  our  mind's  penpher 
vision,  and  we  look  in  new  place 
"Between  what  I  see  and  what  I  sa 
Between  what  I  say  and  what  I  kea 
silent ...  [is]  poetry,"  the  great  Mexica 
Nobel  laureate  Octavio  Paz  wrote.  F( 
him,  poetry  means  truth,  and  we  expei 
ence  it  when  we  read  a  poem — that  is, 
the  poem  we  hear  the  hum  of  importai 
implication  surrounding  lif 
we  pursue  consolation,  a 
our  act  certifies  us.  Of  cours 
there  is  no  literal  "between 
just  as  there's  no  anatomic 
inquiring  "heart"  in  Saini 
Exupery.  Writers  make  u 
their  special,  remote  "places 
to  suggest  that  truth  involv 
our  relationship  with  til 
something  sensed  but  n< 
easily  expressed,  and  th 
this  something  is  ra: 
and  precious. 

Somebody  else  will  gi 
you  a  different  way  of  dete 
mining  truth,  of  course.  ^ 
attorney  will  say  that  tru 
resides  not  in  whether  his  client  did  t 
crime  but  in  a  shadow  of  doubt  that  c 
be  imagined  (by  a  judge,  a  jury)  as  c< 
oring  the  "facts."  Truth  to  a  surge* 
lies  in  the  range  of  anticipated  possib 
ity  that  an  actual  heart  will  stop,  or 
patient  will  survive  a  year  or  long' 
Truth  is  expressible  as  fact;  there's  i 
doubt  about  it.  The  patient  always  dii 
or  lives.  The  distance  from  Detroit 
Toledo  stays  the  same.  But  truth  all 
involves  our  lively  contemplative  rei 
tionship  with  what  we  sense  to 
actual  but  must  work  to  find  expressi 
for.  To  know  truth  of  all  sorts  requir 
among  other  things,  that  we  pay  atte 
tion  to  as  much  as  we  can.  And  if  t 
time  has  come  when  truth  seems  part 
ularly  elusive,  maybe  we're  simply  r 
paying  attention  closely  enough. 

Richard  Ford  is  the  author  of  ma 
books,  including  The  Sportswriter  am 
collection  of  short  stories,  Rock  Sprin 
His  book  Independence  Day  was  t 
first  novel  to  win  both  the  Pulitzer  Pr 
for  fiction  and  the  PEN/Faulkner  Awa 
His  book  of  stories,  A  Multitude  of  Si 
will  be  published  in  2001. 
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THE  MEDIUM  MAY  CHANGE, 


BUT  WE'LL  ALWAYS  NEED  MOVIES 
TO  MOVE  US 


by  Judith  Crist 


^^ean-Luc  Godard  said  that  cinema  is 
the  truth  24  frames  a  second.  I  think  cin- 
ema is  lies  24  frames  a  second,"  said 
Stanley  Donen,  who  a  half-century  ago 
gave  us  Fred  Astaire  dancing  on  the 
ceiling  and  Gene  Kelly  dancing  —  and 
singin'-  -ill  the  rain.  Ten  years  later,  the 
French  director  Godard  brought  hand- 
held camera  vibrations  and  jump-cut 
vitality  to  the  screen  in  Breathless. 

Small  matter  whether  it's  Godard  and 
the  subjectivity  of  cinema  verite  or 
Donen  and  the  technology  of  the  studio: 
I  have  lived  a  lifetime  with  the  truth  and 
the  lies,  let  alone  the  sex  and  videotape, 
of  theatrical  films.  My  first  moviegoing 
memory?  Little  more  than  a  toddler,  I 
had  to  learn  to  look  at  the  black  and 
white  flickers  in  front  of  me  instead  of 
staring  in  fascination  at  the  ceiling 
above,  a  glimmering  night  sky  of  moving 
clouds  and  glittering  stars,  typical  of 
the  rococo  gilt-and-glitz  movie  palaces 
of  the  time.  First  movie-watching  mem- 
ory? I  saw  Charlie  Chaplin,  a  gold 
rusher,  eat  his  shoe  and  shoelaces  with 
gourmet  elegance. 

The  palaces  have  crumbled  or,  occa- 
sionally, been  restored  to  their  original 
glory,  not  unlike  Radio  City  Music  Hall, 
with  landmark  and  special-event  status. 
The  "nabes" — or  neighborhood  movie 
houses  that  offered  double  features, 
shorts,  newsreels,  and  coming  attractions 
filled  with  a  thesaurus  full  of  superla- 
tives—  have  nearly  vanished.  They've 
been  replaced  by  multiplexes  that  show 
not  only  first-run  commercial  movies 
but  also  the  independent,  offbeat,  and 
foreign  films  and  revivals  that  were  once 
restricted  to  so-called  art  houses. 

But  whatever  the  changes  economics 
and  technology  have  brought  to  the 
s  or  to  the  movies,  films  have  so  far 


survived  the  threat  of  television,  VCRs, 
home  screens,  and  the  Internet.  Movie- 
going  remains  a  unique  cultural  experi- 
ence for  more  of  us  than  ever  before.  And 
moviegoers,  more  knowledgeable  about 
the  "truth"  of  the  fact-based  film  and  the 
"lies"  of  manufactured  entertainment, 
remain  devout. 

The  reason  is  that  the  big-screen  mov- 
ing picture  is  a  one-on-one  experience 
between  the  filmmaker  and  the  movie- 
goer. Of  all  the  performing  arts,  that  of 
the  theatrical  film,  collaborative  as  its 
creation  might  be,  is  the  most  personal, 
the  least  communal.  In  other  theaters — 
at  the  play,  the  opera,  the  ballet,  where 
the  stage  lighting  casts  a  twilight  glow 
upon  the  audience — we  focus  on  life- 
sized  performers  in  man-made  settings. 
We  do  indeed  suspend  disbelief,  conced- 
ing that  we  are  watching  people  in  a 
room  with  one  wall  missing,  that  char- 
acters communicate  through  song,  that 
dancers  are  swans  in  a  woodland.  And, 
of  course,  there  is  the  thrill  of  live  per- 
formance, the  rare  magic  moment  when 
we  are  transported  from  seat  to  stage. 
But  we  are  more  often  aware  of  being 
spectators.  Thanks  to  our  programs, 
there  will  be  no  surprises.  Intermissions 
break  whatever  spell  has  been  cast,  and  at 
the  end  we  react  as  a  community,  with  or 
without  applause. 

Not  so  at  the  movies.  We  are  alone,  in 
the  dark,  ready  to  be  overwhelmed  by 
larger-than-life  images,  ready  for  a  private 
experience.  We  bring  nothing  but  our- 
selves, make  no  concessions,  lost  in 
another  world  of  sight  and  sound.  Sus- 
pension of  disbelief?  Excuse  me.  I  saw 
Chaplin  eat  his  shoelaces  with  spaghetti- 
twirling  elan,  a  tornado  whisk  Dorothy 
from  Kansas  to  Oz,  and  Astaire  dance  up 
the  wall,  across  the  ceiling,  and  down  the 


other  wall.  And  though  I  know  that  th 
shoe  and  its  laces  were  licorice,  the  to; 
nado  a  black  silk  stocking  manipulated  i 
front  of  the  camera,  and  Astaire's  rooi 
a  spinning  cylinder,  I  still  believe  whs 
I  see  in  revivals  of  The  Gold  Rush,  Tk 
Wizard  of  Oz,  and  Royal  Wedding. 

How  elementary  these  "lies"  seem  2 
technology  advances.  F/X  special  effec 
have  become  CG,  computer  graphics,  c 
CGI,  computer-generated  images.  In  tH 
name  of  entertainment,  we've  seen  reai 
as-can-be-imagined  dinosaurs  galore  i 
Steven  Spielberg's  Jurassic  Park  an 
Disney's  Dinosaur;  the  Roman  Coliseui 
in  its  pristine  crowded  state  as  the  secon 
century's  version  of  Madison  Squai 
Garden  in  Ridley  Scott's  Gladiator.  An 
we've  fallen  in  love  with  a  couple  of  CC 
dolls,  Woody  and  Buzz  Lightyear,  i 
Pixar's  two  Toy  Story  movies. 

"If  God  could  do  the  tricks  that  vs 
can  do,  He'd  be  a  happy  man,"  note 
Peter  O'Toole's  egocentric  fictional  dire 
tor  in  The  Stunt  Man  (1980).  With  con 
puters,  said  director  Wolfgang  Peterse 
earlier  this  year,  "You  can  create  worldsi 
Petersen  used  technology  developed  t 
George  Lucas'  Industrial  Light  &  Mag 
to  create  The  Perfect  Storm's  100-foi 
waves.  Shooting  in  ferocious  wate: 
would  have  been  deadly,  he  added.  "An 
that  good  old  device  of  using  water  tanl 
and  miniatures?  No  way.  Audiences  jui 
will  not  buy  it  in  the  year  2000."  Realb 
To  see  how  well  that  good  old  device  ca 
work,  take  a  look  at  Das  Boot,  a  1981  st 
thriller  that  Petersen  also  directed. 

In  essence,  it  is  the  human  beings  c 
both  sides  of  the  camera  who  sustain  01 
belief  in  and  acceptance  of  devices  old 
new.  We  want  more  from  movies,  mo 
than  the  usual  shoot-'em-ups  and  con 
ing-of-agers.  We  want  a  "truth"  ►i" 
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tie  lasting  picture  show 

OUR  FASCINATION  WITH  FILM 
IS  A  FACET  OF  OUR  HUMANITY 


ORSON  WELLES  MURMURS  THE  WORD  "ROSEBUD"  AND  SETS  THE  MYSTERY  OF  CITIZEN  KANE  INTO  MOTION 


M 


laking  movies  is  an  exercise 
trickery.  Whether  films  are  based 
fact  or  fiction,  they  are  always  represe 
tation,  never  reality.  Still,  we  eagei 
suspend  our  disbelief  in  dark  rooms  w: 
strangers,  and  when  a  movie  "speak 
to  us,  we  feel  it  has  unearthed  sot 
deeper  truth,  moving  us  to  laughter 
to  tears. 

What  are  the  most  authentic  momei 
in  movie  history?  For  some,  they  w« 
the  graphic  battle  scenes  in  Saving  P 
vate  Ryan,  which  were  not  only  cq 
vincing  enough  to  horrify  audiences  t 
also  immersed  us  in  World  War  II  ai 
the  Allied  invasion  of  Normandy.  F 
others,  it  was  the  first  sand-infested  k 
of  illicit  lovers  in  The  English  Pati 
that  accurately  conveyed  the  fren 
of  all-consuming  but  ill-fated  passi 
And  everyone  remembers  "Rosebue 
the  enigmatic  last  word  of  a  dying  pi 
lisher  reliving  a  childhood  memory 
Citizen  Kane. 

We  put  this  question  to  a  handful 
directors,  and  their  responses  struck 
the  very  core  of  authenticity.  Not  01 
must  a  scene  look  and  feel  realistic- 
keep  audiences  attentive  —  but  it  a 
must  tell  us  something  we  don't  alrea 
know.  Or  affirm  something  we  thouj 
we  knew,  using  fresh  characters  and  s 
ries.  Only  then  can  the  movies  speak 
our  collective  soul. 

SHELLEY  PANNILL  AND  KARINA  KIN 
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What  is  the  most  authentic  scene  or  moment 

in  movie  history? 


"I  think  the  battle  scenes  in  Platoon,  by  being  in  a  real  junj 
in  that  setting,  felt  very,  very  real  to  me.  It  sort  of  translat 
what  battle  contingents  in  Vietnam  were  like  more  than  a 
movie  that  I  had  seen  up  until  then — something  like  a  vv| 
which  is  so  much  about  fear  and  violence,  and  you  have 
shake  people  up.  You  have  to  make  people  experience  wl 
those  conditions  are  like.  And  as  interesting,  in  an  entirely  c 
ferent  way,  was  Stanley  Kubrick's  Full  Metal  Jacket,  which  v 
all  shot  on  location  in  England.  It's  a  fascinating  and  riveti 
movie  about  wartime  conditions,  but  it  didn't  really  captu 
nor  do  I  think  it  was  intended  to  capture,  war  conditions  I 
way  something  like  Saving  Private  Ryan  or  Platoon  did." 

Griffin  Ounne  Director,  Famous  (2000)  Dunne  has  appeared  in  such  films 
as  An  American  Werewolf  in  London,  After  Hours,  and  Quiz  Show. 


TOM  BERENGER  WADES  THROUGH  VIETNAM'S  DEATH  AND  DESTRUCTION  IN  PLATOON (19861 


"For  me,  it  was  to  see  Miracle  in  Milan  by  Vittorio  De  Sica, 
when  a  whole,  very  poor  village  was  saved,  and  there  was 
redemption  and  food  and  everything  they  needed.  I  saw  it 
when  I  was  a  child,  and  somehow  it  almost  changed  my  life.  I 
wanted  to  be  part  of  the  world,  part  of  doing  something  in 
the  world — it  made  me  want  to  be  a  good  person.  It  really 
told  me  it's  important  to  live,  it's  important  what  you  do. 
[Authenticity  in  filmmaking]  must  be  possible.  Because  other- 
wise you  are  just  bullshit.  It's  entertainment  with  no  value. 
And  we  don't  need  any  more  of  that.  You  need  to  have  some- 
where where  you  have  a  conversation  with  yourself." 

Liv  Ullmann  Director,  Faithless (2000).  A  longtime  collaborator  with  Ingmar  Bergman, 
Ullmann  starred  in  Persona,  Face  to  Face,  and  Cries  and  Whispers. 


MIRACLE  IN  MILAN  MSI)  WON  AWARDS  FOR  TACKLING  THE  THEME  OF  POST-WAR  POVERTY 


"Blade  Runner,  at  the  end,  when  Harrison  Ford  is  talking 
Rutger  Hauer.  Hauer  is  about  to  die,  and  he's  talking  ab< 
the  things  that  he's  seen.  I  still  remember  the  words:  He  v 
telling  him  that  all  the  moments  that  have  accumulated 
gone  as  soon  as  you  die.  And  that's  not  just  his  problem; 
every  human  being's  problem.  That  moment,  the  look 
Harrison  Ford's  face,  and  the  rain  coming  down,  and  the  v 
Ridley  Scott  shot  it,  that  was  just  really  authentic.  This  mc 
takes  place  40  years  in  the  future,  and  Harrison  Ford's  , 
a  crew  cut — it's  right  after  Raiders  of  the  Lost  Ark — i 
[there  are]  replicants  and  flying  cars,  but  there's  still  that  li 
moment  that's  human.  I  think  that's  crucial  in  films." 

Eduardo  Sanchez  Codirector,  the  Blair  Witch  Project  (1999).  Together  with  Daniel  Myrick, 
Sanchez  directed  and  wrote  last  year's  surprise  box-office  sensation. 


RUTGER  HAUER  (LEFT)  AND  HARRISON  FORD  SAY  THEIR  GOOD-BYES  IN  BLADE  RUNNER  (1982). 
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After  all,  EqualFooting™  already 
has  a  network  of  more  than 
30,000  small  businesses,  including 
those   in   the   manufacturing  and 
construction  industries-many  eligible  for 
the  financing  options  you  offer. 

This  year  alone,  we're  spending  tens  of  millions  of 
dollars  to  market  the  EqualFooting  Finance  Center  to 
our  members,  as  well  as  a  broad  array  of  small 
businesses.  As  a  partner  of  ours,  you  have  a  unique 
opportunity  to  improve  the  profitability  of  your 


portfolio  and  minimize  your 
own     marketing  expenses. 
Through  our  Finance  Center,  you 
have   complete   control   over  the 
applications  you  receive,  since  we'll  only  send 
you  pre-qualified  applicants,  based  on  your  requirements. 
And  there's  no  cost  to  enroll. 

To  find  out  how  we  can  open  your  business  up  to 
more  than  30,000  new  small-business  borrowers, 
call  Edward  Noland  at  703-796-4017  today. 
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by  Mary  Harro 


AUTHENTICITY  IN  FILM  IS  NOT  ALWAYS  EASY  TO  WITNESS 


A 

/  It  one  of  the  very  first  screenings 
of  moving  pictures  that  the  Lumiere 
brothers  held  in  Paris  in  1895,  legend  has 
it  that  audiences  were  so  terrified  by  the 
image  of  an  approaching  train  that  they 
ran  screaming  from  the  theater.  Of  all 
media,  film  is  the  most  "real,"  and  the 
most  hallucinatory.  Hollywood  isn't 
called  the  "dream  factory"  for  nothing. 

So  what  does  it  mean  when  we  say  a 
scene  is  "true"?  I  think  it  means  that  it 
reflects  our  experience  of  life,  rather  than 
any  technical  achievement.  The  first  20 
minutes  of  Saving  Private  Ryan  are  an 
astounding  re-creation  of  the  cacoph- 
ony, chaos,  and  terror  of  a  battle,  but 
they  don't  tell  us  more  about  warfare 
than  Stanley  Kubrick  did  with  low-tech 
means  in  Paths  of  Glory — and  Saving 
Private  Ryan  as  a  whole  tells  us  far  less. 

Nor  does  "real"  necessarily  mean 
good.  Very  often  the  purpose  of  film  is 
to  create  the  unreal,  for  consolation  or 
entertainment  or  to  touch  our  subcon- 
scious fears  and  desires.  Dorothy  click- 
ing her  ruby  slippers  and  asking  for 
home  could  not  be  more  fantastic,  but 
the  longing  it  evokes  in  us  is  very  true. 

Authenticity  obviously  has  some- 
thing to  do  with  emotional  truth.  That 
truth  is  hard  to  define,  although,  as  the 
judge  said  about  pornography,  you  know 
it  when  you  see  it.  In  film  it  happens  when 

performance  pierces  the  veil  between 


art  and  life.  Think  of  Garbo's  brittle, 
desperate  laughter  as  she  dismisses  her 
lover  in  Camille.  Or  Marlon  Brando  try- 
ing on  Eva  Marie  Saint's  glove  as  he  flirts 
with  her  in  On  the  Waterfront.  Or  Alec 
Guinness  staring  into  the  River  Kwai,  as 
he  shares  a  moment  of  reflection  with 
his  enemy,  the  Japanese  general.  Or  Sean 
Penn's  awkward,  tongue-tied  farewell  to 
his  family  in  Dead  Man  Walking.  Or 
any  of  the  performances  by  Gong  Li,  the 
modern  Garbo. 

If  I  have  to  choose  just  one  scene — 
and  choosing  just  one  is  absurd — as  the 
most  "real,"  I  would  pick  a  scene  from 
Carl  Theodor  Dreyer's  The  Passion  of 
Joan  of  Arc.  It  was  released  in  1928  but 
seems  as  radical  as  the  day  it  was  made. 
It  is  silent,  which  actually  gives  its  images 
more  power.  Most  important,  it  is  shot 
almost  entirely  in  close-ups,  and  emotion 
in  cinema  is  all  about  the  human  face. 

In  the  scene,  Joan,  in  her  prison  cell, 


is  offered  by  her  tormentors  the  poi 
sibility  of  hearing  mass.  It  turns  out  \ 
be  a  ruse  to  induce  her  to  sign  a  col 
fession.  It  is  said  that  Maria  Falconel 
ended  up  in  an  asylum  after  playiii 
Joan,  and  she  certainly  conveys  tn 
purity,  radiance,  and  madness  of  a  saifl 
The  light  in  her  eyes  when  she  is  offers 
communion  and  her  childlike  hurt  whe 
the  offer  is  cruelly  withdrawn  are  almo 
too  painful  to  watch.  Maybe  that's  tl 
sign  of  authenticity  in  film.  When  il 
too  real,  it  makes  us  uncomfortabl 
and  we  want  to  turn  away  —  just  HI 
that  long-ago  audience  in  Paris  runnir 
from  the  train. 


Mary  Harron  is  a  Canadian-bom  writ 
and  director  who  attended  the  Unive 
sity  of  Oxford  in  England.  She  cowro, 
and  directed  I  Shot  Andy  Warhol  and  h 
most  recent  film,  American  Psycho.  SI 
currently  lives  in  the  United  States. 
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by  Allison  Ander 

SOMETIMES  THE  TRUEST  ON-SCREEN 
MOMENTS  ARE  THE  MOST  CONTRIVED  ONES 


H 


anging  our  in  a  motel  room  off  the 
highway,  wirh  no  cable  and  only  local  TV, 
you  may  find  yourself  watching  Cops. 
There's  seldom  a  truthful  moment  in  this 
so-called  reality  TV  program  because  the 
camera  is  filming  only  what's  there,  and 
truth  is  often  something  more  than  meets 
the  eye.  The  camera  is  not  recording  why 
the  shirtless  man  in  the  doorway  is  being 
handcuffed,  nor  is  it  giving  us  any  glim- 
mer of  his  humanity,  or  lack  of  it.  There  is 
an  odd  dearth  of  consciousness  in  reality 
TV  that  leaves  you  feeling  empty  because 
you  did  not  get  the  full  story. 

So  it  is  not  surprising  that,  for  me, 
some  of  the  most  truthful  moments  in 
cinema  come  in  the  form  of  lavish  contri- 
vances. For  example,  there  is  a  scene  from 
a  mid-'50s  Douglas  Sirk  movie  called  All 
That  Heaven  Allows.  Sirk,  often  called  the 
King  of  Melodrama,  was  not  interested 
in  reality;  we  know  this  by  the  extrava- 
gant gowns  he  used  in  Imitation  of  Life, 
the  artificial  sets  in  Written  on  the  Wind, 
and  by  his  dearest  ally  in  most  of  his 
films,  Technicolor. 

Shot  in  stunning  Technicolor,  All  That 
Heaven  Allows  is  lavishly  artificial.  But 
within  this  artifice  are  two  very  real  peo- 
ple played  by  Jane  Wyman,  a  widow,  and 
Rock  Hudson,  her  young  gardener.  When 
they  begin  a  romance,  nearly  everyone  in 
their  community  conspires  to  rip  them 
apart  because  of  their  age  and  class  differ- 
ences, and  because  their  sexual  chemistry  is 
too  powerful  for  this  buttoned-up  commu- 
nity. The  worst  betrayal  is  that  Wyman's 
children  also  conspire  to  keep  her  and  her 
lover  apart  and  demand  that  she  stop  see- 
ing him.  For  her  children,  Wyman  gives  up 
the  love  of  her  life  and  all  the  wild  and 
wonderful  experiences  he  has  brought  into 


ROCK  HUDSON,  LEFT,  AND  JANE  WYMAN  ARE  DOOMED  LOVERS  IN  ALL  THAT  HEAVEN  ALLOWS 


her  world.  She  is  now  relegated  to  the 
proper  lonely  social  position  of  widow. 

When  Wyman's  children  return  home 
for  Christmas,  they  have  her  sit  down 
on  the  couch  to  wait  for  their  gift  to  be 
delivered.  Meanwhile,  Wyman's  son  tells 
her  he  intends  to  sell  her  house  and  move 
her  to  somewhere  smaller  while  he  goes 
off  to  Europe  to  study.  Her  daughter  is 
engaged  and  will  be  getting  married  soon. 
It  dawns  on  Wyman  that  she  is  going  to 
be  left  with  nothing. 

The  doorbell  rings.  Wyman  sits,  pon- 
dering what  a  waste  it  was  to  give  up  her 
passion  for  her  selfish  children.  A  deliv- 
eryman  enters  and  sets  down  a  brand- 
new  television  set,  promising  Wyman  she 
doesn't  need  to  leave  the  house  because 


now,  at  the  turn  of  a  dial,  she  can  watcj 
"life's  parade"!  Wyman's  incredibly  sa| 
and  confused  face  is  reflected  in  the  T| 
set  with  a  simple  dolly  move.  And  it  hole 
there  on  the  screen  longer  than  anyone  i 
these  days  of  mindless  advertising  quid 
cutting  would  ever  allow. 

A  woman's  devastated  face  reflects 
in  a  TV  set.  It  is  one  of  the  most  powerf 
moments  of  a  woman's  inner  being  trutl 
fully  captured  on  film. 

Allison  Anders  is  a  screenwriter  and  dire 
tor  whose  works  include  Mi  Vida  Loc 
Grace  of  My  Heart,  and  Sugar  Town. 
resilient  as  some  of  her  characters,  si 
has  become  one  of  Hollywood's  to 
independent  directors. 
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If  your  mommy  or  daddy  is  the  CEO  of  a 
large  corporation  and  you  tell  them  about 
PeerLogic,  we'll  bring  BOO-BOO  THE 
PONY  to  your  very  own  house!  You'll  get 
to  keep  him.  He  can  sleep  in  your  room! 
Just  think  of  the  fun  you  two  will  have!!  All 
you  have  to  do  is  tell  your  CEO  Mommy 
that  software  from  PeerLogic  can  lower 
her  IT  operational  costs  by  integrating 
bunches  and  bunches  of  different  types 
of  computers  and  applications. 
They'll  all  work  together  and 
be  really  brainy.  Mommy  will 
be  able  to  create  smart 
application  networks, 
integrating  all  her  corp- 
orate data.  This  provides 
an  infrastructure  that 

allows  her  business  to  automate  eBusiness  transactions. 
Neato!  She'll  increase  revenues,  lower  her  operational  costs 
and  future-proof  her  IT  investments!  Lots  of  other  Mommy 
and  Daddy  CEOs  from  big  places  like  Verizon  and  Critical 
Path  have  already  called  PeerLogic  and 
we're  running  out  of  ponies,  so  hurry 
and  tell  mommy  about  us.  Have  her 
call  1-800-765-2826  or  visit  us  at 
www.peerlogic.com  and  we'll  send  you  PcCfLodlC 
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your  FREE  PONY  while  supplies  last. 
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A  SILICON  VALLEY  CEO  1 
COMES  BACK  DOWN  TO  EARTH 


by  Peter  Jackson 


^^...4... 3... 2 ...  1:  "Welcome  back  to 
Power  Lunch  on  CNBC!  We  have  Peter 
Jackson,  CEO  from  Intraware  Inc."  My 
heart  starts  to  pound.  My  earpiece  sud- 
denly slips  to  the  floor.  Even  in  disarray, 
there's  something  captivating  about 
being  in  the  spotlight  that  gives  me  a  feel- 
ing like  no  other.  I've  always  wanted  to 
be  an  actor,  and  in  a  way,  running  an 
Internet  services  company  provides  a 
perfect  stage  for  this  ambition. 

After  finishing  the  interview,  I  drive 
home  to  get  the  real  take  on  my  perform- 
ance. My  middle  son  greets  me  with: 
"Dad,  you  looked  fat  on  TV  today."  I'm 
not  shocked  by  the  comment.  The  pre- 
vious morning  I'd  driven  down  to  the 
corner  at  dawn  to  get  a  copy  of  USA 
Today.  Their  story  about  my  company 
had  a  photograph  of  me  that  I  left  on 
the  breakfast  table.  That  same  son  who 
commented  about  me  "looking  fat"  used 
a  purple  marker  to  add  glasses  and  a 
mustache  to  my  mug.  I  realized  that  the 
humorous  transformation  was  a  more 
accurate  representation  of  who  I  really 
was — at  least  to  my  family,  my  toughest, 
most  perceptive  audience. 

We  live  in  a  time  when  Internet  com- 
panies and  the  Internet  media  frenzy 
have  created  unrealistic  scenarios.  Many 
of  today's  companies  in  the  technology 
space  are  like  those  one-hit  wonder  rock 
bands  of  the  1960s  and  '70s.  Remember 
the  Chocolate  Watch  Band  or  the  We 
Five?  ...Didn't  think  so. 

In  the  past  couple  of  years,  I've  had 
numerous  media  opportunities — and  I've 
unabashedly  leaped  on  nearly  every  one 
of  them.  I  believe  the  media  provides  an 
credible  mechanism  to  market  your 


company,  but  lately  it  seems  as  if  it's 
not  the  information  or  the  successful 
business  model  that  creates  perceivable 
value — it's  the  price  of  your  stock! 

Everyone  wants  to  know  what  com- 
pany will  be  the  next  Microsoft ...  or  who 
will  be  the  next  Bill  Gates.  Well,  I'm  def- 
initely not  Bill  Gates  (I'm  better  looking), 
and  Intraware  is  not  the  next  Microsoft. 
(Oops,  there  goes  my  stock  price!)  The 
art  of  spinning  has  generated  50%  of  the 
value  of  some  of  these  companies.  How 
often  do  you  hear  an  Internet  company 
tout:  "The  market  we're  in  is  huge  and 
only  getting  bigger!";  "We  have  first- 
mover  advantage!";  "We'll  make  money 
by  2003!"  We  are  addicted  to  "spin" 
because  we  are  constantly  trying  to  make 
everything  seem  larger  than  life. 

Even  as  a  CEO  sitting  in  the  middle 
of  Silicon  Valley,  I  find  it  challenging 
to  understand  what  to  believe.  During 
the  recent  stock  market  fluctuations,  I 
asked  myself:  Is  the  stock  market  driving 
the  press?  Or  is  the  press  driving  the 
stock  market?  Because  the  world  is  con- 
tinually filtered  through  press  releases, 
stock  quotes,  articles,  financial  reports, 
TV,  radio,  Web  sites  and  other  informa- 
tion channels,  the  "spinning"  of  truths 
supersedes  any  semblance  of  what  is 
actually  true. 

Since  things  have  really  heated  up 
with  the  stock  market  turmoil,  the  finan- 
cial press  has  responded  accordingly. 
Before  the  market  adjustment  last  April, 
when  our  stock  was  up  in  the  $70-per- 
share  range,  everybody  loved  us.  But 
now  our  stock  is  trading  under  $20  per 
share,  and  people  on  the  street  and  in  the 
media  question  our  business  strategy.  It 


doesn't  seem  to  matter  that  we're  cont 
uing  to  build  our  Internet  service  off) 
ings  and  even  plan  on  profitabili 
within  the  next  year.  For  me,  the  oil 
way  through  the  maze  of  hysteria  ai 
ominous  predictions  is  to  focus  on  coi 
municating  the  mission  of  the  business 
both  the  employees  and  the  press. 

I've  also  been  told  that  I  sound  alm< 
evangelical  when  I  talk  about  topics  su 
as  "balance"  and  "family."  Maybe  1 
one  of  the  lucky  ones  who's  continued 
resist  the  allure  of  believing  what  I 
press  writes  about  me  —  descriptic 
that  have  ranged  from  "rock  star"  d 
"aspiring  actor"  to  "family  man."  On 
other  hand,  my  PR  guru  tells  me,  "Dc 
believe  everything  you  read." 

All  this  is  difficult  to  negotiate,  es 
cially  when  I'm  often  being  badgered 
bite  my  tongue.  One  time  during  a  pr 
briefing,  I  went  into  detail  about  hi 
difficult  it  has  been  to  build  out  our  sol 
ware  management  technology,  using  I 
phrase,  "It's  like  trying  to  have  a  bab^  I 
one  month  by  getting  nine  women  prll 
nant."  My  PR  guru  found  this  phrase  I 
be  comically  disturbing  and  had  asll 
me  to  forget  I  had  ever  heard  it.  Bt  I 
just  couldn't. 

My  commitment  to  my  family 
also  consistently  remained  true  and  I 
touched  in  my  life — even  with  all  I 
publicity  I've  received.  It's  because  I 
them  that  even  though  I  bring  he 
press  clippings,  they  don't  get  posted 
the  fridge  or  framed  in  the  office  witr 
the  baby  pictures  and  travel  postca 
but  instead  wind  up  in  the  recycling 
where  they  belong. 

I  can  summarize  how  I  have  com 
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resist  believing  my  own  press  with  ti 
following  anecdote.  A  couple  of  mont 
ago,  my  PR  team  lined  up  a  real 
impressive  weeklong,  multicity  Ea 
Coast  press  tour.  My  team  had  workj 
its  butt  off  to  get  me  interviews  wfl 
Bloomberg,  Business  Week,  Fortuti 
The  New  York  Times,  The  Wall  Strq 
Journal,  and  influential  market  analys 
I  was  really  looking  forward  to  sctti 
the  record  straight  with  these  key  infl 
encers  and  communicating  my  stratea 
vision  for  the  company.  We  had  hi) 
hopes  that  the  result  would  be  lota 
favorable  press. 

But,  on  the  eve  of  my  departure,  rj 
assistant  reminded  me  of  a  schedule  cd 
flict.  "Don't  you  remember  the  Osd 
party?  Your  wife  just  called  with  anotfj 
RSVP."  Somehow,  in  the  frenzy  of  putti 
together  the  press  tour,  I  had  forgotte 
My  wife  and  I  had  been  looking  fo 
ward  for  weeks  to  having  some  eld 
friends  over  for  the  annual  TV  evei 
Even  though  it  was  only  for  a  ffl 
friends,  she  was  having  it  catered.  1 
promised  to  be  there.  (Even  as  I  wri 
this,  my  PR  guru  is  suggesting  that  I  sn 
the  story  by  hyping  the  number  of  peoj 
at  the  party  and  saying  there  was  goi| 
to  be  a  7-foot  swan  ice  sculpture!)  F 
the  truth  was,  there  were  only  a  fJ 
invited,  and  there  was  to  be  no  ice  scu 
ture.  The  truth  was  that  I  had  made 
promise  to  my  wife. 

I  canceled  the  trip. 

So,  when  is  enough  —  enough?  Wri 
should  you  believe  and  not  belie v 
I  don't  believe  my  own  press  becaul 
inevitably,  even  trying  to  get  good  pr  * 
can  start  to  affect  my  ability  to  b< 
good  husband,  a  good  father,  and 
effective  leader.  That's  when  enough  is 
well,  enough. 

(My  PR  guru  is  suggesting  that  1 
last  line  of  the  essay  should  be:  "Plui 
couldn't  pass  up  witnessing  my  2-yej 
old's  face  when  the  ice  sculpture  shovj 
up.")  But  the  truth  is  that  real  life 
hardly  ever  as  complicated  or  drama 
as  the  media  leads  us  to  believe. 


Peter  Jackson  is  the  founder  and  CEO 
Uitraivare,  a  leading  e-marketplace  ; 
software  management  services.  He  u 
named  a  finalist  for  the  Northern  G 
fornia  2000  Ernst  &  Young  Entrep 
neur  of  the  Year  Award  for  the  Ml 
"E-Software  &  Services"  category. 
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and  prays  before  it.  Before  long, 
e  old  tooth  begins  to  emanate  rain- 
,  and  the  devoted  old  woman 
finds  enlightenment. 

Perhaps  the  best  thing  to  be  said 
about  the  modern  moment  is  precisely 
that  it's  forced  us  to  ask  questions  about 
the  true,  and  to  decide  self-consciously 
how  we  orient  ourselves  to  it.  The  very 
proliferation  of  replicas  has  obliged  us 
to  look  more  closely  at  what,  not  long 
ago,  we  took  for  granted.  And  as  the 
story  of  the  Miraculous  Tooth  brings 
home,  we're  moved  to  be  more  practical 
about  what  we  ask  of  truth,  and  more 
rigorous  about  responses.  Even  300 
years  ago,  after  all,  the  Buddhist  poet 
Basho  was  regretting,  "Even  in  Kyoto,  I 
long  for  Kyoto." 

On  both  the  collective  and  individual 
levels,  I  suspect,  the  very  flood  of  images 
surrounding  us  in  Plato's  cave  has  made 
for  a  new  Darwinian  sifting:  Strong  cul- 
tures—  or  at  least  old  and  deep  cultures, 
as  I  take  Japan's  to  be,  can  devour  any 
number  of  synthetic  images  because 
they  know  them  to  be  surfaces,  and 
ones  unlikely  to  affect  them  at  the  core. 
Weaker  ones,  like  weaker  individuals, 
find  themselves  in  a  hall  of  mirrors, 
unable  to  distinguish  the  fleeting  from 
the  real.  One  reason  to  live  in  Japan,  for 
me,  is  to  live  in  an  ancient  culture  with 
a  solid  sense  of  self,  which  is  less  likely 
to  be  transformed  by  the  accelerating 
blizzard  of  illusions. 

Two  weeks  ago,  I  got  picked  up  by 
a  cabdriver  at  LaGuardia  Airport  who 
drove  me  toward  Wall  Street  while  tell- 
ing me  of  her  Romanian  roots.  Manhat- 
tan, she  said,  meant  nothing  to  her; 
she'd  seen  tall  buildings,  crowded  streets, 
and  vast  museums  in  Bucharest.  But  Las 
Vegas:  Ah,  there  was  something  magi- 
cal! There  was  nothing  like  it  on  earth, 
she  said,  no  conglomeration  of  cultures 
so  efficient  anywhere  but  in  America. 
Reality  was  all  very  well,  she  might 
have  said  —  she  had  it  in  her  blood- 
stream. Like  my  Japanese  neighbors, 
what  she  really  craved  was  the  heart  lift 
and  ease  of  artifice.  ■ 


Pico  Iyer  divides  his  time  between  Cali- 
fornia and  Japan.  His  last  piece  for 
Forbes  ASAP  was  in  Big  Issue  III.  His 
most  recent  book  is  The  Global  Soul: 
Shopping  Malls,  and  the  Search 


■4144  "Yeah,  was  the  same  day. 
Man,  I'm  sorry  about  Andre." 

"He  tell  you  anything,  before 
he  died?" 

"The  man  was  already  gone." 

"He  give  you  anything?" 

"Some  blow.  I  sold  it." 

"Was  in  that  bag  you  carrying  in 
the  picture?" 

"That  was  your  granny's  things  she 
wanted." 

"See,  I  talk  to  Andre  just  before.  Tell 
him  my  parole  been  violated.  We  talk- 
ing, he  happen  to  mention  he  laid  off 
six  keys,  must've  been  right  before  you 
got  there." 

"Yeah...?" 

"Cleared  a  hundred  fourteen  thousand." 

"Never  saw  it.  I  walk  in,  man,  a  tor- 
nado hits  the  house  — " 

"See,  what  I  hear's  you  been  spend- 
ing money." 

"What  I  made  off  the  blow,  yeah." 

"Like  around  a  hundred  thousand?" 

"Come  on,  man,  if  it's  gone  was  the 
tornado  took  it." 

"You  afraid  to  talk  to  me?" 

"I  am  talking  to  you." 

"How  about  to  my  face?" 

"Tell  me  when  you  be  down." 

"I'm  here,  Dog.  Saint  Charles  Villa 
Apartments.  Get  in  your  Chevrolet  and 
come  on  over." 

About  5:45  that  afternoon  George 
is  sitting  in  his  car  in  the  apartment  park- 
ing lot.  He  sees  Cochise  Patterson  come 
out  of  the  building  some  distance  away, 
the  man  too  far  off  yet  to  recognize,  I 
though  George  can  tell  by  his  size  and  the 
way  he  walks  it's  Cochise,  coming  across 
the  pavement  now,  something  wrong 
with  his  face.  No,  something  on  his  face, 
covering  it,  the  man  liking  to  goof 
around.  George  grins. 

He  calls  out,  "Yo,  man,  you  think 
it's  Holloween?" 

According  to  The  Birmingham  News 
story,  during  George's  funeral,  a  brawl 
erupted  involving  three  of  the  chil- 
dren's mothers.  ■ 


Elmore  Leonard  has  written  36  novels, 
including  Bandits,  Touch,  Freaky  Deaky, 
Killshot,  Get  Shorty,  Out  of  Sight,  Cuba 
Libre,  and  most  recently,  Pagan  Babies. 
He  and  his  wife  live  in  a  suburb  of 
Detroit,  Michigan.  His  next  novel  may 
very  well  have  George  McHeard  III  in  a 
supporting  role. 


4160  about  ourselves  and  our  society,  a 
illumination,  an  empathy,  an  iteration  C 
what  was  once  self-evident,  a  dramatize 
tion  of  how  we  function,  of  where  our  del 
tination  lies.  But  the  truth  we're  offered 
in  the  hands  of  the  filmmaker,  the  wish^ 
of  the  producers,  the  whims  of  the  di) 
tributors,  and,  inevitably,  the  publicists* 

How  many  of  us  saw,  for  exampli 
The  Brandon  Teena  Story,  a  tragic  docu 
mentary  about  sexual  dichotomy,  befoi 
it  was  turned  into  a  "fact-based"  movii 
Boys  Don't  Cry,  and  won  an  Oscar?  TH 
fact-based  film's  truth  is  the  director' 
The  "truth"  of  JFK  was  Oliver  Stone's,  « 
The  Insider,  Michael  Mann's,  of  En 
Brockovich,  Steven  Soderbergh's.  If  tD 
facts  and  the  implication  were  distorte 
or  fudged,  or  the  real-life  characters  coi 
torted  for  good  or  ill. ..well,  face  it,  it'si 
movie,  not  a  documentary.  And  wh< 
matters  to  the  moviegoer  is  that  30-foc 
tall  protagonist  on  screen:  Russell  Crowe 
tobacco-industry  whistleblower;  arj 
Julia  Roberts,  that  glorious  nonbion 
superstar,  as  Erin  Brockovich,  a  sexy  sii 
gle-mom  crusader.  At  the  box  office,  Jul 
mattered  most.  And  let  the  news  med 
deal  with  complaints  about  distortior 
half-truths,  and  sins  of  commission 
omission.  We  are  in  an  entertainme 
world  that  no  longer  emphasizes  mystej 
magic,  and  glamour.  Every  moviemak 
and  his  cast  and  crew  are  ready  to  tell  a 
and  the  corpse  whose  death  brought  us 
tears  last  night  will  be  bantering  with 
effusive  talk  show  host  the  next  day. 

It  is  in  retrospect  that  we  find  the  f 
tion  film  has  made  the  deepest  mark 
us.  It  holds  us  captive  for  an  hour  or  tx 
or  more.  We  cannot  modulate  the  sour 
rewind  to  catch  a  phrase,  fast-forwa 
over  the  boring  bit,  or  stop  the  action  i 
a  personal  need.  We  are  at  the  mercy 
the  relentless  pace,  trapped  by  the  ima 
nation,  the  thesis,  and  the  passion.  If' 
don't  like  it,  if  it  doesn't  grab  and  he 
us,  if  we're  aware  of  the  candy-pap 
crackle  and  the  popcorn  munch,  it's  til 
to  leave.  We  stay  because  we  are  trapp 
in  the  fantasy  of  lies  or  because  we  he 
found  a  personal  truth. 

In  movies,  truth  is  in  the  eye 
the  beholder. 


Judith  Crist  rose  to  fame  reviewi 
movies  for  the  Today  show  and 
Guide,  among  others.  She  now  teacl 
journalism  at  Columbia  University. 
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onvergence  Corridor: 


TECHNOLOGY  WITH  ALTITUDE 


logy  with  an  altitude  —  and  a  Mile  High  lifestyle.  It's  here.  It's  now.  It's  Denver,  Colorado,  where 
lies  are  redefining  the  way  the  world  communicates  by  bringing  voice,  data  and  video  together 
rgence)  for  faster,  more  reliable  global  interaction.  It's  all  happening  in  a  city  that  has  reinvented 
s  the  21st  century's  "Convergence  Corridor." 

by  Susan  J.  Marks 


ADVERTISEMENT  2 


Wellington  E.  Webb 
Mayor 

City  and  County  of  Denver 


Denver  has  been  transformed  into  one 
of  the  most  impressive  success  stories 
of  any  large,  central  city  in  the  nation. 

We  have  revitalized  our  downtown  to 
the  envy  of  many,  diversified  and  rein- 
vigorated  our  economy,  developed  new 
markets  domestically  and  abroad  for  our 
businesses,  drastically  reduced  our 
crime  rate,  strengthened  our  neighbor- 
hoods, reclaimed  and  expanded  our 
parks  and  open  space,  regained  the 
public's  confidence  in  our  school  sys- 
tems, supported  mass  transit,  encour- 
aged affordable  housing  options  and 
embarked  on  infill  projects  such  as  the 
South  Platte  River  Corridor,  Central 
Platte  Valley,  Lowry  and  Stapleton. 
The  cost  of  doing  business  remains 
one  of  the  lowest  in  the  country. 
Our  exemplary  lifestyle  remains  a 
priority  for  our  children. 

Because  of  these  accomplishments, 
we  are  gaining  national  and  interna- 
tional recognition  as  a  model  of  sus- 
tainable growth.  We  are  one  of  few 
cities  in  the  country  poised  to  achieve 
supercity  status. 

Look  to  Denver  for  the  future. 

720-913-1640 
www.denvergov.org/business 


Denver 


Mayor's  Office  Of  Economic  Development  &  International  Trade 


Convergence  City 

Convergence  happens  when  com- 
munications, content  and  computers 
come-together  with  capital,  talent  and 
a  lifestyle  that  are  second  to  none. 
Denver  is  the  Convergence  Corridor.  It 
is  the  point  of  convergence  for  innova- 
tive startups  and  world  leaders.  Here, 


devices,  and  computer  storage  and 
peripherals.  This  is  the  birthplace  of 
cable  television  and  the  home  of  the 
early  leaders  in  computer  storage 
and  peripherals.  It  is  also  one  of  the 
only  places  on  earth  that  affords 
global  communication  companies 
"one-bounce"  uplinks  to  world  satel- 


the  information  superhighway  meets 
an  entrepreneurial  street  of  dreams. 
Here,  pioneering  commerce  and 
industry  meet  the  New  West.  Here, 
companies  move  up  to  a  new  level, 
and  individuals  can  expand  their 
career  and  lifestyle  horizons. 

Denver's  Convergence  Corridor  is 
at  the  crossroads  of  five  dynamic, 
synergistic  high-tech  industries:  tele- 
communications service  providers, 
telecommunications  equipment,  soft- 
ware,   biomedical    products  and 


lite  networks,  providing  real-tirtu 
connections  to  five  continents. 

Set  against  a  backdrop  of  the  Rock 
Mountains,  Denver  buzzes  with  th< 
urban  energy  of  one  of  America's  gree 
cities.  "No  other  major  metropolita 
area  in  the  country  can  boast  sue 
diverse  technology-base  leadership 
says  J.  Wayne  Hutchens,  presider 
and  chief  executive  officer  of  Bar 
One  Colorado  and  chairman  of  th 
Board  of  Governors  at  the  Metr 
Denver  Network,  a  partnership  < 
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;nver  businesses  and  economic 
velopment  organizations  represent- 
*  the  metro  area.  "Our  research 
ows  that  Denver  is  the  only  city  that 
tes  in  the  top  20  for  all  of  the  cutting- 
Ige  convergence  industry  clusters." 
Five  key  elements  to  the  Con- 
rgence  Corridor's  success  are  loca- 
•n,  quality  of  life,  critical  mass,  edu- 
tion  and  the  support  of  business 
d  government. 

ication,  Location,  Location 

All  roads  lead  to  Denver  and  have 
ice  the  Mile  High  City  was  founded 
1858  on  the  banks  of  the  South 
atte  River.  From  a  global  communi- 
tions  point  of  view  as  well,  Denver 
a  crossroads.  On  the  105th  meri- 
3n  —  halfway  between  Tokyo  and 
jnich  —  it  is  the  largest  city  in  the 
S.  with  access  to  both  Pacific  and 
ropean  markets  in  a  single  busi- 
ss  day.  This  strategic  location  also 
ows  telecommunications  providers 
send  their  programming  around  the 


world  via  satellite  at  higher  quality  and 
lower  cost  than  in  other  places. 

Denver  is  one  of  only  two  U.S.  cities 
labeled  a  "Supercity  of  the  Future"  by 
Futurist  magazine.  "Some  cities  will 
spring  ahead  because  of  visionary 
infrastructure  development.  Denver's 
supercity  potential  is  enhanced  by 
its  new  world-class  airport,"  the 
magazine  states. 

Denver  International  Airport,  the 
sixth-busiest  airport  in  the  nation  and 
the  world's  largest  commercial  airport, 
holds  the  best  on-time  record  in  the 
country  for  three  years  running, 
as  rated  by  the  Federal  Aviation 
Administration.  Because  Denver  is 
within  a  two-hour  flight  of  two-thirds  of 
the  nation  and  within  four  hours  of 
every  major  city  with  a  population  of  1 
million  or  more  on  the  continent,  com- 
muting almost  anywhere  is  a  breeze. 
The  airport's  cargo  hub  handled  more 
than  1  billion  pounds  of  freight 
and  mail  last  year  and  is  expected 
to  double  once  WorldPort,  a  new 
air  cargo  facility,  is  completed.  The 
metro  area  also  has  three  general- 
aviation  airports. 


J.  Wayne  Hutchens 
Chairman,  Board  of  Governors 
Metro  Denver  Network 

The  Metro  Denver  Network  (MDN)  is 
an  award-winning  partnership  of  Col- 
orado's leading  corporations  and  48 
economic  development  organizations, 
representing  the  six-county  Denver 
metropolitan  area. 

Over  the  last  decade,  metro  Denver 
has  emerged  as  a  national  high-tech 
center.  Colorado  has  the  highest  con- 
centration of  high-tech  workers  in  the 
nation.  Colorado  ranks  first  in  the 
nation  in  workforce  education  and  third 
in  venture  capital  investment. 

Building  on  metro  Denver's  emer- 
gence as  a  technology  hub,  the  MDN 
developed  and  launched  a  national 
campaign  to  further  brand  the  area  as 
a  national  technology  center.  "Conver- 
gence Corridor:  Technology  With  Alti- 
tude" was  introduced  at  Colorado's  first 
Technology  Summit  in  June. 

In  addition  to  attracting  new  compa- 
nies to  the  area,  the  MDN  helps  local 
companies  expand  and  grow.  The  MDN 
provides  a  wide  range  of  data  and 
research  to  relocating  and  expanding 
industries.  A  key  component  of  the 
MDN  mission  is  to  assist  companies 
with  their  quest  to  relocate  to  the 
Convergence  Corridor. 


303-534-8500 
www.denvernet.org 


METRO 

DENVER 
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METRO  DENVER'S  KEY  CONVERGENCE  PLAYERS 


Agilera 
ALLTEL 
Amgen  Inc. 
AT&T  Broadband 

Ball  Aerospace  &  Technology  Corp. 

CIBER  Inc. 

COBE  Labs 

Echostar 

Fastldeas 

Geneva  Pharmaceuticals  Inc. 

Hewlett-Packard 

IBM 

ICG  Communications 

INFLOW 

J.D.  Edwards 


Level  3  Communications 
Lockheed  Martin 
Lucent  Technologies 
McData  Corp. 

New  Era  of  Networks  (NEON) 

NextLink  Communications  Inc. 

Pinnacol  Assurance 

Qwest  Communications  International 

Rhythms  NetConnections 

Ribozyme  Pharmaceuticals  Inc. 

StorageTechnology 

Sun  Microsystems  Inc. 

Time  Warner 

VeloCom  Inc 

Verio  Inc. 


■ 


Daniel  E.  Somers 

President  and  Chief  Executive  Officer 
AT&T  Broadband 


More  than  three  decades  ago,  commu- 
nity antenna  television  —  cable  TV  — 
came  to  Colorado  to  provide  rural  com- 
munities with  improved  television 
options.  Today,  AT&T  Broadband  has 
taken  that  vision  to  new  heights 
by  transforming  cable  into  a  national 
communications  powerhouse,  while 
establishing  Colorado  as  the  Broad- 
band Capital  of  the  country. 

From  our  AT&T  Broadband  headquar- 
ters here  in  the  nation's  Convergence 
Corridor,  we're  expanding  our  telecom- 
munications legacy  by  building  the  com- 
munications network  of  the  future.  Our 
team  of  6,500  Colorado  employees  is 
developing  innovative  broadband  prod- 
ucts and  services  that  are  enhancing 
the  way  our  customers  work,  play  and 
communicate. 

AT&T  Broadband  is  the  world's  lead- 
ing broadband  services  provider, 
empowering  16  million  customers  with 
services  such  as  AT&T  digital  telephone 
service,  AT&T@Home  high-speed  cable 
Internet  access  and  enhanced  video. 
Our  great  product  packages  give  cus- 
tomers unprecedented  choice,  conve- 
nience and  value  across  the  communi- 
cations spectrum. 


AT&T 


Ground  transportation  is  improving 
as  well.  A  light-rail  system  serves 
portions  of  the  metro  area,  includ- 
ing a  newly  initiated  link  along  the 
Southwest  Corridor.  Colorado  voters 
overwhelmingly  support  mass-transit 
initiatives  that  will  improve  the 
city's  mobility  process,  which  is 
necessary  for  future  growth. 

Quality  of  Life:  Second  to  None 

Denver  is  among  the  nation's  top- 
five  cities  in  which  to  live,  as  ranked 
this  year  by  Places  Rated  Almanac.  Its 
thriving  revitalized  downtown  and  for- 
mer warehouse  district  —  Lower 
Downtown  or  LoDo  —  are  much- 
emulated  urban  success  stories.  "Our 
challenge  is  to  raise  the  level  of 
awareness  that  we  really  are  a  great 
place  to  live  and  work,"  says  Ron 
Bernstein,  director  of  the  Denver 
Mayor's  Office  of  Economic  Devel- 
opment and  International  Trade. 


Denver's  skyline  is  a  mix  of  the  Old 
Economy  and  the  New  —  bricks  anrj 
mortar,  glass  and  steel.  The  city's! 
"Plug  &  Play  Ready"  Downtown,  thd 
cultural  and  entertainment  hub  for  thej 
region,  has  undergone  a  compiet^ 
renaissance  and  is  now  an  urban 
trendsetter.  Recognizing  that  this  isi 
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Mark  Carleton 

National  Industry  Director  of  Communications 
KPMG  LLP 


For  15  years,  Mark  Carleton,  KPMG 
LLP's  National  Industry  Director  of  Com- 
munications, has  served  Denver's  lead- 
ing cable,  telecom  and  wireless  com- 
panies, developing  financial  and 
operational  strategies  that  address  the 
industry's  explosive  changes.  Working 
closely  with  industry  leaders,  Carleton 
has  witnessed  the  impact  broadband 
technology  has  had  globally,  and  the 
defining  role  Colorado  has  played  in  the 
ongoing  communications  revolution. 
"With  its  vast  wealth  of  telecom  and 
technology  talent,  Colorado  is  at  the 
epicenter  of  the  communications  indus- 
try," says  Carleton,  who  resides  in 
Denver.  "With  our  rich  cable  and  satel- 
lite legacy,  the  emergence  of  broadband 
companies  like  Qwest  and  Level  3. 
and  unparalleled  creativity  and  ideas, 
Colorado  is  the  place  to  be." 

In  addition  to  collaborating  with  Col- 
orado-based technology  leaders,  Car- 
leton's  responsibilities  take  him  across 
the  globe,  where  KPMG's  communica- 
tions are  in  high  demand.  His  practice 
provides  communications  companies 
with  a  wide  range  of  next-generation 
services,  including  OSS/BSS  solutions, 
risk  and  security,  interactive  television 
and  network  assurance. 


not  only  a  center  of  business,  but  also 
an  area  that  nearly  half  a  million  peo- 
ple call  home,  Denver  has  added  over 
8,000  housing  units  in  Downtown 
alone  since  the  opening  of  Coors  Field 
in  1995.  More  than  3.8  million  square 
feet  of  new  office  space  was  added 
last  year  in  the  metro  area,  as  well  as 
another  3.5  million  square  feet  of 
industrial  space  and  2  million  square 
feet  of  retail  space. 


Denver's  eight-theater  Performing  Arts) 
Complex  (the  largest  in  the  world 
under  one  roof)  has  the  fifth-largestj 
patron  base  in  the  country.  A  new 
$400  million,  state-of-the-art  Mile  Highl 
Stadium  is  rising  out  of  the  dust  of  its) 
predecessor.  There  is  also  the  Pepsi 
Center,  a  new  $160  million  indoor 
sports  arena;  Coors  Field,  a  50,000- 
seat,  open-air  baseball  stadium;  and 
the   Colorado   Convention  Center, 


u0ur  challenge  is  to  raise  the  level  of  awareness 
that  we  really  are  a  great  place  to  live  and  work/7 

Ron  Bernstein,  Director,  Denver  Mayor's  Office 
of  Economic  Development  and  International  Trade 


The  city  has  five  major  league 
sports  teams:  the  NBA's  Den- 
ver Nuggets,  the  NHL's  Colo- 
rado Avalanche,  MLB's  Colorado 
Rockies,  MLS's  Colorado  Rapids  and 
the  NFL  Champion  Denver  Broncos. 


),000 


which  will  soon  double  to  600; 
square  feet  of  contiguous  exhibit 
space.  Denver  even  has  a  world-class 
oceanic  aquarium  called  Ocear 
Journey.  Together  with  a  thriving 
cultural  and  business  community,, 


The  agility  to  reach  out  to  new  opportunity, 
e  stability  to  grow  and  endure. 


Your  enterprise  software  can  now  be  hosted  over  a  secure  global  network 
and  infrastructure  currently  supporting  300,000  Web  sites. 


-  < 


Application  hosting  services  from  f\QJik 

'   tilth  v\/ith  the*  Kuuift  C 
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Peter  Estler 

Managing  Partner  &  Chief  Executive  Officer 
iBelay/Fastldeas 

Boulder-based  Internet  holding  compa- 
ny iBelay  leads  the  Convergence 
Corridor  in  building  tomorrow's  Forbes 
500s  companies  today.  Teamed  with 
Fastldeas,  the  Corridor's  first  Internet 
accelerator,  iBelay  enables  Internet 
companies  to  achieve  higher  value  by 
providing  the  resources  and  industry 
experience  to  put  them  on  the  fast 
track  to  success. 

Leading  the  nation's  convergence 
hotbed  in  identifying  great  new  ideas 
and  building  profitable,  scalable  and 
effective  business  models  around 
them,  iBelay  and  Fastldeas  will  invest 
more  than  $300  million  in  50  Internet 
companies  by  2002. 

Successful  net  entrepreneur  Peter 
Estler  leads  both  companies,  sharing 
expertise  he  developed  as  founder 
and  CEO  of  MatchLogic,  now  an 
Internet  direct-marketing  division  of 
Excite@Home,  as  well  as  during  stints 
at  Bell  Labs  and  EDS.  iBelay  compa- 
nies rely  on  a  "venture  network"  led  by 
Estler,  giving  them  hands-on  assis- 
tance from  30  successful  Internet 
entrepreneurs  who  have  built  and  oper- 
ated successful,  profitable  companies 
around  leading-edge  ideas. 


www.ibelay.com 


these  attractions  make  up  much 
of  Downtown's  core  activity. 

Nowhere  else  can  one  take  in  a 
Matisse  or  take  out  a  raft  on  the 
rapids  of  the  Platte  River  in  the  heart 
of  the  city;  fly-fish  or  fly  off  a  moun- 
taintop  on  a  hang  glider;  listen  to  the 
Colorado  Symphony  Orchestra  or 
catch  a  Sting  concert  at  Red  Rocks 
Amphitheatre,  an  unequaled  natural 
outdoor  amphitheater  nestled  in  the 
rocks  that  is  only  20  minutes  west  of 
Downtown.  One  can  bike  to  work  or 
bike  a  mountain  trail,  kayak  down 


the  Colorado  River  or  kayak  Down- 
town. It's  all  within  the  six-county  met- 
ropolitan area. 

It's  no  wonder  Denver  is  rated 
the  "the  fittest  city,"  according  to 
Women's  Sports  &  Fitness  maga- 
zine. In  metro  Denver  alone,  there 
are  more  than  6,000  acres  of  parks 
along  with  29  recreation  centers, 
125  miles  of  pedestrian  bikeways, 
360  playing  fields  and  143  tennis 
courts.  Denver  has  more  open 
space  and  parks  than  any  other 
city  in  the  world. 


Powered  by  FASTIDCAS 


Bandwidth  will  determine  how  we  do  business  in  the  future.  Because  unlimited 
bandwidth  will  mean  unlimited  ways  to  communicate.  But  you  won't  have  to 
wait  for  tomorrow's  networks  to  benefit  from  this. 

Because  now  there's  a  network  that  can  change  the  way  you  do  business 
today.  Ours.  With  the  bandwidth  that  makes  the  transmission  of  mission-critical 
applications  and  information  at  the  speed  of  light  an  everyday  reality,  the 
Qwest  Network  delivers  today  what  other  networks  will  only  do  tomorrow. 

To  find  out  how  you  can  revolutionize  the  way  you  do  business,  visit  qwest.com 
or  call  1  800  RIDE  QWEST  (1  800  743  3793)  for  more  on  the  Qwest  Network  and 
how  it  can  change  everything,  today. 


ride  the  light 

Qwest 
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DENVER  INTERNATIONAL  AIRPORT 


Online  and  on  time.  You  get  both  at 
Denver  International  Airport. 

No  other  airport  in  the  nation  makes 
it  easier  for  the  business  traveler  to  do 
business  while  en  route.  All  of  our  new 
pay  telephones  have  data  ports  for  your 
laptop  computer.  The  phones  also  fea- 
ture multipayment  options,  speed-dial- 
ing and  multilingual  capability. 

There  is  Internet  access  in  all  three 
concourses  and  the  Terminal.  And  busi- 
ness centers  that  will  meet  all  of  your 
equipment  and  conference  room  needs 
are  in  the  Terminal  and  Concourse  B. 

DIA  is  assured  of  staying  ahead  of 
the  technology  curve  in  the  future.  Our 
telephone  contractors  are  committed  to 
keeping  DIA  equipped  with  the  latest 
and  greatest  communications  technol- 
ogy as  soon  as  it  is  available. 

The  icing  on  the  cake  is  that  for  the 
past  three  years,  Denver  International 
Airport  has  had  the  fewest  delays  of 
any  of  the  20  busiest  U.S.  airports.  So, 
whether  you're  coming,  going  or  just 
passing  through,  your  chance  of  being 
on  time  is  better  if  you  use  DIA. 

Time  is  money.  Make  the  most  of 
your  time  at  Denver  International  Airport. 


WHY  DENVER? 

•  Best-educated  workforce 
in  the  country 

•  Largest  number  of  tech  workers 
per  capita  in  the  country 

•  Among  the  highest  percentage 
of  households  with  PCs 

in  the  country 

•  Unequaled  industry  leadership 
across  five  technology  sectors 

•  Mega-corporate  anchors 

•  Rewarding  quality  of  life 


Beyond  Denver  is  the  legendary 
Colorado  play  place.  Expand  those 
horizons  a  few  miles  west  to  the  Great 
Divide,  and  Colorado's  54  14,000-foot 
peaks  offer  all  the  beauty  and  excite- 
ment that  any  mind  and  soul  could 
want.  In  the  summer,  experience 
alpine  golf,  the  excitement  of  white- 
water,  Class-V  rafting  or  mountain 
music  festivals.  In  the  winter,  pack  up 


the  snowboard  or  skis,  and  sample 
Colorado's  champagne  powder  atl 
more  than  two  dozen  downhill  destina- 
tion ski  areas,  including  some  of  the 
best  double-black-diamond  runs  on  the 
continent.  (Colorado  is  the  number  one 
ski  destination  in  the  world  with  25  of 
the  most  glorious  resorts  on  earth.)  Or, 
opt  for  a  more  remote  trek  via  snow- 
shoes  or  cross-country  skis  through 
Rocky  Mountain  National  Park. 

Anyone  who  wants  to  experience 
the  city's  proud  heritage  need  look 
no  further  than  the  entertaining 
National  Western  Stock  Show, 
which  is  the  largest  stock  show  and 
rodeo  west  of  the  Mississippi  River. 
The  National  Western  will  celebrate 
its  95th  anniversary  in  2001.  Gold 
rush  fever  still  runs  high  at  three  of 
Colorado's  first  mining  camps.  At: 
Central  City,  Black  Hawk  and 
Cripple  Creek,  limited-stakes  gam- 
ing has  brought  a  historic  atmos- 
phere back  to  life. 
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The  nightlife  is  hot  in  and  around 
snver.  One  can  either  get  down  in 
•Do  with  the  music  of  jazz,  classical, 
iuntry,  folk,  rap,  rock  or  heavy  metal, 
rub  shoulders  in  Aspen  with  the  glit- 
rati  —  well-known  political  personali- 
:s  and  Hollywood  stars. 


of  all  types  flourish  throughout  the 
metro  area  and  mountain  towns. 
In  short,  Denver  has  it  all. 

Critical  Mass  Required  to  Succeed 

Simply  put,  this  is  the  place  for 
diversified  companies,  talented  work- 


Get  down  in  LoDo  with  the  music  of  jazz,  classical, 
country,  folk,  rap,  rock  or  heavy  metal,  or  rub 
shoulders  in  Aspen  with  the  glitterati. 


The  city  is  also  a  regional  center  for 
t,  science  and  history.  Among  its 
ajor  museums  are  the  Denver  Art 
useum,  Colorado  History  Museum, 
)lorado  Children's  Museum  and 
slorado  Museum  of  Nature  and 
:ience,  to  name  a  few.  Art  galleries 


ers  and  venture  capital.  The  metro 
area's  convergence  industry  work- 
force tops  87,000  people,  or  6.9% 
of  the  total  employment  base.  Its 
payroll  topped  $8.8  billion  last  year. 
Technology  is  the  area's  leading 
export,  which  accounts  for  $3.6  billion, 


Bob  King 

President  and  Chief  Executive  Officer 
Corporate  Express 

Corporate  Express,  A  Buhrmann  Com- 
pany (www.CorporateExpress.com),  is 
the  world's  largest  B2B  supplier  of 
essential  office  and  computer  products 
and  services.  The  company's  product 
offering  includes  office  and  computer 
supplies,  imaging  and  computer  graphic 
supplies,  office  furniture,  document  and 
print  management,  desktop  software 
and  promotional  products. 

Corporate  Express  exceeds  cus- 
tomers' expectations  through  its  vast 
product  assortment,  broad  geo- 
graphic coverage,  extensive  distribu- 
tion network,  responsive  service 
and  flexible  procurement  solutions. 
Corporate  Express'  e-commerce  strat- 
egy is  to  provide  customers  with  lead- 
ing-edge technologies  that  enhance 
productivity  and  help  reduce  the  time 
and  costs  associated  with  purchasing 
essential  office  and  computer  prod- 
ucts and  services. 

From  its  North  American  headquar- 
ters in  Broomfield,  Corporate  Express 
is  both  a  business  and  community 
leader  in  the  Denver/Boulder  area, 
employing  nearly  1,000  people  and 
providing  support  to  local  charities 
like  Race  for  the  Cure  and  Junior 
Achievement. 

O Corporate 
Express 

A  Buhrmann  Company 
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James  Q.  Crowe 
Chief  Executive  Officer 
Level  3  Communications 

Level  3  (Nasdaq:  LVLT)  is  a  global  broad- 
band infrastructure  and  communica- 
tions company.  The  company's  objective 
is  to  continuously  lower  the  cost  of  mov- 
ing information  by  as  much  as  50%  per 
year,  bringing  to  the  communications 
industry  the  kind  of  annual  price/perfor- 
mance improvements  previously  seen  in 
the  computing  industry. 

To  accomplish  that,  Level  3  will 
this  year  substantially  complete 
construction  of  the  world's  first  inter- 
national communications  network 
completely  optimized  for  Internet 
Protocol  (IP)  technology. 

The  fiber  optic  network  is  de- 
signed to  be  one  of  the  world's  most 
advanced  platforms  for  e-commerce. 
Continuously  upgradeable,  the  network 
is  designed  to  evolve  as  technology 
evolves.  By  providing  the  infrastructure, 
facilities  and  IP-based  services,  Level  3 
enables  Web-centric  customers  to 
serve  their  customer  base  more  reliably 
and  economically. 

The  Level  3  Network  will  include  inter- 
city networks  and  undersea  cables  con- 
necting 77  cities  in  the  U.S.,  Europe 
and  Asia.  Also  included  are  metropoli- 
tan networks,  such  as  the  network 
recently  completed  in  Denver.  Level  3's 
Web  address  is  www.Level3.com. 

Level  (3) 
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or  60%  of  the  region's  export  dollars. 
The  state  has  more  than  5,500  high- 
tech enterprises. 

Colorado  ranks  fifth  in  the  nation 
for  technology  venture  capital  invest- 
ments, according  to  Pricewater- 
houseCoopers  Money  Tree  Survey.  In 
1999,  it  totaled  $1.7  billion,  up  140% 
from  1998.  This  availability  of  capital 
has  created  an  atmosphere  of  inno- 
vation and  entrepreneurialism,  adds 
Rick  Patch,  one  of  the  state's  VC 
powerbrokers.  and  a  co-founder  and 
partner  at  Sequel  Venture  Partners. 


"Denver  is  simply  a  place  of  excep- 
tional quality  of  life  where  smart  peo- 
ple, great  ideas,  entrepreneurial  spirit 
corporate  strength  and  leadership, 
investment  capital  and  centers  of  tech- 
nology research  have  come  together. 
The  New  Economy  is  defined  by  the 
combination  of  these  factors  in 
Colorado."  says  Pete  Estler.  managing 
partner  and  chief  executive  officer 
of  iBelay.  a  $100  million  operating 
venture  fund  that  provides  financing 
and  resources  to  accelerate  the  growth 
of  Internet  startup  companies.  Estler  is 
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so  founder  and  former  chief  execu- 
'e  of  MatchLogic,  a  company  that 
defined  banner  advertising  on  the 
eb,  and  of  dblntellect,  creators  of 
data  warehouse. 

From  an  employment  standpoint, 
e  area's  diversity  of  technology 
anslates  into  job  opportunity. 
)mbine  that  with  Colorado's  low 
lemployment  rate  (2.4%  in  1999) 
id  its  employment  growth  rate  of 
8%,  and  the  result  is  across-the- 
iard  possibilities  in  every  economic 
(Ctor.  "Career  alternatives,  career 
owth  and  a  great  lifestyle  —  it's  all 
sre  and  now,"  says  Louise  Atkinson, 
;e  president  and  general  manager 
broadband  heavy-hitter  NextLink 
)mmunications,  which  has  a  major 
)lorado  presence. 

For  six  straight  years,  Colorado 
irned  straight  A's  from  the 
jvelopment  Report  Card  for  the 
ates  by  the  Corporation  for 
iterprise  Development,  which  grades 
state  on  its  economic  performance, 
isiness  vitality  and  development 
ipacity.  Dun  &  Bradstreet  and 
ltrepreneur  magazine,  as  well  as 
her  top  business  publications,  con- 
stently  rate  Denver  as  one  of  the  top 


cities  for  business.  Tax  expert  Vertex 
Inc.  reports  that  Denver  has  among 
the  lowest  combined  total  business 
taxes  of  major  U.S.  cities. 

Denver  also  tops  a  Cushman  & 
Wakefield  survey  in  which  senior  exec- 
utives selected  the  best  place  to  work 
among  major  U.S.  metropolitan  areas. 
The  2,000  executives  surveyed 
praised  the  city's  job  prospects  and 
business  support  services. 

Vic  Ahmed,  president  and  founder 
of  Vroom  Technologies  Inc.  (formerly 


METRO  DENVER:  SCOPE  IT  0 
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UNEMPLOYMENT  RATE 

2.4%  in  1999 

AVERAGE  HOME  RESALE  PRICE 

$241,518  in  June 

MEDIAN  HOUSEHOLD  INCOME 

$39,739  in  1999 

(12%  above  the  national  average) 


Patricia  Fontneau 

Vice  President  and  General  Manager 
TIAA-CREF,  Western  Service  Center 

TIAA-CREF  is  a  leading  financial  ser- 
vices organization  serving  the  general 
public  and  is  the  premier  pension  sys- 
tem for  people  employed  in  education 
and  research  in  the  U.S.  TIAA-CREF  has 
deep  roots  in  Colorado  and  the  Denver 
area  and  has  helped  generations  of  our 
clients  save  successfully  for  the  future. 
The  newest  Colorado  addition  is  the 
Denver  Public  Schools  system. 

Focused  on  providing  top-quality  ser- 
vice to  more  than  2  million  partici- 
pants nationally,  TIAA-CREF  selected 
Denver  in  1994  as  the  site  for  a  new 
national  Customer  Service  Center, 
located  in  the  Republic  Plaza  (a  major 
holding  in  TIAA-CREF's  real  estate 
investment  portfolio).  It  joined  the 
organization's  regional  office  in 
Denver  that  has  been  serving  institu- 
tional clients  within  a  10-state  territory 
since  1988.  The  Service  Center  now 
employs  over  1,000  associates. 

TIAA-CREF  offers  high-quality,  low- 
cost  mutual  funds,  annuities,  IRAs. 
insurance  and  trust  services,  and  also 
manages  the  most  state-sponsored 
college  savings  programs. 


www.tiaa-cref.org 


SIX-COUNTY  METRO  AREA 
POPULATION 

2.25  million 
CLIMATE 

Average  sunny  days:  300 
Average  Temperatures: 
85°/57°  C  in  summer 
46"/ 19°  C  in  winter 
Average  Humidity:  40% 
Average  Rainfall:  15.4  in. 
Average  Snowfall:  55.4  in. 
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Gary  J.  Pon 

President  and  Chief  Executive  Officer 
Pinnacol  Assurance 

Pinnacol  Assurance  is  a  landmark  in 
Colorado.  As  the  state's  assured  source 
of  workers'  compensation  insurance, 
Pinnacol  Assurance  has  established 
itseif  as  the  industry  leader  in  develop- 
ing technology-based  systems  that 
effectively  service  our  policyholders, 
designated  brokers  and  legal  counsel. 

Through  Pinnacol  OnLine,  our  Web- 
based  client  information  service,  poli- 
cyholders and  brokers  can  access  spe- 
cific account  information  on  a  real-time 
basis.  24  hours  a  day.  The  system 
allows  employers  and  brokers  to  moni- 
tor claims,  run  reports  to  summarize 
policy  and  claims  data,  and  find  a 
SelectNet   health    care  provider. 

The  Pinnacol  OnLine  Quoting  system 
provides  designated  brokers  with  the 
ability  to  access  current  rates,  sub- 
mit applications,  issue  quotes  and 
bind  coverage  around  the  clock. 

Colorado's  future  is  built  upon  the 
effective  use  of  evolving  technology. 
Pinnacol  Assurance  is  well  pre- 
pared to  thrive  in  that  future  and  to 
assist  Colorado's  employers  in 
meeting  their  workers'  compensation 
insurance  needs. 


PINNACOL 


WorldWerx),  located  his  company  in 
Denver  for  many  of  those  reasons. 
Vroom  Technologies  is  a  customer 
relationship  management  company 
that  focuses  on  the  telecom  market, 
and  Denver's  readily  available  work- 
force has  the  software  skills  and 
telecom  market  knowledge  that  the 
company  needs.  Plus,  as  Ahmed 
points  out,  the  cost  of  living  is  much 
more  affordable  than  Silicon  Valley 
or  the  East  Coast.  Companies  look- 
ing for  a  young  workforce  will  find 
that,  among  the  nation's  25  largest 
cities,  the  metro  Denver  area  has 
the  highest  percentage  of  its  popula- 
tion in  the  35-  to  54-year-old  age 
group.  Less  than  10%  of  the  popula- 
tion is  65  years  or  older,  compared 
with  a  12.6%  national  average. 

Denver  is  a  world  financial  center, 
home  to  mutual  fund  giants  Janus  and 


Invesco.  The  city  is  also  a  global  hub 
for  equity  assets,  ranking  10th  world- 
wide as  a  center  for  stock  fund  man- 
agers, according  to  Thomson  Financial 
Investor  Relations.  And  trend  trackers 
agree:  It's  not  just  a  passing  phase. 
Denver  stands  alone  as  a  metropoli- 
tan area  leader,  celebrating  13  con- 
secutive years  of  economic  growth. 
Per  capita  personal  income  growth  in 
Colorado  ranks  second  in  the  nation. 

Education  Needed  to 
Sustain  Workforce 

Metro  Denver  has  the  brainpower  to 
drive  the  Convergence  Corridor.  It's  noil 
coincidence  that  the  city  has  the  most' 
educated  workforce  in  the  country. 
Colorado  has  16  four-year  colleges 
and  universities  with  enrollments  of  ati 
least  20,000  students,  as  well  as« 
nine  two-year  and  community  colleges. 


ASSURANCE 

www.pinnacol.com 
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olorado  School  of  Mines  in  Golden, 
/vest  of  Denver,  and  the  University 
pf  Colorado  at  Boulder,  northwest 
3f  Denver,  were  ranked  among  the 
.op  50  public  universities  in  the 
country  this  year  by  U.S.  News 
World  Report. 

Colorado  State  University,  which  is 
n  Fort  Collins  at  the  north  end  of  the 
Convergence  Corridor,  is  a  leader  in 


focus  is  on  advanced  manufacturing, 
biotechnology,  life  sciences  and  infor- 
mation technology.  That  includes 
everything  from  digital  electronics 
and  photonics  vacuum  technology  to 
critical-care  nursing  and  gerontology. 
Another  campus  amenity  is  the 
Convergent  Technologies  Innovations 
Laboratory,  a  national  showcase  for 
data  networking,  Internet  and  video 
communications  technologies. 

The  Colorado  Institute  of  Tech- 
nology (CIT)  is  a  cutting-edge  initiative 
that  is  typical  of  Colorado's  pragmatic, 
but  innovative,  style.  It  is  a  private  cor- 
poration established  by  a  bipartisan 
Colorado  Legislature  and  Governor 
Bill  Owens.  The  Institute  is  funded 
entirely  by  corporate  and  individual 
investors,  operates  in  conjunction 
with  the  academic  community  and  is 
designed  to  provide  a  highly  capable 
technology  workforce.   Before  the 


Metro  Denver  has  the  brainpower  to  drive 
the  Convergence  Corridor. 


ellular    and    molecular  biology 
^search.  The  University  received 
148  million  in  sponsored  research 
rants  last  year,  up  5%  from  1998. 
The  metro  area  is  a  hot  spot  for 
ublic  and  private  initiatives  in  tech- 
ology.  The  HEAT  is  on,  literally,  at 
owry  Higher  Education  and  Advanced 
technology  Center  (HEAT).  Its  goal  is 
b  train  the  area's  future  workforce  in 
lie  skills  necessary  to  support  the 
ligh-tech  industry.  HEAT's  campus  on 
pe  former  Lowry  Air  Force  Base  is  a 
lartnership  of  19  colleges,  universi- 
jes  and  private-sector  groups.  The 


corporation  was  even  finalized, 
technology  leaders  already  had 
committed  $41  million  to  the  project. 
Those  investors  include  Qwest,  Sun 
Microsystems,  Level  3  and  Hitachi. 
The  latter  company  doesn't  even  have 
a  current  Colorado  presence,  says 
John  Buechner,  president  of  CIT  and 
president  emeritus  of  the  University 
of  Colorado. 

The  former  Fitzsimons  Army 
Medical  Center  in  Aurora  is  being  rein- 
vented and  developed  into  a  $2 
billion,  one-square-mile  center  dedicat- 
ed to  life  science  research,  education 


Jeff  Akers 

Vice  President  and  Chief  Operating  Officer 
Lucent  Technologies  NetworkCare 
Professional  Services 


Lucent  Technologies  NetworkCareSM 
Professional  Services  (NPS)  is  the 
world's  leading  network  consulting 
and  end-to-end  solutions  provider. 

From  providing  the  most  advanced 
network  design  and  integration  to 
maintaining  the  world's  largest  net- 
works, only  NPS  delivers  such  a  depth 
and  variety  of  services  every  day. 

NPS  is  the  largest  source  of  Internet 
Protocol  (IP)  and  circuit-based  knowl- 
edge in  the  world,  which  is  why  we  are 
known  as  the  knowledge  behind  the 
networkSM.  NPS  manages  and  main- 
tains Service  Provider  networks  from  its 
Network  Knowledge  Center  in  Aurora, 
Colo.,  as  well  as  other  centers  in 
Europe,  Asia  and  South  America. 

The  services  range  from  monitoring 
and  surveillance  through  Customer 
Care,  with  the  capability  to  deliver 
on  all  Service  Provider  networks, 
whether  they  are  voice,  video,  data, 
optical  or  wireless. 

To  contact  Lucent  Technologies 
NetworkCare*:  Call  1-888-767-2988, 
or  please  visit  us  on  the  Web  at 
www.lucent.com/networkcare. 


Lucent  Technologies 

Bell  Labs  Innovations 
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Jeff  Fox 
President 

ALLTEL  Information  Services 


In  the  heart  of  Denver's  Convergence 
Corridor  is  one  of  ALLTEL's  Telecom- 
munication Services  solution  centers. 
Located  in  Englewood,  this  center  pro- 
vides customer  care  and  billing, 
systems  integration,  information  tech- 
nology outsourcing,  systems  manage- 
ment and  professional  services  to 
communications  carriers  of  all  sizes 
and  disciplines. 

ALLTEL  has  created  an  effective  work- 
ing environment  for  its  employees  at  the 
Denver  Solution  Center.  ALLTEL  employ- 
ees have  the  experience  and  in- 
dustry knowledge  to  develop  and 
recommend  innovative  solutions  to 
meet  its  customers'  needs. 

Julie  Griffin  serves  as  vice  president 
and  general  manager  for  the  ALLTEL 
Denver  Solution  Center. 

For  more  information  about  our 
Denver  operations,  please  contact  the 
Solution  Center  at  (303)  662-8985. 


> 


and  patient  care.  It  is  the  largest  med- 
ical-related redevelopment  project 
in  the  nation  and  is  anchored  by  the 
new  217-acre  campus  of  the 
University  of  Colorado  (CU)  Health 
Sciences  Center  and  the  160-acre 
Colorado  Bioscience  Park  Aurora.  To 
capitalize  on  the  area's  entrepreneur- 
ial spirit,  a  research  and  develop- 
ment Bioscience  Park  Center  has  just 
opened  at  CU  Health  Sciences  for  new 
and  emerging  biotechnology  compa- 
nies seeking  collaborative  relation- 
ships with  the  faculty  there. 

In  1999,  research  and  development 
spending  at  Colorado's  largest  acade- 
mic institutions  exceeded  $600  mil- 
lion. Opinion  polls  say  that  research 
and  development  spending  correlates 
to  sustainable  economies,  more 
jobs  and  development  opportunities. 
According  to  Research!  America,  a 
national  advocacy  organization  com- 


mitted to  health  and  research  funding,! 
even  though  Colorado  was  ranked 
26th  in  population,  the  state  was| 
ranked  15th  in  National  Institutes  oi 
Health  funding.  It  was  also  one  of  onl; 
three  states  in  the  country  to  be 
awarded  funding  over  and  above  it; 
population  base. 

Pivotal  Government  and 
Business  Support 

Beyond  dollars  for  redevelopmen 
and  education,  metro  Denver  an: 
Colorado's  government  are  commil 
ted  to  technology  as  a  driving  force 
in  the  economy.  The  state  is  one  o 
only  two  in  the  country  with  a  govei 
nor's  Office  of  Technology  and 
Cabinet-level  Secretary  of  Technology 
"Technology  companies  in  Silicoi 
Valley  and  elsewhere  looking  for  relie 
from  high  taxes,  a  shortage  of  qual 
fied  workers  and  burdensome  regule 
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tions  are  finding  it  right  here  in 
Colorado,"  says  Mark  Holtzman,  sec- 
retary of  technology. 

Downtown  Denver's  revitalization 
from  a  crumbling  metro  area  and  run- 
down warehouse  district  to  a  bustling 
mall  and  thriving  sports,  arts,  enter- 
tainment and  business  center  is  also 
a  model  of  government  vision  for 
urban  growth  and  design.  The  City  and 
County  of  Denver's  track  record  for 
public-private  partnerships  has  been 


"Denver  has  invested  heavily  in  the 
central  core  of  this  region,  recognizing 
that  we  needed  a  strong  downtown 
region  in  order  to  increase  the  attrac- 
tion and  wealth  throughout  the 
entire  metropolitan  area,"  says  Patty 
Silverstein,  president  of  Development 
Research  Partners  and  consulting 
chief  economist  for  the  Metro  Denver 
Network.  "I  think  that  the  whole  growth 
of  the  Denver  economy  has  really 
been  due  to  its  diversification.  You 


Beyond  dollars  for  redevelopment  and  education,  metro 
Denver  and  Colorado's  government  are  committed  to 
technology  as  a  driving  force  in  the  economy. 


outstanding.  During  the  last  10  years, 
:he  Denver  Urban  Renewal  Authority 
nas  invested  more  than  $200  million 
dollars  and  leveraged  close  to  $2  bil- 
lon dollars  in  downtown  private  invest- 
ment. The  Mayor's  Office  of  Economic 
Development  and  International  Trade 
las  provided  close  to  $3  million  in  gap 
financing  investments,  which,  in  turn, 
las  had  an  impact  of  more  than  $100 
nillion  in  private  development. 


look  back  12  years  ago,  and  we  were 
heavily  reliant  on  the  oil  and  gas  indus- 
try and  various  specific  sectors.  Since 
that  time,  we  have  worked  very  dili- 
gently to  diversify  our  economic  base." 

International  Access 

Globalizing  the  local  business  com- 
munity is  a  vision  shared  by  most  of 
the  country.  Denver  is  doing  its  fair 
share  to  raise  the  city's  profile  in 


Cynthia  Evans 

State  Vice  President,  Colorado 
Xcel  Energy 


In  August  2000,  the  electrical  and  nat- 
ural gas  companies  of  New  Century 
Energies  and  Northern  States  Power 
combined  their  strengths  into  one  com- 
pany —  Xcel  Energy.  The  new  name 
underscores  a  long,  rich  history  of  pro- 
viding dependable  service  and  superior 
solutions  to  you  and  millions  of  others 
in  the  states  we  serve.  But  beyond 
that,  Xcel  Energy  represents  a  vision 
that  is  built  around  pushing  our  stan- 
dards beyond  what  you  expect. 

The  customer  comes  first  at  Xcel 
Energy.  The  company's  name  reflects 
Xcel  Energy's  core  value  —  to  deliver 
excellence  in  energy  products  and  ser- 
vices to  customers.  The  people  of  Xcel 
Energy  are  committed  to  providing  cus- 
tomers the  best  in  service,  value  and 
information  that  will  help  improve  their 
business  and  personal  lives. 

Xcel  Energy  provides  a  complete 
portfolio  of  energy-related  products  and 
services  to  3  million  electricity  cus- 
tomers and  1.5  million  natural  gas  cus- 
tomers, and  has  annual  revenues  of 
nearly  $7  billion  and  operations  in  12 
western  and  midwestem  states. 

To  learn  more  about  Xcel  Energy,  visit 
us  at  www.xcelenergy.com. 


@  Xcel  Energy 
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Joseph  P.  Nacchio 

Chairman  and  Chief  Executive  Officer 
Qwest  Communications  International 

A  little  more  than  three  years  after 
its  initial  public  offering,  Qwest 
Communications  International  is  a 
worldwide  leader  in  providing  broad- 
band Internet-based  communications 
and  applications  for  businesses,  con- 
sumers and  government  agencies. 
Today  Qwest  is  an  $89  billion  company 
with  29  million  customers,  whose 
needs  range  from  the  most  basic  local 
telephone  service  to  the  most  sophis- 
ticated telecommunications  systems 
in  the  world.  Because  of  its  ability  to 
execute  on  its  blend-of-services  strate- 
gy, Qwest's  unique  and  broad  network 
and  service  capabilities  have  attracted 
40  of  the  top  50  companies  in 
America.  Qwest's  network  features  the 
largest  bandwidth  currently  in  opera- 
tion. It  spans  more  than  25,500  miles 
in  North  America  alone  and  connects 
more  than  250  cities  globally.  Qwest 
also  has  a  joint  venture,  KPNQwest, 
with  Dutch  telecommunications  leader 
KPN,  and  is  Europe's  second-largest 
Internet  Service  Provider  and  its  peer- 
ing and  connectivity  leader. 


international  markets  as  a  business 
and  investment  location.  The  city's 
goal  is  to  attract  investment  from 
international  markets,  as  well  as  to 
help  local  companies  establish  a 
global  presence.  The  sharing  of  tech- 
nology-driven assets  and  information 
has  been  a  key  issue  in  the  pursuit 
of  that  end. 

The  area  has  four  foreign  trade 
offices.  The  London,  England,  office 
is  managed  by  the  city  and  county 
of  Denver.  Another  foreign  trade 
office  is  scheduled  to  open  next  year 
in  Asia.  Three  others,  located  in 


Frankfurt,  Germany,  Tokyo,  Japan  ana 
Guadalajara,  Mexico,  are  managed  bv 
the  state.  There  are  also  four  foreigr 
consulates  (in  Great  Britain.  Mexico 
Peru  and  Japan),  a  World  Trade  Centei 
and  two  Foreign  Trade  Zones. 

Exports  equal  economic  growth 
Denver's  foreign  exports  jumped  95°' 
between  1993  and  1998.  This  repn 
sents  an  increase  of  nearly  $1  billion 
which  was  the  fastest  growth  rate1 
among  all  cities  in  the  U.S.,  according 
to  a  recent  U.S.  Department  o' 
Commerce  Study.  The  Cyberstates  4.C 
fact  sheet  reports  that,  of  Colorado's 
exports,  61%  are  in  the  high-tech 
sector.  That  is  the  fourth-highes' 
concentration  in  the  nation. 

Convergent  Facts 

•  The  Denver  area's  workforce 
ranks  second  only  to  Boston  in  the 
percentage  of  the  population  with 
bachelor's  degrees,  and  it  tops  thei 
U.S.  Census  Bureau's  list  when  n 
comes  to  a  workforce  with  high 
school  diplomas. 

•  Colorado  has  the  nation's  higher 
concentration  of  high-tech  workers 


Qwest 


DENVER  SCORECARD 

•  Fifth-best  City  in  America 

•  One  of  the  most  livable  cities  in 

(Places  Rated  Almanac) 

the  nation  (Money  magazine) 

•  Among  the  top  10  places  in  America 

•  Top  City  for  Entrepreneurs 

to  live  and  work 

(Entrepreneur  magazine) 

(Employment  Review  magazine) 

•  Best  City  for  Men's  Health 

•  Top  city  for  entrepreneurs 

(Men's  Fitness  magazine) 

(Inc.  magazine) 

•  Top  City  for  Hispanics 

•  Most  improved  American  city 

(Hispanic  magazine) 

(Travel  and  Leisure  magazine) 

•  Lowest  business  taxes 

(Vertex's  City  Business  Tax  Study) 
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14  per  1,000  in  the  private  sector, 
iccording  to  the  American  Electronics 
association  (AEA). 

i  •The  state's  high-tech  workers 
ire  among  the  nation's  highest- 
^aid  laborers,  with  an  average  sal- 
ary of  $60,400,  the  AEA  reported 
i  arlier  this  year. 

j  •  Within  the  Convergence  Corridor, 
he  Boulder-Longmont  area  has  the 
lighest  concentration  of  software- 
plated  jobs  in  the  nation,  according  to 
he  Software  &  Information  Industry 
Issociation. 

I  «The  state  is  home  to  15  federal 
fesearch  institutes,  ranks  third  in  the 
ption  for  National  Science  Foundation 
finding  and  fourth  for  Small  Business 
Wstment  Research  grants. 
•  Coloradans  are  among  the 
tion's  most  computer  literate.  Last 


year,  more  than  half  had  home 
computers,  well  above  the  national 
average,  and  35%  of  PC  owners 
had  online  access,  almost  double 
the  national  average,  according  to 
Ciruli  Associates. 


can  offer.  The  city's  Downtown  is  "Plug 
&  Play  Ready"  with  more  fiber  per 
square  inch  than  perhaps  any  other 
business  park  in  Colorado.  It  has  all 
the  technology  —  from  fiber  optics  to 
Internet  access  to  redundant  power.  It 


uDenver  is  the  perfect 'convergence  city/ The 
high-tech  west  and  the  telecom  east  meet  here/' 
Joseph  R  Nacchio,  Chairman  and  Chief  Executive 

Officer,  Qwest  Communications  International 


Companies  and  People  Tell  Their 
Convergence  Story 

Referred  to  as  the  new  frontier 
for  high  technology,  Downtown  Denver 
offers  startups  and  established 
telecommunications  giants  the  oppor- 
tunity to  share  the  high-tech  and 
leisure  amenities  that  only  this  area 


also  has  all  the  fun  and  action  of  one 
of  the  most  vibrant  cities  in  the  U.S. 

Headquartered  in  Downtown  Den- 
ver, the  skyline  is  aglow  with  the 
blue  emblem  of  Qwest  Commu- 
nications International.  The  growing 
telecommunications  giant  is  little 
more  than  three  years  old,  yet  in  a 
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Rick  Adam 

Chief  Executive  Officer 
New  Era  of  Networks,  Inc. 

New  Era  of  Networks,  Inc.  (Nasdaq: 
NEON)  is  the  premier  provider  of  e- 
business  integration  software  plat- 
forms, products  and  services  for  the 
New  Economy.  Drawing  on  proven 
technology  and  years  of  experience, 
NEON  integrates  and  automates 
e-business  processes,  helping  com- 
panies bring  end-to-end  business 
functionality  to  the  Internet  in  the 
shortest  possible  time  frame.  In 
addition,  NEON  products  help  com- 
panies establish  direct,  electronic 
links  with  customers,  suppliers  and 
partners;  build  and  participate  in  net 
markets;  and  distribute  and  access 
information  using  wireless  technol- 
ogy. NEON  is  the  e-business  integra- 
tion market-share  leader,  with  more 
than  2,500  customers  worldwide. 
NEON  also  maintains  strong  part- 
nerships with  leading  e-business 
companies,  including  BEA  Systems, 
BroadVision,  Commerce  One,  IBM  and 
Microsoft.  Founded  in  1994,  NEON  is 
headquartered  in  Englewood,  Colo., 
and  employs  more  than  1,000  pro- 
fessionals worldwide.  For  more  infor- 
mation, please  call  800-815-6366, 
or  visit  us  at  www.neonsoft.com. 

NEW  ERA  OF  NETWORKS 


our  first  markets  because  it  is  one  o 
the  premier  telecommunications 
technology  centers  in  the  U.S.,"  says 
Rex  Fisher,  Yipes  co-founder  and  vice 
president  of  sales.  "Denver's  centra 
location  makes  it  an  attractive  hub 
from  which  to  conduct  our  nationa 
network  operations."  Yipes  is  working 
with  other  local  industry  leaders  sucr 
as  Westwind  Media.com,  a  leadinj 
custom  content  provider  that  \i 
headquartered  downtown.  Westwino 
Media.com  applies  offline  audio 
and  video  broadcasts  to  the  onlini 
platform  for  clients  such  as  iVillagi 
and  Lycos  Radio. 

On  the  content  side,  leading-edgi 
provider  Celluloid  Studios  was  bon 
as  an  animation  studio  in  a  garage  ii 
Boulder.  "What  a  luxury  to  produo 
nationally  and  internationally  reco§ 
nized  projects  without  having  to  corr 


$58  billion  deal  at  the  end  of  June, 
merged  with  U  S  West,  the  former 
Baby  Bell  and  leading  national  DSL 
provider,  thereby  gaining  its  25  million 
customers  across  14  states.  The 
combined  company  now  has  one  of 
the  most  robust  data  backbones  in 
the  U.S.  "Denver  is  the  perfect  'con- 
vergence city.'  The  high-tech  west  and 
the  telecom  east  meet  here,"  says 
Joseph  P.  Nacchio,  Qwest  chairman 
and  chief  executive  officer.  Nacchio  is 
a  telecom  visionary  who  consistently 
ranks  among  the  most  influential 
leaders  in  the  digital  world. 

Around  the  corner  from  Qwest's 
operations,  Yipes,  an  Internet  Proto- 
col (IP)-based  optical  networking 
provider,  offers  the  first  all-ethernet 
network  for  high-capacity  data  trans- 
missions. "Yipes  chose  Denver  as 
our  sister  headquarters  and  one  of 
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'omise  our  lifestyle,  and  to  live  in 
lhat  I  suspect  is  one  of  the  best 
aces  in  America,"  says  Olivier  Katz, 
slluloid  president  and  a  Paris  native 
ho  moved  to  Denver  12  years  ago 
bm  Los  Angeles.  Celluloid,  now  head- 
bartered  in  Denver's  trendy  LoDo 
lea,  is  the  artistic  genius  behind  the 


Located  20  minutes  south  of  Down- 
town Denver,  the  Denver  Technological 
Center  and  Meridian  and  Inverness 
business  parks  are  strategically  posi- 
tioned near  the  105th  meridian. 
Companies  such  as  Telecommunica- 
tions Inc.  (TCI)  and  MediaOne  started 
here  with  strong  Colorado  roots.  Both 


"Denver's  central  location  makes  it  an 
ttractive  hub  from  which  to  conduct  our  national 
network  operations/7  Rex  Fisher,  Co-Founder 
and  Vice  President  of  Sales,  Yipes 


id  Light  commercials  and  a  strategic 
rtner  in  the  development  of  the  ani- 
ated  cable  television  series  South 
rk.  "From  a  strategic  standpoint, 
mver  is  the  telemedia  epicenter  of 
3  world,"  Katz  adds.  Other  compa- 
js  that  have  a  strong  presence 
wntown  are  RMI.Net  and  MCI 
jrldCom  Wireless. 


are  now  a  part  of  Denver-based  AT&T 
Broadband,  the  largest  cable  provider 
in  the  world.  "Literally  the  center  of  the 
world  for  cable  television  is  based  in 
Denver,"  says  Jonathan  Bein.  Bein  is 
president,  founder  and  chief  executive 
officer  of  Information  +  Graphic  Sys- 
tems, a  venture-capital-backed  soft- 
ware company  based  in  Boulder  that 


Paul  Rudolf 

Chairman  and  Chief  Executive  Officer 
Agilera 


The  application  service  provider  indus- 
try is  poised  to  revolutionize  the  way 
software  applications  are  delivered  in 
the  knowledge  value  economy.  Agilera 
has  already  cemented  a  leadership 
position  in  the  explosive  ASP  market, 
nroviding  our  clients  with  innovative 
solutions  for  acquiring  and  managing 
top-tier  software  through  our  deep  level 
of  business  process  expertise,  content, 
application  integration  and  other  value- 
added  services.  By  outsourcing  their 
enterprise  software  implementation,  IT 
services  and  support,  our  customers 
can  focus  on  their  core  business. 

Agilera  is  emerging  as  a  world-class 
ASP  because  we  have  the  agility  to 
quickly  react  to  changing  market  condi- 
tions, identify  key  partners  and  develop 
industry-leading  solutions.  We  also  offer 
the  stability  that  customers  demand 
from  a  network  that  supports  mission- 
critical  systems. 

With  strong  support  from  state  agen- 
cies, research  universities  and  the  pri- 
vate sector,  Denver  has  emerged  as 
one  of  the  premier  high-tech  cities  in 
the  nation.  In  this  fast-paced,  high- 
growth,  high-tech  town,  Agilera  has 
found  a  place  we're  proud  to  call  home. 


wera 

Run  with  the  swift.  Stand  with  the  strong. 
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Pat  Grant 
President 

National  Western  Stock  Show 

Born  in  1906,  Denver's  National  West- 
ern Stock  Show  has  grown  into  the 
nation's  top  combination  livestock 
show,  horse  show  and  rodeo,  and  cel- 
ebrates its  95th  anniversary  January  6 
to  21,  2001.  Attracting  632,000  visi- 
tors last  January,  the  National  Western 
pumps  $75  million  annually  into  the 
Denver  economy.  We  celebrate 
Denver's  traditional  "cow  town"  roots 
with  agricultural  education,  rip-roaring 
entertainment  and  big  business  for 
rural  and  urban  folks  alike.  Visit  our 
Web  site  at  www.nationalwestern.com. 


DOWNTOWN  DENVER 

Did  You  Know  the  New  Frontier  for 
High  Technology  is  Downtown  Denver? 

Downtown  Denver  is  perhaps  the 
most  wired  office  campus  in  Colorado. 
It  has  superior  technology  and  access 
to  an  educated  workforce,  transit 
and  premier  entertainment.  To  learn 
more  about  how  Downtown  Denver  is 
"Plug  &  Play  Ready,"  visit: 

www.downtowndenver.com. 


focuses  on  solutions  in  the  conver- 
gence carrier  space.  The  company's 
clients  include  SBC  Communications 
Inc., -Lucent  Technologies  and  AT&T. 
Another  noteworthy  Colorado  startup 
and  a  leader  in  high-speed  DSL 
services,  Rhythms  NetConnections, 
conducts  national  operations  from 
its  headquarters  at  the  Denver  Tech- 
nological Center. 

Along  Interstate  36,  on  the  way 
north  from  Denver  to  Boulder,  in 
an  area  officially  known  as  the 
Interlocken  Business  Park,  there  is  an 
impressive  collection  of  high-tech 
powerhouses  that  are  building  corpo- 
rate campuses  with  spectacular 
views  of  the  Rockies. 

One  such  company  is  IP-based  ser- 
vices leader  Level  3  Communications, 
Inc.  When  Level  3  started  three  years 
ago,  it  could  have  located  anywhere.  In 
typical,  out-of-the-box  style,  its  leaders 
asked  the  potential  workforce  where 
they  wanted  to  be.  Their  resounding 
answer:  Denver.  Today  the  company 


directs  global  operations  from  it! 
2,000-plus  employee  headquarters| 
Level  3  will  spend  $6.3  billion  this  yea 
alone  as  part  of  the  build-out  of  itl 
U.S.,  European  and  Asian  communic.l 
tions  network.  "Attracting  and  retaininl 
the  very  best  people  is  the  single  mosl 
important  determinant  in  the  suj 
cess  or  failure  of  Level  3  or  any  othej 


Plug&Play 
Ready 

DOWNTOWN  DENVER 
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PEPSI  CENTER 


technology-based  enterprise,"  says 
James  Q.  Crowe,  chief  executive  offi- 
cer. "It's  no  secret  that  the  Denver 
area  is  a  highly  desirable  place  to  live 
and  work.  Quality  of  life  is  an  impor- 
tant advantage  for  companies  here  as 
they  compete  in  the  national  job  mar- 
ket for  high-tech  talent." 

Down  the  street  from  Level  3's 
neadquarters  is  the  Colorado  campus 

Sun  Microsystems.  Employee  attri- 
:ion  here  is  about  half  that  of  Silicon 
/alley,  says  Larry  Hambly,  senior  vice 
Dresident  of  enterprise  services  for 
Sun.  Corporate  Express  and  New  Era 
)f  Networks  (NEON)  are  also  located 
n  the  Interlocken  Business  Park. 


CONTACT  US 

For  more  information  about 
high-tech  metro  Denver  and  its 
rewarding  employment  and 
enjoyment  opportunities,  cafi 
the  following  organizations  or 
visit  their  Web  sites: 

City  and  County  of  Denver,  Mayor's 
Office  of  Economic  Development 
and  International  Trade 
720-913-1640 
www.denvergov.org/business 


Metro  Denver  Network 

303-534-8500 

www.denvernet.org 


Convergence  Corridor 
www.convergencecorridor.com 


Look  to  Denver  for  the  Future 

Denver  Mayor  Wellington  E.  Webb 
believes  that  Denver  has  the  visionary 
high-tech  infrastructure  to  create  the 
global  linkages  necessary  to  propel 
the  city  into  the  future  as  a  true  global 
convergence  corridor.  "We  are  very 
proud  of  the  fact  that,  in  the  last  10 
years,  this  city  has  diversified  into  one 
of  the  strongest  economies  in  the 
country,"  says  Mayor  Webb.  "In  the 
not-too-distant  future,  Old  and  New 
Economy  companies  will  rely  on  merg- 
ing technologies,  global  access  and 
workforce  to  compete.  Cities  that  pro- 
vide the  necessary  tools  to  make  that 
happen  will  succeed.  Denver  will  be 
one  of  those  cities." 

Welcome  to  Denver,  Colorado,  the 
Convergence  Corridor  of  the  present 
.  .  .  and  for  the  future.  X 


More  than  3  million  sports  and  enter- 
tainment fans  have  enjoyed  Pepsi 
Center  in  its  first  year  of  operation. 
Home  to  the  NHL  Colorado  Avalanche, 
the  arena  will  host  the  2001  NHL 
All-Star  Game.  Pepsi  Center  also  is 
home  to  the  NBA  Denver  Nuggets  and 
has  hosted  entertainment  giants 
including  Bruce  Springsteen  and 
Celine  Dion,  and  shows  ranging  from 
"Disney  on  Ice"  to  indoor  soccer.  Pepsi 
Center  also  has  become  one  of 
Colorado's  premier  venues  for  business 
meetings  of  all  sizes. 


flo  matter  rohat  pur  point  of  uieni 
Denuer  is  where  it  all  comes  together 

*  * 

Where  content  meets  conduit,  hardware  meets  software,  east  meets  west...  where  the  mini 
meets  the  soul.  Voice,  data,  video  and  lifestyle  all  align  in  a  city  that  is  one  satellite  bounce  awa 
from  six  continents.  Denver  companies  have  revolutionized  how  the  world  communicates. 

No  wonder  Denver  is  coming  to  be  known  as  the  Convergence  Corridor  of  the  world. 

The  highest  educated  workforce  per  capita  The  best  "on  time"  international  airport 
One  of  the  best  cities  in  the  U.S.  to  live  and  work 


'Mayn't  Office  Of  Economic  Development 
and 

International  Trade 

720-913-1640 
www.denvergov.org/business 


CONVERGENCE  CORRIDOR 

"Technology  icilb  Altitude" 

www.convergencecorridor.com 


METRO  DENVER  NETWORK 

303-534-8500 
www.denvernet.org 


he  tried  and  treowe  by  John  Updike 


DESPITE  OUR  MANEUVERINGS  TO  THE  CONTRARY, 
WE  WILL  ALWAYS  BE  MORE  ANIMAL  THAN  ROBOT 


A 

m  \  writer  of  fiction,  a  professional  liar,  is  par- 
adoxically obsessed  with  what  is  true.  A  career  in 
writing  begins  with  a  sense  that  what  has  already 
been  written,  by  others,  has  not  been  quite  true 
enough;  however  revered,  it  lacks  the  latest  infor- 
mation, the  newest  slant.  As  the  careerist  ages, 
the  wave  slips  on,  and  he  finds  himself  paddling 
in  the  foam-studded  aftermath,  indifferent  to 
more  and  more  fads  and  celebrities,  failing  to 
"get"  more  and  more  jokes  in  The  New  Yorker. 
Still,  for  truth  he  has  his  humanity  and  the  stretch 
of  history  his  lengthening  life  now  includes.  Art 
does  not  belong  only  to  the  young;  far  from  it. 
What  does  belong  to  the  young  is  the  future,  and 
with  it  the  confidence  that  your  instincts  will  be 
vindicated  by  future  developments.  You  know 
what  is  true  in  your  bones. 

Untrue  often  means  simply  outmoded — the 
pieties  of  your  fathers,  foremost.  These  pieties  may 
be  a  Presbyterian  faith  or  a  Socialist  atheism,  or  a 
loyalty  to  this  or  that  established  political  party,  or 
to  labor  unions,  laissez-faire  economics,  the  Amer- 
ican flag,  or  the  planet  Earth.  To  the  bearer  of  the 
new  truth,  the  old  issues  are  not  even  worth  debat- 
ing; they  are  beside  the  point.  The  new  point  is  not 
easy  to  locate.  Boredom  and  indifference  are  more 
readily  felt  than  excitement.  But  excitement  is  the 
Geiger  counter  to  the  new  true — for  instance,  the 
pleasure  that  youngsters  effortlessly  take  in  the  man- 
ipulated digitized  imagery  of  computer  games  and 
MTV  videos.  Millions  find  a  bliss  of  sorts  in  losing 
themselves  in  the  vastness  of  the  Internet,  a  phantom 
creation  that  sublimates  the  bulky,  dust-gathering 
contents  of  libraries  and  supermarkets  into  some- 
thing impalpable  and  instantaneous.  The  Web  is  con- 
jured like  the  genie  of  legend  with  a  few  strokes  of 
the  fingers,  opening  with  a  phrase  or  two  a  laby- 
rinth littered  with  trash,  pitted  with  chat  rooms, 
at  once  fascinatingly  extensive  and  intensely  pri- 

ISTRATION  BY  JOHN  COLLIER 


vate.  Communication  is  antiseptically  cleansed  of 
all  the  germs  and  awkwardness  of  even  the  most 
mannerly  transaction  with  another  human  body. 

A  mass  retreat  into  a  richly  populated  privacy 
has  occurred  before:  in  the  acts  of  reading  and  of 
going  to  the  movies.  Excitement  lay  in  both  for  my 
generation.  Those  of  us  who  were  young  in  the 
1950s  pored  over  the  sacred,  crabbed  texts  of 
Yeats  and  Eliot,  Joyce  and  Pound,  and  of  more 
ancient  magi  like  Shakespeare,  Donne,  Milton, 
Pope,  Keats,  Dickens,  and  Browning.  Their  magic 
was  to  be  extracted  drop  by  drop  and  mixed  with 
our  own,  still  unanalyzed  elixirs.  I  have  yet  to 
be  persuaded  that  the  information  revolution  is 
anything  but  an  exercise  in  reading  and  writing 
wherein  evanescent  and  odorless  PC  screens  take 
the  place  of  durable,  faintly  fragrant  paper  and 
ink.  As  to  the  movies — who  of  my  generation  did 
not  seek  his  innermost  self  within  the  glittering, 
surging,  world  picture  that  cinema  presented  to  its 
rapt  receivers  in  the  semidark?  What  was  worth- 
while and  true  was  somehow  there,  coded  in  Gary 
Cooper's  pale-eyed  deadpan  and  Esther  Williams' 
underwater  smile. 

This  question  of  the  true  arrives  at  the  end  of  a 
century  whose  first  decades  saw  the  theories  of 
relativity  and  quantum  mechanics  undermine  our 
intuitive  grasp  of  matter.  The  subatomic  micro- 
cosm and  the  outer  space  populated  by  receding 
galaxies  both  became  impossibly  strange,  even  as 
evidence  relentlessly  accumulated  for  the  accuracy 
of  the  scientific  world  picture. 

Materialism  explains  nearly  everything  now; 
only  we,  in  our  inner  sense  of  ourselves,  at  the  cen- 
ter of  our  ambitions  and  emotions,  remain  imma- 
terial. In  between  preposterous  cosmic  immensities 
and  madly  multiple  and  elusive  particles,  human 
beings  still  seek  to  make  sense  of  their  lives.  The 
unit  of  truth,  at  least  for  a  fiction  writer,  is  the 
human  animal,  belonging  to  the  species  Homo 
sapiens,  unchanged  for  at  least  100,000  years.  A 
Cro-Magnon  man,  properly  shaved,  dressed,  and 
educated,  could  be  the  CEO  of  a  cutting-edge  soft- 
ware company.  He  could  be  the  man  sharing  your 
seat  on  the  commuter  train.  He  has  our  ^225 
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liscover  what  you  know       by  Ann  Beattie 


IN  WRITING,  AS  IN  LIFE, 
THERE'S  ALWAYS  A  POSTSCRIPT 


have  an  internal  Geiger  counter  that  sounds  when  a  genuine 
ing  is  encountered.  A  true  piece  of  writing  or  an  authentic 
atch  of  life  clicks  a  little  bit  in  my  brain  and  registers  a  little 
ore  strongly  in  my  heart.  And  as  a  writer,  if  that  thing  is 
nuine  enough,  I  want  to  create  a  companion  piece  that  only 
vill  know  is  a  companion  piece. 

All  I'm  saying  is  that  when  certain  things  are  excellent, 
ey  inspire  me.  I  would  be  hard-pressed  to  tell  you  why  I 
ink  excellence  is  tied  to  the  truth  —  that  I  leave  to  Papa 
smingway — but  I  can  say  that  such  things  set  off  internal 
lis  that  foreshadow  the  bells  of  my  turned-on  computer,  a 
ichine  that  sounds  not  so  much  like  the  music  of  the  spheres 
it  sounds  like  your  soul  being  sucked  into  a  black  hole. 
Flannery  O'Connor,  who  is  always  so  straightforward 
out  what  she  believes  that  I  am  sure  her  footprints  must 
ve  been  aligned  dead  ahead — no  toes  turned  inward  or 
tward — said:  "As  soon  as  the  writer  'learns  to  write,'  as 
□n  as  he  knows  what  he  is  going  to  find,  and  discovers  a 
ly  to  say  what  he  knew  all  along,  or  worse  still,  to  say  noth- 
»,  he  is  finished.  If  a  writer  is  any  good,  what  he  makes  will 
ve  its  source  in  a  realm  much  larger  than  that  which  his 
nscious  mind  can  encompass  and  will  always  be  a  greater 
■prise  to  him  than  it  can  ever  be  to  his  reader." 
What  is  true  for  me  —  and  what  I  think  is  true  for  a  lot  of 
iters  —  is  that  only  in  writing  do  you  discover  what  you 
ow.  But  what  you  know  typically  comes  in  the  form  of  a 
estion  you  can't  answer.  So  you  take  it  step  by  step:  You 
ate  enough,  with  character  and  plot,  to  demonstrate  the 
estion  in  its  complex  form,  rather  than  simply  posing  it,  or 
v'mg  your  character  give  voice  to  it.  As  the  story  progresses, 
x  will  inevitably  find  that  there  are  even  more  questions, 
e  remora  clinging  to  a  big  shark.  Good  writing  is  not 
ly,  because  the  waters  are  cloudy.  Furthermore,  you  are  in 
iger:  You  may  find  out,  or  you  may  do  a  lot  of  writing  and 
1  not  find  out.  Probably,  you  don't  want  to  articulate  the 
;stion  to  begin  with,  though  you  feel  compelled  to  do  so. 
perience  has  told  you  that  personally  you  will  likely  not 
>sper  by  articulating  something  disturbing.  But  O'Connor 
ight:  There  is  something  out  there — some  other  world  that 
itains  not  only  your  little  question  but  its  own  complex 
lity,  in  which  your  piddling  question  is  only  a  momentary 
~>.  That  knowledge  is  both  humbling  and  consoling. 


Still,  if  there  might  be  a  surprise  down  there,  isn't  that 
worth  pursuing?  Understand:  I  am  not  a  person  who  likes 
surprises.  I  sometimes  do  not  open  letters  because  I  intuit 
there  might  be  a  surprise  inside.  "What  does  it  say — just  gen- 
erally?" I  ask  my  husband.  I  screen  calls.  I  can  no  longer 
imagine  reaching  out  and  picking  up  a  ringing  telephone. 
Wasn't  it  Raymond  Carver  who  said  that  the  telephone  rings, 
and  your  whole  life  can  change? 

I  even  have  moderate  trepidation  about  gifts  from  people 
who  love  me.  I  look  at  my  calendar  with  one  eye  open  and  one 
eye  closed.  And  yet  I  find  myself  wading  into  writing,  again 
and  again.  I  want  the  minor  character  to  become  major;  I'm 
happy  when  the  sun  comes  out  and  melts  the  snowman  I  cre- 
ated because  I  desperately  needed  light;  I'm  in  awe  of  charac- 
ters who  say  something  completely  unexpected  and  derail  me 
with  one  sentence  (no,  you  can't  cheat  and  delete  the  sen- 
tence). It's  fascinating  and  frustrating  at  the  same  time,  and, 
as  O'Connor  said,  the  day  I  know  what  I'm  doing  is  the  day 
I'm  washed  up  as  a  writer. 

Will  that  happen  to  me?  I  doubt  it — not  as  long  as  every- 
thing I  write  has  a  P.S. 

One  thing  that  is  true  about  writing  is  that  there  is  always 
a  P.S.  The  P.S.  may  come  years  later  and  inform  only  you, 
since  the  text  has  long  been  published.  Or  the  P.S.  may  wake 
you  up  that  night  to  tell  you,  after  you've  gone  to  bed,  exhila- 
rated, that  yes,  you  did  your  job  perfectly,  but  you  know  what? 
It  wasn't  enough.  The  P.S.  may  also  be  a  little  anecdote,  as  last- 
minute  thoughts  scribbled  on  a  letter  so  often  are. 

My  P.S.  is  that  as  I  write  this,  one  of  my  dearest  friends — 
after  a  long  time  in  intensive  care — has  had  lifesaving  surgery 
and  is  reported  by  her  husband  to  be  "cranky."  I  admire 
crankiness  because  it  is  a  refusal  to  be  moderate,  to  prioritize, 
to  moderate.  What  I  like  about  writing  is  that  it  is  cranky. 
Writing  prioritizes  you.  The  material  selects  you,  more  than 
you  select  it.  Compromise?  Forget  it:  You  do  what  the  work 
dictates  you  must.  Call  it  truth  or  necessity,  it  nags  you.  All 
the  voices  of  authority  are  on  the  side  of  difficulty.  You  play 
their  way  or  you  learn  that  what  you  thought  were  "your" 
characters  will  simply  withdraw  from  you.  Surprises,  even 
when  you  fear  them,  are  always  better  than  no  surprises 
at  all.  And  so  even  though,  or  more  accurately  because, 
this  essay  has  left  me  distracted  and  cranky,  I  am  grateful 
once  again.  ■ 

Ann  Beattie  is  a  writer  living  in  Maine.  Her  books  include 
Park  City  and  The  Burning  House.  She  grew  up  in  Washington, 
D.C.,  and  has  taught  at  Harvard  University  and  the  University 
of  Virginia,  among  other  places. 
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gs  have  wings 

'  CANDOR  IN  POLITICS  CAN  BE 
A  DOUBLE-EDGED  SWORD 


by  Molly  Ivms 


L 

L_i  :  s  say,  for  the  fun  of  it,  there  are 
two  kinds  of  truth.  An  example  of  the 
first  kind  is:  There  are  5,280  feet  in  a 
mile.  Of  the  second  kind:  You  should 
never  get  involved  in  a  land  war  in  Asia. 
In  political  journalism,  we  have  a  hard 
time  differentiating  between  the  two. 
It  is  all  very  well  to  report,  "Repre- 
sentative Joe  Doaks  said  Tuesday  in 
Waco,  'Bull,  bombast,  and  drivel.'"  But 
a  more  useful  report  would  say,  "Doaks 
is  a  notorious  fool." 

In  politics,  the  first  kind  of  truth  is 
money.  Dollars.  Bucks.  Fund-raising. 
Campaign  contributors.  Television  time. 
Special  interests.  Lobbyists. 

The  second  kind  is  everything  else: 
wisdom,  courage,  pride,  stupidity,  venal- 
ity, camaraderie,  loyalty,  faith,  ideology, 
demagoguery,  deal  cutting,  consensus 
building,  humor,  betrayal,  and  boredom. 

The  first  kind  of  political  truth  keeps 
gaining  on  the  second.  In  fact,  the  money 
now  overwhelms  everything  else,  and  the 
only  question  is:  by  a  factor  of  how 
much?  Twice?  Ten  times? 

Still,  in  politics,  the  first  rule  is — and 
I've  said  it  before — you've  got  to  dance 
with  them  what  brung  ya.  That  used  to 
mean  you  voted,  by  and  large,  the  way 
your  constituents  wanted  you  to.  But  all 
it  means  anymore  is  you  vote  the  way 
your  campaign  contributors  want  you 
to,  and  in  their  interest.  The  problem  in 
American  politics  is  simple,  and  every- 
body knows  what  it  is.  The  root  of  the 
rot  is  money,  and  until  we  fix  the  money, 
nothing  else  is  going  to  make  much  dif- 


ference— not  term  limits  or  ethics  laws 
or  exposes. 

John  McCain  caused  so  much  excite- 
ment this  year  because  he  told  the  simple 
truth:  that  the  system  is  corrupt.  Which 
is  like  pointing  out  that  the  emperor 
wears  no  clothes.  In  doing  so,  he  made  a 
painful  contrast  to  the  elaborate,  artificial 
charade  all  the  other  pols  go  through  in 
order  to  avoid  mentioning  this  particular 
elephant  in  the  living  room.  Of  course, 
McCain  had  to  milk  the  same  system  of 
special  interest  money  himself — being 
chair  of  a  major  committee  always  helps 
in  this  endeavor — but  there  was  no  way 
he  could  match  the  titanic  $70  million 
George  Dubya  Bush  had  on  hand. 

McCain  is  no-bull  about  a  lot  of 
things.  Spending  five  years  of  your  life  in 
a  North  Vietnamese  prison  camp  proba- 
bly makes  a  whole  lot  of  normal  life  look 
like  penny-ante  bullshit.  A  malignant 
tumor  has  much  the  same  effect.  It's  pos- 
sible— if  the  Republican  primary  hadn't 
been  so  front-loaded,  if  the  notoriously 
conservative  South  Carolina  hadn't  been 
the  next  stop  after  New  Hampshire, 
if  frogs  had  wings — the  McCain  phe- 
nomenon might  have  become  a  prairie 
fire.  This  does  occasionally  happen  in 
politics  (the  unlikely  Jesse  Ventura  won 
in  Minnesota  despite  being  soundly 
outspent),  though  less  and  less  often, 
because  of  money. 

But  McCain  also  serves  as  an  object 
lesson  in  why  most  pols  are  so  tediously 
careful:  Candor  can  be  a  double-edged 
sword.  Make  a  mistake,  any  mistake, 
and  you  hand  your  opponent  a  weapon 
with  which  he  can  clobber  you.  Refer  to 
your  former  captors  as  "gooks"  and  it 
will  instantly  become  a  cause  celebre, 
also  royally  pissing  off  a  significant  num- 
ber of  Asian  voters  on  the  West  Coast. 
These  traps  are  everywhere.  You  would 
not  believe  the  number  of  sensitivities 


that  have  to  be  kept  in  mind  in  pub] 
discourse.  I  once  got  mad  at  some  Texj 
legislators  over  a  spectacularly  pei 
brained  stunt  and  referred  to  them  as  ' 
bunch  of  droolers."  I  was  prompt 
served  with  pamphlets  from  an  outi 
called  the  Society  to  Prevent  Cruelty 
Those  Who  Involuntarily  Drool.  (Va 
sad,  actually — people  who  have  hi 
strokes  often  drool  involuntarily.) 

People  make  fun  of  political  corra 
ness,  but  if  you're  running  for  office,  lej 
handed  lesbians  of  Czech  descent  are  c 
there,  and  they  are  touchy.  Dubya  By 
made  the  Catholics  mad,  and  McCa^ 
exploited  it;  McCain  made  the  P 
Robertson  fans  mad,  and  Bush  exploit 
it.  This  is  the  kind  of  thing  that  drix 
politicians  to  stick  to  apple  pie  a) 
motherhood.  And  it's  not  just  what  y 
say.  In  a  memorable  example  of  reca 
bending,  Bush  accused  McCain  of  c 
lousness  about  breast  cancer  because 
once  voted  against  an  obnoxious  pc 
barrel  bill  that  contained  a  dribble 
money  for  cancer  research.  That  is  vi 
politicians  will  go  to  incredible  lengths 
avoid  voting  on  anything  that  is  guan 
teed  to  piss  off  a  whole  lot  of  people  c 
way  or  the  other. 

Political  discourse  is  full  of  anod\ 
pap.  The  fact  is,  if  you  are  some  you 
Lochinvar,  prepared  to  sally  forth  a 
Do  Right  in  politics,  first  you  have 
get  your  ass  elected,  and  that  means  y 
can  never,  ever  say  "ass"  in  public, 
live  in  a  society  where  television  coi 
dians  constantly  use  the  word  "fuckii 
but  politicians  still  say  "darn."  Televis 
comedians  don't  have  to  carry  51% 
all  they  need  is  a  15  share. 

We  might  call  this  the  Chauncey  G 
diner  factor,  after  the  character  pla 
by  Peter  Sellers  in  the  1979  movie  Be 
There.  Gardiner  was  a  perfectly  opaq 
mindless  man  who  came  across  well 
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b  i  mouthing  nothing  but 
apid  ::ic.hes.  Consequently,  people  read 
birn,  or  projected  onto  him,  what- 
thej  I  hemseives  thought  was  impor- 
■    ■  anted  to  believe.  As  all  political 
consultants  know,  the  softer  and  fuzzier 
you  can  get  the  edges  on  your  candi- 
date— the  more  you  can  blur — the  more 
people  will  project  what  they  want  to  see 
onto  what  is  a  mostly  blank  canvas. 

But  where  are  the  Harry  Trumans? 
Now  there  was  a  guy  who  knew  who 
the  hell  he  was,  what  the  hell  he  stood 
for,  and  what's  more,  he  said  "hell"  a 


lot.  He  also  barely  got  elected  and  was 
not  a  popular  president.  Nevertheless, 
he  was  a  delight  compared  to  other 
politicians,  and  most  remember  him 
fondly  as  a  straight  shooter.  (Pols  often 
look  better  in  hindsight.)  Governor 
Jesse  Ventura  of  Minnesota  is  the  only 
current  practitioner  of  such  disastrous 
frankness  in  politics,  and  I,  for  one,  am 
crazy  about  him.  But  the  former  wrestler 
may  have  broken  a  record  for  faux  pas 
last  year  in  an  interview  with  Playboy. 
When  the  article  came  out,  newspapers 
slammed  Ventura  for  criticizing  religion 
and  endorsing  legalized  prostitution. 

Do  we  know  a  phony  when  we  see 
one?  Apparently  not.  Surely  the  most 
glaring  example  of  a  president  who 
faked  it  in  public  all  the  way  through 
was  Richard  Nixon.  In  addition  to  all  the 
crimes  and  ugliness  we  already  knew 
about,  the  more  Nixon  tapes  that  are 
released,  the  more  appalling  he  becomes 
in  hindsight.  The  comments  on  those 
tapes  about  Jews,  about  blacks,  the 
completely  paranoid  drivel,  the  constant 
urging  to  use  the  federal  government 
unconstitutionally  against  his  "enemies": 
I  feel  perfectly  safe  in  saying  Richard 
Nixon  was  the  most  twisted  human 
being  we  have  ever  elected  president, 


yet  he  was  a  master  at  playing  with  peo- 
ple's fears  and  resentments.  We  reelected 
him  by  an  enormous  margin.  , 

Bill  Clinton  may  not  have  an  authen- 
tic bone  in  his  body,  but  he  is  a  master 
politician.  He  does  this  by  being  a  superb 
incrementalist:  For  example,  when  he 
signed  the  welfare  reform  bill  in  1996,  it 
had  major,  ugly  flaws,  like  cutting  out 
food  stamps  for  legal  immigrants  and 
knocking  handicapped  kids  off  Social 
Security.  He  has  gone  back  and  quietly 
fixed  each  of  them. 

He  has  been  vastly  aided  by  the 
peculiar  political  pathology  of  Clinton 
hatred.  The  notorious  "politics  of  per- 
sonal destruction"  has  a  second  mean- 
ing in  Clinton's  case.  The  press  corps  is 
so  fixated  on  Clinton's  personal  sins, 
they've  completely  missed  a  masterful 
political  performance. 

The  Gore-Bush  race  is  a  singularly 
interesting  study  in  inauthenticity.  In 
addition  to  normal  political  caution, 
both  candidates  are  at  least  second- 
generation  politicians  (in  Bush's  case, 
third).  We  could  be  looking  at  genetic 
inauthenticity  here.  Being  a  politician's 
kid  is  like  being  a  PK,  as  preachers'  kids 
call  themselves.  PKs  always  have  to  show 
up  at  church,  with  their  hair  slicked, 
wearing  a  tie,  and  sit  through  the  sermon 
without  squirming — because  people  are 
always  watching  them.  Think  about  it. 
There's  an  extent  to  which  we  all  wear 
public  masks;  pols'  kids  just  have  to 
start  a  lot  sooner. 

If  I  were  to  do  the  most  inauthentic 
kind  of  political  reporting,  I'd  do  a  cheap 
armchair  psychoanalysis  of  Gore  and 
Bush.  Both  are  eerily  like  their  fathers. 
Both  Gore's  stiffness  and  his  occasional 
populist  outbursts  are  copied  from  his 
daddy.  Is  that  inauthentic,  or  is  it  just  as 
real  as  Dubya's  tendency  to  mangle  the 
English  language? 

Personally,  I  think  all  that  pop  psy- 
chology is  worthless.  When  I  was  com- 
ing up  as  a  political  reporter,  I  was  taught 
there  are  three  ways  to  judge  a  politician. 
The  first  is  to  look  at  the  record.  The 
second  is  to  look  at  the  record,  and  so 
is  the  third.  Over  time,  no  matter  how 
many  tough  votes  they  dodge  or  stands 
they  fudge,  you  can  get  a  sense  of  who 
they  are  and  where  they're  moving,  if  at 
all.  It  sure  beats  choosing  from  the 
impression  they  make  on  television. 

The  fact  is,  neither  candidate  is  a 


bad  person.  They  both  love  their  chi 
dren  and  dogs.  There's  no  evidence  » 
malice  or  corruption  —  short  of  what 
now  considered  normal  in  fund-raisir 
and  favors.  Both  candidates  are  a  1< 
more  real  and  a  lot  more  fun  in  privat 
That's  show  biz.  But  they  are  so  we 
trained  in  cautious  political  speed 
almost  everything  we  hear  from  them 
innocuous  platitude.  I'd  give  almost  an 
thing  short  of  my  left  arm  if  just  one 
in  the  middle  of  a  presidential  debat 
one  of  them  would  look  at  the  othi 
after  he  answers  some  questions  an 
say,  "What  a  load  of  crap." 

It  may  sound  peculiar  to  argue  U 
more  skepticism,  but  I  think  that's  wh; 
we  need.  As  a  people,  we  have  alwa; 
shown  a  terrible  tendency  toward  Tn 
Believerism.  One  of  the  ugliest  things 
ever  saw  was  at  the  1972  Republica 
convention  in  Miami.  A  few  parapleg 
members  of  Vietnam  Veterans  Again 
the  War,  all  wearing  their  medals,  showe 
up  at  the  back  of  the  hall  in  their  whee 
chairs  and  began  to  shout  protes 
while  Nixon  delivered  his  acceptant 
speech.  Some  Republican  delegates  de 
cended  on  them  and  began  kicking  the 
dead  legs,  which  at  least  didn't  hu| 
them,  before  shoving  them  out  into  tl 
hall.  I  know  those  delegates  believe) 
themselves  to  be  patriots,  believed  the 
represented  everything  right,  true,  an 
good.  They  had  convinced  themselvt 
that  Nixon  was  The  One. 

Among  pols  themselves,  there  is  f; 
less  True  Believerism,  even  among  tl 
most  ideological  of  them,  than  in  tl 
general  public.  In  a  lot  of  ways,  polit 
cians  don't  take  politics  as  seriously  a 
The  People  do.  It's  not  cynicism  on  the 
part.  It's  pragmatism.  They  know  pe1 
fectly  well  the  Law  of  Strange  Bedfellov 
applies  —  as  the  recent  scenic  hand 
holding  on  China  trade  by  Tom  DeLs 
and  Bill  Clinton  illustrates.  You  as  a  ci 
izen  don't  have  to  vote  for  another  twi 
or  four  years:  Politicians  could  wet 
wind  up  on  the  same  side  tomorrow. 

Molly  Ivins  is  a  syndicated  columni. 
for  the  Fort  Worth  Star-Telegram.  Sk 
has  covered  Texas  politics  and  othi 
oddities  since  the  1960s,  including  a 
early  stint  as  sewer  editor  at  the  Hou 
ton  Chronicle.  Her  latest  of  four  book 
is  Shrub:  The  Short  but  Happy  Politic: 
Life  of  George  W.  Bush. 
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You'll  get  there  by  working  with  your  suppliers'  suppliers.  You'll 
get  there  by  improving  the  efficiency  of  your  extended  supply 
chain.  You'll  get  there  by  making  your  organization  more 
profitable.  And  Atlas  Commerce"  will  help  you  make  it  happen. 

Get  beyond  the  bubble.  Learn  how  Atlas  Commerce  is  revolution- 
izing the  way  supply  chains  operate.  Sign  up  now  for  our  webcast 
on  Supply  Chain  Innovation  at  www.ebusinessevolved.com/frb 
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Introducing  the  new  Corporate  Shuttle. 
Executive  comfort.  Airliner  reliability. 

A  special  variant  of  the  328JET,  the  new  regional  jet 
that's  at  the  forefront  of  the  regional  airline  revolution. 
Configured  to  seat  up  to  32  passengers,  it  becomes 
the  ideal  corporate  shuttle  -  a  unique  combination  of 
business  jet  comfort  and  airliner  reliability.  For  more 
information,  call  1-888-328-5387  or  (210)  804-7759. 
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IN  POLITICS  IT'S 
BETTER  TO  ACT  REAL 
THAN  BE  REAL 


by  Andrew  Ferguson 


10  not  know  Lee  Boddy.  I  have  never 
)ken  to  Lee  Boddy,  and  I  do  not  even 
ow  whether  Lee  Boddy  is  a  man  or  a 
man.  When  it  comes  down  to  it,  you 
jldn't  prove  by  me  that  Lee  Boddy 
sts,  corporeally,  although  people  I 
pect  assure  me  that  he  (or  maybe  she) 
es.  This  lack  of  knowledge  makes  me 
sasy,  for  the  fact  is  that  Lee  Boddy  and 
re,  after  a  fashion,  intimates:  Over 
past  year  or  so,  he  has  sent  me  more 

11  than  any  other  human  being  in  my 
ire  life.  More  than  my  mom;  more, 
ract,  than  all  the  members  of  my  fam- 
combined  and  squared.  More  than 

fund-raising  director  of  my  alma 
ter.  More  than  Ed  McMahon. 
I  think  a  lot  about  Lee  (I'm  assuming 
re  on  a  first-name  basis),  partly  because 
is  such  a  fixture  of  my  email  box,  but 
because,  for  a  political  reporter,  he 
Hes  the  very  question  that  concerns  us 
e.  In  politics,  in  the  year  2000,  the 
stion  "What  is  true?"  was  rephrased 
i  'What,  or  who,  is  authentic?" 

In  the  vast  echo  chamber  of  political 
'  orting,  "authenticity"  quickly  became 
;  liche,  and  it  implicated  Lee  because 
:  is  the  one  responsible  for  issuing 
ijail  press  releases  for  the  presidential 
ipaign  of  George  W.  Bush.  Much  of 
ijat  we  know  about  Governor  Bush's 
ijly  comings  and  goings  we  know  from 
I  :.  What  we  can't  know  is  whether 
i  at  Lee  tells  us  is  true. 
jiNot  that  Lee's  a  liar — how  could  I 
uch  a  thing  about  someone  who 


writes  me  a  half  dozen  times  each  day? 
But  through  no  fault  of  his  own,  the 
conventions  that  Lee  operates  under  do 
not  lend  themselves  to  the  strictest  stan- 
dards of  truth  telling.  Any  of  the  thou- 
sands of  press  releases  Lee  has  sent  me 
will  illustrate  the  point.  Here's  one,  cho- 
sen at  random: 

AUSTIN,  May  17— Calling  him  a 
candidate  "Ronnie  would  be  proud  of," 
former  First  Lady  Nancy  Reagan  today 
endorsed  Texas  Governor  George  W. 
Bush  for  president. 

"I  am  proud  to  endorse  George  W. 
Bush  for  president,"  Mrs.  Reagan  said. 
"He  is  doing  a  fine  job  of  carrying  on 
Ronnie's  legacy...." 

"I  am  honored  to  have  Mrs.  Reagan's 
support,"  Governor  Bush  responded. 
"Throughout  the  years,  she  has  stood 
side  by  side  with  one  of  America's  great- 
est presidents. ..." 

Now  the  mental  image  this  little 
bit  of  prose  conjures  up  is  of  an  event:  a 
press  conference,  most  likely,  in  a  hotel 


ballroom  perhaps,  with  a  battery  of 
microphones,  an  array  of  reporters,  the 
diminutive  former  first  lady  (wearing 
red,  of  course)  shyly  making  her  state- 
ment, and  a  flattered  governor  respond- 
ing in  kind,  trying  hard  not  to  smirk. 
And  that  surely  is  the  image  the  press 
release  is  intended  to  dramatize — some 
kind  of  genuine  interaction  among  real 
human  beings,  in  a  real  place,  with  real 
witnesses,  in  real  time. 

Needless  to  say,  none  of  this  is  true. 
There  was  no  news  conference.  On  the 
day  this  release  was  issued,  Mrs.  Reagan 
was  in  Los  Angeles,  Governor  Bush  in 
Austin.  I'm  told  they  spoke  briefly  by 
phone  —  apparently  so  that  their  press 
spokesmen  could  say,  if  asked,  that  they 
had  spoken  briefly  by  phone.  But  the 
words  recounted  in  the  press  release 
were  never  actually  spoken  —  unless  the 
governor  recited  them  while  shaving. 

Lee  Boddy's  art  often  confronts  us 
with  this  question:  Is  the  press  release 
"true"?  In  one  sense,  sure.  We  can  assume 
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ally  does  want  Gov- 
jsJs  to  win,  and  that  she  hopes  to 
to  that  end.  But  liter- 
'  A  fully  accurate — a  meticu- 
-  news  release  would  have 
road  something  like  this: 

AUSTIN,  May  17— Aides  to  former 
hirst  Lady  Nancy  Reagan  and  aides  to 
Governor  Bush  today  agreed  on  the 
wording  of  a  press  release  to  be  issued 
this  morning  by  the  Bush  campaign. 
The  language  conveys  Mrs.  Reagan's 
endorsement  of  Governor  Bush  for 
the  presidency  and  relies  heavily  on 
mawkish  references  to  President  Rea- 
gan, who  is  incapacitated.  Immediately 
after  receiving  the  go-ahead  from  Mrs. 
Reagan's  staff,  underpaid  factotums  in 
Governor  Bush's  press  office  devised 
quotes  to  be  attributed  to  the  governor 
and  inserted  them  into  the  press  release. 
The  press  release  was  then  issued  via 
email,  and  several  news  organizations 
duly  reported  the  quotes  as  though  they 
had  actually  been  spoken. 

I  don't  mean  to  pick  on  Lee  Boddy  or 
the  Bush  campaign.  The  subterfuge  here 
is  harmless  enough,  and  generally  under- 
stood by  all  concerned  to  be  so.  And 
besides,  all  state-of-the-art  political  cam- 
paigns operate  this  way,  including — and 
how — Vice  President  Al  Gore's.  Which 
is  the  point.  In  1969,  journalist  Joe 
McGinnis  wrote  a  book  called  The  Sell- 
ing of  the  President,  about  the  Nixon 
campaign  of  the  previous  year,  in  which 
Nixon's  advisers  were  seen  applying  all 
the  tricks  of  modern  marketing  to  a 
presidential  candidacy.  The  book  caused 
a  scandal;  political  observers  were  horri- 
fied. Today,  upon  rereading  it,  the  book 
seems  merely  quaint.  Today's  national 
political  campaigns  are  so  layered  in 
artifice  that  reporters  who  follow  them 
scarcely  even  notice;  the  blurring  of 
sham  and  reality  is  simply  the  way  cam- 
paigns operate — it  is,  to  a  large  extent, 
what  campaigns  do. 

Everyone,  even  those  untutored  in 
politics,  now  knows  the  term  photo  op. 
A  photo  op  is  the  quintessence  of  what 
historian  Daniel  Boorstin,  writing  in 
the  unimaginably  remote  year  of  1961, 
called  a  "pseudo-event" — a  planned 
occurrence  staged  for  the  sole  purpose 
of  being  reported  in  the  news  media.  In 
a  photo  op,  some  authentic  venue  (a 
scenic  overlook  at  a  national  park,  an 
inner-city  classroom,  the  lounge  of  an 


old  folks'  home)  is  arranged  like  a  stage 
set.  Cameras  and  reporters  are  placed 
just  so.  On  cue,  the  candidate- enters  the 
set  and  moves  about  following  elaborate 
stage  directions.  Events  unfold  accord- 
ing to  script.  A  photo  op,  after  all,  is  a 
meticulous  arrangement  of  reality  from 
which  all  spontaneity,  all  chance,  and 
all  unpredictability  have  been  removed. 
It  is  the  ideal,  in  miniature,  of  the  mod- 
ern political  campaign. 

With  the  ascendance  of  the  photo  op 
and  other  pseudo-events,  "vivid  image 
came  to  overshadow  pale  reality," 
Boorstin  wrote.  He  predicted  a  kind  of 
Gresham's  Law  of  American  public  life, 
in  which  "counterfeit  happenings  would 
tend  to  drive  spontaneous  happenings 
out  of  circulation."  By  design,  the  artifi- 

ln  the  2000  campaign, 
the  hermetic  world  of 
political  'pseudo-events' 
began  to  crack. 

cial,  being  livelier  or  more  colorful  or 
more  dramatic,  would  trump  the  true. 
And,  indeed,  for  a  long  while  and  to  a 
large  extent,  that  is  what  happened  to 
American  politics — until  campaign  2000 
began  in  earnest,  when  a  backlash  had 
set  in.  More  to  the  point,  Gresham's  Law 
was  beginning  to  reverse  itself:  Any- 
thing spontaneous,  any  event  that  seemed 
real,  would  overwhelm  an  event  that 
seemed  counterfeit. 

Consider  the  tale  of  two  photo  ops, 
both  involving  Gary  Bauer,  the  now  all- 
but-forgotten  candidate  of  the  Republi- 
can Christian  Right.  Poorly  financed 
and  inexperienced,  Bauer's  campaign 
struggled  heroically  to  create  events  that 
would  catch  the  attention  of  the  press 
and  place  him  on  the  evening  news. 
Shortly  before  the  Iowa  caucuses,  in 
January,  someone  on  his  campaign  got  a 
bright  idea:  Gary  would  travel  to  the 
Des  Moines  grave  site  of  a  stillborn 
infant  whose  body  had  been  discovered 
abandoned  in  a  ditch  three  years  earlier. 
Photo  ops  are  meant  to  be  illustrative. 
This  one,  somehow,  was  to  illustrate 
Bauer's  opposition  to  abortion,  even 


though  the  baby  had  not  been  abort) 
and  even  though  inviting  a  phalanx 
beefy  television  cameramen  to  take  y< 
picture  at  a  stranger's  grave  might  stu 
some  prigs  as  tasteless. 

"Increasingly,  we  treat  our  own  fU 
and  blood  as  if  they  were  Styrofo 
cups,"  Bauer  intoned  graveside,  recit) 
a  carefully  crafted  sound  bite  as 
cameras  whirred.  The  artifice  work 
mildly:  Bauer  got  a  few  seconds  on 
local  evening  news  and  a  brief  write 
in  the  Des  Moines  paper,  though  no  c 
erage  outside  the  region.  Then  rea 
obtruded.  A  local  man  named  Steve  Ev 
came  to  the  cemetery  to  visit  his  gra: 
son's  grave  after  Bauer  had  left, 
looked  like  a  bomb  hit  it,"  said  Eva 
Broken  glass  and  cigarette  butts  litte 
the  area,  and  a  toy  bear  Evans  had 
at  the  child's  grave  had  been  tramp 
by  the  media  throng.  He  threatened 
sue.  In  the  kind  of  twist  that  makes  re 
ity  intermittently  amusing,  he  had  ear 
donated  $2,000  to  Bauer's  campaign. 

The  story  was  picked  up  by  the  As 
ciated  Press  and  quickly  went  out  o 
the  wires.  Bauer  got  his  publicity,  but 
in  the  way  he  wanted.  Instead  of  the  c: 
didate  who  bemoaned  treating  child; 
like  Styrofoam,  he  became  the  can 
date  responsible  for  dumping  Styrofo 
on  children's  graves.  Reality  trumj 
the  trick. 

Later  on,  Bauer  even  became  brw 
famous,  thanks  to  another  photo  op  g« 
awry.  In  New  Hampshire,  he  stagei 
pancake-flipping  contest  at  a  small-to 
breakfast  event.  Bauer  is  a  political  a 
vist  by  trade,  a  professional  Washing 
insider,  but  the  event  was  designed! 
show  jes'-folks  Gary,  good-natured,  r 
ular-guy  Gary.  You  know:  good 
flapjack-flippin'  Gary.  Unfortunately 
didn't  show  well-coordinated  Gary, 
nightfall,  everyone  watching  a  ne 
broadcast  in  America  had  seen  him  gi 
the  skillet,  send  the  flapjack  sailing  s 
ward,  move  back  to  catch  it,  and  turn 
spectacularly,  noisily,  from  the  st; 
onto  his  ass.  It  was  a  very  funny  bit 
tape,  which  is  one  reason  the  netwo 
repeated  it  endlessly.  But  it  was  a 
deeply  gratifying  for  a  second  reason: 
the  scripted,  highly  routinized  world 
politics,  something  unexpected  —  sor 
thing  real — had  jumped  up  and  sera 
bled  the  elements.  The  press  and 
public  were  delighted.  As  a  repor 
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iiend  said  to  me  at  the  time,  "If  only  it 
id  happened  to  Bush  or  Gore!" 

In  the  2000  campaign,  in  other  words, 
|ie  hermetic  world  of  political  pseudo- 
i'ents  began  to  show  cracks;  a  kind  of 
iibversion  set  in  among  the  press  and 
ublic  alike,  and  "authenticity"  became 
lie  watchword  and  the  quest.  The  hun- 
:r  for  authenticity  was  a  rebuke  not 
lerely  to  synthetic  politics  in  general  but 
(so,  in  particular,  to  President  Clinton, 
f  e  most  accomplished  practitioner  of 
»nthetic  politics  the  world  had  ever 
en.  Clinton's  presidency  has  its  own 
fvealing  bits  of  videotape 
t/ho  will  forget  his  finger- 
egging  denial  of  sex  with 
'hat  woman"?),  but  to  my 
*ind  the  most  enduring 
loment  was  filmed  in  1995, 
i|ter  the  funeral  of  Clinton's 
political  ally  Ron  Brown, 
jaught  by  a  far-off  tele- 
fioto  lens  as  he  leaves  the 
lurch,  the  president  is  seen 
laring  a  joke,  tossing  his 
I  ad  back  in  laughter,  sliding 
Is  arm  languidly  around 
tie  shoulder  of  a  friend, 
tfiddenly  he  peeks  up  and 
lies  the  camera  watching 
(fen  at  a  distance.  Swiftly  he 
1wers  his  head,  his  face  a 
liask  of  grief,  and  wipes  a 
ji>nexistent  tear  from  his  eye.  Bauer's 
xpjack  tape  captured  the  rude  eruption 
I  reality  into  a  synthetic  moment;  the 
ifinton  tape  showed  the  reverse — a  gen- 
me  moment  rendered  false  by  the  presi- 
dent's reflexive  fakery. 

But  it  suggests  even  more:  For  Clin- 
fli's  presidency,  notwithstanding  its 
k  ormous  policy  successes,  seemed  to 
&(capsulate  some  falseness  endemic 
I  public  life  itself.  To  an  unforeseen 
jngree,  politics  was  merged  with  the 
Mechanics  of  public  relations;  the  busi- 
|jss  of  government  was  indistinguish- 
>Me  from  the  presentations  of  show 
ii  siness.  It  was  in  response  to  this  as 
I'ich  as  anything  that  the  press  and  the 
\  blic  fell  upon  authenticity  as  an  ideal, 
I  d  anointed,  as  the  campaign  began, 
>io  candidates  as  ideally  authentic, 
it  "un-Clinton."  And  guess  what?  The 
3  ointed  ones,  Democrat  Bill  Bradley 
fid  Republican  John  McCain,  were 
i  leed  authentic.  And  both  were  done 
ilby  their  authenticity. 


On  paper  Bill  Bradley  was  a  mar- 
velous candidate:  a  bona  fide  national 
celebrity  for  30  years,  a  man  of  accom- 
plishment in  several  fields — as  a  profes- 
sional athlete,  as  the  author  of  thoughtful 
(if  ponderous)  books,  and  as  a  United 
States  senator.  He  had  left  the  Senate  in 
1996,  complaining  that  "politics  was 
broken."  His  campaign  for  president, 
declared  three  years  later,  was  to  be  one 
instrument  by  which  politics  would  be 
fixed.  He  was  scornful,  said  The  New 
York  Times,  of  political  games.  He 
declined  to  sait  his  campaign  speeches 


with  sound  bites  that  would  be  easily 
extractable  for  the  evening  news.  He 
disdained  chitchat  with  reporters  or 
(even  more  outrageous)  to  flatter  them. 
Out  on  the  trail,  he  would  silence  a 
crowd  if  it  grew  too  enthusiastic,  then 
numb  people  into  submission  with 
lengthy  discourses  on  health  care  or  the 
history  of  race  relations. 

He  was  himself.  He  was  authentic. 
He  was  cadaverous.  In  Bill  Bradley  the 
layers  of  artifice  and  calculation  that 
usually  separate  a  man  from  his  public 
image  were  missing.  In  private,  Bradley 
could  come  off  as  aloof,  brittle,  imperi- 
ous, and  bored.  In  public  Bradley  came 
off  as. ..aloof,  disdainful,  imperious, 
and  bored.  Meanwhile,  his  opponent, 
the  vice  president,  engaged  in  a  pan- 
icked rearrangement  of  surfaces  and 
superficialities.  When  Gore's  ratings 
dropped  in  the  polls  as  the  campaign 
began,  he  changed  his  wardrobe.  He 
began  using  a  handheld  microphone. 
He  hired  a  new  pollster,  redesigned 


his  "media  strategy,"  and  moved  his 
Washington  campaign  headquarters  to 
Nashville.  And  as  we  know,  all  these 
purely  cosmetic  alterations  worked: 
Democratic  voters  in  the  primaries  fled 
Bradley  and  flocked  to  Gore. 

John  McCain  was  just  as  authentic  as 
Bradley,  in  a  different,  though  equally 
self-destructive,  way.  Whereas  Bradley 
was  distant  and  abstract,  McCain  was 
candid  and  exuberant.  For  that  reason, 
his  authenticity  wore  better  with  the 
public  and  the  press  and  lasted  longer.  He 
not  only  chatted  with  reporters,  he  also 
chatted  with  them  endlessly 
and  flattered  them  shame- 
lessly. More  than  once,  I  saw 
reporters  simply  abandon 
interviews  with  him  after 
they  had  run  out  of  questions 
to  ask.  He  gave  few  set 
speeches,  preferring  instead 
unscripted,  sometimes  free- 
wheeling "town  meetings" 
in  which  all  comers  could 
toss  out  whatever  questions 
they  wished.  Not  satisfied 
with  this  concession  to  spon- 
taneity, McCain  pushed  it 
further:  Late  in  the  campaign, 
he  often  purposely  called  on 
the  most  eccentric-looking 
person  in  the  audience. 
"Anyone  who  makes  the 
effort  to  show  up  in  costume  deserves  the 
microphone,"  he  said  at  one  event,  call- 
ing to  the  stage  a  man  wearing  fish  fins.  A 
former  fighter  pilot,  McCain  craved  risk. 

McCain's  opponent,  meanwhile,  trav- 
eled in  a  protective  bubble,  remote  from 
the  press,  exposed  to  the  voters  under 
only  the  most  controlled  circumstances. 
Governor  Bush's  campaign  was  a  fortress 
built  from  the  evasions,  hedges,  and 
shadings  of  synthetic  politics;  Lee  Boddy's 
emails  were  merely  one  example.  Bush 
simply  waited  for  McCain's  authenticity 
to  get  the  senator  in  trouble.  And  it  did, 
when,  during  a  particularly  high-spirited 
interview  aboard  his  bus,  the  Straight 
Talk  Express,  McCain  called  a  pair  of 
popular  religious-political  leaders  "evil." 
McCain  may  have  been  joking,  as  he 
later  claimed;  indeed,  he  may  have  been 
right.  But  this  was  a  bit  too  much  authen- 
ticity, even  for  his  new  buddies  in  the 
press.  Questions  were  suddenly  raised  in 
newspaper  think  pieces  and  on  cable  TV 
chin-wags  about  his  "judgment."  ^215 
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vhen  toys  are  us 


by  Sherry  Turkle 


CHILDREN  ARE 
TEACHING  US 
WHAT  BEING  HUMAN 
REALLY  MEANS 


sed  to  think  of  the  computer  as  a  kind 
Rorschach  test,  a  relatively  neutral 
sen  onto  which  people  projected  their 
ughts  and  feelings.  But  artificial  intel- 
:nce  scientists  are  now  developing 
nanoid  robots  and  computers  designed 
assess  users'  emotional  states  and 
!  xmd  with  "emotional"  states  of  their 
n.  With  these  new  machines,  the 
■schach  metaphor  breaks  down.  These 
ects  express  themselves  to  us.  This  new 
»s  of  relational  objects — first  intro- 
I  :ed  to  the  world  in  the  form  of  chil- 
in's  toys — raises  questions  about  how 
lithink  about  human  identity  and  what 
pecial  about  being  a  person, 
jlrhe  pioneering  playthings  in  this  field, 
tiagotchi  and  Furbys,  burst  onto  the 
■  scene  in  1996  and  1998,  respectively, 
lliagotchi,  which  means  "lovable  egg" 
! 'Japanese,  are  virtual  creatures  that 
lid  to  be  fed,  cleaned,  and  amused  to 
!'|w  and  remain  healthy.  Furbys,  cuddly 
:  l-iike  dolls,  arrive  in  a  child's  life 
i  Liking  "Furbish"  and  "learn"  to  speak 
-dish,  can  join  together  with  other 
llbys  in  song,  and  eventually  say,  "I 
H2  you,"  to  their  owners. 
I  i  have  studied  children  and  computers 


since  the  late  1970s.  Until  the  arrival  of 
this  new  wave  of  toys,  children  described 
the  lifelike  status  of  computer  toys  in 
terms  of  the  toys'  cognitive  capacities. 
The  toys  were  "sort  of  alive"  because 
they  could  "know"  things  and  "solve" 
puzzles.  Now,  for  the  first  time,  I  am 
seeing  a  generation  of  children  that  per- 
ceives computers  as  entities  that  need 
to  be  cared  for  and  nurtured. 

Children  describe  the  new  toys  as 
"sort  of  alive"  because  of  the  quality 
of  their  emotional  attachments  to  the 


toys  and  because  of  their  fantasies  that 
the  toys  might  be  emotionally  attached 
to  them.  When  I  ask  them  the  question 
"Do  you  think  the  Furby  is  alive?"  chil- 
dren answer  not  in  terms  of  what  the 
Furby  can  do  but  how  they  feel  about 
the  Furby  and  how  the  Furby  might 
feel  about  them. 

Ron  (age  6):  "Well,  the  Furby  is  alive 
for  a  Furby.  And  you  know,  something 
this  smart  should  have  arms.  It  might 
want  to  pick  up  something  or  to  hug  me." 

Katherine  (age  5):  "Is  it  alive?  Well,  I 
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Sherry  Turkle 


.  love  it.  Ir's  more  alive  than  a  Tamagotchi 
because  it  likes  to  sleep  with  me." 

Jen  (age  9):  "I  really  like  to  take  care 
of  it.  So,  I  guess  it  is  alive,  but  it  doesn't 
need  to  really  eat,  so  it  is  as  alive  as  you 
can  be  if  you  don't  eat.  A  Furby  is  like 
an  owl.  But  it  is  more  alive  than  an  owl 
because  it  knows  more,  and  you  can 
talk  to  it.  But  it  needs  batteries,  so  it  is 
not  an  animal.  It's  not  like  an  animal 
kind  of  alive." 

Children  talk  about  an  "animal  kind 
of  alive"  and  a  "Furby  kind  of  alive." 
Will  they  also  talk  about  a  "people  kind 
of  love"  and  a  "computer  kind  of  love"? 
To  answer  these  questions,  we  must  first 
acknowledge  that  we  are  in  a  different 
kind  of  conversation  than  the  old,  essen- 
tialist  debate  about  whether  machines 
could  be  "intelligent."  The  new  argument 
is  about  what  computers  evoke  in  us. 
When  we  are  asked  to  care  for  an  object, 
and  when  the  cared-for  object  thrives  and 
offers  us  its  attention  and  concern,  we 
experience  that  object  as  intelligent.  But 
more  important,  we  feel  a  connection  to 
it.  From  this  perspective,  it  seems  clear 
that  children  will  form  emotional  attach- 
ments to  computerized  objects,  not  in  the 
same  way  we  are  attached  to  our  cars 
and  stereos  but  more  in  the  way  we  form 
emotional  attachments  to  people. 

And  therein  lies  a  concern.  Already, 
artificial  intelligence  experts  are  develop- 
ing sophisticated  robot  toys,  including 
one  that  looks  like  a  baby,  makes  baby 
sounds  and  baby  facial  expressions, 
and,  most  significant,  contains  prepro- 
grammed "states  of  mind"  and  displays 
"emotion-like  responses."  Bounce  the 
baby  doll  when  it  is  happy,  and  it 
exhibits  a  variety  of  happier  behaviors. 
Bounce  it  when  it  is  grumpy  and  it 
exhibits  a  variety  of  grumpier  behaviors. 
To  relate  to  the  baby  doll  (a  version  of 
which  will  be  marketed  this  fall  by  Has- 
bro as  "My  Real  Baby"),  the  child  must 
relate  to  its  artificial  state  of  mind. 

"So  what?"  some  of  my  colleagues 
ask.  "Children  love  their  Raggedy  Ann 
dolls;  they  love  their  stuffed  animals. 
What's  the  big  deal?" 

The  old-fashioned  stuffed  doll  invited 
animism,  inviting  the  child  to  imbue  an 
inert  object  with  life.  Through  this  type 
of  play,  the  child  could  project  onto 
the  object  whatever  the  child  needed  or 
wanted.  In  their  imaginations,  children 
have  their  dolls  scold  them,  bake  cook- 


ies for  them,  love  them,  hate  them,  . 
care  for  them  in  endlessly  different  wj 

In  marked  contrast,  the  newest  rob 
dolls  come  with  built-in  needs  of  tl 
own  and  are  designed  to  interact  v 
children  in  a  set  of  predetermined  w; 

Some  children  may  be  particuls 
vulnerable  to  the  pleasures  of  a  psyc 
logical  space  that  offers  simplicity  and 
dictability  but  is,  compared  to  the  w« 
of  real  people,  emotionally  impoverish 

Children  have  traditionally  defi 
what  makes  people  special  in  terms 
can  be  described  by  a  theory  of  "nea 
neighbors."  When  the  nearest  neighb 
(in  children's  eyes)  were  their  pet  d 
and  cats,  people  were  special  beca 
they  had  the  ability  to  reason.  The 
totelian  definition  of  man  as  a  ratic 
animal  made  sense  even  for  the  youn 
children.  But  when,  in  the  1980s 
seemed  to  be  computers  that  were 
nearest  neighbors,  children's  appro 
to  the  problem  changed.  In  1983,  a 
year-old  told  me:  "When  there  are  rol 
that  are  as  smart  as  people,  people 
still  run  the  restaurants,  cook  the  fc 
have  the  families.  I  guess  they'll  be 
only  ones  who'll  go  to  church."  In  O' 
words,  people  would  retain  a  monoj 
on  emotion,  sensuality,  and  spiritua 
Simulated  thinking  might  come  to  cc 
as  thinking,  but  simulated  love  cc 
never  be  love.  In  imagining  the  ad1 
of  robots  as  smart  as  people  but  e: 
tionally  cold,  children  were  saying 
people  were  special  not  because  t 
were  rational  animals  but  beca 
they  were  emotional  machines. 

But  now,  in  the  eyes  of  children,  I 
chological"  toys  made  of  silicon 
software  are  encroaching  upon  our  mc 
poly  as  emotional  machines.  As  we  b 
to  introduce  such  toys  to  our  child 
we  must  learn  more  about  how  tech 
ogy  is  changing  their  notions  and  c 
about  what  is  special  about  being  a 
son.  It  is  time  to  ask:  What  kinds  of  i 
tionships  are  appropriate  to  have  wi 
machine?  In  the  end,  the  question  is 
whether  our  children  will  come  to 
their  toy  robots  more  than  their  par 
but  what  loving  itself  comes  to  mean 

Sherry  Turkle  is  a  professor  of  the  so> 
ogy  of  science  at  the  Massachusetts  h 
tute  of  Technology.  Her  most  re< 
book  on  computer  culture  is  Life  on 
Screen:  Identity  in  the  Age  of  the  Inter 
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211  Whispers  here  and  there  revived 
|mors  that  he  might  be  "unbalanced." 
las  John  McCain  nuts? 

The  short  answer  is:  You  bet.  By  the 
lindards  of  synthetic  politics,  McCain's 
pategy,  his  utter  lack  of  artifice,  was 
nply  insane.  Riding  around  for  20 
urs  a  day  with  reporters  at  your  elbow, 
owing  them  to  overhear  strategy  ses- 
:ms,  picking  kooks  out  of  the  audience 
I  ask  questions  that  might  embarrass 
u,  risking  trouble  at  every  turn — this  is 
t,  according  to  conventional  wisdom, 
uat  a  politician  is  supposed  to  do.  And 
turns  out  the  conventional  wisdom 
is  correct.  McCain  failed  as  Bradley 
d:  a  victim,  at  least  in  part,  of  his  own 
(empts  to  satisfy  the  public's  appetite 
•  "authenticity." 

That  appetite  was  not  so  great  as 
jher  candidate  had  been  led  to  believe, 
jd  the  political  system's  tolerance  for 
tthenticity  was  even  less  than  we  might 
ive  supposed.  The  system  will  tolerate 
By  so  much  raw,  unfiltered  reality, 
le  artifices  that  have  accreted  around 
iliticians  are  there  for  a  variety  of  rea- 
lis,  not  ail  of  them  sinister.  The  fudges 
Solved  in  photo  ops,  for  example,  or 
ILee  Boddy's  transparent  emails,  are 
\  de  more  for  purposes  of  efficiency 
id  convenience  than  outright  decep- 
In.  And  we  should  admit  that  this 
pr,  as  in  other  years,  the  results  have 
}>ved  tolerable.  Bradley  and  McCain 
1  away,  but  Bush  and  Gore  survived, 
ith  are  accomplished  public  men,  one 
moderately  conservative  governor  of  a 
ige  state,  the  other  a  moderately  lib- 
ill  executive  of  wide  experience.  Both 
I  reasonably  appealing,  neither  one  is 
toxicating,  and  neither  one  is  danger- 
B.  The  question  "What  is  true?"  thus 
I'ms  pedantic  under  the  circumstances, 
nost  nitpicky.  The  compromises  that 
iicessful  candidates  make  with  authen- 
;:ty  seem  not  to  hobble  them  overmuch. 

What  is  true  in  American  politics? 
Iize  over  the  past  year,  survey  the  vast 
linival,  and  the  answer  will  come 
\\k:  not  much,  but  enough.  ■ 

'■{drew  Ferguson  is  a  senior  editor  at 
\\t  Weekly  Standard,  a  contributor  to 
I  ne  magazine,  and  a  former  C-SPAN 
.  idit.  He  is  the  author  of  Fools'  Names, 
|j>ls'  Faces.  His  last  piece  for  this  maga- 
\\e,  "The  Lost  Land  of  Serendip" 
\\<eared  in  Big  Issue  IV. 


4201  intelligence  and  physical  appear- 
ance; the  culture  of  Cro-Magnon  times — 
its  cave  paintings  and  ritual  mutilations 
and  altars  of  aurochs'  skulls — catered 
to  the  same  species  as  does  contempo- 
rary culture,  with  its  rock  concerts  and 
art  museums  and  book  reviews  by 
Michiko  Kakutani.  Evolution  moves 
more  slowly  than  history,  and  much 
slower  than  the  technology  of  recent 
centuries;  surely  sociobiology,  surpris- 
ingly maligned  in  some  scientific  quar- 
ters, performs  a  useful  service  in  investi- 
gating what  traits  are  innate  and  which 
are  acquired.  What  kind  of  cultural 
software  can  our  evolved  hard-wiring 
support?  Fiction,  in  its  groping  way,  is 
drawn  to  those  moments  of  discomfort 
when  society  asks  more  than  its  individ- 
ual members  can,  or  wish  to,  provide. 
Ordinary  people  experiencing  friction 
on  the  page  is  what  warms  our  hands 
and  hearts  as  we  write. 

One  of  the  casualties  of  the  elec- 
tronic age  is,  perhaps,  a  sense  of  history, 
in  its  cyclical  repetitions  and  organically 
gradual  progress.  To  minds  conditioned 
by  the  rapid  electronic  reflexes  of  the 
computer  and  its  allied  entertainments, 
the  end  of  the  world  is  a  flicker  away, 
around  the  corner,  and  the  significant 
past  happened  just  yesterday.  Compared 
to  virtual  reality,  actual  reality  is  slug- 
gish. The  patient  virtues  of  the  rural  vil- 
lage make  a  hard  sell  even  in  the  year  of 
a  presidential  campaign.  But  is  every 
novelty  around  us  really  unprecedented 
and  radically  transformative?  Was  not 
bioengineering,  for  instance,  carried  on 
by  the  prehistoric  New  World  farmers 
who  developed  corn  out  of  wild  maize, 
and  by  the  hunting  and  sheepherding 
tribesmen  who  tamed  and  split  the  wild 
wolf  into  the  astonishing  variety  of 
breeds  of  dog?  Can  family  values,  so- 
called,  and  the  morality  of  social  inter- 
dependence, be  banished  by  a  tap  of  the 
DELETE  button,  or  do  they  sturdily 
spring  from  our  basic  biological  make- 
up, which  includes  an  instinctive,  self- 
serving  decency?  Is  our  sense  of  the  true 
foisted  upon  us  by  disintegrating  tyran- 
nies of  the  air,  or  does  it  spring  from 
the  ineluctable  necessity  of  our  creative 
selves?  The  root  sense  of  the  word, 
from  the  old  English  treowe,  is  not  "not 
false"  but  "faithful."  The  fair  maiden 
will  be  true  to  her  knight;  he  will  stay 
true  to  his  principles.  Amid  so  much 


electronic  clutter  and  chatter  in  this 
disheveled,  oversupplied,  desperately 
commercial  world,  the  human  organism 
compels  us  to  remain  faithful  to  truth 
or  else  fall  into  ill  health  and  spiritual 
discordancy.  Freed  by  technology  from 
exercise,  we  re-embrace  it  for  the  body's 
sake;  freed  by  science  from  the  fear  of 
a  wrathful  God,  we  seek  the  peace,  the 
relief  from  competitive  striving,  that 
religion  brings. 

Freud  defined  happiness  as  the  relief 
of  tension.  To  be  human  is  to  be  in  the 
tense  condition  of  a  death-foreseeing, 
consciously  libidinous  animal.  No  other 
earthly  creature  suffers  such  a  capacity 
for  thought,  such  a  complexity  of  envi- 
sioned but  frustrated  possibilities,  such 
a  troubling  ability  to  question  the  tribal 
and  biological  imperatives. 

So  conflicted  and  ingenious  a  crea- 
ture makes  an  endlessly  interesting 
focus  for  the  meditations  of  fiction.  It 
seems  to  me  true  that  Homo  sapiens 
will  never  settle  into  any  Utopia  so  com- 
placently as  to  relax  all  its  conflicts  and 
erase  all  its  perversity-breeding  needi- 
ness.  It  also  seems  true  that  the  human 
species  is  heading  toward  a  planetary 
triumph  as  complete  as  that  of  corn  in 
Iowa;  the  paved-over  and  wired-up 
earth  will  produce  a  single  crop,  people, 
plus  what  people  eat,  and  there  will  be 
nothing  left  of  nonhuman  nature  for 
contrast  or  enlivening  metaphor.  Mono- 
culture of  any  sort  is  frightening,  and 
an  invitation  to  a  sinister  triumph  of  the 
microscopic;  already,  microbes  are  out- 
breeding our  pesticides.  But  even  in  the 
dire  eventuality  foreshadowed  by  the 
growing,  crushing  spread  of  our  poi- 
sonous cities,  nature  will  live  on,  in 
our  own  anatomy  and  biochemistry,  a 
fortress  and  a  touchstone  amid  what- 
ever further  illusions  and  magnetic 
distractions  technology  breeds.  The 
antediluvian  angel-beast  within  us  will 
hold  true,  and  will  continue  to  serve  as 
the  measure  of  all  things.  ■ 

John  Updike  is  one  of  America's  most 
acclaimed  writers.  His  work  includes 
short  stories,  essays,  nonfiction,  and 
novels.  He  won  Pulitzer  Prizes  for 
both  Rabbit  Is  Rich  and  Rabbit  at 
Rest.  His  most  recent  book  is  Ger- 
trude and  Claudius.  He  lives  in  Massa- 
chusetts and  regularly  contributes  to 
The  New  Yorker. 
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ters  are  in  the  business  of  probing 
eptions,  intentions,  memory  recall, 
its,  tastes  —  the  list  goes  on.  I've 
e  polls  on  virtually  everything 
finable  during  the  past  16  years, 
en  was  your  first  real  kiss?  Have 
ever  had  more  than  one  sex  part- 
at  the  same  time?  What  bothers  you 
t  about  other  drivers? 
Jotice  I  said  "virtually  everything." 

in  fact,  what  Forbes  ASAP  wanted 

0  ask:  "What  is  true?"  I  was  unsure 
ntrigued.  Would  it  even  be  possible 
3  a  poll  on  this  question? 

ossible  or  not,  I  was  going  to  give 
try.  To  my  knowledge,  no  one  had 
attempted  to  poll  people  on  a 
stion  so,  well,  difficult  to  poll.  My 
urch  staff  and  I  saw  early  on  that  the 
abilities  were  endless,  the  chances 
uccess  limited.  So,  feeling  that 
fie"  was  too  broad,  we  went  with 
ihentic."  What  do  Americans  view 
Uthentic?  And  whom?  We  wanted 
liow  that,  too,  so  we  could  pit  Tom 
|se  against  Oprah  Winfrey. 

1  ltimately,  we  decided  to  poll  Amer- 
;  on  this  question  by  mixing  a  little 
if  the  Socratic  method  with  a  whole 
i>f  fun.  The  operative  word  would 
i;xibility.  This  poll  wouldn't  be  the 
s'  answer  that  puts  the  eternal  ques- 
$ro  rest.  So  much  of  our  lives  is  made 
if  the  little  things.  What  car  do  you 
I?  What  TV  shows  do  you  watch? 
(belief  that  those  things  are  impor- 
|and  revealing  lies  at  the  heart  of 
personal  philosophy  and  that  of 
profession.  Otherwise,  why  ask? 
fnd  so  we  did  ask — and  we  received 
ig  answers.  Tiger  Woods,  according 
lis  poll,  is  more  authentic  than  Cal 
Jen  Jr.,  Wayne  Gretzky,  and  Doug 
Is.  Who  says  so?  Exactly  30.4%  of 


those  surveyed,  and  a  larger  percent- 
age of  Democrats,  African  Americans, 
Hispanics,  and  Americans  over  35. 
Meanwhile,  among  Generations  X 
and  Y,  Dennis  Rodman  prevailed.  For 
these  groups,  the  most  outrageous  fig- 
ure in  the  world  of  sports  was  the 
most  authentic. 

It  seemed  to  us  that  new  technol- 
ogies present  serious  challenges  to 
what  people  perceive  as  real,  and  so 
we  decided  to  ask  about  them.  This 
poll  pointed  out  the  impact  new  tech- 
nologies might  have  on  the  authentic- 
ity of  our  lives.  For  example,  four  out 
of  five  are  unlikely  to  use  virtual  sex 
partners,  even  if  these  partners  look 
the  "way  you  want  and  feel  human" 
and  have  "no  risk  of  disease  or  emo- 
tional attachments."  And  while  55% 
would  be  likely  to  engage  in  virtual 
travel,  by  a  ratio  of  4  to  1  they  feel 
someone  who  did  so  should  be  labeled 
as  less  authentic.  People  seem  to  think 
that  technology  has  the  power  to 
diminish  authenticity. 

Now  I'll  be  the  first  to  point  out 
that,  despite  the  fascinating  dialogues 
arising  from  many  of  our  poll  ques- 
tions, not  everything  worked  like  a 
charm  in  this  survey.  There's  always 
an  element  of  trial  and  error  in  craft- 
ing questions  that  obtain  a  meaningful 
result.  Often  the  biggest  problem  is 
one  of  sheer  quantity — that  is,  I  can 
often  think  of  an  additional  20  ques- 
tions I  wish  I  had  asked.  Then  there 
are  often  questions  that  simply  do  not 
work.  In  our  survey,  we  asked,  "Which 
of  the  following  would  you  most  like 
to  be  known  for:  being  intelligent, 
being  authentic,  being  good-looking, 
or  your  sense  of  humor?"  This  really  is 
not  a  bad  question.  The  problem  is, 


this  question  came  after  a  series  of 
questions  that  revealed  the  topic  of  our 
survey.  That  "being  authentic"  was  the 
most  cited  response  should  come  as  no 
surprise.  I  have  to  doubt  the  authen- 
ticity of  the  response. 

But,  with  some  limitations  here  and 
there,  I  believe  we  succeeded  in  cap- 
turing in  this  poll  at  least  a  kernel  of 
truth — and  we  hit  on  some  undeniably 
fun  observations  in  the  process. 

Personally,  I  am  heartened  by  the 
main  message  I  derived  from  this  poll: 
Americans  are  constantly  judging  the 
authenticity  of  their  world.  No  one 
answered,  "I  never  thought  about  it"  or 
"Who  cares?"  to  even  one  of  our  ques- 
tions. I  conclude,  moreover,  judging  by 
the  results  of  this  poll,  that  Americans 
not  only  care  about  what's  authentic 
but  often  know  the  real  thing  when 
they  see  it.  ■ 

John  Zogby  is  president  and  CEO  of 
Zogby  International,  a  polling  and 
market  research  firm.  He  has  done  polls 
for  a  wide  spectrum  of  business,  media, 
government,  and  political  groups.  His 
polls  are  a  daily  feature  on  Yahoo. 

See  four-page  foldout  for  poll  results. 
 ► 
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unknowing.  Meanwhile,  science,  in  ascendance, 
has  swarmed  across  the  landscape,  capturing 
everything  from  quark  to  quasar.  Yet  now,  even  as 


victory  seems  at  hand,  the  armies  of  empiricism 
appear  confused  by  causality,  crippled  by  uncer- 


jcch    uuiiiuocu  uy  uauoaiuy,  01  ippicu  uy  unocr 

tainty.  Suddenly,  the  banner  under  which  it  fought 
looks  indistinguishable  from  the  torn  one  waving 
weakly  above  the  enemy's  trenches.  The  simple 


truths  over  which  the  war  began  now  seem  nei- 
ther simple  nor  true.  Is  a  truce  at  hand?  Perhaps 
even  peace  and  conciliation?  God  knows. 
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"The  Truth  must  dazzle  grad 
Or  every  man  be  blind  —  " 

— Emily  Dick 


ear  harper  by  Reynolds  Price 

A  LETTER  TO  A  GODCHILD  ABOUT  GOD 


1  be  some  years  before  you  read  this, 
ver.  But  given  the  uncertainties  of  all 
•  futures,  I'll  set  it  down  here  at  the 
le  of  your  baptism  and  will  hope 
t — should  you  ever  need  it — it  will 
egible  still.  Since  you're  under  the  age 
I,  chances  are  slim  that  you'll  feel  the 
d  for  well  more  than  a  decade.  By 
n  the  21st  century  will  be  thoroughly 
ler  way.  Since  it's  likely  to  move  as 
oreseeably  as  the  20th,  I'll  make  no 
>rt  to  predict  how  the  world  will  feel 
a  about  religious  faith. 
A.nd  I  certainly  won't  guess  at  what 
ir  own  relation  to  faith  may  be, 
ugh  your  parents  and  godparents 
e  vowed  to  guide  you  toward  it. 
)se  adults  have  old  ties  to  churches, 
ugh  those  ties  vary.  Above  all,  none 
is  who  know  you  in  the  bright  won- 
of  your  laughing,  open-armed  child- 
id  can  begin  to  imagine  who  you'll 
and  where  you'll  want — or  need — 
;o  in  your  youth  or  your  maturity, 
here,  by  way  of  a  gift,  are  some 
ughts  that  may  interest  you  in  time. 
\s  I  write,  in  the  spring  of  2000,  a 
;e  majority  of  the  world's  people 
that  they're  religious.  This  year,  for 
ance,  84%  of  the  residents  of  the 
ted  States  identified  themselves  as 
istian,  associates  in  the  world's  larg- 

eligion.  What  did  they  mean  by  their 
n?  The  Oxford  English  Dictionary 

that  religion  is: 

lelief  in,  reverence  for,  and  desire  to 
se,  a  divine  ruling  power;  the  exer- 
or  practice  of  rites  or  observances 
lying  this. 

Aost  Americans  today  would  agree, 
I'd  suggest  only  one  change.  Instead 
divine  ruling  power,"  I'd  substitute 
)reme  creative  power."  And  I'd  won- 
if  it  mightn't  be  desirable  to  strip  the 
lition  to  its  bones — "religion  is  the 
:f  in  a  supreme  creative  power."  But 


perhaps  those  bones  define  the  word  faith 
more  adequately  than  the  word  religion. 

I  hope  you'll  be  interested  to  know 
that  I — near  the  start  of  a  new  millen- 
nium and  at  the  age  of  67 — am  still  able 
to  believe,  with  no  serious  effort,  that 
the  entire  universe  was  willed  into  being 
by  an  unsurpassed  power  whom  most 
human  beings  call  God.  I  believe  that 
God  remains  conscious  of  his  creation 
and  interested  in  it.  I  believe  that  his 
interest  may  be  described,  intermittently 
at  least,  as  love  (and  I  say  "his"  with  no 
strong  suspicion  that  he  shares  quali- 
ties with  the  earthly  male  gender). 

Whether  he's  attentive  to  every 
moment  of  every  human's  life,  as  some 
religions  claim,  I'm  by  no  means  sure.  But 
I  do  believe  that  he  has  standards  of  action 
that  he  means  us  to  observe.  I  believe  that 
he  has  communicated  those  standards — 
and  most  of  whatever  else  we  know  about 
his  transcendent  nature — through  a  few 
human  messengers  and  through  the  mute 
spectacles  of  nature  in  all  its  manifesta- 
tions, around  and  inside  us  (the  human 
kidney  is  as  impressive  a  masterwork  as 
the  Grand  Canyon). 

God  created  those  spectacles  many  bil- 
lion years  ago  and  began  to  send  those 
messengers,  to  this  planet  at  least,  as  long 
ago  as  4,000  years,  maybe  earlier.  Those 
messengers  are  parents  and  teachers, 
prophets  and  poets  (sacred  and  secular), 
painters  and  musicians,  healers  and  lovers; 
the  generous  saints  of  Hinduism,  Judaism, 
Buddhism,  Christianity,  Islam,  and  a  few 
other  faiths — all  the  deep  feeders  of  our 
minds  and  bodies.  One  of  the  matchless 
gifts  of  our  present  life  lies  in  the  fact  that 
those  messengers  continue  to  come, 
though  the  task  of  distinguishing  valid 
messages  from  the  false  or  merely  confused 
is  hard  and  often  dangerous.  At  least  one 
of  those  messengers,  I  believe,  was  in 
some  mysterious  sense  an  embodiment  of 


God;  and  it's  to  him — Jesus  of  Naza- 
reth— that  you  were  recently  dedicated. 

Finally,  I  believe  that  some  essential 
part  of  our  nature  is  immortal.  The  core 
of  each  of  us  is  immune  to  death  and  will 
survive  forever.  Whether  we'll  experience 
that  eternity  as  good  or  bad  may  depend 
upon  the  total  record  of  our  obedience  to 
God's  standards  of  action.  Most  of  the 
long-enduring  faiths  say  that  we  accumu- 
late the  weight  of  our  wrongs — our  sins, 
our  karma — and  will  ultimately  be  con- 
fronted with  that  weight. 

A  wide  lobe  of  my  brain  finds  it  diffi- 
cult to  believe  that  the  maker  of  anything 
so  immense  as  our  universe — and  of  who 
knows  what  beyond  it — is  permanently 
concerned  with  how  I  behave  in  relation 
to  my  diet  (so  long  as  I'm  not  a  cannibal), 
or  my  genitals  (as  long  as  they  don't  do 
willful  damage  to  another  creature),  or 
my  hair  (so  long  as  it  doesn't  propagate 
disease-bearing  vermin),  or  a  good  deal 
else  that  concerns  many  religious  people. 

God  likely  cares  how  I  treat  the 
planet  Earth,  its  atmosphere,  and  its 
nonhuman  inhabitants  (I  think  it's  pos- 
sible that  he  wants  us  not  to  kill  or  eat 
other  conscious  creatures,  though  I'm  a 
restrained  carnivore  who  feels  no  real 
guilt).  Above  all,  the  Creator  intends  that 
I  honor  my  fellow  human  beings — who- 
ever and  from  wherever — and  that  I  do 
everything  in  my  power  never  to  harm 
them  and  to  alleviate,  as  unintrusively 
as  possible,  any  harm  they  suffer.  God 
likely  expects  me  to  extend  that  honor  to 
other  forms  of  life,  though  how  far  down 
the  scale  that  honor  is  to  run,  I  don't 
know — surely  I'm  not  meant  to  avoid 
killing,  say,  an  anthrax  bacillus. 

Though  I've  mentioned  that  a  prepon- 
derance of  Americans  presently  share 
some  version  of  my  beliefs,  it's  fair  to  tell 
you  that  a  possible  majority  of  the  social 
class  I've  occupied  since  my  mid-20s — 


ING  BY  T0NV  LANE 


Forbes  ASAP   October  2,  2U00   I  227 


/nolds  Price 


those  who've  experienced  extensive 
j  ears  of  academic  training — don't  share 
my  beliefs  nor  hold  any  other  beliefs 
that  might  be  called  religious.  That 
characteristic  of  the  intellectual  classes 
of  the  Western  world  and  China  (at  a 
minimum)  is  more  than  a  century  old 
and  is  the  result  largely  of  a  few  discov- 
eries of  the  physical  sciences  and  of  the 
worldwide  calamities  of  war  and  suffer- 
ing that  have  convinced  many  witnesses 
that  no  just  God  exists. 

My  own  educational  credentials 
include  19  years  of  formal  schooling.  I've 
likewise  read  extensively  in  the  litera- 
tures of  many  cultures  that  are  not  my 
own.  How  then  can  I  explain  my  defec- 
tion, in  the  matter  of  faith,  from  the 
doubts  or  flat  rejection  of  so  many  in  my 
social  class?  And  am  I  suggesting  that  the 
reasons  for  my  defection  should  have 
any  weight  with  you,  if  you  should  face  a 
crossroads  of  belief  and  rejec- 
tion, at  whatever  point  in 
your  life? 

In  fact,  I  haven't  defected. 
Put  plainly,  I  have  never  held 
all  the  central  dogmas  of  my 
caste.  I  received  the  rudiments 
of  my  faith  long  before  I  began 
to  read  or  attend  school.  And 
while  that  faith  has  undergone 
assaults  —  from  myself  and 
others — it's  never  buckled.  To 
be  honest.  I've  sometimes  been 
suspicious  of  that  apparent 
strength.  Shouldn't  anyone 
who's  lived  as  long  as  I,  on  two 
continents,  and  who's  sus- 
tained more  than  one  maiming 
catastrophe,  have  felt  occasional  very  dark 
nights?  Well,  of  course  I  have;  but  they've 
been  dark  nights  of  the  son  described  by 
the  Spanish  monk  and  poet  St.  John  of  the 
Cross — certain  souls  may  feel  God's 
absence  as  a  form  of  near  desperation, 
but  that  pain  (which  may  last  a  very  long 
while)  never  tumbles  finally  into  disbelief. 

Note  that  I  said  just  above  that  I 
received  the  rudiments  of  faith.  They 
came  from  the  usual  sources — my  par- 
ents and  other  kin,  the  natural  world 
around  me  (which  tended  to  be  rural  or 
wooded  suburban)  and  from  God  and 
his  various  messengers.  To  say  that 
much,  here  and  now.  runs  the  severe  risk 
of  pomposity,  an  absurd  degree  of  self- 
love,  and  a  ludicrous  elitism.  Yet  I  know 
of  no  more  accurate  wav  to  describe  a 


situation  that's  far  from  uncommon. 

My  preparation  for  faith  likely  began 
with  the  gift  of  two  Bible  storybooks — 
one  from  my  Grandmother  Price  when  I 
was  2  or  3,  the  second  a  year  or  so  later 
from  my  parents.  They  proved  to  be 
long-range  endowments  for  the  only 
child  I  then  was  (my  brother  was  born 
just  as  I  turned  8).  Each  of  the  books 
contained  strikingly  realistic  illustra- 
tions; and  with  a  small  amount  of  guid- 
ance from  my  parents,  I  launched  myself 
on  an  early  fascination  with  the  prime 
characters  and  stories  from  Hebrew  and 
Christian  sacred  texts — Abraham,  Isaac, 
and  Sarah;  Ruth  and  Naomi;  David, 
Jonathan,  and  Saul;  Samson  and  Delilah; 
Joseph,  Man-,  and  Jesus;  Jesus  and  the 
girl  he  raises  from  the  dead;  Jesus  himself 
rising  from  the  dead. 

At  about  the  same  time  I  began  occa- 
sional     go  to  Sunday  school  with  my 


father;  and  there  I  glimpsed  the  fact  that 
those  stories  meant  something  important 
to  other  men,  women,  and  children.  I  must 
likewise  have  begun  to  sense  how  vital 
this  thing — whatever  it  was — was  to  my 
father.  It  would  be  years  before  I  under- 
stood that  he  was.  at  just  that  time,  with- 
drawing from  years  of  alcoholism.  And 
in  the  absence  of  Alcoholics  Anonymous 
in  our  part  of  the  world,  help  for  him 
could  only  have  come  from  my  mother, 
his  minister,  and  his  own  tenacious  will 
to  quit  (he'd  reached  the  age  of  33  before 
beginning  his  battle). 

When  I  was  6  years  old,  we  lived  on 
the  edge  of  a  small  town.  Within  roam- 
ing distance  for  me  were  thickets  of  pine 
with  plentiful  birds,  rabbits,  foxes,  pos- 
sums, and  raccoons;  and  there  was  a 


small  stream  filled  with  crawfish,  tol 
turtles,  minnows,  and  snakes.  I  sg 
countless  solitary  and  silent  h( 
exploring  that  teeming  world.  And  tl 
I  began  to  store  up  an  invaluable  sens! 
the  endless  inventi%eness  of  life  and 
savage  conditions  of  so  much  ani 
existence.  In  those  same  woods,  I  < 
found  and  saved  my  first  flint  am 
heads  from  long-vanished  Indians, 
simple  endurance  of  those  shaped  ste 
helped  me  further  onward  with  their 
mations  of  the  doggedness,  and  yec 
frailty,  of  human  life. 

Then  late  one  afternoon,  still  alona 
blissful  in  that  world.  I  was  given  my 
visionary  experience.  I'm  still  convino 
came  from  some  inhuman  force  ouo 
my  own  mind  and  body.  And  thoug 
would  be  years  before  I  knew  it.  it  w 
vision  of  a  kind  experienced  by  more  I 
a  few  lucky  children.  In  brief,  in  a  si 
full  moment.  I  was  allowed  to  see  I 
intricately  the  vast  contraption  of  na 
all  around  me — and  nature  included 
my  parents  a  few  yards  away  in  the  ha 
and  even.-  other  creature  alive  on  Earl 
was  bound  into  a  single  huge  ong« 
wheel  by  one  immense  power  that 
willed  us  into  being  and  intended 
futures,  wherever  they  led. 

We  were  all,  somehow,  one  vibj 
thing;  and  even  the  rattlesnakes, 
lethal  microbes,  and  the  plans  of  i 
like  Adolf  Hitler  (whom  I'd  hear* 
from  my  father;  it  was  1939)  were  bo 
with  the  rest  of  us  toward  a  final  harm 
At  the  age  of  6,  of  course.  I  couldn't  r 
described  it  in  such  words;  but  merr 
tells  me  that  the  description  is  hon 
And  there  that  day,  in  the  core  of  a  mi 
loved  but  often  unaccompanied  cB 
hood,  it  seemed  a  benign  revelation. 

While  it  didn't  result  in  an  immed 
certainty  that  God  exists  and  knows 
and  tends  me.  it  left  me  watchful  for 
ther  intimations.  And  in  some  way 
I've  only  just  realized  six  decades  lan 
became  the  first  private  knowledge  ol 
fife.  I  never  mentioned  what  I'd  sudd« 
learned,  not  to  my  parents  nor  to 
child  I  knew  and  trusted.  My  life  ; 
largely  solitary  mystic  had  begun. 

I  don't  recall  other  such  clima 
moments  in  my  childhood.  But  my  ir 
est  in  Bible  stories  continued;  and  bea 
at  the  age  of  9  I  won  a  free  New  Te 
ment  for  bringing  a  new  member  to  * 
day  school,  I  eventually  began  to  read 
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;  an  scriptures  directly,  not  in 
neone  else's  version.  Above  all,  the 
rpspels  interested  me  with  their 
varying  but  complementary  pictures  of  a 
man  as  mysterious  and  potent,  yet  credi- 
ble, as  Jesus.  For  reasons  I  can't  explain, 
Jesus  became  one  of  the  figures  I  often 
thought  about  and  drew  pictures  of, 
along  with  Tarzan  and  King  Arthur. 

Since  I  was  then  hoping  to  become  a 
painter  in  my  adult  life,  I  was  also  increas- 
ingly aware  of  the  towering  presence  in 
Western  art  of  Jesus  at  every  stage  of  his 
short,  and  brilliantly  depictable,  life.  In  a 
way  that  it  may  be  difficult  for  you  to 
imagine  years  from  now,  the  world 
around  me — which  was  most  of  America 
from  the  1930s  onward — was  as  per- 
meated with  reverberations  of  the  life  of 
Jesus  as  the  sea  is  with  salt.  For  good  or 
ill — and  he's  still  outrageously  invoked 
as  the  guarantor  of  hatred,  violence,  and 
endless  fantasy — he  was  a  constant  com- 
ponent (even  for  those  who  entirely 
rejected  him)  of  the  air  we  breathed. 

The  fact  that  Jesus  was  also  plainly  a 
man  who'd  suffered  and  died  for  his  acts 


I  began  to  store  up  an 
invaluable  sense  of  the 
endless  inventiveness  of  life. 


made  him  more  and  more  interesting  to 
me  as  I  entered  adolescence  and  encoun- 
tered the  usual  daunting  amount  of 
unhappiness.  Mine,  like  so  many  others, 
came  at  the  hands  of  a  pair  of  school  bul- 
lies. Like  many  boys  who  grew  up  in 
Christian  cultures  then,  and  perhaps 
even  now,  I  spent  a  fair  amount  of  secret 
time  in  prayer  to  Jesus.  I'd  ask  for  the 
meanness  to  stop  and  for  kinder  friends 
to  materialize  (my  demons  had  once 
been  my  friends).  It  was  my  first  acquain- 
tance with  unanswered,  or  partially  ans- 
wered, prayer.  Other  friends  appeared 
but  the  bullies  never  relented  till  we 
moved  from  the  town. 

Somehow  that  partial  success  with 
prayer  didn't  stop  me.  I  thought  I'd 
heard  the  beginning  of  a  dialogue.  And 
life  improved  rapidly.  Relations  with  my 
schoolmates  in  the  new  town  were  free 
of  hostility,  and  I  made  a  handful  of 
friends  who've  lasted.  But  almost  anyone's 


adolescence,  as  you  may  know  by  the 
time  you  read  this,  is  subject  to  frequent 
attacks  of  self-doubt  and  melancholy, 
even  bouts  of  hopelessness.  Life  some- 
times seems  too  bleak  to  continue.  Why 
should  young  people  believe  that  things 
change  —  and  often  for  the  better? 
They've  frequently  had  little  experience 
of  such  improvements. 

I  don't  recall  ever  plunging  so  low;  but 
still  I  went  on  investing  a  fair  amount  of 
time  in  prayers  to  Jesus  and  his  mother 
(a  beautiful  Catholic  girl  had  taught  me 
the  rosary,  and  it  became  a  part  of  my 
attempts  at  reaching  and  persuading  the 
Creator  and — what?  —  his  household). 
And  in  the  absence  of  the  old  tormentors 
who'd  even  made  churchgoing  difficult,  I 
began  attending  church — my  mother's 
Methodist  and  my  father's  Baptist.  The 
Methodist  minister  took  an  interest  in  my 
developing  curiosities  about  the  histori- 
cal Jesus  and  the  origins  of  Christianity; 
and  he  readily  agreed  to  what  must  have 
seemed  peculiar  requests  from  a  boy — 
requests  for  private  communion  at  times 
when  I  needed  special  help,  like  college 
scholarship  competitions. 

By  age  17  I  clearly  had  some  sort 
of  vocation  for  a  life  with  regular 
attempts  at  persuading  God's  atten- 
tion and  cooperation.  I  don't  think 
my  daily  behavior  looked  unusually 
"holy,"  and  I  don't  recall  that  my 
parents  or  my  minister  ever  men- 
tioned the  possibility.  But  toward 
the  end  of  high  school,  one  of  my  teachers 
suggested  that  I  think  of  preparing  for  life 
as  a  pastor.  Though  by  then  I'd  joined  the 
Methodist  church,  I  felt  at  once  that  the 
idea  was  wrong.  My  sexual  energies  and 
their  direction  seemed  far  too  powerful 
and  heretical  for  such  a  career.  In  any  case 
I'd  already  decided  on  the  parallel  careers 
I've  ultimately  followed — life  as  a  writer 
and  a  teacher — and  as  I  moved  on  to  col- 
lege, I  headed  for  those  choices. 

As  I  worked  even  more  steadily  at  my 
undergraduate  studies  and  my  writing 
(especially  poetry)  —  and  as  I  began  to 
express  my  sexual  needs — I  slowly  began 
to  feel  less  compelled  toward  the  public 
worship  I'd  enjoyed  for  the  past  few 
years.  I'd  begun  to  suspect  that  a  yen 
for  display  played  a  part  in  public  wor- 
ship, especially  my  own.  Yet  despite  my 
involvement  in  a  number  of  academic 
courses  that  questioned,  and  occasion- 
ally mocked,  the  foundations  of  religious 


thought,  my  withdrawal  from  chur< 
represented  no  loss  of  the  faith  that  h^ 
grown  as  I  grew. 

My  withdrawal  was  likewise  a  re 
ponse  to  my  increasing  awareness  of  q 
hostility  or  indifference  of  all  majJ 
American  churches  to  the  coming  cris 
in  racial  justice  and  sexual  tolerand 
Most  honestly,  though,  I  was  returning | 
a  means  of  worship  that  was  more  nat| 
ral  for  me:  private  prayer,  reading,  ail 
meditation,  and  the  beginnings  of  a  con 
prehension  that  the  chief  aim  of  aj 
mature  religious  life  is  union  with  the  w 
of  God,  as  opposed  to  one's  own,  and  tl 
finding  of  ways  to  assist  other  creature^ 

My  first  year  of  graduate  study 
England,  where  study  is  largely  sel 
monitored,  marked  also  my  launchii 
on  a  near  full-time  dedication  to  ni 
writing  and  on  my  first  real  delight 
reciprocated  love.  In  the  chilly  atmo| 
phere  of  one  of  the  oldest  colleges 
Oxford  and  the  beautiful  13th  centuj 
chapel  whose  emptiness  echoed  the  rad 
expiration  of  Protestant  Anglicanism, 
was  easy  enough  not  to  seek  out  a  co 
genial  church,  and  my  sense  of  the  Ci 
ator — of  the  duties  I  might  owe  him  ar 
the  means  of  communicating  with  him] 
continued  on  the  solitary  track  to  whij 
they'd  reverted.  Yet  in  normal  humd 
fashion,  I  was  now  praying  mainly  whj 
I  needed  quick  help. 

I  felt  mild  guilt  at  my  separation  frJ 
a  religious  community,  especially  whj 
my  mother  or  my  old  minister  inquirj 
about  my  British  churchgoing.  But  I  tc) 
myself  I'd  made  a  necessary  choice! 
imagined  I'd  learn  to  locate — throd 
my  teaching  and  writing — community 
where  my  own  questions  and  whatevl 
useful  findings  I  might  make  could  be  bq 
conveyed  to  others,  potentially  a  wicS 
community  than  I  might  have  found  I 
a  dedicated  building  and  a  congregatioj 

In  retrospect,  I  estimate  that  my  sfl 
sequent  years  of  work  may  have  comra 
nicated  to  a  few  thousand  readers  an4 
few  thousand  students  how  one  relative 
lucid  and  respectably  educated  man, 
the  final  two-thirds  of  the  20th  centuj 
and  somewhat  thereafter,  has  manage 
to  live  at  least  six  decades  of  a  life 
(while  it's  committed  a  heavy  share 
self-intoxicated  incursions  on  others  ai 
has  broken  at  least  five  of  the  Ten  Con 
mandments)  has  so  far  hurled  no  dej 
bodies  to  the  roadside,  abandoned  l 
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irn  partners  or  children,  and  has  man- 
aged to  turn  up — shaved  and  sober — in  a 
writing  office,  a  teaching  classroom,  a 

man's  or  "lover's  or  friend's  place  in 
time  of  need  on  most  promised  occasions. 

I've  been  especially  chary  of  broach- 
ing discussions  of  my  relations  with  God 
in  the  arenas  of  either  of  my  careers,  in 
books  or  in  classrooms.  That's  partly 
because,  by  nature,  I'm  among  the 
world's  least  evangelical  souls  but  also 
because  my  own  beliefs  were  acquired  so 
gradually,  and  in  response  to  such  per- 
sonal tides,  as  to  be  almost  incommuni- 
cable if  not  incomprehensible.  In  recent 
years,  however,  I've  relaxed  a  little  in 
that  reluctance. 

I've  spoken  of  my  faith  in  two  vol- 
umes of  memoirs,  a  number  of  poems, 
and  a  published  letter  to  a  dying  young 
man  who  asked  for  my  views;  and  I'm 
writing  this  new  letter  to  you.  After  more 


than  30  years  of  teaching  Milton's  Para- 
dise Lost,  I've  begun,  very  lightly,  to  con- 
fess to  my  students  that  I'm  a  renegade 
Christian  and  that  they  might  be  at  a  cer- 
tain advantage  in  studying  a  Christian 
poet  with  me.  Wouldn't  they  like  to  study 
Homer  with,  say,  an  actual  Zeusian? 

So  my  life  has  gone  through  youth 
and  middle  age.  It  was  normally  subject, 
as  I've  said,  to  serious  wrongdoing.  And 
it  was  frequently  challenged  by  disap- 
pointment and  at  least  one  bitter  remorse. 
Throughout — despite  several  deep  dives 
into  self-blame  and  the  sporadic  lack  of 
any  clear  view  ahead — my  faith  has  been 


the  prime  stabilizer.  Like  many  other 
navigational  aids,  it's  done  most  of  its 
work  when  I  had  only  the  dimmest 
awareness  of  its  service. 

Then, .when  I  was  51,  I  found  myself 
having  difficulties  walking.  After  a  few 
weeks  of  denial,  I  was  discovered  to  have 
a  large  and  intricately  entangled  cancer 
of  the  spinal  cord.  Despite  surgery,  with 
the  best  technology  of  the  early  1980s, 
the  tumor  couldn't  be  removed;  and  no 
chemotherapy  was  available.  The  only 
medical  hope  was  five  weeks  of  searing 
radiation,  directly  to  the  fragile  cord.  I 
was  warned  that  such  a  brutal  therapy 
might  leave  me  paraplegic  or  worse.  The 
alternative,  however,  was  to  wait  while 
the  tumor  paralyzed  my  legs,  then  my 
arms  and  hands,  and  finally  my  lungs. 
With  no  other  imaginable  choice,  I 
agreed  to  the  radiation. 

A  few  mornings  before  the  daily 
treatments  were  to  start,  I 
was  propped  wide  awake  in 
bed  at  home,  when  I  experi- 
enced the  second  visionary 
moment  of  my  life,  some  46 
years  after  my  childhood 
glimpse  of  the  unity  of  nature. 
I've  written  about  this  second 
moment  in  other  places. 
Enough  to  say  here  that  I  was, 
suddenly  and  without  appar- 
ent transport,  in  a  different 
place — by  the  Sea  of  Galilee — 
and  a  man  whom  I  knew  to 
be  Jesus  was  washing  and 
healing  the  long  wound  from 
my  failed  surgery,  the  site  of 
my  coming  radiation. 

My  conviction,  since  that 
second  vision,  is  that  the  expe- 
rience was  in  some  crucial 
sense  real.  In  that  moment  I 
was  healed,  and  the  fact  that  my  legs 
were  subsequently  paralyzed  by  radia- 
tion two  years  before  a  new  ultrasonic 
device  made  the  removal  of  the  tumor 
possible,  the  tumor  was  merely  a  com- 
plexity in  the  narrative  that  God  intended. 
There  does  seem  a  possibility  that,  had  I 
avoided  the  withering  radiation,  I  might 
have  been  healed  in  any  case.  My  doctors 
felt  that,  along  with  its  damage,  the 
radiation  had  stalled  the  tumor  for  a 
lucky  while. 

I'm  aware  that  many  of  my  contem- 
poraries will  read  such  a  statement  as 
groundless,  if  not  howling  crazy,  and  I  can 


all  but  share  their  laughter.  Yet  16  yeai 
after  my  initial  diagnosis,  I'm  an  energeri 
man  working  when  virtually  none  of  mi 
therapists  thought  I  had  a  serious  chamj 
(one  of  them  told  my  brother  that  I  had  1 
months  at  best).  And  since  I've  mentione| 
my  healing  in  print,  I've  had  dozens  of  let 
ters  from  patently  sane  strangers  wh 
confide  similar  transcendent  experience 
in  a  time  of  crisis. 

They  mostly  describe  an  experienfl 
in  which  some  entirely  real  figur 
whether  Jesus  or  some  matter-of-fa 
plainclothes  angel,  comes  and  consold 
or  heals  them.  Such  confidences  almoa 
always  end  with  their  telling  me  tha 
they'd  mentioned  their  experience  to  n 
one  else  for  fear  of  ridicule.  My  corr^ 
spondents  also  generally  say  that  the 
experience,  like  mine,  was  singular- 
that  is,  never  repeated,  thereby  elim 
nating  the  possibility  that  we'd  all  bee) 
merely  cheering  ourselves  with  pleasaij 
dreams  in  the  face  of  calamity. 

My  moment  by  the  Sea  of  GaliH 
occurred  16  years  ago  and  has  n( 
recurred  in  any  form.  Those  years  hai 
brought  me  an  unprecedented  amouij 
of  work — 21  books  since  the  cancer-^ 
and  an  outpouring  of  affection  ad 
meticulous  care  of  a  sort  I  wouldnl 
have  allowed  myself  to  expect  from  kii 
friends,  and  strangers.  In  addition  to  tfl 
books,  I've  continued  my  regular  sched 
ule  of  teaching.  I've  traveled  for  businei 
and  for  pleasure  more  than  in  my  ablj 
bodied  life.  And  those  changes  have  on) 
deepened  my  certainty  that  my  illness-* 
its  devastations  and  its  legacies  of  parai 
ysis  and  chronic  pain — was  intended  fc 
me  at  that  point  in  my  life  and  perhaj 
ever  after. 

What  the  ultimate  intention  of  such 
blow  may  be,  I  barely  guess  at.  Time,  o 
beyond,  will  presumably  uncover  as  mud 
of  that  mystery  as  I'll  ever  need  to  know 
can  say,  however,  that  the  drastic  revers 
led  me  to  abandon  certain  choices  that  I' 
always  explored  with  both  pleasure  an 
uncertainty  of  purpose.  I've  made  tht 
simplification  because  I've  slowly  con) 
to  suspect  that  a  curbing  of  past  choic 
was  intended.  And  while  this  new  cour 
has  left  me  deprived  of  a  few  physic 
rewards,  I've  all  but  ceased  to  miss  ther 
If  nothing  else,  paraplegia  either  leads 
a  rapid  refining  of  human  focus  ar 
one's  expectations  from  other  creatur 
or  it  plunges  its  cripple  into  querulous,  i 
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wailing,  neurosis  or  worse. 

Yet  now  I've  outlived  both  my  par- 
ents; and  though  I'm  nearly  70,  I'm 
hopeful  of  as  much  more  time  as  I  have 
work  to  do,  the  resources  with  which  to 
do  it,  and  the  help  I  need  in  my  straitened 
circumstances.  My  relations  with  God 
run  a  fairly  normal  course.  They  inten- 
sify when  I'm  in  trouble;  and  when 
things  go  smoothly,  they  tend  to  resem- 
ble the  domestic  relations  of  family 
members  —  a  good  deal  of  taking-for- 
granted  on  my  part,  with  a  dozen  or 
so  snatches  of  prayer  per  day  (mostly 
requests  to  understand  God's  intent,  if 
any;  to  learn  patience,  to  bear  what  I 
can't  change  and  then  to  incorporate  it). 
I'm  aware  of  no  substantial  fears  of  age 
or  death,  though  I  won't  say  I  welcome 
either  prospect.  And  I  have  no  doubt  that 
the  usual  calm  I  live  in — and  here  I  tap 
on  the  nearest  wood — comes  as  a  form 


of  mercy  from  whatever  force  created  the 
world  and  knows  of  me  in  it. 

Can  I  expect  that  spotty  run  through 
60-some  years  of  faith  to  be  of  any 
weight  for  you,  years  from  now,  or  for 
anyone  else  to  whom  religious  belief  is 
either  a  baffling  phenomenon,  an  invit- 
ing curiosity,  or  an  intellectually  impossi- 
ble position?  From  a  friend,  I  might  hope 
for  the  patience  required  to  read  these 
pages — something  less  than  an  hour.  But 
I  can  hardly  expect  it  to  be  convincing 
or  even  comprehensible  for  unbelieving 
strangers.  One  of  the  characteristics  of 
faith  that  can  seem  so  repellent  is  the 
apparent  necessity  that  faith  be  given 
help  from  God.  The  most  sophisticated 
theologies  of  the  Western  past — millen- 
nia of  rabbinical  debate,  the  treatises  of 
Augustine,  Aquinas,  Calvin,  and  Barth — 
deduce  a  similar  necessity. 

The  leap  of  faith  that  believers  so 
often  recommend  is  preceded  by  a  seri- 
ous hitch.  It  almost  invariably  requires 
God's  presence,  on  the  far  side  of  the 
abyss,  saying,  "Jump!"  In  Christianity, 
anyhow,  Calvinists  agree.  God  calls  cer- 
rain  creatures  to  believe  in  him  and  thus 


win  salvation;  others  he  simply  permits 
to  live  and  die  in  preordained,  damna- 
tion. It's  another  idea  that  looks  absurd 
to  anyone  who  has  not  been  inclined  to 
faith  by  a  propitious  early  atmosphere 
and  training.  For  me,  as  for  more  than  a 
few  writers  of  the  early  Christian  docu- 
ments comprised  in  the  New  Testament, 
that  terrible  prior  choosing  by  God 
seems  at  times  the  baldest  deduction 
from  attentive  witness  of  the  world. 

How  can  anyone  reared  in  the  desert 
air  of  contemporary  science  —  physics 
seems  the  most  relevant  science — even 
begin  to  move  in  the  murky  direction  of 
faith,  especially  when  so  many  manifesta- 
tions of  religious  faith  lead  to  violence, 
disdain,  if  not  outright  hatred,  and  dither- 
ing or  murderous  nonsense?  In  any  day's 
news,  half  the  world's  human  wrongs  are 
done  in  God's  name.  That  one  obstacle  to 
faith,  if  no  other,  is  all  but  impassably 
high.  (Yet,  again,  the  majority 
of  human  beings  claim  some 
form  of  faith.) 

It's  my  seasoned  instinct, 
then,  that  any  slow  scrutiny 
of  contemporary  science  will 
demonstrate  at  many  points 
its  intellectual  inadequacy  as 
an  ample  chain  of  theories  to 
explain  the  face  and  the  actions  of  the 
world.  Thus  Isaac  Newton,  who  in  many 
ways  invented  modern  science,  was  a 
fervently  convinced  believer;  and 
physics,  here  at  the  beginning  of  the  third 
millennium,  is  uncovering  at  a  breath- 
taking rate  subatomic  phenomena  that 
surpass  the  imaginings  of  the  wildest 
hierophant  scraping  his  sores  with  a 
cast-off  potsherd. 

That's  not  to  claim  that  anyone  should 
fling  posthaste  into  the  arms  of  an  invi- 
sible God  or  any  religious  cult  simply 
because  science  has  proven  so  prissily 
bankrupt  as  a  guide  to  what's  here  and 
what's  there  (here  and  there  seem  increas- 
ingly to  be  the  same  thing).  Helium-filled 
New  Age  unfortunates  are  steadily  chat- 
tering away  on  television  to  warn  us  about 
that.  Yet  if  nothing  else,  an  honest,  well- 
informed  creature  must  now  acknowl- 
edge that  the  world  —  the  universe  of 
physical  objects,  forces,  and  actions 
above,  within,  or  below  the  range  of 
human  or  instrumental  vision — far  sur- 
passes in  extent  and  wonder  what  we  can 
see  and  absorb. 

But  if  anyone  with  a  persistent  curio- 


sity about  faith,  anyone  who  has  lackei 
a  sane  early  grounding  in  one  of  the  cer 
tral  faiths  of  his  or  her  culture,  were  t 
ask  me  where  to  go  to  begin  to  undec 
stand  the  inevitability  of  belief  and  it 
mixed  rewards  (faith  is  more  difficult  tha 
unbelief),  I'd  suggest  two  initial  coursej 
each  to  be  pursued  with  quiet  steadiness 
First,  begin  to  read  the  sacred  texts  q 
your  native  culture.  For  the  majority  a 
Americans,  those  texts  would  include  th 
Christian  Bible  (which  includes  tn 
Hebrew  scriptures). 

Simultaneously,  begin  to  read  th 
thoughts  of  the  great  believing  mindi 
For  you,  friend,  those  would  include 
concentration  on  the  actual  words  c 
Jesus  as  preserved  in  the  four  Gospels  c 
Matthew,  Mark,  Luke,  and  John  anl 
then  an  awareness  of  the  lives  and  worl 
of  figures  (among  hundreds)  such  as  Frai 
cis  of  Assisi,  Soren  Kierkegaard,  Albe| 
Schweitzer,  Simone  Weil,  W.  H.  Audei 
Dorothy  Day,  and  Flannery  O'Connor; 

Second,  considering  that  your  farni 
will  have  reared  you  in  a  world  deep  in  tl 
knowledge  and  the  resonance  of  the  arl 
I'd  urge  you  and  others  to  immerse  you 
self  in  the  lives  and  works  of  the  gre 
believing  musicians  and  painters — su^ 
witnesses  as  the  preservers  of  Gregorii 
chant,  Giotto  and  Michelangelo,  Pak 
trina,  Rembrandt,  Bach  and  Hand* 
Mozart  and  Beethoven,  Van  Gogh  ai 
Rouault,  Messiaen  and  Part.  None 
those  believers  was  a  fool  nor  a  mere  hin 
hand  of  the  pope  nor  some  prince  with 
idle  and  unadorned  chapel. 

On  the  contrary,  the  inspiration 
their  work,  the  craft  it  employs,  the  ma 
ers'  surviving  personal  statements,  she 
them  to  be  intellectually  and  emotiona 
tough-minded  and  trustworthy — a 
I've  omitted  the  whole  world  of  poetl 
which  is,  if  anything,  even  more  bour  I 
ful  than  music  and  painting.  The  sai  I 
advice  can  be  given  for  virtually  all  1 1 
world's  religions,  freighted  as  they  ;  | 
with  glorifications  of  the  mystery  a 
presence  and  the  dreaded  absence 
God,  though  the  artists  of  Judaism  a  j 
Islam  (because  of  their  prohibitic  j 
against  the  portrayal  of  living  thin  | 
have  brilliantly  concentrated  their  fu  j 
ings  in  such  nonvisual  forms  as  pi 
phecy,  poetry,  and  music. 

While  you're  reading  and  listeni  j 
you  might  want  to  try — if  you  ne  t 
have — speaking  short  sentences 


The  leap  of  faith  that  believers 
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preceded  by  a  serious  hitch. 


Rorbea  ASAP  October  2,  2000 


/  The  new  workplace  portal  would 
define  the  corporate  desktop  far 
into  the  future.  The  stakes  couldn't 
get  any  higher*  The  goal?  Create  a 
tangible  strategic  business  advantage,  connecting 
absolutely  everything  -  SAP  and  non-SAP  applica- 
tions, trading  partner  websites,  employees,  customers 
and  suppliers  -  in  a  simple,  elegant  and,  above  all, 
intuitive  environment.  To  accomplish  this  feat,  SAP 
worked  side-by-side  with  a  partner  who  shared  their 
vision,  who  wasn't  intimidated  by  the  challenge  or 
the  timetable  and  who  contributed  a  key  piece  of 
patented  technology:  Drag  and  Relate.  That  partner 
was  TopTief  Software.  If  our  technology  is  equal  to 
the  stringent  demands  of  the  ^:.^r^ 

1   1 ,     1  ,  i,  easy  to  deploy  and  shockingly  easy  to  use. 

worlds  largest  enterprise  applica-  to™^^^.*™^. 

Point.  Click.  Drag.  Drop.  Anyone  who  can 

tion,  imagine  what  it  can  do  for  y  o  u .  '7  if s,eps  kT? ho™ 

'  O  /to  use  loplier  to  swittly  access,  link  and 

OAA  OHO  /  a  •  relate  data  -  even  data  from  disparate 

ouuoouojzo/www.toDtierxom     sources  -  in  an  endless  variety  of  ways. 

■5"  TopTier 


SOFTWARE 


)  TopTier  Software.  Inc.  TopTier  is  a  registered  trademark  and  Drag  and  Relate  is  a  trademark  of 
TopTier  Software.  Inc.  SAP  is  a  registeted  trademark  and  mySAP.com  Workplace  is  a  trademark  of  SAP  AG. 
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infinite  compassion 


REAL  HAPPINESS  LIES 

AT  THE  END  OF  SUFFERING 


If  V  hen  we  talk  about  whether  something  is  true,  we 
:an  that  what  appears  accords  with  the  way  a  thing  really 
ists.  And  whatever  the  level  of  discussion,  whatever  the  issue, 
len  there  is  a  discrepancy  between  appearance  and  reality, 
|  regard  it  as  untrue. 

Indeed,  much  of  the  pain  we  encounter  is  due  to  our  failure 
understand  reality.  Too  often  our  judgment  and  behavior  are 
nfined  only  to  the  level  of  appearances,  and  so  we  experience 
rious  kinds  of  suffering.  It  is  not  that  what  is  true  is  some- 
iw  sacred  in  and  of  itself,  but  that  discovering  and  under- 
mding  what  is  true  is  crucial  to  our  achieving  happiness. 

As  we  enter  the  new  millennium,  I  believe  there  are  a 
imber  of  good  reasons  for  optimism.  During  the  early  and 
ddle  years  of  the  20th  century,  there  was  a  general  percep- 
>n  that  political  and  economic  power  was  of  more  consc- 
ience than  what  is  true.  But  I  believe  that  this  is  changing, 
en  the  wealthiest  and  most  powerful  nations  understand  that 
sre  is  no  point  in  neglecting  basic  human  values.  Also  gain- 
l  ground  is  the  notion  that  there  is  room  for  ethics  in  inter- 
tional  relations.  Irrespective  of  whether  they  are  translated 
:o  meaningful  action,  at  least  words  like  reconciliation,  non- 
ilence,  and  compassion  are  becoming  stock  phrases  among 
iliticians.  I  doubt  very  much  whether  these  topics  would 
ve  attracted  such  affirmation  40  or  50  years  ago. 

This  has  a  clear  bearing  on  the  achievement  of  genuine 
5rld  peace.  Injustice  undermines  truth,  and  without  truth 
sre  can  be  no  lasting  peace.  When  we  have  truth  on  our 
le,  there  is  a  straightforwardness,  a  confidence  that  comes 
th  it.  Conversely,  when  truth  is  lacking,  the  only  way  we 
n  achieve  our  narrow  aims  is  through  force.  But  when  deci- 
>ns  come  about  this  way,  people  do  not  feel  quite  right — 
her  the  victors  or  the  vanquished.  This  negative  feeling 
dermines  the  peace  that  is  imposed  by  force. 

One  of  the  most  important  and  unique  features  of  human 
ings  that  distinguishes  us  from  animals  is  our  ability 

think  creatively  as  a  result  of  our  human  intelligence. 

order  to  fully  explore  the  human  potential  for  creativity,  it 
important  to  comprehend  the  reality  of  any  given  situation, 
we  understand  the  reality  of  the  situation,  we  will  know 
lat  we  must  give  up  and  what  we  have  to  adopt.  Mistakes 
e  committed  when  we  act  without  fully  understanding 
lat  is  true. 

Mahatma  Gandhi  won  independence  for  India  simply  by 
ling  the  truth.  His  practice  of  ahimsa,  or  nonviolence, 


by  the  Dalai  Lama 


depended  on  the  power  of  truth  and  justice.  The  recent  fall  of 
Communist  regimes  has  demonstrated  once  more  that  even 
decades  of  repression  cannot  crush  people's  determination  to 
live  in  freedom  and  dignity.  Truth  is  the  best  guarantor  and 
the  real  foundation  of  freedom  and  democracy.  It  does  not 
matter  whether  you  are  weak  or  strong,  or  whether  your 
cause  has  many  or  few  adherents,  truth  will  prevail.  As  a 
Tibetan  who  has  spent  more  than  half  my  life  in  exile  since 
the  Chinese  occupation  of  my  homeland,  I  continue  to 
believe  that  for  us,  too,  truth  will  ultimately  triumph. 

Of  course,  if  passive  resistance  and  a  nonviolent  approach 
to  liberation  are  to  succeed,  they  require  the  support  and 
encouragement  of  those  who  already  enjoy  freedom.  This  is 
why  the  award  of  the  Nobel  Prize  to  me,  a  simple  monk  from 
faraway  Tibet,  filled  all  Tibetans  with  hope.  It  meant  that 
despite  the  fact  that  we  have  not  drawn  attention  to  our 
plight  by  means  of  violence,  we  have  not  been  forgotten.  It 
also  meant  that  the  values  we  cherish,  in  particular  our 
respect  for  all  forms  of  life  and  the  belief  in  the  power  of 
truth,  are  today  recognized  and  acclaimed. 

Given  human  beings'  love  of  truth,  justice,  peace,  and 
freedom,  creating  a  better,  more  compassionate  world  is  a 
genuine  possibility.  The  potential  is  there.  All  we  can  do  is 
use  the  present  well.  Therefore,  if,  when  our  final  day  comes, 
we  are  able  to  look  back  and  see  that  we  have  lived  full,  pro- 
ductive, and  meaningful  lives,  that  will  at  least  be  of  some 
comfort.  Compassion  is  one  of  the  principal  things  that  make 
our  lives  meaningful.  It  is  the  source  of  all  lasting  happiness 
and  joy.  And  it  is  the  foundation  of  a  good  heart,  the  heart  of 
one  who  acts  out  of  a  desire  to  help  others.  Through  kind- 
ness, through  affection,  through  honesty,  through  a  sense  of 
what  is  true  and  just  toward  all  others,  we  ensure  our  own 
benefit.  This  is  a  matter  of  common  sense.  ■ 


His  Holiness  the  14th  Dalai  Lama  Tenzin  Gyatso  is  the  spiri- 
tual leader  and  head  of  state  of  the  Tibetan  people.  He  was 
born  to  a  peasant  family  in  a  village  in  northeastern  Tibet  on 
July  6,  1935.  At  the  age  of  2,  he  was  recognized  as  the  rein- 
carnation of  his  predecessor,  the  13th  Dalai  Lama,  and  thus 
an  incarnation  of  the  Buddha  of  Compassion. 
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More  than  ever,  people  are  communicating  with  Cypress. 


Powerful,  wireless  handheld  computing. 

Moving  terabytes  of  data  across  a  global  network 

in  a  nanosecond.  The  tiny  semiconductor  makes  it  happen. 

The  Cypress  semiconductor. 


_  W  CYPRESS 

Driving  the  communications  revol 


Cypress  and  the  Cypress  logo  ore  trademarks  of  Cypress  Semiconductor  Corporation. 
'&  Copyright  2000  Cypress  Semiconductor  Corporation.  All  rights  reserved. 
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INSIST  ON  UNQUESTIONING 
IS  THERE  ROOM  FOR  DOUBT? 


by  Karen  Southwick 


he  young  missionary  was  flushed 
earnest  as  he  related  the  story:  A 
n  of  scientists  had  located  the  mau- 
:um  of  Alexander  the  Great.  Inside 
f  found  the  king's  skeleton,  perched 
i  throne,  surrounded  by  all  the  riches 
lie  earth.  The  thing  closest  to  him  was 
ttered  scroll;  one  bony  finger  pointed 
scripture  from  Matthew  in  the  New 
:ament:  "For  what  is  a  man  profited, 
;  shall  gain  the  whole  world,  and  lose 
own  soul?" 

\n  excellent  illustration  of  the  mis- 
lary's  point:  We're  not  after  the 
ards  of  this  earth  but  the  rewards  of 
ituality  and  righteous  living.  The 
y  problem  was,  his  story  couldn't 
sibly  have  been  true.  As  I  pointed 

to  him  after  his  Sunday  meeting 
;ch,  Alexander  the  Great  had  lived 
'e  than  300  years  before  Christ,  and 
New  Testament  hadn't  even  been 
lpiled  until  several  hundred  years 
:r.  The  king  would  have  had  no 
•wledge  of  Christ,  nor  could  he  have 
a  entombed  clutching  the  Bible. 
'But  my  mission  president  told  us!" 
missionary  protested.  The  implica- 
i:  His  mission  president,  his  spiritual 
ler,  would  never  mislead  him,  so  the 
y  had  to  be  accurate. 

shook  my  head,  marveling  once 
*e  at  the  unquestioning  acceptance  of 
lority  on  the  part  of  sincere  believers, 
s  young  man,  21  years  old,  had  spent 
past  two  years  of  his  life  seeking  to 
vince  others  of  the  truth  of  the  gospel 
iched  by  the  Church  of  Jesus  Christ 


of  Latter-day  Saints,  better  known  as  the 
Mormons.  He  was  devoted,  caught  up  in 
a  cause  greater  than  himself. 

But  that  skepticism,  that  shell  of  dis- 
belief that  we  all  must  form  about  what 
is  true  and  what  isn't,  had  failed  him. 
He  was  patently  not  stupid.  His  talk  in 
church  that  day  was  articulate  and 
thoughtful;  his  point  well  made  with 
other  examples  besides  the  mistaken  one. 
Still,  he  hadn't  caught  the  obvious  error. 

The  young  missionary  was  enmeshed 
in  a  dilemma  faced  by  many  of  us  who 
are  members  of  religions  that  dictate 
truths  that  cannot  be  verified  by  the 
senses  alone.  How  far  do  you  let  faith 


and  belief  in  spiritual  authority  carry 
you?  When  do  you  dare  question  that 
authority?  And  what  are  the  conse- 
quences of  either  unquestioning  obedi- 
ence or  overt  skepticism? 

As  both  a  fifth-generation  Mormon 
and  a  career  journalist  who  practices 
critical  thinking  for  a  living,  I  often  find 
myself  torn  by  controversial  church 
policies.  As  a  woman,  I  have  a  passion- 
ate conviction  about  gender  equality. 
But  my  church  hews  insistently  to  the 
notion  of  separate,  traditional  roles  for 
women  and  men;  these  supposedly  equal 
roles  don't  feel  that  way,  at  least  to  me. 

Before  the  late  1970s,  my  church  firmly 
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/African  Americans  could  not 
riesthood,  which  is  held  by  only 

n  its  ranks  and  is  the  indisputable 
tool  of  power.  All  important  decisions,  and 

.  I  the  smaller  ones  (except  maybe 
what  to  serve  for  dinner  at  a  church  social) 
are  made  by  the  priesthood,  meaning  the 
men.  And  prior  to  1978,  meaning  non- 
black  men. 

Various  theories  were  supplied  to 
account  for  the  withholding  of  the  priest- 
hood from  black  men:  They  had  not  been 
valiant  enough  in  our  premortal  lives. 
The  mark  of  Cain  was  a  black  skin,  so 
those  who  bore  it  were  unworthy.  Other 
reasons  were  more  practical:  It  would 
have  been  too  difficult  to  attract  converts. 


especially  in  the  19th  century  when  the 
church  was  getting  its  start,  if  we  fully 
embraced  blacks  as  equals. 

Troublesome  as  the  issue  was,  most 
faithful  Mormons,  including  my  father, 
an  avid  supporter  of  civil  rights  who  had 
a  poster  of  Martin  Luther  King  Jr.  on  our 
basement  wall,  swallowed  hard  and 
accepted  the  official  position.  To  the 
church's  credit,  when  it  finally  ended  the 
practice,  under  the  aegis  of  a  "revelation 
from  God,"  it  did  so  wholeheartedly. 
African  American  men  were  immediately 
ordained  to  the  priesthood  and  have  been 
able,  in  some  cases,  to  rise  into  impor- 
tant leadership  roles.  There  was,  how- 
ever, never  any  adequate  explanation  as 
to  why  black  men  were  unworthy  of  the 
priesthood  one  day,  while  the  very  same 
black  men  could  be  ordained  the  next 
day — except  that,  speaking  through  our 
spiritual  authorities,  God  (defined  as  an 
"unchangeable  being"  in  Mormon  scrip- 
ture) had  suddenly  changed  his  mind  and 
ordered  it  so. 

The  issue  of  women  and  the  priest- 
hood continues  to  fester,  especially  since 
the  church  came  out  in  opposition  to 
the  Equal  Rights  Amendment  and  then 
excommunicated  an  outspoken  ERA 
■Locate,  Sonia  Johnson,  in  1979.  Other 


religions  are  grappling  with  the  role  of 
women  as  well.  The  Southern  Baptists 
recently  stated  that  women  cannot  serve 
as  pastors,  although  where  this  leaves 
women  who  have  already  been  ordained 
to  such  a  role  has  not  been  clarified. 
The  Catholics  are  under  increasing  fire 
to  expand  their  depleted  priesthood  by 
opening  it  to  women  and/or  to  non- 
celibates  of  both  genders. 

The  president  and  current  prophet  of 
the  Mormon  Church,  Gordon  B.  Hinckley, 
has  insisted  in  public  forums  that  Mor- 
mon women  "are  happy"  in  their  God- 
ordained  separate  roles.  Yet  I  know 
many  who  are  not  happy.  We  struggle  con- 
stantly with  questions  of  self-worth:  If  a 


woman  has  leadership  qualities,  where 
does  she  exercise  them?  If  a  woman  does 
not  choose — or  is  not  fortunate  enough 
to  participate  in  — marriage,  childbear- 
ing,  and  motherhood,  is  she  condemned 
in  this  life  and  the  next? 

Ironically,  I  found  the  most  empathy 
for  my  struggle  to  remain  a  faithful  mem- 
ber of  the  church  and  still  true  to  my  own 
inner,  feminist  voice  among  gay  male 
members.  In  the  late  1980s  and  early 
1990s,  I  witnessed  how  a  few  courageous 
bishops  (heads  of  Mormon  congrega- 
tions) in  San  Francisco  reached  out  to 
gay  Mormons  to  gather  them  into  the 
fold.  These  men  had  doubts  similar  to 
mine  about  the  "straight  and  narrow 
way"  to  salvation  in  the  next  life. 

Although  it  does  not  claim  doctrinal 
infallibility,  Mormonism,  like  religions 
ranging  from  Islam  to  Catholicism, 
holds  that  its  designated  spiritual  leader 
speaks  for  God.  That  makes  it  really  dif- 
ficult to  argue  with  him,  for  then  you  are 
by  implication  arguing  with  God  him- 
self. But  there  is  an  apparent  out.  Most 
churches  teach  some  form  of  free  will  or 
free  agency.  We  are  entitled  to  have  our 
internal  confirmation  of  anything  that 
the  prophet  says,  be  it  direction  on 
blacks  receiving  the  priesthood  or  in 


favor  of  "defense  of  marriage"  legj 
tion  stating  that  marriage  can  exist  a 
between  a  man  and  a  woman. 

So  what  if  your  internal  confirmai 
clashes  with  your  spiritual  leader's  a 
tion?  This  is  religion's  equivalent 
catch-22,  because  the  implication  is) 
course,  that  it  must  be  you  who's  wrQ 
It  couldn't  possibly  be  the  person  spa 
ing  with  the  power  and  authority  of  0 
It  was  that  same  conditioning  that  U 
the  young  missionary  from  question 
his  mission  president's  story. 

Therein  lies  both  the  strength  and) 
biggest  challenge  in  organized  relid 
To  an  extent,  you  have  to  suspend  j» 
own  "truth  detector"  in  favor  of  fall 
ing  someone  else's,  someone  who  may] 
be  willing  to  tell  you  exactly  why 
going  in  a  particular  direction.  "Tak 
on  faith"  is  a  common  response  to  d 
cult  questions  like,  "Why  would  God 
criminate  based  on  skin  color  or  gendfl 
or  "How  can  polygamy  be  sinful  for 
generation  and  not  for  the  next?" 

In  the  end,  for  me  the  greatest  ac 
faith  is  not  believing  in  outright  mirai 
like  resurrection  into  another  life;  rati 
it's  believing  despite  all  the  contra- 
tions  in  this  one.  I  tell  myself  that  wi 
God  is  perfect,  the  people  who  speak) 
him  are  not.  So  there  may  be  problem 
translation  or  interpretation  of  his  \ 
allowing  me  some  wiggle  room  to  ei 
cise  my  conscience. 

Compared  to  the  young  mission) 
though,  that  reasoning  can  leave| 
uncomfortably  stuck  on  the  fence.  I 
way,  I  envy  him.  For  who  is  really  be 
off?  The  one  who  burst  his  little  bub 
or  the  one  with  the  unwavering  faitl 
like  to  think  that,  in  the  long  run.  I 
better  off,  that  God  prefers  people  v 
think  critically  and  act  righteously 
themselves,  not  because  someone  t 
them  what  to  do.  So  I  tell  the  truth 
see  it.  I  really  have  no  choice. 

Karen  Southivick  is  the  executive  ed 
of  Forbes  ASAP.  She  has  written  i 
books,  Silicon  Gold  Rush:  The  N 
Generation  of  High-Tech  Stars  Rewr 
the  Rules  of  Business  and  High  Nc 
The  Inside  Story  of  Scott  McNealy 
the  Rise  of  Sun  Microsystems,  both  p 
lished  by  John  Wiley  &  Sons.  Her  r 
book  is  about  the  high-stakes  work 
venture  capital.  She  is  an  active  mem 
of  the  Mormon  Church. 
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MOTHER  NATURE  WON'T  BE  MODELED 


by  Carl  Hiaasen 


^™very  spring,  a  scientist  named  William  M. 
Gray  gives  a  fearless  prediction  in  advance  of  hur- 
ricane season.  He  guesses  at  the  number  of  tropical 
storms  that  will  stir  to  life,  the  number  of  those 
that  will  become  hurricanes,  and  the  number  of 
those  that  will  grow  into  life-threatening  jugger- 
nauts with  winds  of  110  mph  and  higher. 

Weather  watchers  await  Gray's  annual  warnings 
as  avidly  as  Wall  Street  anticipates  Alan  Greenspan's 
periodic  conjectures  about  inflation.  Yet  while  a 
laconic  grunt  from  Greenspan  causes  instant  reper- 
cussions in  the  stock  markets,  Gray's  most  harrow- 
ing forecasts  have  no  discernible  impact  on  human 
behavior.  Nobody  panics.  Nobody  flees  to  north- 
ern latitudes.  Nobody  unloads  that  vacation  time- 
share  on  the  barrier  island.  What  most  people  do, 
basically,  is  shrug. 

Gray  is  a  professor  in  the  Department  of  Atmos- 
pheric Sciences  at  Colorado  State  University.  I'm 
no  meteorologist,  but  I  can  state  with  certitude 
that  he  will  never  be  struck  by  a  hurricane  as  long 
as  he  hangs  close  to  campus. 

Fort  Collins,  where  Gray  lives,  is  a  long  way 
from  the  Florida  Keys,  where  I  live.  Tropical  storms 
menace  here  regularly  and,  with  all  due  respect  to 
Gray's  talents,  his  predictions  are  no  damn  good  to 
me.  Hurricanes  do  whatever  they  please. 

The  sober  media  attention  devoted  to  Gray's 
forecast  is  bemusing  because  even  when  he's  in  the 
ballpark  (which  is  often),  the  numbers  are  useless. 
Unless  you're  in  the  business  of  insuring  coastal 
real  estate,  it  doesn't  really  help  to  know  if  there 
will  be  five  or  25  hurricanes  whirling  around  the 
Atlantic  basin  any  particular  summer.  We  still 
won't  be  sure  where  they're  headed  until  they  get 
there  and,  most  important,  we  still  won't  be  able 
to  steer  them  or  stop  them. 

Whether  or  not  a  hurricane  creams  us  depends 
on  a  multitude  of  capricious  conditions,  none  of 
which  we  can  influence.  The  warm  Pacific  currents 
of  an  El  Nino  play  a  role  in  a  tropical  storm's  life,  as 
do  the  chilly  ripples  of  its  La  Nina  counterpart.  The 


amount  of  rainfall  in  western  Africa  is  a  key  fact 
as  are  the  surface  water  temperatures  of  the  Atlar 
Ocean  and  Caribbean  Sea.  Even  a  front  mov] 
across  the  Great  Plains  can,  believe  it  or  not,  afl 
the  course  of  a  hurricane  2,000  miles  away. 

In  1999,  based  on  "global  circulation  feature 
Gray  predicted  a  54%  probability  that  the  Atlar 
coast  of  the  United  States  would  be  struck  by 
"intense"  Category  3,  4,  or  5  hurricane.  That's  L 
saying  the  upper  deck  at  Busch  Stadium  has  a  go 
chance  of  getting  piunked  by  a  Mark  McGw, 
homer  sometime  between  April  and  October. 

For  purposes  of  storm  preparation,  defining 
Atlantic  coast  as  a  target  zone  is  worthless.  It  woi 
be  infinitely  more  useful  to  know  which  county 
even  which  state  was  in  line  for  a  hurricane  thun 
ing,  but  Gray  can't  possibly  tell  you  that  months 
advance.  No  mortal  can. 

Even  after  a  tropical  storm  blooms  into  one> 
those  rubescent,  rotating  icons  on  the  Weather  Chi 
nel,  no  one  knows  precisely  where  it  will  go.  Met 
rologists  feed  computers  with  real-time  data  fr< 
radar,  satellites,  oceanic  buoys,  and  aircraft.  1] 
computers  then  deliver  "models"  of  likely  hurria 
behavior,  based  on  what  previous  storms  have  doi 

True,  the  general  path  of  a  hurricane  sometin 
can  be  projected  two  days  ahead  of  the  worst  win 
giving  residents  in  possible  landfall  range  enou 
time  to  evacuate  or  board  up.  Unquestionably,  th 
warnings  save  lives.  Yet  despite  the  high  tech  fo 
casting  wizardry,  thousands  of  people  still  die 
fierce,  quirky  storms  such  as  Hurricane  Mitch,  wh 
devastated  Honduras  in  1998. 

To  cope  with  cataclysms  we  cannot  prevent, 
hurl  ourselves  into  scientific  inquiry.  Brilliant  lifetir 
are  spent  gathering  facts  about  phenomena  that  \ 
forever  remain  immune  from  human  interference, 
know  vastly,  more  than  our  grandparents  did  abc 
hurricanes,  tornadoes,  volcanoes,  and  earthquak 
yet  we  are  no  closer  to  controlling  them.  All  we  c 
do  is  hunker  down,  or  get  the  hell  out  of  the  way. 

Despite  all  our  new  knowledge,  we're  as  he 
less  as  june  bugs,  dodging  nature's  boot  heels.  T 
is  a  fantastic,  liberating  truth.  Hurricane  season  la 
from  June  1  to  November  30,  and  all  we  can  dc 
keep  an  anxious  eye  on  the  heavens. 

Once  I  met  a  Seminole  medicine  woman  w 
had  witnessed  every  hurricane  of  the  past  95  yea 
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tip  in  a  village  without  radio,  televi- 

lij  Doppler  radar,  yet  the  tribal  elders  always  knew  when 
ine  was  coming.  "Signs  from  the  clouds,"  Susie  Jim 
Biilie  explained. 

As  soon  as  the  sky  took  on  a  certain  hue,  the  Seminoles 
would  swiftly  construct  a  sturdy,  low-cut  shelter  of  cypress 
logs  and  palm  fronds.  There  the  villagers  would  ride  out  the 
ferocious  weather.  When  I  asked  Susie  Jim  Biilie  how  many 
members,  of  her  tribe  died  in  those  storms,  she  smiled. 
Not  one,  she  said. 

The  first  major  hurricane  in  my  memory  was  Donna,  which 
killed  364  people  on  a  marathon  rampage  from  the  eastern 
Caribbean  to  Maine  in  September  1960.  After  smashing  the 
Keys,  Donna  aimed  for  the  Florida  mainland.  Western 
Broward  County,  where  my  family 
lived,  lay  directly  in  its  path. 

After  my  father  shuttered  the  win- 
dows, we  lighted  candles,  filled  the  bath- 
tubs with  drinking  water,  turned  on  the 
transistor  radio,  and  waited  out  the 
storm.  Forty  years  later,  the  drill  is  pretty 
much  the  same  at  my  house.  All  the  new 
science  is  dazzling,  but  the  essential  hur- 
ricane experience  hasn't  changed  at  all. 

In  my  lifetime,  the  character  of  Florida 
has  transformed  from  sleepy  rural  to 
manic  urban,  and  most  of  the  cherished 
places  from  my  boyhood  are  unrecog- 
nizable today.  Where  the  natural  world 
hasn't  been  destroyed,  it  has  been  bru- 
tally diminished.  That's  why  some  of  us 
celebrate  the  invincibility  of  hurricanes, 
magnificent  monsters  that  won't  let  us  for- 
get our  puny  place  in  the  natural  order. 

Thanks  to  satellite  photography,  we 
are  now  able  to  track  a  tropical  weather  system  from  its 
moment  of  birth.  But  so  what?  All  we've  bought  ourselves  is 
an  extra  week  of  high  anxiety.  Like  the  old  Seminoles,  we  still 
don't  know  if  a  storm  will  hit  us  until  a  few  hours  before  it 
does.  That's  not  because  the  technology  has  failed  but  rather 
because  the  technology  is  futile.  A  hurricane  can  be  explained 
but  never  stopped. 

There's  no  question  that  William  Gray  and  his  Colorado 
State  colleagues  are  adept  at  reading  and  interpreting  long- 
range  atmospheric  patterns.  Last  year  Gray  guessed  that  14 
tropical  storms  would  develop;  there  were  12.  He  said  that 
nine  would  become  hurricanes;  eight  did.  He  guessed  that  four 
of  the  hurricanes  would  swell  into  serious  ass-kickers;  five  did. 

As  weather  forecasting  goes,  it  was  an  impressive  perform- 
ance. However,  neither  Gray  nor  any  other  meteorologist 
made  the  one  measly  prediction  that  would  have  been  helpful 
to  me  and  my  neighbors.  He  did  not  predict  a  hurricane  would 
hit  the  island  where  I  live  on  the  morning  of  October  15. 

The  previous  night,  my  family  and  I  went  to  bed  believing 
that  a  pesky  Category  1  intruder  named  Irene  would  scuff 
Key  West  and  then  skitter  safely  away,  into  the  Gulf  of  Mex- 
ico. That  was  the  course  foreseen  by  three  state-of-the-art 
computer  models,  and  confidently  relayed  to  us  at  1 1  p.m.  by 

ithermen  on  every  local  TV  station.  But  when  we  awoke  at 


dawn,  Hurricane  Irene  was  coming  squarely  up  the  Keys,  bai 
reling  along  Highway  1  like  a  runaway  beer  truck.  The  ston 
had  changed  direction  overnight,  making  instant  fools  of  tH 
experts.  We  had  no  time  to  lock  down  the  shutters. 

Even  pip-squeak  hurricanes  are  gloriously  frightening  | 
experience.  We  watched  with  awe  as  the  sky  changed  froi 
porcelain  blue  to  lead,  and  the  waters  of  Florida  Bay  wei 
from  slick  to  froth.  The  hum  of  the  wind  rose  by  octaves  , 
the  storm  shouldered  across  the  islands.  Tree  limbs  twiste 
and  moaned  and  snapped.  Torn  by  90-mph  gusts  off  the  ta 
palms,  coconuts  became  cannonballs.  From  out  of  nowher 
a  battered  blue  canoe  landed  in  the  mangroves.  Inside  oi 
home,  doors  shuddered  and  candle  flames  shimmied  as  tH 
passing  storm  sucked  heavily  at  the  air. 

But  we  were  safe.  Our  house  is  mac 
of  concrete  and  sits  on  solid,  immovab 
pilings.  Like  many  old  structures  in  tn 
Keys,  ours  was  designed  to  withstar 
powerful  winds  and  the  accompanyin 
surge  of  high  water. 

Unfortunately,  most  Floridians  an 
not  so  highly  situated  or  well  protectee 
Irene  eventually  crossed  to  the  mail 
land,  dumping  so  much  water  that  par 
of  Miami-Dade,  Broward,  and  Pal 
Beach  Counties  remained  submerged  1 
days.  The  dikes  and  canals  that  lorl 
ago  had  been  gouged  throughout  til 
Everglades  to  prevent  such  flooding-l 
to  subdue  nature,  in  other  words- 
couldn't  keep  pace  with  the  delug 
State  water  managers  admitted  th 
Irene  was  a  surprise  but  said  it  w; 
doubtful  that  even  a  dead-on  foreca 
would  have  helped.  The  pump  st 
tions  weren't  strong  enough,  and  the  canals  weren't  wii 
enough.  There  was  simply  too  much  rain  falling  way  too  fa: 
And  you  never  heard  such  whining.  Suburbanites  we' 
mad  about  the  mistaken  weather  report  and  madder  st: 
about  how  long  it  was  taking  to  drain  their  streets  and  lawr 
No  one  in  authority  dared  to  point  out  that  if  fault  was  to  I 
found,  it  lay  with  those  who  were  doing  the  griping,  the  on 
who  chose  to  settle  in  the  hemisphere's  honest  hurricane  cc 
ridor.  Monster  cyclones  have  been  ambushing  Florida  wi 
hellish  winds  and  choking  downpours  for  millions  of  yeai 
long  before  sardine-can  subdivisions,  condo  canyons,  meg 
malls,  theme  parks,  interstate  highways,  and  humankind. 

Call  it  optimism  or  arrogance,  but  71%  of  Florida's 
million  residents  reside  in  coastal  counties.  We  are  the  problei 
We  live  where  we  don't  belong,  on  a  humid,  flat,  low-lyii 
peninsula  that  every  summer  becomes  a  bull's-eye  for  b; 
weather.  And  every  day,  heedless  of  William  Gray,  about  8( 
new  settlers  arrive  to  take  their  chances.  Nature  will  screw  wi 
them  eventually,  as  it  screws  with  all  Floridians. 

Knowing  what  we  know,  we  surely  deserve  what  we 
Hurricanes  are  grandly  indifferent  to  human  folly.  Our  hou 
has  been  raked  two  years  in  a  row.  By  the  time  you  re; 
this,  it  will  be  the  height  of  hurricane  season,  and  we  cou 
have  been  hit  again  —  not  just  by  a  brat  like  Irene  but  I 
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EVERYBODY  THINKS  THEIR  CITY  IS  THE  BEST 
PLACE  FOR  YOUR  CORPORATE  RELOCATION. 

EVERYBODY  ELSE  THINKS  OURS  IS.  - 


^  -  •Jacksonville 


Dun  &  Bradstreet  ranks  Jacksonville  as  one  of  the  top  markets  in  the 
country  for  small  business  formation.  FITCH  has  consistently  ranked  JEA 
as  the  country's  leading  electric  utility  company.  Jacksonville  was  number 
one  on  Expansion  Management  magazine's  list  of  "America's  50  Hottest 
Cities."  Money1  magazine  has  said  it's  one  of  the  best  places  to  live  in 
the  U.S.  And  it  was  among  the  "Best  Large  Cities  for  Entrepreneurs" 
according  to  Entrepreneur  magazine. 

In  fact,  when  it  comes  to  business  relocation  and  expansion,  just  about 
everybody  who's  anybody  will  tell  you  that  Jacksonville  is  the  place  to  be. 
For  more  information,  call  Jerry  Mallot,  the  Executive  Director  of  Economic 
Development,  at  1-904-366-6680. 

J THE     EXPANSION     CITY  B  JF™^W 

acksonvillez^^r  J4tf\ 

on   FLORIDA'S   first   coast  Building  Community- 

Visit  our  site  at  http.//www  expanding  com  This  message  is  a  cooperative  ettort  ol  the  Jacksonville  Chamber  of  Commerce,  JEA  (electric,  water,  and 
sewer),  the  Jacksonville  Economic  Development  Commission,  the  Jacksonville  business  community,  the  Baker  County  Development  Commission,  the  Clay 
County  Economic  Development  Council,  the  Nassau  County  Economic  Board,  and  the  Putnam  County  Chamber  of  Commerce  Jacksonville  Chamber  ot 
Commerce,  3  Independent  Drive,  Jacksonville,  FL  32202 

Expansion  Management  magazine,  January,  1999  issue;  Money  magazine,  July,  1997  issue,  Volume  26,  No,  7  Money  is  a  registered 
trademark  of  Time  Inc  ,  Entrepreneur  magazine,  October,  1999  issue 
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WHEN  YOUR  e-LitsineiS  RELIES  ON 
SOMETHING  AS  PRECARIOUS  AS  TECHNOLOGY, 
CONTROL     MAY     BE     YOUR     MOST     VALUABLE  ASSET. 


All  that  technology  has  done,  it  can  undo  in  an  instant.  Which  is  why  nearly  all  the  Fortune  500® 
rely  on  us  to  survive-and  thrive-in  today's  ever-changing,  unpredictable  environment. 

We  are  BMC  Software.  The  world's  leading  provider  of  e-business  systems  management  solutions. 
Software  that  keeps  your  business-critical  applications  up  and  running  around  the  clock.  We  offer  the 
fastest  implementation  of  the  most  comprehensive  e-business  management  systems.  And  our  exclusive 
OnSite™  program  is  your  seal  of  assurance  that  your  e-business  will  be  online,  all  the  time. 

For  more  information,  visit  us  at  www.bmc.com.  We'll  be  there. 
We're  always  there. 


<bmc 


Assuring  Business  Availability^ 


BMC  Software  is  an  Equal  Opportunity  Employer.  BMC  Software,  BMC  Software  OnSite,  the  BMC  Software  logos,  and  all  othe 
BMC  Software  product  or  service  names  are  registered  trademarks  or  trademarks  of  BMC  Software,  Inc.  All  other  trademarks  or 
eg  stered  Trademarks  belong  to  their  respective  companies.  ©2000  BMC  Software,  Inc.  All  rights  reserved. 
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EVERYTHING  WE  KNOW 

SO  FAR  IS  IN  BETA  VERSION 


by  Joe  Firmage 


n  amazing  few  years  of  my  life 
ive  brought  me  to  this  rest  stop 
might.  Skyline  Boulevard  traces  the 
:aks  of  the  hills  that  separate  Silicon 
alley  from  the  Pacific  Ocean.  A  few 
iles  north  of  the  Page  Mill  turnoff,  a 
nail  lookout  offers  the  view  I  seek.  As 
ook  through  the  windshield  across  the 
:art  of  our  New  Economy  and  wonder 
the  remarkable  transformations  of 
iman  affairs  incubating  around  the  Bay 
rea,  I  take  a  moment  to  reflect  upon  the 
ist  decade. 

I  became  a  millionaire  at  age  23, 
iving  invented  a  rather  primitive,  icon- 
ised application  construction  system 
tiled  Serius.  In  retrospect,  it  was  a  use- 
.1  if  incomplete  start  to  an  important 
ea,  sort  of  like  its  name  suggests. 

In  1993,  I  became  a  vice  president  of 
e  software  company  Novell,  engaged  in 
e  genesis  of  what  would  later  become 
'e  Internet  revolution.  After  locking 
)rns  with  some  in  the  leadership  there,  I 
oved  on  and  cofounded  what  would 
icome  the  largest  Internet  consulting 
impany  in  the  world,  USWeb. 

The  early  days  of  the  New  Economy 
ere  wild  ones  for  all  of  us  in  Silicon 
illey.  I  was  working  with  the  brightest 
my  peers  to  help  build  a  large,  sus- 
inable  company  and  leading  thousands 


of  talented  people  toward  a  shared  vision. 

Then  in  early  1998  —  to  my  sur- 
prise—  the  pace  of  my  life  accelerated. 
I  began  to  use  the  Internet  to  learn 
about  issues  beyond  my  immediate  ken. 
Sparked  by  a  very  unusual  experience  in 
consciousness,  I  became  acutely  aware 
of  the  depth  of  the  environmental  and 
cultural  challenges  facing  humanity.  I 
watched  as  Asia's  economies  collapsed, 
sending  people  accustomed  to  using  cell 
phones  into  the  streets  to  protest.  Because 
of  my  parents'  long-standing  campaign 


against  nuclear  arms,  I  worried  that 
our  world's  diverse  array  of  weapons  of 
mass  destruction  might  circulate  among 
profiteers  and  terrorists  via  monetary — 
or  now  simply  chat  room — exchanges. 
I  saw  the  idiotic  wings  of  institution- 
alized religions  around  the  globe  con- 
tinue their  tradition  of  shooting  instead 
of  speaking. 

Technology  was  not  solving  these 
problems.  During  this  time  I  watched 
the  Internet  accelerate  both  sustainable 
and  unsustainable  growth  within  human 
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ulture.  Consumerism  was  becoming 
more  scalable  than  ever  before.  The  glo- 
bal economy  was  heading  toward  some- 
thing stil!  shrouded  in  mirage. 

My  intuition  screamed  to  me  that  the 
path  humanity  travels  into  the  future 
depends  on  how  we  evolve  the  role  of 
"ideotechnomics" — the  ideologically 
informed,  technologically  empowered 
machinery  of  economics.  A  mouthful  to 
say,  but  to  me  the  concept  of  ideotech- 
nomics describes  the  vital  structure  sup- 
porting modern  civilization.  What  are 
our  civilization's  programmed  purposes? 
What  are  its  wastes?  What  are  the  con- 
sequences of  a  race  for  productivity 
between  human  beings  and  increasingly 
fast,  forceful,  and  intelligent  machines? 

In  this  interesting  time  of  my  life,  I 
returned  to  the  study  of  subjects  I'd  left 
long  before  in  college,  and  an  awesome 
flash  of  realization  awaited  me.  Staring 
at  me  from  the  pages  of  well-respected 
science  journals  were  new  ideas  that  fun- 
damentally changed  how  we  understood 
key  principles  within  physics.  Ideas  that 
suggested  scientists  might  soon  learn  of 
new  phenomena  that  would  unlock  the 
limits  of  nature,  make  technology  possi- 
ble to  cut  human  waste  drastically,  and 
create  tools  that  could  reprogram  ideo- 
technomics into  a  better  balance  with  the 
human  spirit  and  organic  life. 

Stirring  within  me  was  the  deep 
sense  that  I  must  speak  loudly  about 
these  ideas.  A  missionlike  instinct  told 
me  to  break  through  intolerance  and 
ignorance  and  speak  out,  as  a  few  other 
courageous  folks  have  already  done.  So, 
after  many  fitful  nights  weighing  the 
consequences,  I  did. 

MIND  IN  THE  SKY 

I  was  a  typical  Mormon  boy  raised  in  a 
promising  middle-income  family  in  a 
small  suburb  of  Salt  Lake  City.  I  was 
blessed  with  an  unusually  complete 
childhood,  filled  with  intellectual  chal- 
lenge and  nourishing  emotional  support. 
My  father  planted  me,  at  the  age  of  12, 
in  front  of  the  television  one  Sunday 
night  and  forced  me  to  watch  a  new 
PBS  series  called  Cosmos.  It  was  awe- 
inspiringly  beautiful.  Actually,  it  was 
staggering  and  humbling.  In  the  years 
that  followed  I  would  listen  to  the 
music  of  Cosmos  until  the  vinyl  record 
was  scratched  beyond  use. 

home,  I  pondered  questions  like: 


Is  there  a  God?  What  are  the  points  of 
light  in  the  heavens?  Are  there  other 
planets  like  ours?  Are  there  other  beings 
asking  the  same  questions?  What  is  the 
cycle  of  birth  and  death  about?  Will  I 
actually  go  to  hell  if  I  drink  coffee, 
smoke  a  joint,  or  enjoy  masturbation 
(uh,  did  I  say  that  out  loud)? 

Effective  as  Mormonism  is  in  estab- 
lishing a  sense  of  loving  community,  no 


seminary  lecture  could  hold  a  candle  to 
the  awesome  truths  I  saw  in  the  nature 
of  our  cosmos.  By  age  15  my  Sundays 
were  spent  outside  the  church. 

I  was  able  to  buy  my  first  telescope 
and  SLR  camera  by  pooling  my  lawn- 
mowing  income  with  money  from  my 
parents.  I  spent  countless  nights  outside, 
beyond  the  lights  of  the  city,  right 
eye  glued  to  the  wide-angle  eyepiece, 
marveling  at  the  galaxies,  star  clusters, 
and  nebulae  of  deep  space.  Shortly  after 
plunging  into  astronomy,  I  proudly  gave 
my  first  astrophotography  presentation 
to  a  monthly  meeting  of  the  Salt  Lake 
Astronomical  Society.  My  loving  mother 
sneaked  into  the  planetarium,  in  violation 
of  her  promised  absence  from  my  lec- 
ture, disguised  as  a  vagrant  in  a  blanket. 

It  took  me  two  years  to  complete  high 
school,  and  from  there  I  enrolled  in  the 
University  of  Utah  to  study  astrophysics. 
I  did  well  in  the  core  science  disci- 
plines— mathematics  and  physics — but 
it  was  a  serendipitous  request  by  my 
mother  that  focused  me  on  another  of 
my  passions:  software  programming.  My 
mother's  small  greeting  card  business 
needed  a  basic  computerized  accounting 
system,  so  I  began  to  build  one.  I  was 
astonished  at  the  level  of  difficulty  in 
coding  for  the  modeless  graphical  win- 
dowing system  of  my  new  Macintosh 


computer,  so  after  I  finished  coding  thi 
accounting  software,  I  designed  an  easiei 
way  to  build  software  applications.  Fivi 
years  later,  in  1993,  Novell  was  inter 
ested  enough  in  my  concepts  to  buy  oil 
small  company,  Serius,  for  $24  million. 

FROM  SERIUS. ..TO  SIRIUS? 

One  night  three  years  ago  I  was  read 
ing  several  physics  articles  I'd  discow 
ered  on  the  Web.  The  articles  floated 
new  idea  from  several  noted  astrophys) 
icists  and  mathematicians  —  the  ide 
that  inertia  is  a  zero-point  force  of  thl 
vacuum  of  space. 

You  might  ask,  "I'm  not  sure  wha 
inertia  is,  and  what  the  hell  is  a  zerd 
point  force?" 

You  are  not  alone  in  a  lack  of  undei 
standing  about  the  nature  of  inertia 
Physicists  do  not  know  why  objects  resu 
acceleration — why  objects  push  bad 
when  pushed.  They  do  not  know  for  sui) 
why  your  head  snaps  back  when  you 
car  speeds  up.  Inertia  "just  is."  Also 
contrary  to  popular  assumption,  scien 
tists  don't  understand  the  mechanisn 
that  causes  matter  to  attract  itself — tlj 
force  of  gravity  that  makes  objects  fall  t 
the  ground.  To  be  sure,  scientists  ha\ 
painstakingly  measured  the  rates  of  \s 
and  resistance,  and  so  we  can  build  a 
sorts  of  technology  that  work  flawless 
within  the  equations  of  these  everyds 
forces.  But  we  do  not  know  why  the 
forces  work  the  way  they  do. 

It  is  also  a  fact  that  the  dividing  lit 
science  draws  between  the  phenomer 
it  either  "permits"  or  "forbids"  the  lav 
of  physics  to  address  is  based  upon  tl 
scientists'  incomplete  understanding 
the  forces  of  inertia  and  gravity.  Hmmr 

My  mind  was  churning  that  nigh 
three  years  ago.  If  the  "vacuum 
space"  is  actually  something  more  like 
"medium  of  energy"  continuously  jostlu 
or  accelerating  all  particles  even  at  ze 
temperature,  then  we  may  be  in  b 
some  amazing  surprises  in  the  21st  ce 
tury.  The  possibilities  for  the  reach 
human  life,  and  the  qualities  to  whii 
all  sentient  life-forms  might  ascen 
could  be  astonishing — if  it  is  possible 
influence  this  medium  of  energy  direct 
if  it  is  possible  to  engineer  the  so-call 
zero-point  force. 

The  next  morning  I  had  the  mc 
astonishing  experience  of  my  life.  A; 
was  waking,  either  a  vision  or  a  visit! 
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d  in  my  bedroom.  We  shared  a 
!  -  •  interesting  words,  or  thoughts,  about 
space  travel  with  each  other.  Some  have 
said  my  experience  was  a  rare  internal 
e\  ent  of  consciousness,  some  have  said  it 
was  the  mind  of  another  human  meeting 
mine,  some  said  I  went  nuts,  others  have 
said  I  met  my  future  self,  others  say  I 
was  visited  by  an  angel,  still  others  say 
the  visitor  must  have  been  an  extrater- 
restrial— or  the  consciousness  of  one. 
Who  knows? 

But  for  me  that  morning  punctuated  a 
rising  understanding  of  scientific  break- 
throughs that  may  be  on  the  horizon. 

Mystical  experiences  aside,  as  I  seri- 
ously studied  recent  advances  in  zero- 
point  energy  research  —  even  though 
they  are  not  complete — I  saw  that  we 
could  think  about  the  nature  of  matter, 
energy,  force,  space,  and  time  quite  dif- 
ferently than  we  do  today.  It  is  possible 


It  is  possible  that  generations 
alive  today  could  be  extra- 
terrestrials of  other  earths. 


to  consider  these  notions  in  more  inte- 
grated and  elegant  mental  visualizations, 
like  the  idea  that  space  is  an  ocean  of 
all-pervading  force,  with  a  beautiful 
yin-and-yang-like  pattern  of  motion,  in 
which  all  things — galaxies,  suns,  plan- 
ets, and  humans — are  evolving  beings 
sharing  a  common  cosmic  dance. 

To  the  engineer  in  me,  these  visual- 
izations suggest  that  we  may  soon  dis- 
cover a  new  class  of  electromagnetic 
circuits,  circuits  that  depend  upon  a 
refined  understanding  of  the  medium 
we  call  space-time.  If  we  can  do  this,  we 
will  be  able  to  build  technology  to: 

•  Move  vehicles  through  space  with- 
out shooting  matter  out  of  a  nozzle. 

•  Propel  a  spacecraft  many  times 
faster  than  the  speed  of  light,  without  the 
occupants  feeling  an  inertial  kickback. 

•  Avoid  the  effect  known  as  time  dila- 
tion within  the  field  of  this  new  kind  of 
practical  interstellar  propulsion  system. 

•  Draw  limitless  quantities  of  energy 
directly  from  space,  powering  any  kind 
of  machine,  at  virtually  no  cost. 

Of  course,  it's  a  rather  big  leap  from  a 
physics  hypothesis  to  interstellar  space- 
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craft,  and  intelligent  people  disagree  on 
these  questions.  But  these  theories  are 
clearly  solid  enough  to  motivate  us  to 
reconsider  our  presumptions.  If  we  might 
voyage  to  other  worlds,  then  other 
advanced  life-forms  certainly  have 
already.  There  have  been  hundreds  of 
thousands  of  sightings  of  unexplained 
aerospatial  anomalies  in  the  past  half 
century.  There  are  credible  accounts 
with  photographs  or  radar  records. 
Similarly  described  sightings  stretch 
back  for  thousands  of  years.  They  have 
been  dismissed  in  large  part  because  of 
the  presumption  that  no  life-form  can 
ever  figure  out  a  way  to  control  the 
forces  of  inertia  and  gravity — the  very 
forces  that  modern  science  has  yet  to 
fully  understand. 

Eventually,  the  question  of  whether 
alien  life-forms  are  buzzing  around  our 
planet  will  be  settled  as  the  gap  narrows 
between  the  truths  of  second- 
millennium  physics  and  the  real- 
ities of  third-millennium  physics. 

Indeed,  something  undeni- 
able and  profound  is  happening 
across  many  serious  communities 
of  thought.  We  are  awakening  to 
the  possibility  that  generations 
alive  today  could  become  the 
extraterrestrials  of  other  earths. 


SAILING  AMONG  THE  STARS 

Believe  me,  I  know  the  scenarios  I'm 
talking  about  are  mind-bending.  Seeing 
how  everything  these  days  seems  reduced 
to  digits  sliding  across  a  Nasdaq  ticker, 
a  few  deeper  ideas  are  worthwhile  to 
think  about.  Particularly  ideas  that  sug- 
gest that  humans  weren't  evolved  sim- 
ply to  become  Nielsen  statistics  or  stock 
symbols.  Particularly  ideas  that  suggest 
we  should  drop  our  weapons  and  let 
them  rust.  Particularly  ideas  that  moti- 
vate us  to  love  and  serve  one  another. 

These  kinds  of  ideas  move  us  to 
reflect  on  some  of  the  deepest  mysteries 
of  life,  and  the  most  basic  of  questions: 
What  are  we?  Who  are  we?  What  is  the 
purpose  of  our  reality? 

The  faithful  of  the  world's  great  reli- 
gions believe  that  we  have  spirits.  Scien- 
tists believe  that  we  are  biological  forms 
made  of  chemical  forms  obeying  the  laws 
of  physics.  There  are  other  labels  than 
these  that  can  transform  our  sense  of 
who  and  what  we  really  are,  labels  that 
are  true  to  science  and  startlingly  spiri- 


tual at  once:  I  believe  each  of  us  is 
individual  living  pattern  within  parte 
within  patterns  of  a  universal  lightl 
force,  experiencing  itself  through 
Everything  in  the  cosmos  is  such 
entity,  individual  beings  integrat 
within  larger  beings,  on  scales  lik 
having  no  spatial  or  temporal  limits. 

The  next  time  you  have  an  even 
free,  drive  away  from  the  city  into 
forests  or  fields  of  the  countryside.  I 
nature's  wind  gently  run  her  fing 
through  your  hair.  Smell  the  scents  fr 
the  soil  that  feeds  and  clothes  you.  Hi 
the  music  of  the  denizens  of  the  nig 
singing  as  integral  organs  in  the  sy\ 
phony  of  your  life.  Look  up  into  a  mq 
less  night  sky,  and  imagine  yourself  a 
light-force  being,  evolving  on  the  shi 
of  our  mother  planet,  a  grand  old  bet 
some  of  us  call  Gaia.  Picture  youri 
standing  on  her  8,000-mile-wide,  ey 
resculpting  organic  body,  her  face  turn 
as  she  revolves  around  the  guardian  S 
that  warms  and  nourishes  her  and  al 
us. ..revolving  around  the  center  of 
Milky  Way,  one  of  uncountable  galas 
swimming  across  the  cosmos. 

And  then  imagine:  What  if  we  did  < 
cover  a  new  kind  of  sailing  vessel  al« 
the  way  from  truth  to  reality?  It's 
kind  of  mental  picture  that,  if  held  b 
critical  number  of  individuals,  may  nu 
the  compass  needle  of  our  ideotechnoi 
machine  to  the  right  side  of  the  left. 

Back  at  the  rest  stop,  as  I  press 
button  on  the  console  next  to  the  shii 
in  my  convertible,  I  look  up  into 
night.  The  stars  sweep  into  view  as  i 
canvas  rises  and  folds  back.  The  sa 
conductor-controlled,  laser-driven 
sound  system  perfectly  reproduce 
symphony-hall  experience  of  the  mi 
of  Cosmos,  through  magnets  hidder 
the  walls  of  this  amazing  land  craft,  i 
stare  into  the  heavens,  I  wonder  wl 
the  day  will  come  that  we  recogniz 
new  truth,  like  light  shining  through 
cosmic  eggshell,  as  the  path  is  sho 
enabling  our  young  human  family 
take  its  next  evolutionary  step. 
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rning  from  beauty 


by  Kathleen  Norris 


A  LIFE  LIVED  IN  SIGHT  OF  THE  END 
IS  THE  TRUEST  LIFE  OF  ALL 


W  at  is  true  is  that  each  moment  of  life  is  a 
gift  of  unfathomable  beauty.  The  truth  is,  we  don't 
want  to  know  it. 

To  see  the  brilliance  of  the  grace  that  surrounds 
and  sustains  us  is  too  much  for  us  to  bear,  and  if 
we  were  constantly  overwhelmed  by  a  sense  of 
wonder  and  gratitude,  we  would  never  get  anything 
done.  It's  easier,  and  far  more  efficient,  for  us  to  go 
about  our  daily  tasks  as  if  we  are  the  sun  around 
which  the  universe  is  spinning,  giving  our  atten- 
tion not  to  divine  mysteries  but  to  whatever  comes 
along:  deadlines,  accumulating  emails,  the  spot  on 
a  new  suit,  the  annoyances  of  rush-hour  traffic. 

And  all  of  it  is  oddly  comforting.  We  complain 
about  the  stress,  but  deep  down,  our  anxiety  is  a 
form  of  vanity,  reassuring  us  that  if  we're  busy, 
we're  important — and  that  makes  us  essential, 
more  than  mortal.  We're  too  busy  to  go  to  the 
bathroom,  let  alone  die. 

Yet  dying  is  what  we  are  doing,  from  the 
moment  we  take  our  first  breath.  Scientists  and 
physicians  would  agree  with  German  theologian 
Karl  Rahner  that  "we  live  a  dying  life."  But  as  liv- 
ing consumes  our  energies,  we  forget  about  our 
dying.  And  we  learn  to  navigate  by  focusing  not  on 
the  big  picture  but  on  our  immediate  surround- 
ings, losing  sight  of  the  glorious  web  of  circum- 
stance and  connection  that  has  brought  this  planet, 
and  our  life  on  it,  into  being. 

It  often  takes  a  crisis  to  give  us  perspective.  A 
man  sipping  a  drink  in  a  restaurant  coughs,  stops 
breathing,  and  turns  blue.  Everything  changes  in 
that  moment.  Family,  friends,  strangers  —  it  does 
not  matter — drop  whatever  they  are  doing.  One 
phones  911,  others  place  him  on  his  side  until  he 
begins  to  breathe  again.  When  he  opens  his  eyes 
and  responds  to  a  question,  they  cheer.  It's  as  if 


time  had  been  suspended,  waiting  for  this  moment. 
Once  the  EMTs  arrive,  the  rescuers  drift  back  to 
their  business  lunches  or  their  offices.  Having 
stared  hard  into  what  is  true — that  life  is  both  pre- 
cious and  precarious,  a  tenuous  matter  of  heartbeat 
and  breath — one  will  order  a  stiff  drink,  one  will 
phone  her  husband  to  tell  him  she  loves  him. 
Another  will  sit  at  his  desk,  staring  at  the  photo- 
graphs of  his  children  until  tears  well  up  and  he 
turns  back  to  the  blinking  cursor  on  the  com- 
puter screen. 

As  we  go  about  our  business,  we  are  like  the 
farmer  in  the  Gospel  parable  who  dreams  of  build- 
ing new  granaries  to  house  a  plentiful  harvest, 
until  God  rudely  interrupts  his  reverie:  "You  fool! 
This  very  night  your  life  will  be  demanded  of 
you"  (Luke  12:20). 

Tonight,  most  of  us  will  not  die  or  be  con- 
fronted with  a  crisis,  but  our  life  may  be  required 
of  us  in  other  ways.  A  small  child  will  demand 
our  full  attention.  The  needs  of  a  spouse,  parent, 
or  friend  will  loom  larger  than  our  plans  for  the 
evening,  and  we  may  feel  resentful,  uneasy,  or 
merely  fatigued.  It  may  seem  that  we're  being 
asked  to  draw  from  a  well  that  has  run  dry.  But 
something  vitally  important  is  being  called  for:  our 
presence,  our  listening  and  caring.  Life,  after  all, 
is  a  fleeting  thing,  and  the  present  moment  a 
treasure  beyond  price. 

Being  reminded  of  that  makes  us  uneasy,  and 
the  great  marketing  arm  of  American  culture  is 
bent  on  convincing  us  that  our  plans  are  all  that 
matters,  and  that  our  life — the  good  life  —  need 
never  end.  In  such  a  context,  the  wisdom  of  St. 
Benedict's  admonition  in  his  rule  for  monks,  to 
"keep  death  daily  before  your  eyes,"  seems  simply 
morbid.  But  I  find  in  it  true  north,  a  pole  that 
places  both  death  and  life  in  proper  perspective.  As 
the  murdered  Lester  Burnham  puts  it  at  the  end  of 
the  film  American  Beauty:  "I  guess  I  could  be 
pretty  pissed  off  about  what  happened  to  me. ..but 
it's  hard  to  stay  mad  when  there's  so  much  beauty 
in  the  world  —  it  flows  through  me  like  rain,  and  I 
can't  feel  anything  but  gratitude  for  every  single 
moment  of  my  stupid  little  life.  You  have  no  idea 
what  I'm  talking  about,  I'm  sure... but  don't  worry, 
you  will  someday." 

I  happened  to  see  the  film  with  a  Benedictine 
monk,  a  hospital  chaplain  who  is  often  ►  276 
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he  pursuit  of  happiness 


y  Robert  Nozick 


IN  A  VIRTUAL  WORLD, 
WE'LL  LONG  FOR  REALITY 
EVEN  MORE 


1974,  in  my  book  Anarchy,  State 
I  Utopia,  I  described  a  thought  exper- 
nt  about  a  device  that  I  called  the 
perience  machine."  This  machine 
:ild  give  anyone  any  experience  he  or 
desires  over  an  indefinite  period  of 
E — writing  a  great  novel,  being  rec- 
iized  as  a  great  artist,  making  friends, 
jng  a  nation,  bringing  about  interna- 
ial  peace,  loving  and  being  loved.  A 
)ion  could  experience  what  it  feels  like 
lerform  any  activity  or  live  any  kind 
ife.  I  imagined  that  while  inside  this 


machine  the  person  would  not  remember 
having  entered  it,  would  not  know  the 
experiences  were  an  illusion  created  by 
the  machine.  From  "the  inside,"  the 
experiences  would  feel  exactly  as  if  they 
were  happening. 

My  question  then  was:  Why  not  plug 
permanently  into  this  machine?  (Don't 
worry  about  others,  the  same  machine 
would  be  available  for  them  as  well.) 

Many  people,  and  some  philosophi- 
cal schools,  including  the  Epicureans 
and  the  utilitarians,  speak  as  though  all 


that  matters  about  life  is  the  amount  of 
pleasure  or  happiness  that  a  person  has. 
According  to  those  views,  it  would  be 
perfectly  all  right  to  plug  into  the  expe- 
rience machine.  Indeed,  I  thought  of  this 
kind  of  machine  precisely  in  order  to  show 
the  inadequacy  of  such  traditional  views. 

I  myself  wouldn't  choose  to  spend 
the  rest  of  my  life  in  such  a  machine.  I 
don't  mean  that  under  no  circumstances 
should  anyone  ever  make  this  choice.  A 
person  might  find  it  preferable  to  the 
painful  and  miserable  existence  that  he 
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,      ...  otherwise  foresee.  But  while 
ii   .:>£r  i  be  that  person's  best  option,  it 
not  constitute  the  best  life  that 
someone  could  lead. 

Why  not?  What  important  things 

-  a  life  lived  wholly  in  the  machine 
leave  out?  Certainly  not  any  experience, 
for  the  machine  can  always  produce 
that.  No,  what  I  think  is  missing  is  that 
we  want  not  only  to  experience  things  a 
certain  way — for  instance,  our  children 
being  happy,  our  colleagues  respecting 
us — we  also  want  the  situation  to  actu- 
ally be  that  way.  We  don't  want  our 
whole  life  to  be  an  illusion  or  a  delusion, 
or  to  be  merely  virtual.  We  want  to  do 
certain  things,  not  just  to  have  the  illu- 
sion of  doing  them.  And  we  want  to 
be  a  certain  way — kind  or  courageous 
or  intelligent — not  simply  a  blank  screen 
upon  which  the  machine  projects  what- 
ever is  chosen. 

These  days,  actuality  seems  to  have 
nearly  caught  up  with  my  26-year-old 
thought  experiment.  Not  only  have 


Why?  Because  ultimately  we  care 
about  what  we  are  like,  not  just  about 
what  we  feel  like.  We  refuse  to  see  our- 
selves as  merely  buckets  to  be  filled  with 
happy  experiences. 

But  perhaps  we  should  not  be  dismis- 
sive of  such  machines  too  quickly.  Just  as 
a  flight  simulator  can  be  used  to  train 
and  produce  a  skilled  pilot,  couldn't  vir- 
tual reality  devices  shape  someone  into 
having  new  knowledge  or  decision- 
making skills  or  positive  character  traits? 
Such  a  person  would  not  be  merely  the 
passive  recipient  of  experiences  but  an 
actual  agent  within  a  virtual  environ- 
ment. He  or  she  would  really  be  having 
experiences  of,  and  acting  within,  a  vir- 
tual environment.  I  call  this  machine  an 
"environment  machine." 

Such  an  environment  machine  seems 
more  acceptable  than  an  experience 
machine,  perhaps  because  the  person 
actually  gets  shaped  within  it,  in  a  way 
that  partly  depends  upon  his  or  her 
choices.  But  then,  what  would  we  think 


popular  films  used  the  notion  of  the 
experience  machine  but  the  ongoing 
development  of  virtual  reality  devices 
makes  the  issues  I  discussed  no  longer 
abstract  and  hypothetical.  Even  if  the 
machines  of  the  very  near  future  will 
not  be  perfectly  deceptive  imitations  of 
actual  or  imagined  life,  and  even  if  they 
will  not  allow  unlimited  use,  still,  they 
will  allow  a  person  to  spend  a  very 
large  portion  of  life  out  of  contact  with 
actuality,  experiencing  a  created  illu- 
sion. The  pleasures  of  this  may  be  so 
great  that  many  people  will  choose  to 
spend  most  of  their  days  and  nights  that 
ay.  Meanwhile,  the  rest  of  us  are  likely 
rtd  that  choice  deeply  disturbing. 
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of  someone  who  spends  a  whole  lifetime 
in  an  environment  machine,  developing 
and  having  valuable  traits  but  never 
actually  exercising  them  in  a  real  envi- 
ronment with  real  consequences?  Imag- 
ine a  pilot  who  was  trained  in  a  flight 
simulator  but  whose  world  champion- 
ship was  determined  in  a  competition 
with  others  wholly  by  behavior  in  such 
simulators.  Wouldn't  something  be  lack- 
ing if  that  person  never  flies  an  actual 
plane  through  actual  space? 

Perhaps  the  answer  depends  upon 
the  supposition  that  the  actual  flying  of 
planes  is  somehow  needed  and  desir- 
able. But,  in  a  far-future  world,  where 
the  actual  exercise  of  certain  traits  and 


talents  no  longer  is  needed,  must  t 
perceived  value  of  those  traits  diminid 
or,  instead,  might  their  developme 
continue  to  be  viewed  as  a  part  olj 
process  of  self-perfection,  even  thou 
the  arena  of  their  exercise  is  vastly  d 
ferent?  Will  the  advent  of  environmej 
machines  and  virtual  reality  devices, 
conjunction  with  changing  social  nee<j 
lead  us  to  reassess  the  importance 
our  connection  to  reality? 

In  addition  to  raising  interesti 
questions  about  what  is  most  valua 
in  life,  experience  machines  and  otr) 
virtual  reality  devices  also  might 
thought  to  raise  questions  about  tj 
very  nature  of  reality  itself.  If  all  of  yd 
experiences  over  a  lifetime  are  in  accq 
with  a  particular  virtual  reality,  then 
what  sense  isn't  it  truly  real? 

Here's  what  I  think:  When  otH 
people  are  watching  you  in  a  room 
the  earth,  with  virtual  reality  goggles 
simulating  an  experience  of  walking 
the  moon,  then  whatever  the  character) 
your  experiences  are,  tl| 
know  you  aren't  actually 
the  moon.  I  also  believe  t| 
even  if  everybody  were  pi 
ged  into  the  same  virtual  re 
ity,  that  wouldn't  be  enou 
to  make  its  contents  tn 
real.  So  call  me  old-fashion) 
Still,  even  if  you  believfl 
I  do,  you  must  admit  tl 
these  machines  may  well  If 
&  us  to  reconceptualize  or  el 

blur  the  line  between  whal 
real  and  what  is  not.  Suppi 
that  different  people  are 
sconced  in  their  own  virt 
reality  machines  but  th 
are  coordinated  so  as  to  produce  a  cc 
mon  environment  they  all  perceive,  < 
suppose  the  nature  of  this  presen 
environment  is  affected  by  the  action! 
all  of  these  people.  Finally,  suppose  e 
person  experiences  the  virtual  preser 
tion  of  the  other  people  acting  in  a  \ 
that  matches  each  person's  enscon 
responses.  In  this  case,  wouldn't  there 
real  social  interactions  among  these  p 
pie?  Wouldn't,  therefore,  a  tig! 
enough  meshed  virtual  reality  constii 
a  real  society? 

You  know  where  I'm  going.  How 
you  now  know  that  you  haven't  sp 
the  whole  of  your  life  floating  in  a  t 
within  an  experience  machine  that 
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l  to  gi  ve  you  all  of  the  experi- 
chal  you  thus  far  have  had? 
Descartes  asked  how  we  could  know  we 
not  dreaming,  or  being  systematically 
deceived  by  an  evil  demon.  His  not  very 
■ctory  answer  took  a  long  route 
through  attempting  to  prove  the  existence 
of  a  good  God  who  would  not  allow  us 
to  be  constantly  deceived.  (But  might  not 
such  a  God,  for  benevolent  purposes  that 
are  unknown  to  us,  temporarily  deceive 
us,  perhaps  for  a  period  as  long  as  we 
thus  far  have  lived,  which  is  quite  a  short 
time  compared  to  eternity?)  A  more  up- 
to-date  version  of  the  skeptical  question 
is  to  ask  how  we  can  know  we  are  cur- 
rently not,  and  have  not  always  been,  in 
just  such  an  experience  machine? 

In  fact,  we  cannot  know  this  on  the 
basis  of  the  experiences  we  have  had, 
for  the  machine  could  produce  these 
very  experiences.  Yet  if  we  do  not  know 
this  on  the  basis  of  experience,  what 
other  basis  do  we  have  for  knowing  it? 
And  if  we  do  not  know  that  we  are  not 
in  an  experience  machine,  if  we  do  not 
know  that  the  reality  we  encounter 


is  not  merely  virtual,  then  how  can  we 
know  any  particulars  of  our  situation? 
How  can  I  know  that  I  am  actually 
writing  this  now,  and  how  can  you 
know  that  you  are  at  this  moment  actu- 
ally reading  this  article  in  Forbes  ASAP? 

How  can  we  know  we  are  not  (and 
have  not  always  been)  in  an  experience 
machine?  As  you  might  imagine,  the 
answer  is  complicated,  so  bear  with  me. 
Knowledge  involves  "tracking"  the  truth. 
Logically,  you  know  that  something  is 
true  only  because  if  it  were  not  true, 
you  wouldn't  believe  it  was.  You  would 
not,  for  instance,  believe  you  were  in  a 
burning  building  if  you  were  not  actu- 
ally in  such  a  situation.  (You  may  want 
to  read  these  two  sentences  a  couple  of 
times  to  see  that  they  are  true.)  Well,  it 
turns  out  that  tracking  has  some  sur- 
prising consequences.  One  is  that  even 
though  you  don't  now  know  that  you 
are  not  in  a  suitably  designed  experi- 
ence machine  that  is  giving  you  your 
current  experience,  nevertheless,  you  do 
know  you  are  reading  this  page  right 
now.  You  are,  in  other  words,  tracking 


this  last  fact:  If  it  weren't  true,  jj 
wouldn't  believe  it. 

You  might  think  that  if  you  d< 
know  that  you  are  not  in  such  a  macHl 
right  now,  then  you  can't  know  mi 
of  anything.  However,  you  do  km 
that  you  are  actually  reading  a  copy, 
Forbes  ASAP.  If  you  weren't  reading 
you  actually  would  be  doing  someth 
else  that  felt  different,  like  playing  ba 
ball,  and  you  would  realize  that  j 
were  throwing  and  batting,  not  readi 

This  tracking,  this  sensitivity  to 
facts,  obviously  depends  upon  w| 
actually  would  or  might  be  happen 
if  you  were  not  reading  this  magaz 
right  now.  Today,  even  if  you  were 
reading  Forbes  ASAP,  you  still  woulo 
be  able  to  be  in  an  experience  mach 
that  could  give  you  the  exact  sensafl 
of  reading  the  magazine. 

That's  because  currently  there  arafl 
machines  in  the  world  with  those  call 
bilities.  But  consider  how  things  willB 
different  in  the  near  future  when  tr| 
will  be  such  machines  in  widesprfl 
use,  able  to  produce  precisely  these  .| 


Your  tan  will  fade... 


ROFIT 


from 


IT.  PROFIT 


from 


IT.  PROFIT 


from 


IT.  PROFIT 


from 


IT.  PRO 


mIT.  PROFITfromii.  r*wrnf| 

2000  CNBC.  Inc;  dfid  the  Dow  Jones  Company.  Inc.  All  rights  reserved. 


IT.  PROFIT 


from 


IT.  PROFIT 


from 


IT.  PROFITj 


nilar  experiences.  The  existence  of 
;se  machines  will  mean  that,  even  when 
u  are  believing  particular  truths,  you 
i  longer  will  be  tracking  those  truths; 
en  when  you  are  in  contact  with  cer- 
n  facts,  you  no  longer  will  be  track- 
l  those  facts.  For  it  no  longer  will 
Id  that  if  the  statement  weren't  true, 
u  wouldn't  believe  it;  you  still  might 
it  were  instilled  or  simulated  by  an 
perience  machine.  In  other  words, 
len  the  time  of  widespread  use  of  vir- 
il  reality  devices  does  come,  even  if  you 
;ren't  reading  this  magazine,  you  still 
ght  believe  that  you  were. 
The  consequences  of  this  are  pro- 
und.  Just  as  you  cannot  trust  your 
lses  at  a  convention  of  magicians,  so 
u  will  not  be  able  to  trust  your  beliefs 
a  world  of  virtual  reality  machines. 
Because  of  this,  some  of  our  notions 
out  the  future  are  probably  wrong, 
eryone  seems  to  assume  that  in  an 
vanced  information  society,  people's 
owledge  will  be  greatly  enhanced, 
le  opposite  may  be  true.  If  future 
:ieties  incorporate  widespread  use  of 


experience  machines,  then  the  amount 
of  what  we  track  and  hence  of  what  we 
know  to  be  true  will  be  drastically  cur- 
tailed. The  number  of  beliefs  we  hold 
to  be  true  may  expand,  but  our  tracking 
of  truths,  and  hence  our  knowledge, 
will  contract. 

This  sobering  fact  will  hold  true  even 
for  people  who  choose  not  to  use  such 
machines.  The  experience  machine's  mere 
existence  raises  the  possibility  that,  unbe- 
knownst to  people,  they  have  been 
placed  in  this  machine.  That  will  be  suf- 
ficient to  interfere  with  their  actual 
tracking.  Thereby,  the  amount  of  things 
people  know  to  be  true  will  diminish. 

We  also  can  predict  that  paranoia 
will  appear  in  a  new  guise.  No  one  in 
the  Middle  Ages  thought  that  radio 
waves  were  being  beamed  into  their 
heads,  or  that  the  CIA  was  controlling 
their  thoughts.  New  technology  and 
new  institutions  were  needed  to  struc- 
ture these  fears.  Just  imagine  what  new 
possibilities  of  persecution  and  fear  are 
opened  by  the  existence  of  experience 
machines  and  virtual  reality  devices. 


About  now,  the  thought  may  be 
crossing  your  mind  (where  did  that  come 
from?)  that  perhaps  you  have  spent  your 
whole  life  floating  in  a  tank  being  fed  all 
of  your  experiences  by  a  machine,  per- 
haps as  part  of  a  devious  scientific  exper- 
iment. Then  when  the  experiment  is 
about  to  end,  while  you  are  still  in  the 
machine,  to  prepare  you  for  the  transi- 
tion to  the  real  world  outside  the  tank 
and  to  make  that  transition  less  trau- 
matic, might  not  the  scientists  program 
the  machine  to  introduce  you  (perhaps 
via  the  experience  of  reading  a  magazine 
article)  to  thinking  about  the  experience 
machine  and  to  the  question  of  how  you 
could  know  that  you  haven't  always 
been  in  one? 

Until  now.  ■ 


Robert  Nozick  is  the  Pellegrino  Univer- 
sity Professor  at  Harvard  University 
and  the  author  of  The  Nature  of  Ratio- 
nality. He  is  the  former  president  of  the 
Eastern  Division  of  the  American  Philo- 
sophical Association.  His  most  recent 
book  is  Socratic  Puzzles. 
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only  human 


by  Stephen  Jay  Gould 


WE  ARE  NEITHER  ALONE 
NOR  DIVISIBLE 


hen  seeking  a  metaphor  for  the 


or  the  "authentic,"  our  linguistic 
inations  lead  us  to  images  of  mate- 
solidity  that  we  can  hold  tightly 
inst  our  own  body.  Thus,  in  our  con- 
tional  view  of  "reality,"  such  tangible 
iff"  represents  our  golden  standard  of 
lenticity,  with  all  else,  from  facsimiles 
eplicas  to  pictures  to  descriptions, 
lrded  as  surrogates,  substitutes,  or  at 
t  as  something  of  lessened  reality — 
usually  of  reduced  worth, 
ret  two  distinctly  different  challenges 
threaten  this  consensus  of  many  cen- 
es,  thus  evoking  endless  discussions 
uestions  so  basic,  but  so  beyond  any 
e  of  simple  resolution,  that  most  of 
laven't  revisited  the  conundrums  since 
freshman  Philosophy  101  course  so 
ly  years  ago:  What  is  real?  What  is 
?  (We  should  also  remember  that 
n  Pontius  Pilate  asked  the  very 
e  question — "What  is  truth?"  [John 
8] — to  the  one  person  on  earth  with 
igh  access  to  divine  sources  of  infor- 
ion,  Jesus  gave  no  answer  at  all.) 
"he  first  challenge  originates  from 
nological  improvements  in  replica- 
A  few  older  methods  could  make 
nishingly  accurate  facsimiles  —  but 
lame  Tussaud's  wax  models  couldn't 
c  or  talk  despite  their  uncanny  resem- 
lce,  down  to  the  finest  details,  to 
lan  models.  But  now  the  art  of  repli- 
>n  has  become  so  sophisticated  that, 
many  kinds  of  objects,  even  leading 
;rts  cannot  tell  the  original  from  an 
llent  copy.  I  confess  that  I  can  no 
;er,  by  visual  appearance  (although  I 
d  make  some  fancier  tests  for  easy 


discrimination),  always  tell  a  fossil  bone 
from  a  fiberglass  cast.  If  the  two  versions 
really  do  look  identical,  why  should  we 
prefer  reality  to  facsimile?  Why  not  even 
"improve"  upon  reality?  Why,  for  that 
matter,  should  we  even  call  one  version 
"real"  and  the  other  a  "replica"? 

If  we  may  call  the  first  challenge 
"material  exactitude,"  then  the  second 
might  be  designated  as  "virtual  tran- 
scendence." In  this  different  threat  to 
the  intrinsically  higher  status  of  "real" 
objects,  we  can  now  make  explicitly  vir- 
tual representations  so  much  bigger,  so 
much  scarier,  so  much  more  frenetic — in 
short,  so  much  more  viscerally  thrilling 
in  a  primal  physiological  sense  —  that 
many  people  (as  our  kids  do  already) 
might  come  to  prefer  the  virtual  to  the 
real.  Why  spend  thousands  of  bucks  to 
visit  a  tropical  rain  forest,  trek  and 
sweat  in  the  heat,  endure  leech  bites  and 
Delhi  belly,  and  see  very  few  animals 
from  very  far  away,  when  you  can  prac- 
tically pet  gargantuan-sized  images  on 
an  LMAX  screen  for  10  bucks? 

I'm  an  old-fashioned  kind  of  guy  at 


heart,  and  a  natural  historian  by  profes- 
sion. I  can't  help  it;  I  love  real  objects. 
The  thrill  and  emotional  preference 
must  have  purely  conceptual  roots,  for 
I  can't  find  any  perceptual  difference 
between  the  bone  and  fiberglass  version 
of  a  tyrannosaurus  femur.  However,  my 
knowledge  that  the  bone,  more  than 
65  million  years  ago,  underlay  the  flesh 
and  blood  of  a  living  and  running  dino- 
saur, while  the  fiberglass  emerged  from 
my  museum's  replica  shop  last  week, 
makes  me  experience  the  bone  with  awe 
and  the  fiberglass  with  indifference. 

But  can  I  defend  the  intrinsically 
higher  value  of  authenticity  as  a  universal 
(or  at  least  greatly  majoritarian)  prefer- 
ence of  the  human  psyche  and  not  just 
as  an  idiosyncrasy  of  my  generation?  If 
so,  we  could  then  approach  the  inevi- 
table flood  of  constantly  "improving" 
virtuality  in  the  new  millennium  with 
enjoyment  for  its  own  intrinsic  merits 
and  without  fear  that  its  blandishments 
will  sweep  away  our  distinction  and 
higher  affection  for  authentic  objects. 

Much  anecdotal  evidence  supports 


Forbes  ASAP   October  2.  2000   I  261 


Gould 


this  matter.  To  cite  my  fav- 
'  ,  -  Several  years  ago,  a  group 
isitors  toured  the  National  Air 
,oace  Museum  to  discuss  the  possi- 
bility of  improved  access  to  several  key 
exhibits.  Most  important,  the  most  pre- 
cious shrines  of  all,  the  relics  of  this  par- 
ncular  church  —  the  Wright  Brothers' 
first  plane  and  Lindbergh's  Spirit  of  St. 
Louis  —  hang  from  the  high  ceiling  of 
the  main  hall,  and  could  fit  nowhere 
else.  The  director  explained  the  problem, 
expressed  his  regrets,  and  asked  his 
visitors  if  this  unsatisfactory  situation 
might  be  improved  by  building  scale 
models  of  these  planes  that  could  then 
be  made  available  for  touching.  His  vis- 
itors gave  a  heartwarming  answer:  "Yes," 
they  replied,  "a  scale  model  would  help, 
but  only  if  you  place  it  directly  under 
the  invisible  original  high  above."  If  we 
can  sense  awe,  and  feel  the  visceral  pull 
of  genuine  experience,  merely  by  know- 
ing that  an  unperceivable  holy  object 
resides  in  our  immediate  space,  then 
authenticity  must  lead  us  to  place  a 
higher  value  upon  actual  objects  than 
we  grant  to  wonderful  replicas  or 
virtual  representations. 

Nonetheless,  before  I  become  too 
enthusiastic  about  this  soft  and  anec- 
dotal argument  for  an  innate  human 
tendency  to  equate  authenticity  with 
truth  and  higher  worth,  let  me  mention 
two  contrary  points  that  will  scuttle  my 
claim  if  they  turn  out  to  be  valid. 

Perhaps  folks  of  my  generation  pre- 
fer authentic  objects,  and  regard  them 
as  possessing  superior  truth  value,  sim- 
ply by  cultural  custom  and  not  by  any 
innate  preference  of  the  human  psyche. 
Wordsworth  argued  —  with  great  psy- 
chological insight  that  cannot  be  gain- 
said—  that  the  child  is  father  to  the 
man,  and  that  we  fix  our  delights  upon 
the  objects  that  inspire  our  greatest  won- 
der in  these  formative  years  of  "splen- 
dor in  the  grass,  of  glory  in  the  flower." 
Until  the  present  generation,  nothing 
could  beat  the  allure  of  real  objects — 
whether  we  preferred,  by  first  experi- 
ence, the  natural  flowers  of  the  country- 
side or  the  jagged,  art  deco  skyscrapers 
of  New  York  City  (my  own  personal 
splendor  and  glory  in  childhood).  Thus, 
in  our  earliest  years,  we  fixated  our 
yearnings  for  truth  and  authenticity 
upon  real  stuff,  and  then  never  lost  this 
ng  of  relative  value  between  stuff 


and  replica.  But  our  children  now  live 
in  the  first  generation  that  has  ever  had 
a  shot  at  fixating  the  verdant  splendor 
and  floral  glory  of  their  formative  years 
upon  "improvements"  of  the  real  thing. 
Will  our  kids  continue  to  make  their 
parents'  distinction  and  prefer  the  real 
stuff  they  have  to  mow  and  the  genuine 
little  flower  that  doesn't  grow  within 


seconds  by  time-lapse  photography  to 
the  height  of  Goliath  on  an  IMAX 
screen?  I  simply  don't  know.  We  will 
have  to  wait  and  find  out. 

We  may  take  heart  in  several  cen- 
turies of  Western  preference  for  real 
objects  of  nature  and  technology.  But 
we  cannot  even  claim  a  permanence  for 
this  style  of  valuation  throughout  the 
full  history  of  our  own  culture — much 
less  make  predictions  about  the  future. 
After  all,  a  committed  Platonist  in  clas- 
sical Athens  would  have  learned  that 
objects  made  of  material  stuff  can  be 
regarded  only  as  imperfect  incarnations 
or  representations  —  literally,  in  their 
terminology,  as  "accidents"  (etymologi- 
cally,  "falling  away  from")  —  of  the 
abstract  and  universal  essence  that  shapes 
and  defines  each  natural  category.  Thus, 
while  we  may  now  be  confident  in  the 
"reality"  (hence,  greater  authenticity)  of 
a  flesh-and-blood  object,  and  in  the  vir- 
tuality  of  its  enhanced  and  magnificent 
representation  on  a  gigantic  screen,  our 
man  in  ancient  Athens  would  have 
viewed  the  same  flesh-and-blood  object 


as  just  one  imperfect  representation 
a  fixed  and  eternal  essence,  giving  dl 
nition  to  all  the  varying  membersl 
its  category. 

The  Platonic  theory,  however,  co| 
make  no  practical  headway  into  i 
evaluation  of  objects  because  no  c 
could  render  Plato's  eidos,  or  "idealil 
form,"  as  something  palpable  for  ov 
comparison  and  relative  judgment.  ] 
now,  and  for  the  first  time,  we  can  ao 
ally  specify  a  contender  for  the  scient 
translation  of  a  human  essence  ■ 
something  sufficiently  palpable  to  s« 
a  claim  for  higher  reality  than  any  in 
vidual  human  being  of  ordinary  fli 
and  blood.  Thus,  we  face  the  interest! 
prospect  of  something  that  is  not  qi 
a  replica,  and  not  quite  a  virtual  rep 
sentation,  but  that  can't  be  called  a  i 
or  authentic  object  in  the  ordinary  se 
either.  And  this  "something"  has, 
numerous  books  and  articles,  been  tou 
as  something  that  might  legitimately! 
designated  as  the  human  essence,  t 
therefore  ranked  as  more  authentic,  i 
intrinsically  more  valuable,  than  ; 
actual  human  body  or  set  of  bodies. 

This  Neoplatonic  challenge  to  ; 
primary  authenticity^  of  real  and  natu 
"stuff"  has  been  mounted  by  the  Hun 
Genome  Project,  now  effectively  cc 
pleted.  The  final  product  will  not  t 
the  form  of  material  stuff — a  little 
tube  filled  with  human  chromosoni 
for  example — but  will  be  published 
an  enormous  chart  of  information,  1 
ing  the  order  of  billions  of  nucleoti 
in  approximately  50,000  genes  (i 
other  arrangements  of  genetic  infon 
tion)  on  our  23  pairs  of  chromosome 

In  the  reductionistic  traditions 
Western  science,  underlying  generat 
of  this  sort  do  provide  our  clos 
approach  to  the  old  Platonic  concep1 
an  essence. 

If  we  can  break  down  the  map 
scopic  complexity  of  things  (a  hun 
body  or  a  granitic  mountain,  for  ex: 
pie)  to  the  simpler  and  ordered  sel 
underlying  components  and  forces  t 
construct  the  finished  product  (or  se 
as  maps  for  its  construction),  then 
have  located  an  essence  in  an  obje 
abstract  and  universal  building  bio 
or  plans:  the  periodic  table  that  speci 
the  arrangement  of  elements  that  bi 
the  minerals  that  make  the  rocks  t 
construct  the  mountain;  or  the  ch 
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n  Jav  Gould 


genome  that  holds  the 
hat  can  engineer  the  devel- 
i  >i  a  complex  human  baby  from 
a  reitiiizsd  egg  cell. 

re  rinaily  discarded  our  vener- 
bciief  that  authenticity  in  natural 
.btory  lies  in  the  "real  stuff"  of  material 
objects?  We  thought  that  such  a  transi- 
tion might  occur  when  our  kids  became 
sufficiently  beguiled  by  Hollywood  hype 
and  Disney  hokum  to  regard  enormous 
and  frenetic  virtual  representations  as 
preferable  to  the  splendor  of  real  grass 
and  the  glory  of  actual  flowers.  But 
instead,  and  quite  to  the  contrary,  per- 
haps we  are  now  ready  to  reassess  our 
definitions  of  the  real  and  the  essential 
because  scientists  have  finally  uncovered 
the  greater  authenticity  of  our  universal 
human  essence  in  the  small:  the  string 
of  pure  information,  embodied  in  invisi- 
ble genes  housed  on  tiny  chromosomes, 
that  can  read  out  the  construction  of 
Homo  sapiens  from  scratch. 

Two  major  arguments  undermine  the 
popular  assumption  that,  when  we  have 
decoded  the  human  genome,  we  will 

Averages  represent  only 


about  variation. 

have  discovered  the  hard  human  reality 
underneath  the  superficial  appearances 
of  our  variable  bodies.  First,  and  philo- 
sophically, the  reductionistic  premise 
represents  little  more  than  a  cultural 
prejudice  imposed  by  overextending  an 
admittedly  successful  style  of  science. 
Blueprints  and  building  blocks  cannot 
be  designated  as  intrinsically  more  essen- 
tial than  any  other  key  aspect  of  a  given 
entity.  The  essence  of  the  Great  Pyra- 
mid of  Cheops  is  not  calcium  carbon- 
ate, with  its  simple  chemical  formula, 
just  because  the  structure  happens  to  be 
built  from  large  blocks  of  this  geologi- 
cal substance.  If  we  are  studying 
geometry,  the  abstract  form  of  pyra- 
mids may  seem  more  essential.  If  we 
ire  scholars  of  Egyptian  history,  then 
'  beliefs  about  death  and  immor- 
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tality,  and  about  the  power  of  rulers, 
might  be  labeled  as  more  essential  to 
understanding  the  reason  for  arid  nature 
of  pyramids. 

Second,  averages  or  "typical"  forms 
must  not  be  confused  or  equated  with 
any  meaningful  concept  of  an  essence. 
Homo  sapiens  is  a  worldwide  species 
with  some  6  billion  highly  varying 
members,  all  descending  from  a  small 
ancestral  population  that  lived  in 
Africa  some  200,000  years  ago.  In  this 
context,  what  is  the  human  genome — 
for  each  of  us  differs  from  each  other  at 
large  numbers  of  nucleotide  positions? 
The  situation  may  not  be  quite  so  hope- 
less as  the  old  joke  proclaiming  that  the 
completed  human  genome  will  only- 
read:  "First  position:  A,  C,  G,  or  T;  sec- 
ond position:  A,  C,  G,  or  T;  third  posi- 
tion: A,  C,  G,  or  T..."  (A,  C,  G,  and 
T  represent  the  four  possible  nucleotide 
bases  of  DNA  at  each  position  in 
the  genetic  sequence.)  Our  genomes 
are  highly  variable,  but  many  substan- 
tial regularities  will  be  designated 
as  well.  However,  the  point  of  the 
joke  still  holds.  No  single 
human  genome  exists,  except 
as  an  abstraction  or  "con- 
sensus" among  our  variations. 
And  averages  represent  only 
mathematical  conveniences  for 
centering  a  calculation  about  var- 
iation. Averages  are  not  essences. 

Finally,  if  we  accept  this 
common  argument  of  natural 
historians,  and  insist  that  the 
"essence"  of  humanity  can  be 
defined  only  by  the  overt  variation 
among  the  more  than  6  billion  human 
beings  on  earth,  then  how  can  we  char- 
acterize ourselves  at  all  in  a  world  of  evo- 
lutionary continuity?  If  we  descended 
smoothly  from  the  apelike  common 
ancestor  of  humans  and  chimps,  then 
how  can  humanity  achieve  any  clear  def- 
inition? Doesn't  all  life  form  a  single  glop 
of  continuity,  extending  all  the  way  back 
to  primordial  bacteria? 

Darwin  answered  this  false  problem 
in  a  wonderfully  simple  way  in  his 
epochal  book,  On  the  Origin  of  Species, 
published  in  1859.  He  admitted  that 
if  species  never  died,  all  life  would 
form  an  unbroken  continuum  without 
natural  boundaries  to  define  cate- 
gories and  entities.  But  the  vast  major- 
ity of  the  species  that  have  inhabited 


the  earth  have  become  extinct.  I 
Chimps  and  humans  evolved  as  sel 
arate  lineages,  each  with  unbroken  cal 
tinuity  from  a  common  ancestor  thfl 
lived  some  6million  to  8  million  yea 
ago.  If  all  these  intermediary  forms  si 
lived,  the  earth  would  house  a  compla 
continuum  stretching  back  from  the 
two  terminal  points  to  the  commi 
ancestor — and  true  distinctions  woe 
become  impossible.  But,  in  fact,  all  t 
intermediary  forms  died  out  long  ago 
and  only  chimps  and  humans  remain 
two  unambiguously  distinct  species  m 
no  confusing  intermediates  living  berwe 
our  end  points. 

Nature  provides  no  moral  messag 
for  our  complex  and  confusing  liv. 
But  this  evolutionary  argument  for  cc 
struing  the  "essence"  of  humanity 
the  sum  total  of  our  variation  witfc 
the  discrete  boundaries  of  our  spec 
does  provide  an  important  insight  ir 
what  might  be  called  the  biologic 
meaning  of  human  equality.  If  all  livii 
humans  form  one  distinct  historic 
entity,  not  a  set  of  stages  in  a  continui 
leading  backward  into  our  evolutions 
ancestry,  then  we  cannot  order  our  va 
ation  into  any  ranking  of  worth  bas 
on  "higher"  or  "lower"  stages. 

A  person  becomes  a  full  human  bei 
by  genealogical  membership  with 
our  evolutionarily  discrete  species,  a 
not  by  possessing  "essential"  traits  dj 
we  may  happen  to  judge  as  more  vai 
able  than  others:  the  strength  of  Ma 
McGwire  or  the  brains  of  Albt 
Einstein.  In  this  sense,  we  must  regs 
the  birthright  of  humanity  as  being  tn  I 
inalienable  in  the  most  literal  way.  A  p  I 
son  born  into  this  biological  entity  a  I 
not  sell  his  or  her  membership  for  a  m>  I 
of  pottage  or  for  all  the  world's  gold  a  I 
power.  Every  human  being  contribu  I 
equally  to  the  full  variation  that  defii  I 
our  essence.  In  this  sense,  the  mc  I 
mentally  limited  person  remains  as  fu  I 
and  completely  human  as  McGwire 
Einstein.  This  truly  biological  view 
human  essences  can  only  elevate  t 
familiar  words  of  Tiny  Tim  to  more  th 
a  saccharine  pronouncement  at  the  e 
of  kiddie  Christmas  specials:  "God  Bl 
Us,  Every  One!" 

Stephen  Jay  Gould  is  a  professor 
geology,  biology,  and  zoology 
Harvard  University. 
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"Yeah,  sure  it's  cool,  Orville. 
But,  if  we  build  a  bigger  one,  we  can 
sell  tickets  and  fly  people  wherever 
they  want  to  go.  It'll  be  huge!" 


So  maybe  this  conversation  didn't  happen.  But  it  could  have, 
with  a  little  beyond-the-box  thinking... the  kind  that  makes 
Beyond  Computing  a  must-read  for  today's  business  leaders. 
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advertisers  can  turn  hot  technology  into  cool  cash. 

For  more  information,  call  advertising  at  212-745-6435. 
For  media  kits  only,  call  1-800-669-5599,  or  reach  us  on  the 
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Where  Technology  Means  Business. 


nany  questions, 

some  answers 


by  Timothy  Ferris 


Q&A  WITH  TWO  OF  OUR  FINEST  SCIENTISTS, 
PAUL  DAVIES  AND  STEVEN  WEINBERG 


ie  physicists  Paul  Davies  and  Steven  Weinberg  rank  among 
most  influential  scientific  thinkers  of  our  time. 
Professor  Davies  taught  philosophy  and  physics  for  many 
rs  at  the  University  of  Adelaide  in  Australia.  He  has  been 
a  arded  the  Templeton  Prize  worth  nearly  $1  million,  and 
i  to  be  the  largest  cash  prize  regularly  awarded  anywhere 
earth,  and  is  the  author  of  more  than  20  books,  among 
m  God  and  the  New  Physics,  The  Fifth  Miracle:  The 
rch  for  the  Origins  of  Life,  and  The  Last  Three  Minutes. 
tThe  word  last  in  that  last  title  is  an  echo  of  The  First  Three 
brutes,  a  prescient  and  enduringly  popular  best-seller  pub- 
hied  in  1977  by  Steven  Weinberg,  who  went  on  to  win  the 
nbel  Prize  in  physics  for  his  work  on  unified  theory  and  to 
u\te  essential  books  on  both  relativity  and  quantum  mechan- 
ic Educated  at  Cornell,  the  Niels  Bohr  Institute  in  Copen- 
h  en,  and  Princeton,  Professor  Weinberg  teaches  physics 
ax  astronomy  at  the  University  of  Texas  at  Austin. 
\  Whe  two  notable  scientists  joined  writer  and  ASAP  contrib- 


utor Timothy  Ferris,  as  well  as  ASAP  editor  Rodes  Fishburne, 
to  talk  about  the  future  of  science,  where  information  comes 
from,  and  why  quantum  computers  will  be  slow  to  boot  up. 

ASAP:  Let's  start  by  going  back  to  the  origin  of  life,  the  uni- 
verse, and  everything — to  the  mystery  of  how  the  cosmos, 
having  begun  in  chaos,  managed  to  produce  such  highly 
organized  systems  as  galaxies,  stars,  and  living  beings  capable 
of  manipulating  information. 

DAVIES:  It  seems  paradoxical  that  the  universe  could  have 
started  out  simple  and  yet  become  richer  and  more  complex. 
According  to  the  second  law  of  thermodynamics,  things 
should  be  running  down  and  degenerating.  We  have  good  evi- 
dence, from  the  cosmic  microwave  background  radiation  that 
fills  space,  that  the  early  universe  was  in  a  state  very  close  to 
thermodynamic  equilibrium — just  a  uniform  soup  of  parti- 
cles. So  how,  out  of  this  rather  featureless  early  state,  have  we 
got  the  richness  and  complexity  we  see  today? 
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;,:..;!-  the  answer,  ultimately,  is  gravitation.  Although  the 
;nts  of  the  universe  were  in  thermodynamic 
quilibrium  shortly  after  the  big  bang,  its  gravitational  state 
was   •  '  tai  ;. om  <  quilibrium.  Gravitation  caused  the  growth 
ies,  stars,  and  eventually  the  smallest  structures  that 
we  see  around  us.  So  gravitation  is,  in  a  sense,  the  source  of 
cosmic  complexity. 

ASAP:  Is  biological  evolution  a  sort  of  strainer  that  acts  to 
select  for  more  information? 

DAVIES:  Darwinian  evolution  is  an  exquisite  mix  of  what 
Jacques  Monod  called  "chance  and  necessity."  We  have  spon- 
taneous reasonless  fluctuations,  but  we 
also  have  natural  selection  taking  place, 
and  this  exquisite  mix  effectively  pumps 
information  into  the  system.  The  infor- 
mation in,  say,  the  human  genome,  comes 
ultimately  from  the  environment.  Our 
ancestors — the  failed  mutants,  the  ones 
that  didn't  get  selected — paid  the  price 
for  that  information,  so  it  isn't  a  case  of 
information  coming  out  of  nowhere. 
Rather,  information  comes  from  the 
environment,  through  the  Darwinian 
combination  of  law  and  chance. 
WEINBERG:  It's  all  driven  by  a  flow  of  free 
energy  from  a  nearby  star,  the  sun.  Often 
people  are  puzzled  about  how  life  could 
evolve  and  develop  in  apparent  contradic- 
tion to  the  second  law  of  thermodynam- 
ics. But  there  is  no  contradiction.  We  have 
the  benefit  of  being  bathed  in  high-energy 
sunlight  that  we  can  degrade  to  a  lower 
energy:  heat — and  in  the  process  develop 
structures  that  only  seem  to  violate  the 
second  law. 

ASAP:  Might  what's  called  "the  unreasonable  efficacy  of  mathe- 
matics in  science"  be  a  clue  that  nature  is  more  about  infor- 
mation than  we  thought? 

DAVIES:  The  concept  of  information  can  be  applied  to  nature 
in  many  different  ways.  In  thermodynamics,  information  is 
said  to  be  mathematically  the  opposite  of  entropy,  of  disorder. 
The  second  law  of  thermodynamics  states  that  the  entropy  in 
a  closed  system  keeps  on  going  up,  which  is  the  same  as  say- 
ing information  somehow  leaks.  In  relativity  theory,  when  we 
say  that  nothing  can  travel  faster  than  light,  what  we  mean 
is  that  information  can't  travel  faster  than  light.  In  biology, 
we  think  of  the  genome  as  the  genetic  data  bank  that  contains 
the  information  required  to  build  the  organism;  in  that  case, 
the  information  is  a  set  of  instructions.  And  in  quantum 
mechanics,  the  wave  function  that  describes  a  quantum  sys- 
tem is  really  a  representation  of  what  we  know  about  the  sys- 
tem— of  its  information  content. 

We  see  here  a  tension  between  the  hardware,  the  stuff  of 
the  universe,  and  the  software,  the  description  of  it.  We  feel 
that  there  ought  to  be  a  theory  that  entangles  these  two,  hard- 
ware and  software,  in  a  consistent  way.  But  information  isn't 
n  electric  charge.  You  can't  look  at  a  particle  and  say 
this  one  has  some  information  but  that  one  hasn't.  Infor- 
ntex    si.  If  a  photon  is  flowing  down  an  optical 


fiber  conveying  a  message  —  and  it  only  takes  one  photon 
one  bit  of  information,  to  trigger  a  bomb — you  can't  look 
that  photon  and  say,  "Oh,  yeah,  that  one's  got  some  informa 
tion  on  it,  but  that  other  one  doesn't."  You've  got  to  look 
the  global  picture,  and  it's  difficult  to  see  how  we  would  bui 
a  theory  of  information  that  couples  the  local  and  the  global 
WEINBERG:  Paul  touched  on  a  very  profound  issue  when 
said  that  the  wave  function  in  quantum  mechanics  characte 
izes  the  information  we  have  about  a  system.  Those  of  us  w 
would  like  to  take  a  more  objectivist  view  of  quantum  mec 
anics  would  argue  that  the  wave  function  really  is  out  there 
nature  —  that  it  is  reality,  and  evoK 
whether  or  not  people  know  anythi 
about  it.  It's  true  that  if  you  want  inf 
mation  about  a  system — if  you  want 
know,  for  example,  the  chance  of  fin 
ing  a  particle  here  rather  than  there 
there  are  certain  mathematical  opera 
tions  on  the  wave  function  that  you  ca 
do  that  will  give  you  the  answer  to  tha 
But  in  my  view  the  wave  function  is  ne 
an  envelope  containing  all  the  inform 
tion  we  have  about  a  system;  it  is  th 
system.  It's  what's  real.  Heisenberg 
uncertainty  principle  is  often  describe 
as  a  limitation  on  the  information 
can  have  —  that  you  can't  know  tl 
position  and  the  speed  of  a  particle 
the  same  time.  But  the  way  I'd  say  it 
that  a  particle  doesn't  have  a  defini 
position  at  a  definite  time.  What  it  h 
is  the  wave  function.  And  so  I  wouldtl 
like  to  describe  the  wave  function 
informational  terms.  I'd  prefer  to  ss 
that  the  wave  function  is  what  reality 
ASAP:  There's  been  talk  lately  of  making  quantum  compute 
and  quantum  clocks.  For  instance,  one  might  be  able  to  sy 
chronize  clocks  located  far  from  one  another  by  exploitii 
the  fact  that  an  "entangled"  quantum  system,  if  interfer 
with  on  one  side,  alters  itself  instantaneously  on  the  oth 
side  of  the  system,  even  if  that  point  is  far  away. 
DAVIES:  The  notion  of  a  quantum  computer  is  that  it  coi 
presses  information  at  the  quantum  level.  If,  for  example,  y 
could  have  an  entangled  state  of  just  300  particles,  it  wou 
already  have  a  bigger  information  content  than  the  enti 
observable  universe. 

ASAP:  That's  a  pretty  good  desktop  computer. 
WEINBERG:  I  predict  that  when  they  build  a  quantum  co 
puter,  it's  going  to  be  real  slow  booting  up. 
ASAP:  Why  is  that?  * 
WEINBERG:  Partly  because  every  new  computer  I  get  seems 
be  slower  in  booting  up.  But  also  because  the  preparation 
these  entangled  states  is  so  incredibly  difficult. 
DAVIES:  We're  sitting  here  in  San  Francisco,  at  one  end  of  S 
con  Valley — where  people  make  billions  of  dollars  from  sell 
and  manipulating  information — so  surely  the  laws  of  inforn 
tion  must  exist.  But  nobody  has  yet  written  down  the  equi 
lent  of  Newton's  laws  for  information  flow  and  processi: 
We're  having  a  lot  of  trouble  incorporating  information  ii 
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lin  the  way  that  we  incorporate  mass,' or  electric  charge, 
c  .       ;  onder  if,  in  another  hundred  years,  people  will 
compare  our  fumbling  attempts  to  fold  informa- 
n  i;  to  physics  to  the  time  back  when  people  had  an  intuitive 
iere  was  something  there  called  energy,  but  they  hadn't 
rt  fully  incorporated  it  into  physics. 
ASAP:  The  scientific  view  of  humanity  is  a  minority  view.  The 
majority  view,  in  religion  particularly,  is  that  humans  are  spe- 
cial— that  we're  somehow  apart  from  nature.  To  younger 
people  presented  with  these  two  claims  for  absolute  truth, 
one  based  on  religious  faith  and  the  other  on  science,  what 
in  your  view  commends  them  to  the  scientific  approach? 
WEINBERG:  The  fact  that  it's  true.  There  isn't  anything  in  the 
laws  of  nature  that  bestows  any  special 
role  on  human  beings.  We  did  evolve 
from  other  animals,  and  we  are  not 
immortal.  We  each  face  the  dissolution 
of  our  own  personalities  at  death,  and 
we  just  have  to  get  used  to  that.  It  may 
not  be  as  great  as  thinking  that  we  play 
a  starring  role  in  a  cosmic  drama,  but 
there  is  a  certain  satisfaction  in  being 
able  to  confront  our  position  as  just 
part  of  an  impersonal  universe,  in  realiz- 
ing that  what  gives  our  lives  meaning, 
which  is  not  given  to  it  by  the  stars,  is 
what  we  give  it  ourselves.  W.  H.  Auden 
has  a  lovely  poem  called  "The  More 
Loving  One,"   about  someone  con- 
fronting the  fact  that  nature  doesn't 
seem  to  care  that  we  care — that  we're 
not  part  of  an  all-embracing,  loving 
universe.  He  asks  the  question: 

How  should  we  like  it  were  stars  to  burn 
With  a  passion  for  us  we  could  not  return? 
If  equal  affection  cannot  be, 
Let  the  more  loving  one  be  me.... 

Were  all  stars  to  disappear  or  die, 
I  should  learn  to  look  at  an  empty  sky 
And  feel  its  total  dark  sublime, 
Though  this  might  take  me  a  little  time. 

There's  a  certain  satisfaction  in  being  able  to  confront  this 
situation,  and  still  go  on — to  find  a  meaning  in  our  lives  that 
comes,  not  from  outside,  but  from  inside. 
DAVIES:  If  the  dinosaurs  hadn't  been  zapped  by  an  asteroid  65 
million  years  ago,  it  might  well  have  been  some  other  species 
sitting  here  today,  or  no  such  species  at  all;  maybe  intelligence 
as  we  know  it  would  never  have  evolved.  Clearly  the  evolu- 
tionary record  contains  a  long  sequence  of  accidents.  This 
raises  the  question  of  whether,  if  you  were  to  somehow  rerun 
the  great  cosmic  movie  again — press  the  reset  button,  run  the 
big  bang  all  over  again — the  laws  of  nature  are  such  that 
somewhere  in  the  evolution  of  the  universe,  life,  intelligence, 
and  reflective  beings  would  emerge.  In  other  words,  are 
advanced,  intelligent  beings  built  into  the  nature  of  things  at 
some  very  deep  level,  or  are  we  just  a  quirk?  I  don't  know  the 
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answer.  Putting  my  hand  on  my  heart,  I  think  we're  not  alo 
in  the  universe.  But  putting  on  my  scientific  cap,  I  think 
have  no  evidence.  And  it  could  be  that  we  are  alone. 
WEINBERG:  I  like  to  think  of  us  as  something  like  winners 
lottery.  So  many  things  might  have  gone  wrong:  The  ea 
might  not  have  been  the  right  distance  from  the  sun,  and 
might  not  have  gotten  started,  or  a  meteor  might  have  wip 
out  the  mammals  rather  than  the  dinosaurs.  It  may  be  that 
probability  on  any  one  planet  that  life  will  arise  is  incredi 
small.  I  tend  to  think  that's  the  case,  actually,  but  still  there  a 
lot  of  planets.  Indeed  a  large  fraction  of  the  cosmological  c 
munity  thinks  the  universe  is  infinite,  in  which  case  there's 
infinite  number  of  planets,  and  life  is  nearly  certain,  improb 
though  it  may  be.  A  journalist  who  ii 
viewed  only  the  winners  in  the  lottq 
would  get  a  powerful  impression 
there  was  some  kind  of  force  at  work 
acted  on  their  behalf  that  made  th 
lucky  numbers  come  up.  But  that  wi 
be  a  fallacy,  because  the  journalist  ha 
taken  into  account  the  enormous  num 
of  people  who  didn't  win  the  lottery. 
ASAP:  One  of  the  things  that  ma 
science  seem  a  bit  cold  to  some  peoi 
is  the  putativeiy  scientific  view  ti 
humans  and  other  organisms  are 
machines,  or  that  they're  reducible 
equations.  But  as  you  note,  Paul 
your  book,  The  Fifth  Miracle, 
genetic  code  for  an  organism,  precis 
because  it  is  a  random  number,  cam 
be  reduced  to  a  simpler  equation.  I 
itself  the  shortest  number  that 
express  the  genetic  makeup  of  that  organism. 
DAVIES:  That's  a  very  important  point.  Words,  like  order,  n 
domness,  and  organization,  get  bandied  around  in  connect 
with  biological  organisms,  but  often  their  meanings 
imprecise  and  sometimes  even  contradictory. 

Genes  seem  to  be  completely  random,  and  they  had  be 
be  random,  because  what  the  genome  does  is  to  store  inj 
mation.  If  you've  got  a  pattern  in  there,  then  there's  red| 
dancy  and  the  system  will  be  inefficient.  So  the  randomnesi 
a  genome  is  not  just  any  old  randomness,  it's  randomness  t 
encodes  a  very  particular  biological  function.  The  only  \ 
we  know  how  to  do  that  is  the  Darwinian  process  of  va| 
tion  and  selection.  But  Darwinian  evolution  only  works  o 
life  gets  started.  The  challenge  is  to  understand  the  first  s 
how  you  get  to  the  first  genome  with  these  properties,  i 
that,  I  think,  is  still  deeply  mysterious. 
ASAP:  Many  researcbers  believe  that  the  brain  is  an  ini 
mation  processing  machine  —  a  computer.  But  is  that 
whole  story? 

WEINBERG:  Marvin  Minsky  was  once  asked  whether  mach 
would  ever  think,  and  he  said  that  of  course  machines 
think:  We're  machines  and  we  think.  I  don't  know  if  i( 
helpful  analogy,  but  I  don't  see  a  clear  bright  line  betw 
what  human  brains  do  and  what  computers  do.  The 
clearly  different  in  many  ways,  but  is  there  a  real  discont 
ity  between  them?  I'm  not  sure. 


Timothy  Ferris 


SAP:  People  are  purchasing  computers  at  a  rate  of  more  than 
vo  per  second,  day  and  night,  and  are  busy  linking  them  via 
te  Internet  in  what  resembles  a  beehive-like  biological  activ- 
v.  If  there's  no  real  distinction  between  the  human  brain  and 
le  data  processing  capabilities  of  sufficiently  sophisticated 
nd  networked  computers,  then  what,  if  any,  obstacle  remains 
I  the  science  fiction  scenario  that  computers  will  be  our  intel- 
;tual  superiors?  Isn't  this  a  rather  appalling  prospect? 
WIES:  No,  because  if  it  happened,  we  human  beings  would 
It  so  comfortable  that  we  wouldn't  care.  I  don't  think  we'd 
It  any  more  upset  than  a  neuron  in  my  brain  is  upset  that  it's 
art  of  a  bigger  picture. 

JAP:  A  hog  on  a  hog  farm  is  comfortable,  but  would  you 
ant  to  trade  your  lot  with  that  of  the  hog? 
WIES:  I  wouldn't  want  to  do  so,  and  I'm  sure  this  super- 
ain  or  whatever  we're  going  to  call  it  would  not  like  to  be 
ul  Davies.  But  I  don't  see  any  particular  reason  to  fear  it — 
'  cept  that,  of  course,  once  you  trigger  the  next  level  of  com- 
|2xity,  you  don't  know  where  it's  going  to 
i .  In  a  sense,  we've  already  done  this.  The 
|}bal  economy  has  a  life  of  its  own,  and 
|:  don't  know  where  it's  going  to  take  us. 
Ue  same  thing  might  be  true  of  a  suffi- 
i;ntly  rich  network  of  interacting  com- 
iters,  it  might  literally  take  on  a  life  of  its 
<i/n.  And  I  think  that  this  could  all  be  true 
;|the  next  level  up.  That  isn't  necessar- 
i  going  to  be  a  disaster,  but  it  means 
rat  we,  as  a  component  of  it,  can't  foresee 
rtere  it  will  lead. 
/  AP:  The  owner  of  the  hog  farm  got  to  that  position  on  the 
Isis  of  his  superior  intelligence;  hence  he  gets  to  decide 
fiat's  going  to  happen  to  the  hogs.  If  there  is  nothing  in  prin- 
Uile  to  prevent  the  Internet  from  evolving  into  a  superior 
ftm  of  intelligence,  then  shouldn't  we — having  attained  our 
Rvereignty  on  this  planet  by  virtue  of  our  intelligence — 
ii;ard  this  as  a  rather  grim  prospect? 

\  ilNBERG:  I  regard  it  as  grim,  but  I'm  not  sure  that  it's  a  real 
pspect.  I  hope  it's  not.  I  hope,  in  fact,  that  human  incompe- 
tice  will  protect  us  from  being  able  to  do  it.  I  know  that  a 
Miber  of  people  now  have  gotten  into  the  habit  of  having 
t  3  computers,  one  of  which  is  connected  to  a  modem  and 
I  other  which  isn't. 
MP:  So  what  is  truth? 

t: VIES:  You  can't  be  a  scientist  if  you  don't  at  some  level 
tieve  that  there's  a  real  world  out  there  and  that  this  world 
i:  irdered — and,  furthermore,  ordered  in  a  way  that  is  par- 
ti ly  intelligible  to  us.  I'm  convinced  that  there  is  a  real  order 
inature,  not  just  an  order  that  we  project  onto  nature.  We 
vud  it  out  of  nature;  we  don't  put  it  in. 
V  INBERG:  It's  awfully  hard  to  come  up  with  a  neat  defini- 
te of  what  truth  is.  You  find  yourself  going  around  in  cir- 
Ci;,  saying  truth  is  the  quality  of  being  true — like  Polonius  in 
f\  II  of  Hamlet  describing  madness,  saying,  "What  is  mad- 
0  s  but  to  be  nothing  else  but  mad?"  But  I  do  think  that 
ijdi  is  a  quality  that's  out  there — that  it  describes  something 
ij>ut  the  world  that  will  not  go  away  when  v/e  turn  our 
apntion  elsewhere. 
It's  really  not  possible  for  something  to  be  true  for  some 


people  and  not  true  for  others.  We've  all  gotten  so  tolerant, 
perhaps  as  a  result  of  centuries  of  religious  wars,  that  we  hes- 
itate to  confront  the  fact  that  if  what  you  say  contradicts 
what  I  say,  then  we  can't  both  be  speaking  the  truth.  Many 
people  today  would  say,  "Well,  you  know,  yours  is  true  for 
you,  and  mine  is  true  for  me."  But  if  some  people  believe  in 
the  extinction  of  the  soul  at  death,  and  others  believe  in  rein- 
carnation, and  others  that  after  death  they  are  going  to  para- 
dise, they  can't  all  be  right. 

Lots  of  people  don't  agree  with  this.  I  once  organized  a 
conference  on  cosmology,  and  one  of  the  people  I  invited  to 
speak  at  the  conference  was  Linda  Scheie  of  the  University  of 
Texas,  the  world  expert  on  Mayan  astronomy.  She  described 
how  the  Mayans  had  made  great  steps  forward  in  studying 
the  calendar  and  learning  the  motions  of  the  planets  and  the 
regularities  that  you  see  in  them,  and  that  they  had  a  theory 
of  the  universe  in  which  they  believed  the  Milky  Way  was  a 
canoe  being  ridden  across  the  sky  by  a  one-armed  paddler. 

She  said  something  at  the  end  of  her  talk 
to  the  effect  that  those  were  their  truths 
and  we  have  our  truths. 

I,  as  moderator,  said  after  her  talk,  "Yes, 
but  the  difference  is  that  our  truths  are 
true."  The  Milky  Way  really  is  an  assembly 
of  hundreds  of  billions  of  stars.  Many 
members  of  the  audience  were  angry  with 
me  for  having  said  that  one  could  regard 
our  way  of  knowing  as  privileged  over  the 
Mayan  way  of  knowing.  And  it  may  not  be 
in  many  respects,  such  as  morally  or  politi- 
cally— I  don't  know  that  much  about  Mayan  culture.  But  in 
terms  of  getting  it  straight  as  to  what  the  Milky  Way  is,  we  got 
it  right  and  they  didn't. 

DAVIES:  Science  is  not  just  another  collection  of  myths,  as 
good  or  as  bad  as  other  ways  of  looking  at  the  world.  Scien- 
tific knowledge  is  deep  in  a  way  that,  say,  the  knowledge  of 
the  Australian  Aborigines  about  their  world  is  not  deep.  I'm 
not  denigrating  Aboriginal  culture,  for  which  I  have  great 
respect,  but  it's  not  deep  in  the  following  sense:  that  when 
Newton  saw  the  apple  fall,  he  connected  the  fall  of  the  apple 
to  the  motion  of  the  moon.  He  found  a  deep  linkage,  through 
mathematics  and  the  law  of  gravitation,  between  two  things 
that  are  completely  disparate  in  other  views  of  the  world. 
That's  the  essence  of  science.  It  defines  linkages  that  could  not 
be  found  in  any  other  way,  and  it  predicts  things  that  we 
would  never  otherwise  know  about. 

WEINBERG:  I  wonder  if  we  lack  the  conception  of  the  kind  of 
science — perhaps  it  won't  even  be  called  science — that  will 
be  done  in  the  future.  Perhaps  in  the  future,  they  will  look 
back  at  us  as  being  intelligent  but  limited,  in  that  we  hadn't 
yet  realized  the  right  way  to  do  things.  I'm  not  sure  we've 
reached  the  end  of  this  story  in  the  development  of  ways 
of  learning.  ■ 

Timothy  Ferris  is  a  professor  at  the  University  of  California  at 
Berkeley  and  the  author  of  The  Whole  Shebang:  A  State-of- 
the-Universe(s)  Report  and  Coming  of  Age  in  the  Milky  Way. 
His  last  piece  for  this  magazine  was  "Switching  the  Light 
Fantastic"  in  the  August  21,  2000,  issue. 
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by  Richard  Dawkins 


all  of  mirrors 


BEING  HUMAN, 

WE  CAN  NEVER  SEE  THE  REAL  WORLD 


jj  %  little  learning  is  a  dangerous 
g.  This  has  never  struck  me  as  a  par- 
jlarly  profound  or  wise  remark,  but  it 
lies  into  its  own  when  that  little  learn- 
i  is  in  philosophy.  A  scientist  who  has 
Itemerity  to  utter  the  t-word — true  — 
likely  to  encounter  philosophical 

I'  ding  that  goes  something  like  this: 
There  is  no  absolute  truth.  You  are 
mining  an  act  of  personal  faith  when 
claim  that  the  scientific  method, 
iding  mathematics  and  logic,  is  the 
rjileged  road  to  truth.  Other  cultures 
int  believe  that  truth  is  to  be  found 
il  rabbit's  entrails  or  the  ravings  of  a 
rphet  atop  a  pole.  It  is  only  your  per- 
)hl  faith  in  science  that  leads  you  to 
i(  r  your  brand  of  truth." 

hat  strand  of  half-baked  philosophy 
:  by  the  name  of  cultural  relativism. 

one  aspect  of  the  Fashionable  Non- 
:  e  detected  by  Alan  Sokal  and  Jean 
r  nont,  or  the  Higher  Superstition  of 
aa  R.  Gross  and  Norman  Levitt.  The 
ifnist  version  is  ably  exposed  by 
k:tta  Koertge,  coauthor  of  Professing 
e'inism:  Cautionary  Tales  from  the 
tkige  World  of  Women's  Studies: 
i  y  omen's  Studies  students  are  now 
taught  that  logic  is  a  tool  of  dom- 
inion. ...The  standard  norms  and 
wods  of  scientific  inquiry  are  sexist 
tYuse  they  are  incompatible  with 
mnen's  ways  of  knowing."  ...These 
imectivist"  women  see  the  methods  of 
>e ,  analysis,  and  abstraction  as  "alien 
ivory  belonging  to  men"  and  "value 
u\tion  as  a  safer  and  more  fruitful 
bhach  to  truth." 

ow  should  scientists  respond  to  the 
1  btion  that  our  "faith"  in  logic  and 
i  tine  truth  is  just  that — faith — not 


THE  NECKER  CUBE  IS  A  FAMILIAR  OPTICAL  ILLUSION  USED  TO  ILLUSTRATE  DIFFERENT  PERSPECTIVES. 


"privileged"  over  alternative  truths?  An 
obvious  response  is  that  science  gets 
results.  As  I  once  wrote,  "Show  me  a  cul- 
tural relativist  at  30,000  feet,  and  I'll 
show  you  a  hypocrite.  ...If  you  are  flying 
to  an  international  congress  of  anthropol- 
ogists or  literary  critics,  the  reason  you 
will  probably  get  there— the  reason  you 
don't  plummet  into  a  ploughed  field  — 
is  that  a  lot  of  Western  scientifically 
trained  engineers  have  got  their  sums 
right."  Science  supports  its  claim  to  truth 
by  its  spectacular  ability  to  make  matter 
and  energy  jump  through  hoops,  and  to 
predict  what  will  happen  and  when. 

But  let's  go  further:  Is  it  just  our 
Western  scientific  bias  to  be  impressed  by 
accurate  prediction,  to  be  impressed 


by  the  power  to  sling  rockets  around 
Jupiter  to  reach  Saturn,  or  intercept  and 
repair  the  Hubble  telescope,  to  be  im- 
pressed by  logic  itself?  Well,  let's  concede 
the  point  and  think  sociologically,  even 
democratically.  Suppose  we  agree,  tempo- 
rarily, to  treat  scientific  truth  as  just  one 
truth  among  many,  and  lay  it  alongside  all 
the  rival  contenders:  Trobriand  truth, 
Kikuyu  truth,  Maori  truth,  Inuit  truth, 
Navajo  truth,  Yanomamo  truth,  !Kung 
San  truth,  feminist  truth,  Islamic  truth, 
Hindu  truth.  The  list  is  endless  —  and 
thereby  hangs  a  revealing  observation.  In 
theory,  people  could  switch  allegiance 
from  any  one  "truth"  to  any  other  if  they 
decided  it  had  greater  merit.  On  what 
basis  might  they  do  so?  Why  would  one 


Forbes  ASAP 


October  2,  2000  I 


Richard  Dawkms 


change  from,  say,  Kikuyu  truth  to  Navajo 
truth?  Such  merit-driven  switches  are 
rare — with  one  crucially  important  excep- 
tion: switches  to  scientific  truth  from  any 
of  the  others.  Scientific  truth  is  the  only 
member  of  this  endless  list  that  eviden- 
tially convinces  converts  of  its  superiority. 
People  are  loyal  to  other  belief  systems 
because  they  were  brought  up  that  way, 
and  they  have  never  known  anything  bet- 
ter. When  people  are  lucky  enough  to  be 
offered  the  opportunity  to  vote  with  their 
feet,  doctors  prosper  and  shamans  decline. 
Even  those  who  do  not,  or  cannot,  avail 
themselves  of  a  scientific  education  choose 
to  benefit  from  technology  made  possible 
by  the  scientific  education  of  others. 

As  religious  missionaries  claim  con- 
verts in  the  underdeveloped  world,  they 
succeed  not  because  of  the  merits  of  their 
religion  but  because  of  the  science-based 
technology  for  which  it  is  pardonably, 
but  wrongly,  given  credit.  You  can  imag- 
ine the  tribal  warrior  thinking,  "Surely 
the  Christian  God  must  be  superior  to 
our  Juju,  because  Christ's  representatives 
come  bearing  rifles,  telescopes,  chain 
saws,  radios,  almanacs  that  predict  eclipses 
to  the  minute,  and  medicines  that  work." 

So  much  for  cultural  relativism.  A  sec- 
ond type  of  truth-heckler  prefers  to  drop 

There  is  more  to  truth 


human  mind. 

the  name  of  Karl  Popper  or,  more  fashion- 
ably, Thomas  Kuhn.  According  to  their 
arguments,  there  is  no  absolute  truth. 
Scientific  truths  are  merely  hypotheses 
that  have  so  far  failed  to  be  falsified  and 
are  destined  to  be  superseded.  At  worst, 
after  the  next  scientific  revolution,  today's 
"truths"  will  seem  quaint  and  absurd, 
if  not  actually  false.  In  this  view,  the 
best  we  scientists  can  hope  for  is  a  series 
of  approximations  that  progressively 
reduce  errors  but  never  eliminate  them. 

The  Popperian  heckle  partly  stems 
from  the  accidental  fact  that  philoso- 
phers of  science  are  obsessed  with  one 
piece  of  scientific  history:  the  comparison 
between  Newton's  and  Einstein's  theo- 


ries of  gravitation.  It  is  true  that  New- 
ton's simple  inverse  square  law  has  turned 
out  to  be  an  approximation, 'a  special 
case  of  Einstein's  more  general  formula. 
If  this  is  the  only  piece  of  scientific  his- 
tory you  know,  you  might  indeed  con- 
clude that  all  apparent  truths  are  mere 
approximations,  fated  to  be  superseded. 

There  is  even  a  quite  interesting  sense 
in  which  all  our  sensory  perceptions  may 
be  regarded  as  unfalsified  hypotheses 
about  the  world,  vulnerable  to  change. 
This  provides  a  good  way  to  think  about 
illusions,  such  as  the  Necker  Cube. 

The  flat  pattern  of  ink  on  paper  is 
compatible  with  two  alternative  hypo- 
theses of  solidity.  We  see  a  solid  cube 
that,  after  a  few  seconds,  flips  to  a  dif- 
ferent cube,  then  flips  back  to  the  first 
cube,  and  so  on.  Thus,  goes  the  argu- 
ment, sense-data  may  only  confirm  or 
reject  mental  hypotheses  about  what  is 
out  there.  We  are  lost  in  a  cognitive  hall 
of  mirrors,  never  able  to  escape  our 
reflection  to  see  the  real  world. 

This  line  of  thought — that  all  our 
percepts  are  hypothetical  models  in  the 
brain  —  might  lead  us  to  fear  for  our 
descendants  when  the  blurring  between 
reality  and  illusion  will  be  even  more 
pronounced,  thanks  to  computers  capa- 
ble of  generating  vivid  models 
of  their  own.  But  what  is  new 
about  any  of  this?  Without  ven- 
turing into  the  high  tech  worlds 
of  virtual  reality,  we  already 
know  that  our  senses  are  easily- 
deceived.  Magicians  and  profes- 
sional illusionists  can  persuade 
us  that,  if  we  lack  a  skeptical 
foothold  in  reality,  something 
supernatural  is  going  on.  Indeed, 
some  notorious  erstwhile  conjurers  have 
made  a  fat  living  doing  exactly  that — a 
living  much  fatter  than  they  ever  enjoyed 
when  they  frankly  admitted  that  they 
were  faking  it. 

Scientists,  alas,  are  not  best  equipped 
to  unmask  telepathists,  mediums,  and 
spoon-bending  charlatans.  This  is  a  job 
best  handled  by  professionals,  and  that 
means  other  conjurers.  The  lesson  that 
conjurers,  the  honest  variety  and  the 
impostors,  teach  us  is  that  an  uncritical 
faith  in  our  own  sense  organs  is  not  an 
infallible  guide  to  truth. 

Fine,  but  none  of  these  theories  under- 
mines our  understanding  of  what  it 
means  for  something  to  be  true.  If  I  am  in 


the  witness  box  and  prosecuting  counj 
wags  his  finger  sternly  and  demands,  " 
it  or  is  it  not  true  that  you  were  in  CI 
cago  on  the  night  of  the  murder?"  I  shou 
get  pretty  short  shrift  if  I  replied,  "Wh 
do  you  mean  by  true?"  Or,  reverting 
the  first  heckle,  I  would  not  expect  a  jui 
even  a  Bongolese  jury,  to  give  a  symfl 
thetic  hearing  to  my  plea,  "It  is  only 
your  Western  scientific  sense  of  the  wc 
in  that  I  was  in  Chicago.  The  Bongoli 
have  a  completely  different  concept  of 
according  to  which  you  are  only  tri 
in  a  place  if  you  are  an  anointed  elc 
entitled  to  take  snuff  from  the  dried  scf 
turn  of  a  goat." 

It  is  simply  true  that  the  sun  is  hot 
than  the  earth,  true  that  the  desk  I 
which  I  am  writing  is  made  of  wort 
These  are  not  hypotheses  awaiting  fa 
fication,  not  temporary  approximate 
of  an  ever  elusive  truth,  not  local  tru 
that  might  be  denied  in  another  culu 
They  are  just  plain  true.  It  is  forever  t 
that  DNA  is  a  double  helix,  true  tha 
you  and  a  chimpanzee  (or  an  octopus 
a  kangaroo)  trace  your  ancestors  hi 
far  enough,  you  will  eventually  hi 
shared  ancestor. 

To  a  pedant,  these  are  still  hypotho 
that  might  be  falsified  tomorrow, 
they  never  will  be.  Strictly,  the  tr 
that  there  were  no  human  beings  in 
Jurassic  era  is  still  a  conjecture,  wh 
could  be  refuted  at  any  time  by  the 
covery  of  a  single  human  fossil,  authe 
cally  dated  by  a  battery  of  radiome 
methods.  It  could  happen.  Want  to  I 
These  are  just  truths,  even  if  the\ 
nominally  hypotheses  on  probati 
They  are  true  in  exactly  the  same  sen 
the  ordinary  truths  of  everyday  life 
true,  true  in  the  same  sense  as  it  is 
that  you  have  a  head  and  that  my 
is  wooden.  If  scientific  truth  is  ope 
philosophic  doubt,  it  is  no  more  so 
commonsense  truth.  Let's  at  least  be  e 
handed  in  our  philosophical  heckling 

But  now,  having  refuted  the  two  r 
common  attacks  on  the  scientific  con 
of  truth,  let  me  present  another,  n 
difficult  challenge.  It  is  that  scien« 
very  much  not  synonymous  with  c 
mon  sense.  Admittedly,  that  dought) 
entific  hero  Thomas  H.  Huxley  said: 

Science  is  nothing  but  trained 
organized  common  sense,  differing  \ 
the  latter  only  as  a  veteran  may  d 
from  a  raw  recruit:  and  its  methods  ► 


than  meets  the  eye,  or  more 
than  meets  the  all-too-limited 
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to  the  aii  around  you  (be  sure  no 
;  v  eching;  people  have  been  carted 
off  for  less).  Call  the  air  God  if  you  can, 
though  it's  not  a  god;  and  state  as  hon- 
estly  as  possible  some  immediate  need, 
some  hope  for  guidance.  With  luck  and 
further  effort,  your  sentences  will  grow 
less  self-obsessed.  They  may  even  begin 
to  express  occasional  thanks.  For  long 
months  you  may  get  no  trace  of  notice  or 
reply.  In  time,  however,  you  may  hear 
answers  on  the  same  scale  as  that  on 
which  we  measure  the  masters  I've  just 
named.  And  if  an  answer  comes,  you  can 
be  almost  sure  it  wasn't  simply  the  air 
that  answered. 

There  are  numerous  possible  next 
steps.  You  might  want  to  begin  frequent- 
ing spaces  that  have  a  natural  benignity 
for  you — whether  it's  the  lobby  of  Grand 
Central  Station  or  a  quiet  corner  church 
or  a  one-man  fire-watch  tower  high 
above  some  primal  forest.  You  might 
begin  to  talk  about  your  findings  with 
some  friend  whom  you  suspect  of  having 
similar  curiosities.  You  might  commit 
some  part  of  your  time  to  working  with 
the  wretched  of  your  neighborhood  or 
town — the  homeless,  hungry,  abused, 
the  unloved  whom  most  religions  insist 
that  we  comfort.  You  might  want  to  try 
attending  some  regular  religious  cere- 
monies. If  they  fail  you,  go  back  to  your- 
self and  the  ambient  air. 

Soon  or  late,  you'll  likely  get  some 
response  from  that  space  to  which  you 
first  spoke.  It  may  say  what  it's  said  to 
many  good  people:  "There's  nothing 
here  but  atoms  of  air.  Get  a  life."  It  may 
also  say  what  it's  said  persuasively  to 
even  more  of  the  earth's  human  beings: 
"Keep  talking.  Learn  how.  You're  lis- 
tened to.  One  day  you  may  hear  me, 
should  I  need  or  want  you." 

You  may,  in  short — and  finally,  my 
valued  young  friend  —  have  begun  to 
speak  with  and  to  hear  from  the  truth, 
some  form  of  the  truth  that  wears  many 
masks  for  its  likely  sole  face. 
Yours  in  hope, 

Reynolds  ■ 
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■4253  engaged  with  people  at  the  end 
of  life.  Some  are  overcome  with  fear, 
others  with  a  sense  of  awe  at  all  the 
good  things  they've  been  given.  As  the 
credits  .rolled,  he  sighed  and  said,  "At 
least  that  man  died  in  a  state  of  grace." 
And  I  thought  of  a  homily  that  Karl 
Rahner  once  gave  in  his  rural  parish 
for  the  Feast  of  All  Souls,  commenting 
that  while  the  dead  speak  to  us  through 
silence,  "Their  words  of  love  do  not  reach 
our  ears  because  they  have  blended  into 
one  with  the  joyous  word  of  [God's] 
boundless  love  —  the  dead  are  silent 
because  they  live,"  Rahner  concluded, 
"just  as  our  noisy  chatter  is  supposed 
to  make  us  forget  we  are  dying." 

Theology  persists,  as  does  poetry, 
because  they  both  give  voice  to  that 
great  silence  and  turn  us  toward  impor- 
tant matters  that  we  are  in  danger  of  for- 
getting. Poetry  finds  words  to  express 
what  we  feel  to  be  true  but  can't 
explain.  Once,  while  delivering  a  meal 
to  an  elderly  woman  in  a  cruel  winter,  I 
was  startled  by  the  presence  of  beauty 
in  a  place  where  I  did  not  expect  it. 
Summoning  the  ghost  of  John  Keats, 
I  wrote: 

Valentine  roses 

have  lost  their  bloom; 

wrinkled,  they  droop 

on  their  stems, 

as  if  weighted 

by  beauty. 

Their  beauty.  Yes. 

like  the  widow's  icy  walk, 

her  gnarled  fingers 

on  the  lap  robe 

in  the  musty  living  room, 

the  Bible  open 

to  Isaiah  35: 

and  the  desert  shall  rejoice, 
and  blossom  as  the  rose, 

her  wrinkly  smile 
as  I  knock 

and  enter.  Beauty,  yes.  All  of  it. 
And  truth.  m 
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4274  differ  from  those  of  comm 
sense  only  as  far  as  the  guardsman 's 
and  thrust  differ  from  the  manner 
which  a  savage  wields  his  club. 

But  Huxley  was  talking  about 
methods  of  science,  not  its  conclusicj 
And  those  conclusions  can  be  disti 
ingly  counterintuitive.  Quantum  the 
is  counterintuitive  to  the  point  where 
physicist  sometimes  seems  to  be  battl 
insanity.  We  are  asked  to  believe  th; 
single  quantum  behaves  like  a  part 
in  going  through  one  hole  insteac 
another  but  simultaneously  behaves 
a  wave  in  interfering  with  a  nonexis  I 
copy  of  itself,  if  another  hole  is  ope  I 
through  which  that  nonexistent  c  I 
could  have  traveled  (if  it  had  existed)]! 

It  gets  worse,  to  the  point  where  sc 
physicists  resort  to  a  vast  number  of  | 
allel  but  mutually  unreachable  wo 
that  proliferate  to  accommodate  e' 
alternative  quantum  event.  Other  pr 
cists,  equally  desperate,  suggest  I 
quantum  events  are  determined  re 
spectively  by  our  decision  to  exan 
their  consequences.  Quantum  the 
strikes  us  as  so  weird,  so  defiant  of  cl 
mon  sense,  that  even  the  great  phys 
Richard  Feynman  was  moved  to  rem 
"I  think  I  can  safely  say  that  nob 
understands  quantum  mechanics." 
the  many  predictions  by  which  quan 
theory  has  been  tested  stand  up, 
an  accuracy  so  stupendous  that  Feyn 
compared  it  to  measuring  the  dist. 
between  New  York  and  Los  Ang 
accurately  to  the  width  of  one  hu 
hair.  On  the  basis  of  these  stunnii 
successful  predictions,  quantum  thi 
or  some  version  of  it,  seems  to  be  as>  I 
as  anything  we  know. 

Modern  physics  teaches   us  II 
there  is  more  to  truth  than  meets  I 
eye,  or  more  than  meets  the  all-  I 
limited  human  mind,  evolved  as  it 
to  cope  with  medium-size  objects  i 
ing  at  medium  speeds  through  mec 
distances  in  Africa.  In  the  face  of 
profound  and  sublime  mysteries,  the 
grade  intellectual  poodling  of  pse 
philosophical  poseurs  seems  unwc 
of  adult  attention. 


Richard  Dawkins  is  the  Charles  Sir? 
Professor  at  the  University  of  Ox 
His  books  include  The  Selfish  Gen? 
recently,  Unweaving  the  Rainbow:  Sc: 
Delusion,  and  the  Appetite  for  Wot 
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a  matter  of  fact... 

WHEN  IT  COMES  TO  BELIEVING  SCIENCE, 
THERE  BE  DRAGONS 


by  James  Burke 


I  t's  too  easy,  with  the  benefit  of  modernity,  hindsight, 
and  all  that,  to  regard  science  as  the  most  fearless, 
objective,  apolitical,  democratic,  and  open-minded  of 
human  endeavors — the  seeker  of  truth.  Never  mind  any- 
thing by  divine  right. 

It  was,  in  fact,  a  panic-stricken  reaction  to  a  sudden 
shortage  of  truth  that  triggered  the  emergence  of  mod- 
ern science. 

Throughout  the  16th  century,  as  it  gradually  dawned 
on  everybody  that  Columbus  hadn't,  after  all,  hit  some 
islands  off  Japan  or  India  (where  he  was  headed  at  the 
time)  but  that  he  had  in  fact  come  across  an  entirely 
new  continent,  everything  epistemological  hit  the  fan. 
For  a  comfortable  2,000  years,  life,  the  universe,  and 
everything  had  been  what  Aristotle  and  the  Bible  said  it 
was.  And  neither  of  them  had  ever  mentioned  America. 
So  what  was  it  doing  there? 

Things  got  rapidly  worse  in  the  first  decades  of  the 
1 7th  century,  as  people  like  Galileo  started  seeing  other 
centers  of  attraction,  such  as  Jupiter  circled  by  its 
moons.  To  compound  the  felony,  sailors  started  coming 
back  across  the  Atlantic  to  Europe  with  hundreds  of 
new  American  animal  and  plant  species  that  were  not 
described  on  Aristotle's  list. 

Put  yourself  in  their  place.  It  was  beginning  to  look 
as  if  all  bets  were  off  (or  as  John  Donne  had  it:  "The 


new  philosophy  calls  all  in  doubt").  To  anybody  oc 
pying  a  throne  by  the  grace  of  church  authority  (i 
most  of  them),  this  was  a  situation  devoutly  to 
missed.  In  the  desperate  search  for  some  way  to  bail 
the  sinking  ship  or  shut  the  stable  door,  a  couple 
quick  thinkers  came  up  with  some  solutions.  One  wa 
French  engineer  named  Rene  Descartes  who  was  run 
because  he  was  too  apt  to  make  cracks  about  Jesu 
Descartes  suggested  the  only  way  to  find  the  truth  l 
to  go  on  doubting  until  you  stripped  away  all  dubi' 
elements  so  as  to  arrive  at  a  point  where  what  remaii 
was  so  self-evident  that  it  was  beyond  doubt.  That  wa 
be  the  truth. 

The  other  guy,  an  English  legal  eagle  by  the  name 
Francis  Bacon,  opted  for  correlation  and  analysis  a 
means  of  certainty.  Amass  enough  evidence  and  ; 
were  halfway  there.  His  admirers  then  came  up  wit 
Royal  Society  for  doing  this  stuff,  with  correspond( 
all  over  the  place  sending  in  cards  and  letters  f 
with  their  observations.  The  Royal  Society  mo 
"Take  Nobody's  Word  for  It,"  generated  a  proced 
for  making  sure  other  people  were  seeing  what 
were  seeing,  known  as  "witnessing."  If  enough  pe 
agreed  they  were  all  witnessing  the  same  thing,  the 
was  a  "matter  of  fact." 

You  know  what  happened  next:  Harvey,  Maxv 
Darwin,  Mendel,  and  Einstein.  In  other  words,  scu 
objectively  won  over  everything  but  the  human  he 
By  the  end  of  the  20th  century,  science  had  it 
become  the  arbiter  of  truth,  the  wielder  of  its  < 
(un  (divine  right. 

Alas,  not  so.  If  as  a  scientist  you  believe  the  uni\ 
is  made  of  omelettes,  you  build  instruments  to 
traces  of  intergalactic  egg.  And  if  you  don't  find  any 
problem.  Instrument  failure!  This  kind  of  shenan 
goes  on  in  spite  of  the  fact  that  the  other  guys  in  ; 
discipline  are  bound  by  duty  to  prove  you  misgui 
The  job  of  the  scientist  is  to  take  theories  apart  an 
accept  them  only  if  this  effort  fails. 

But,  of  course,  both  theory  and  proof  are  co 
tioned  by  circumstance.  Which  colors  everything, 
Galileo  showed  the  Venetian  merchants  from  hov\ 
away  his  telescope  could  disclose  the  letters  carved 
building  across  the  canal,  he  persuaded  people  to  ac 
the  truth  of  what  they  saw  when  he  then  pointed 
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i  >pe  up  in  the  air  and  revealed  what  no  personal  experi- 
.  ice  could  confirm:  mountains  on  the  moon.  Even  though  the 
•nagnification  was  lousy;  even  though  all  they  saw 
blurs.  They  could  have  been  seeing  anything.  Never 
minii  rue  drawings  Galileo  provided  to  show  more  clearly 
what  they  were  supposed  to  be  seeing  through  his  magic 
thing  (in  fact,  Galileo's  famous  drawings  aren't  entirely 
accurate).  What  was  happening  was  the  result  of  a  desire  to 
see  the  new  Copernican  cos- 
mos, so  as  to  settle  the  on- 
the-rack  arguments  still  rag- 
ing about  what  it  all  meant. 

These  desires  can  be  so 
strong  they  induce  hallucina- 
tions. In  the  late  19th  century, 
at  the  University  of  Nancy, 
France,  the  recent  discovery 
of  X  rays  convinced  people 
that  other  rays  should  be 
there  too.  Sure  enough,  once 
some  guy  demonstrated  N 
rays  (named  after  the  town), 
they  became  a  hot  ticket  to 
a  Ph.D.  And,  no  doubt,  some- 
body got  such  a  degree,  in 
N-ray  studies.  Then  one 

day  some  visiting  American,  who  hadn't  heard  about 
these  rays,  said  the  truth  was  he  couldn't  see  them.  Sure 
enough,  when  everybody  looked  closer,  nor  could  they. 
Collapse  of  theory. 

This  kind  of  collapse  riddles  the  history  of  the  so-called  truth- 
finding  sciences.  Here's  a  list  of  the  greatest  hits  of  scientific  the- 
ory collapse:  For  centuries  it  was  known  that  disease  came  from 
miasma,  a  foul  air  emanating  from  marshes  and  putrescent 
materials  and  such  creepy  stuff  ...until  1864,  when  Louis  Pasteur 
discovered  germs.  For  centuries  electricity  was  a  fluid... until 
1820.  It  was  a  well-known  fact  that  rotten  apples  spontaneously 
generated  little  worms  and  grubs  found  inside  them... until 
1767.  The  atom  was  indivisible. ..until  1877.  All  organisms  that 
exist  were  made  at  Creation ...  until  1858.  Creation  itself  hap- 
pened in  4004  B.C.. ..until  1779,  when  the  date  became  75,000 
years  ago;  until  1846,  when  it  became  100  million  years  ago; 
until  last  year,  when  the  figure  rose  to  13  billion. 

Light  was  particles  until  1801,  when  it  became  waves;  until 
1905,  when  it  became  particles  again;  until  1924,  when  it 
became  both.  And  my  all-time  favorite,  the  one  that  really 
makes  my  point:  Space  and  time  were  absolutes  until  1886, 
when  Ernst  Mach  introduced  the  insidious  concept  of  relativ- 
ity and  set  the  stage  for  Einstein.  In  1927,  Heisenberg's  uncer- 
tainty principle  took  things  further  and  really  pulled  out  the 
rug.  According  to  this  principle,  you  can  find  out  where  a 
subatomic  particle  is  or  what  speed  it's  moving  at,  but  not 
both.  Boring,  right?  Wrong.  What  Heisenberg  meant  was  that 
at  the  fundamental  level  of  things,  there  is  no  certainty.  No 
cause  and  effect  that  you  could  ever  see. 

In  the  end,  the  can  of  worms  Columbus  opened  with  his 
trip  to  India  is  this:  There  is  no  truth  to  find.  Truth  is  what 
you  want  it  to  be:  omelettes,  or  miasma,  or  supreme  deities. 

i  all  the  product  of  the  humongous,  game-playing  brain  in 
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your  head.  I'm  not  arguing  that  there  isn't  some  ultimate 
ity  out.there  in  the  mess  around  us,  but  that  all  we're  like 
be  able  to  do  is  interpret  the  mess.  And  today's  interpret! 
won't  be  tomorrow's. 

I  think  we've  all  lived  with  this  wacky  view  of  life 
enough  that  it  shouldn't  bother  us.  After  all,  while  sc 
may  keep  changing  its  collective  mind,  the  other  thing  it  < 
as  a  result,  is  come  up  with  goodies  like  antibiotics  and 

and  email  and  Viagra  arj 
those  things  that  makq 
the  blast  it  is  today. 

What  might  be  a  tin 
bothersome,  though,  is 
we  learn  to  live  with  the 
ization  that  truth  is  only 
we  say  it  is.  And  increasi 
we  don't  all  say  the  : 
thing.  You  can  see  the  e; 
of  this  growing  lack  of 
formity  everywhere.  Thj 
political  power  blocs 
gone  (except  in  Eurl 
where  for  some  crazy  r« 
we're  going  hell-for-le 
into  19th-century  cen 
ization).  The  churche 
empty.  People  run  red  lights.  Marriage  isn't  fashionable 
more.  Rule-bending  presidents  just  "accept  responsibility 

This  reality  is  accelerating,  and  the  coming  $50  ter| 
laptop,  with  all  the  Internet  you  want  for  free,  is  only  goi 
up  the  ante.  Once  you  can  log  on  and  visit  virtual  r  | 
domains,  peopled  by  virtual  admirers  who  find  the  virtus 
an  intelligent  and  physically  irresistible  superstar,  the 
fragmentation  of  society  so  far  will  look  like  freedc 
expression  under  Lenin.  Technology  is  already  doing  tt 
giving  the  individual  a  radically  increasing  number  of  o 
tunities  that  exist  only  in  the  online  world. 

The  thing  that  exercises  me  slightly  about  all  this  is: 
do  we  keep  some  kind  of  temporary  public  truth  to  lij 
from  changing  minute  to  minute?  What  we  need  is  a 
housekeeping  agreement  rigid  enough  to  provide  contli 
yet  flexible  enough  to  change  with  each  new  discovery  o 
in  fashion. 

Maybe  the  only  way  to  manage  this  will  be  for  each 
to  hand  off  these  responsibilities  to  an  online  personal  c 
who  will  constantly  morph  its  behavior  to  interact  wi 
the  other  avatars  in  a  permanently  updated  electronic  tl 
An  online  public  virtual  world  where,  if  you  still  hank 
involvement,  through  your  avatar  you'll  be  able  to 
international  tycoon  or  a  great  novelist,  or  any  of  the 
things  for  which  you  need  to  take  account  both  of  othe 
the  temporary  nature  of  truth. 

With  a  bit  of  luck,  that'll  leave  the  rest  of  us  free  to 
peace,  according  to  whatever  kind  of  personal  truths  w 
fer.  Like  Voltaire's  Candide,  tending  our  private  gardens 


James  Burke  is  an  award-winning  television  host,  authc 
educator.  He  produced  the  popular  PBS  Connections  TV 
and  writes  a  monthly  column  for  Scientific  American. 
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Left  to  right:  Phoebe  Bravakis. 
Peter  Kafka,  Bilie  Jo  Backert.  Peter 
Newcomb,  Mary  Ellen  Egan,  Michael 
Maiello,  Victoria  Murphy,  Doug  Dono- 
van, Meg  McVey,  Chesley  Heymsfield. 
Nicole  Ridgway  and  Samantha  Lee. 


Wealth  and  Guilt  There's  more  monev  at  the  top 

ever  before:  a  combined  SI. 2  trillion  for  the  the  400  ric 
Americans,  up  from  SI  trillion  last  year.  But  there's  n 
anxiety,  more  guilt.  The  worry,  born  in  the  Nasdaq  eras 
the  spring,  is  still  in  the  air.  Ken  Kurson,  a  financial  comn 
tator  and  the  editor  of  Green  magazine,  duly  captures 
angst  of  wealth  in  an  article  on  page  49.  Kurson  quote; 
founder  of  Ameritrade  as  saying  that  he  doesn't  even  loc 
the  price  of  his  stock,  and  the  yacht  builders  saying  that  tl 
is  a  depression-proof  business.  Thev  protest  too  much. 

What  of  the  moral  dimension?  Our  lawmakers  are 
over  whether  to  repeal  the  federal  estate  tax.  The  revi 
would  not  be  missed,  but  Americans  are  uneasy  with  the 
sibility  that  a  new  generation  of  high-living  heirs  will 
up  the  capitalist  system.  The  misgivings  about  prosperi 
any  rate,  are  not  confined  to  the  superrich.  Plenty  of  mil 
aires-next-door  wonder  if  it  is  fair  that  the  digital  ag« 
treated  them  so  well  but  left  a  lot  of  families  no  better  o 

Take  a  look  at  "The  Moral  Limits  of  Wealth,"  an  ess£ 
page  100  that  Dinesh  D'Souza  adapted  from  his  book 
Virtue  of  Prosperity  (Free  Press,  2000).  D'Souza  is  an  ai 
observer  of  sociological  trends  whose  1991  Illiberal  Educ 
popularized  the  Marxist  term  "political  correctness" 
gave  it  new  meaning.  In  his  new  book  he  looks  at  the  ri 
the  mass  affluent  class  and  its  discontents. 

Besides  the  essays  in  this  special  issue  of  FORBES  yot 
see  the  biographies  and  statistics  that  are  the  fruit  of  19 
of  research.  Peter  Newcomb  and  Peter  Kafka  edited  this ) 
Forbes  400  issue,  under  the  direction  of  Assistant  Man; 
Editor  Tim  Ferguson.  You  can  get  some  sense  of  how  r 
work  is  involved  by  contrasting  the  smaller  effort  by  Fortt 
Johnny-come-lately  to  wealth-tracking.  Our  competitc 
tempted  to  compile  a  list  of  the  40  richest  Americans  i 
40  but  included  some  foreign  nationals  and  omitted  an  A 
ican  (Harold  Dixon,  p.  260)  who  would  have  been  15i 
that  fist.  Why  setde  for  an  abbreviated  400,  when  the  \ 
thing  is  here? 
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Chang  Beats  Garnett 


Sitting  pretty:  Vitria's  JoMei  Ch  | 
got  less  buzz,  more  money. 


TWO  YEARS  AGO  WE  DESCRIBED  THE 
pitched  battle  between  two  upstarts  vying 
for  control  of  the  applications  integration 
software  market:  CrossWorlds  Software 
founder  Katrina  Garnett,  of  little-black- 
dress  ad  campaign  fame,  versus  JoMei 
Chang,  the  low-key  founder  of  Vitria 
Technology. 

Chang,  47,  has  emerged  as  the  leader 
and  a  new  member  of  The  Forbes  400,  to- 
gether with  husband,  and  Vitria  cofounder, 
Dale  Skeen.  Since  our  story  Vitria  has  lined 
up  185  new  clients,  including  telecom 
heavy  hitters  BellSouth  and  Sprint.  Vitria's 
stock  jumped  157%  between  its  Septem- 
ber 1999  offering  and  Aug.  24,  2000,  the 
cutoff  date  for  Forbes  400  stock  valuations. 
Chang's  and  Skeen's  stakes  are  worth  a  combined  $1.8  billion. 

CrossWorlds'  stock  went  up  60%  since  its  June  offering,  to  S16  on  Ai| 
But  Garnett's  30%  stake  is  worth  only  SI  18  million.  Husband  Terry's  stoo 


FLASHBACKS 

80  YEARS  AGO  IN  FORBES/DECEMBER  II,  1920 

Fatal  Consequences  Wealth  is  like  poison.  Poison  can  sometimes,  when  propel 
accomplish  results  not  attainable  in  any  other  way.  But,  if  misapplied,  it  can  entail  fatal  consequence:! 
years  there  has  been  an  unmistakable  growth  of  antagonism  to  enormous  fortunes,  and  unless  mill 
ponder  their  ways,  this  swelling  sentiment  may  find  its  way  to  the  statute  books.  The  plutocrat  who  f  | 
each  of  his  young  children  with  a  Rolls-Royce  and  a  special  chauffeur,  and  allows  them  to  cut  up  as 
well  please,  is  doing  nothing  illegal,  but  he  is  breeding  Bolshevism. 

75  YEARS  AGO  IN  FORBES/ JANUARY  I,  1925 

The  Greatest  Givers  Eleven  of  the  twelve  Americans  who  have  given  away  thl 

amounts  of  money  have  been  businessmen.  Is  it  not  becoming  increasingly  clear  that  men  like  Rockell 
Eastman  and  Duke,  through  all  their  years  of  planning  and  sweating  and  achievement,  have  been  actirl 
vants  of  the  public?  It  may  be  that  not  one  of  the  three  had  any  idea  that  his  efforts  were  being  exercisil 
benefit  of  the  public.  In  all  probability  their  dominating  motive  was  the  same  as  the  motive  of  most  of  til 
us,  namely,  self-aggrandizement.  But  have  not  their  fortunes  been  dedicated  to  the  service  of  the  peoif 

25  YEARS  AGO  IN  FORBES/OCTOBER  I,  1975 

His  Cup  Runneth  Over  •For  more  than  a 

decade,  Ernest  Gallo,  the  moody,  cld-country  patriarch,  has  domi- 
nated the  $3  billion  U.S.  wine  industry.  And  from  all  indications,  he's 
going  to  stay  on  top  for  years,  despite  Cesar  Chavez's  nationwide 
boycott  of  Gallo  wine;  despite  the  Federal  Trade  Commission's  ongo- 
ing investigation  of  his  company  and  despite  new  well-financed  com- 
petitors like  Schlitz,  Beatrice  Foods  and  Heublein.  Today,  aggressive 

Ernest  and  his  affable  brother,  Julio,  produce  around  28%  of  wine  sold  in  the  country.  Ernest  and  Ji| 
easily  live  another  20  years  or  more  and  end  up  being  among  America's  few  genuine  billionaires. 
Julio  Gallo  died  in  1993.  and  Ernest  Gallo.  91.  has  passed  on  control  of  the  company  to  granddaug\ 
Gallo.  We  estimate  Ernest  Gallo  s  wealth  at  $800  million. 
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Not  everything  here 
will 
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worth  $97  million.  Nice,  but 
enough  for  our  list.  — Victoria  Mu 

OCTOBER  II,  1999 

The  Two  Faces 


t 
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Of  Money 


THOMAS  BAILEY,  THE  FOUNDER 
chief  executive  of  the  Janus  m 
fund  company,  just  missed  makin 
Forbes  400  this  year.  Thomas  ] 
who  used  to  work  for  Bailey  at ) 
takes  his  place.  How  did  Marsic 
his  former  boss,  who  we  said  was 
$1  billion  last  year? 

By  getting  out  early.  Marsico  h 
from  Janus  in  1997  to  set  up  Ma 
Capital  Management  with  funding 
Bank  of  America.  This  summer  Ba 
America  bought  Marsico's  Denver 
pany  for  $950  million,  bumping  h 
timated  worth  to  $750  million. 

Bailey?  Still  with  Denver-rJ 
Janus  Capital,  which  became  p£ 
Stilwell  Financial  when  owner  K 
City  Southern  Industries  took  its  f 
cial  services  arm  public  in  a  July  u 
writing  that  got  a  lukewarm  rece{ 
Bailey's  stake  in  Stilwell  is  now  \ 
$675  million.  — Michael  M 

SEPTEMBER  13, 1982 

Pet  Shop  Boys 

PET  FOOD  MAGNATE  LEONARD  S 
is  selling  the  business  that  first  pu 
on  The  Forbes  400  in  1982.  Sol 
ward,  35,  doesn't  want  to  run  it 
more.  In  February  Stern  junk 
signed  as  Hartz  Mountain's  pres 
saying  he'd  rather  head  up  the  fai 
investment  portfolio  full  time 
isn't  pleased  that  none  of  his 
children  are  interested  in  runnir 
company  his  father  started  in 
"This  is  not  what  I  wanted  to  hap 
he  confesses.  Maybe  the  sale  will 
Stern,  62,  a  teensy  bit  happier, 
sales  of  nearly  $600  million,  Sees 
N.J. -based  Hartz  Mountain  coil 
for  an  estimated  $750  million.  C 
list  this  year  at  $2.6  billion,  Stern 
be  worth  upwards  of  $3  billion 
the  sale.  — Doug  Do 


we've  made  a  tough  case 
for  the  travelling  man. 
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PC  WORLD 


r 

The  editors  of  PC  World  magazine  judged  hundreds  of  products  based  on  pel  s 

i 


world  class  consistency,  innovation  and  value.  Their  verdict?  "AMD's  Athlon  Proc 
superstar  in  all  four"  and  "Athlon-based  PCs  sprinted  to  the  top  of  our  corporate  and  home  PC  charts.' 
just  a  few  of  the  reasons  that  they  chose  the  AMD  Athlon™  processor  as  "Product  of  the  Year."  You'd  th 

I^Nk'V^' .:  ■.'.  '..■>'■:'■  "V  .. '  -. ./.£ \'l '■  'V-  -  :.  '■  '  -  '.  . 

wb*\    '  v-.V         "  -  .  tfj  •-».-'  v.  -. ■•■  -'• 


AMDtl 

Ithiori 

PROCESSOR 

4 


if, 


1* 


.0* 


•lis  by  now.  After  all,  AMD  Athlon  processors  have  already  won  more  than  65  awards  worldwide.  But 
Jhear  things  like  "record-breaking  performance,"  "architecturally  superior  to  Intel  Pentium  111"  and 
jjgo  hit  a  clock  speed  of  1  gigahertz,  beating  Intel  at  its  own  game,"  we  still  can't  help  but  grin.  You  will 
|lou  see  what  an  AMD  Athlon  processor  can  do  for  your  productivity.  Log  on  to  www.amd.com/pcworld. 

i  >  Devices.  Inc.  AMD,  the  AMD  logo,  AMD  Athlon  and  combinations  thereof  are  trademarks  of  Advanced  Micro  Devices,  Inc.  Pentium  is  a  registered  trademark  of  Intel  Corporation.  See  July  2000  issue  of  PC  World  for  complete  article. 


FACT  AND  COMMENT 


5y  Steve  Forbes,  editor-in-chief 
With  all  thy  getting  get  understanding' 


WHY  NOT? 


I  U.S.  DEPARTMENT  OF  JUSTICE  SHOULD  FILE  AN  ANTI- 
t  suit  against  OPEC.  Obviously  member  countries  are  try- 
to  rig  prices — and  all  too  successfully  in  recent  months, 
[n  the  past  the  U.S.  has  gone  after  foreign  cartels  selling 
ds  here,  most  notably  last  year's  assault  on  vitamin  price- 
g.  Most  OPECers  have  tens  of  billions  of  dollars  in  assets  in 
J.S.  With  an  expensive  winter  in  front  of  us,  we  should  file 


such  a  suit  and  send  a  cold  chill  down  OPEC's  collective  spine. 

There's  much  we  could  do  here  to  get  reasonable  oil  and  gas 
prices,  including  removing  unnecessary  obstacles  on  exploration 
and  building  new  refineries  or  modernizing  existing  ones.  But 
going  after  the  OPEC  monopoly  should  be  part  of  our  approach. 

Wouldn't  it  be  nice  to  see  our  trustbusters  do  something 
constructive  for  once? 


STOP  TRYING  TO  STEER  THE  ECONOMY 


FEDERAL  RESERVE  IS  GUILTY  OF  IT. 
k>  is  the  White  House  and,  to  a  lesser  extent,  Congress. 
To  one  degree  or  another  they  all  believe  the  government 
guide  and  regulate  the  direction  of  the  economy — pull  it 
of  an  economic  rut  or  temper  an  "unsustainable"  boom. 
Too  many  economists — and,  in  their  wake,  a  lot  of  politi- 
and  policymakers — think  that  stimulating  the  economy 
ns  pumping  more  money  into  it,  by  giving  people  and 
nesses  more  money  through  tax  cuts  or  rebates  or  by 
}fy  increasing  government  spending.  And,  according 
le  perceived  wisdom,  cooling  an  "overheated" 
lomy  means  raising  taxes  and  interest  ^4 
i.  A  dollar,  for  example,  can  be  likened  Jgfe 
isoline  for  a  car:  It's  just  a  matter  of 
to  pump  it  in  or  suck  it  out.  , 
The  corollary  is  the  notion  that 
;perity  causes  inflation.  The  Fed 
•eby  sees  its  role  as  tightening  the 
Lability  of  credit  when  the  econ- 
r  is  reaching  its  "natural  limits"  or 
>osening  the  supply  of  money 
l  things  are  sluggish. 
Iven  business  executives  and  entre- 
eurs  fall  for  this  false  paradigm, 
y  are  reluctant  to  endorse  major  tax 
now  for  fear  they'd  overjuice  the  econ 
Thus  the  tepid  support  for  George  W. 
's  tax  cuts  among  some  of  his  natural  sup 
;rs.  "Not  the  right  time,"  they  murmur,  sotto  voce. 
)f  course  our  governors  can  encourage  or  mandate  cer- 
activities  or  stimulate  or  direct  particular  undertak- 
land  for  railroad  building  in  the  19th  century,  highway 
truction  and  space  exploration  in  this  one — but  that's  a 
"y  from  directing  the  whole  economy, 
he  false  notion  that  Washington  can  put  the  economy 
ismooth  course  grew  out  of  the  horrors  of  the  Great  De- 


pression, which  led  many  people  to  conclude  that  economies 
would  falter  if  left  to  their  own  devices.  (Interventionists  for- 
get that  most  economic  downturns  are  the  result  of  policy 
errors.  The  villains  of  the  Depression  were  the  trade-killing, 
international-capital-flow-strangling  Smoot-Hawley  Tariff, 
an  overly  tight  monetary  policy  and  a  catastrophic  tax  in- 
crease. There  are  plenty  of  safety  nets  in  place  today  if  the 
government  were  to  blunder  like  that  again.)  The  Depression 
also  led  to  the  belief  that  timely  government  intervention 
could  keep  things  on  an  even  keel.  Today,  even 
after  the  stagnation/ inflation  of  the  1970s, 
this  notion  is  still  widely  accepted  dogma. 
Hence,  all  the  muttering  by  the  Fed 
about  its  goal  of  a  "soft  landing"  for  our 
supposedly  "high-flying"  economy. 

The  problem  with  this  idea  is  that 
the  economy  isn't  a  single  organism  or 
machine.  It's  a  mind-boggling  array  of 
billions  of  individual  decisions — to  buy, 
sell  or  do  nothing — as  well  as  the  activi- 
ties of  countless  numbers  of  entrepre- 
[   neurs  and  businesses. 

Policymakers  have  no  way  of  know- 
ing what  an  economy's  maximum 
growth  rate  or  minimum  unemploy- 
ment rate  are.  In  the  spring  of  1991,  fol- 
lowing a  brief,  shallow  and  nerve-racking  re- 
cession, the  U.S.  began  what  has  become  its  longest 
expansion.  No  reputable  economist  would  have  believed  this 
growth — as  well  as  our  low  unemployment  rate — possible 
without  wild  inflation  and  rapidly  rising  wages. 

The  proper  role  of  government  is  not  to  stimulate  or  rein 
in  the  economy  but  to  create  an  environment  in  which  peo- 
ple can  develop  their  talents  and  take  the  risks  from  which 
innovation  and  productivity  arise.  Even  though  we  have  had 
18  years  of  almost  uninterrupted  growth,  there  has  been  con- 
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siderable  turbulence  in  various  sectors  of  the  economy,  the 
latest  being  the  bust  of  the  dot-com  group. 

Economists  gag  at  the  thought,  but  there's  no  reason  the 
U.S.  economy  can't  grow  at  a  5%-plus  annual  rate  for  a  good 
long  time — as  long  as  we  come  up  with  new  inventions  and 
new  productivity-creating  advances.  Did  any  economist  a  gen- 
eration ago  predict  the  Internet  or  the  explosion  in  bandwidth? 

Income  tax  rates  should  be  cut  because  that  would  not 
only  put  more  money  in  people's  pockets  but  also  reduce  the 


price  and  burden  of  working  productively.  The  capital  g 
tax  ought  to  be  reduced  or  abolished  because  it  dampens 
taking.  No  risk,  no  gain.  The  Federal  Reserve  should  keep 
basic  value  of  the  dollar  steady  rather  than  worry  about 
level  of  the  stock  market  or  fret  about  the  length  or  stre: 
of  the  economic  expansion.  If  an  industry  is  expanding 
rapidly,  the  market  will  bring  it  up  short  in  due  course. 

When  it  comes  to  the  government's  "helping"  the  e 
omy,  the  rule  is  simple:  Less  is  more. 


POLITICAL  PLAQUE 


THE  PROTESTS  OVER  HIGH  FUEL  PRICES  ROILING  EUROPE  AND 
Britain  underscore  how  unresponsive  their  political  systems  are 
to  constituent  concerns.  The  U.S.  Congress  has  real  power  and 
can  bring  about  change.  Political  scientists  routinely  deplore  how 
"parochial"  our  national  lawmakers  can  be.  In  contrast,  Euro- 
pean parliaments  are  usually  rubber  stamps  of  the  executive. 
Thus,  voter  concerns  and  complaints  fester.  In  France  it's  rou- 
tine: Don't  bother  widi  the  National  Assembly;  take  to  the  streets 
and  then  die  government  and  the  bureaucracies  will  respond. 

In  18  states  in  the  U.S.  irate  citizens  can  also  put  initia- 
tives on  the  ballot.  For  example,  a  successful  anti-property- 
tax  initiative  in  California  22  years  ago  laid  the  groundwork 


for  the  Reagan  tax  cuts,  whose  dividends  we  still  reap  to 
Political  classes  are  the  same  everywhere.  Their  prime 
cern  is  perpetuating  themselves  in  power,  all  the  while  bee 
ing  increasingly  self-serving  and  isolated.  It  was  a  British 
servative  government  during  the  1990s,  for  instance, 
legislated  the  mechanism  that  each  year  raises  fuel  tax< 
more  than  the  rate  of  inflation.  Prime  Minister  Tony  Blair 
not  want  this  mechanism  to  go.  While  opposition  Torie 
gleefully  sympathizing  with  anti-fuel-tax  protesters,  they  r 
to  make  a  point  blank  promise  to  reduce  this  crushing  exai 
Our  Founders'  formula  of  dividing  power,  of  a  go 
ment  of  checks  and  balances,  looks  better  and  better. 


IN  DEADLY  COLOR 


THE  HISTORY  CHANNEL  EARLIER  THIS 
year  ran  a  riveting  documentary  mini- 
series  ( retelevised  Oct.  1 )  called  World 
War  II  in  Color.  When  we  think  of  that 
epic  conflict,  we  think  of  it  in  black-and- 
white  images.  But  it  turns  out  that  buried 
in  archives  around  the  world  were  hun- 
dreds of  hours  of  film  footage  shot  in 
color,  despite  the  then-cumbersome 
equipment.  Color  brings  this  ghastly  war 
home  as  black  and  white  cannot.  Searing 
footage  hits  you  with  the  horror,  with 
the  reality  of  that  conflict:  clips  of  starv- 
ing youngsters  in  the  Warsaw  Ghetto;  of 


Nazi  troops  ravage  Ukraine. 


Germans  hanging  innocent  Yug 
civilians  in  retaliation  for  guerrillas' 
ing  killed  a  couple  of  German  soldie 
long  lines  of  doomed  Russian  prise 
captured  during  the  initial  weeks  c 
German  invasion;  of  Marines  fig 
on  the  Pacific  islands  of  Saipan  anc 
inawa;  and  of  so  much  else. 

What  makes  this  so  compelling 
only  the  novelty  of  the  color  footag 
also  the  commentary,  which  is  la 
taken  from  diaries  and  letters  of  ci\ 
and  combatants  of  the  time.  The  serf 
be  ordered  by  phone:  1  -800-708- 1 T. 


RESTAURANTS:  GO,  ,  STOP 

Here  is  the  distilled  wisdom  of  brothers  Boh,  Kip  and  Tim,  and  other  FORBES  eatery  experts  Tom  Jones  and  Patrick  Co 


•  Gus'  Figs  Bistro-250  West  27th  St.  (Tel.:  352-8822).  There 
is  no  better  place  to  savor  robust  French-Italian-Greek  peas- 
ant fare  than  this  unpretentious  restaurant.  Try  the  delicious 
braised  lamb  shank  and  the  clay-potted  braised  chicken.  Ser- 
vice is  friendly  and  caring;  prices,  astonishingly  agreeable. 

•  71  Clinton  Fresh  Food-71  Clinton  St.,  at  Rivington  St.  (Tel.: 
614-6960).  Hip  new  eatery  in  the  heart  of  the  East  Village. 
Recommended:  marinated  Scottish  salmon  wrapped  in  avo- 
cado with  pickled  radish  and  horseradish  oil;  striped  sea 
bass;  and  seared  sea  scallops.  Service  is  fast  and  efficient. 


Atlantic  Grill— 1341  Third  Ave.,  between  76th  and 
streets.  (Tel.:  988-9200).  Reasonable  prices.  To  eat  well 
stick  to  simple  fare.  The  sushi  and  sashimi  are  quite  goo 
lobster  is  impressive;  and  the  fish  from  the  wood-bu 
grill  are  fine.  Avoid  anything  complicated.  Slow  service 
endless  waits  between  courses. 

•  Keens  Steakhouse-72  West  36th  St.  (Tel.:  947-3636). 
since  1885,  this  remains  a  congenial  and  pleasant  place 
Particularly  noteworthy:  the  "legendary"  mutton  chop,  wl  ^ 
enormous  and  unlike  anything  on  other  New  York  menus 
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If  you  have  $500, 000  or  more  to  invest,  you  are  entitled  to  a  customized  approach 
to  asset  management.  There's  no  better  way  to  manage  your  money. 

Atlanta  •  Boston  •  Chicago •  Dallas •  Houston  •  Los  Angeles  •  Miami  •  New  York 
Philadelphia* San  Francisco* West  Palm  Beach 
Private  Asset  Management  I  Trust  Company  Services 


1-877-232-4859  Kcl  tHi  »1 1 IW  a  [1  www.nb.com 


Mobile  solutions  that  make  more  of  life. 

Time  is  the  most  precious  thing  of  all.  And  the  power  to 

manage  time  the  way  you  want— to  balance  the  demands 

of  your  life  and  your  career— is  the  power  of  freedom. 

Toshiba  understands,  and  responds  with  a  range  of 

mobile  solutions  that  let  you  take  care  of  business  wherever 

you  want,  whenever  you  want.  It's  exactly  what  our 

ultraportable  computers  are  designed  to  do. 

Light  and  compact,  yet  with  the  same  power  as  our 

desktop  models,  Toshiba  portables  allow  you  to  move  freely 

and  conduct  business  on  your  terms. 

To  literally  remove  the  bounds  of  space  and  time. 

It's  freedom.  And  it's  just  part  of  what  we  do  at  Toshiba 

to  help  you  make  more  of  life. 


/ 


Demand  More 


In  Touch  with  Tomorrow 


TOSHIBA 


For  more  information,  visit  www.csd.toshiba.com 


Money  frees  you  from  doing  things  you  dislike. 
Since  I  dislike  doing  nearly  everything,  money  is  handy. 

'— GROUCHO  MARX 


Correction  Lack  of  money  is  the  root  of  all  evil. 

—GEORGE  BERNARD  SHAW, 
"Maxims  for  Revolutionists,"  Man  and  Superman 

Sucker  Punch  Lenin  is  said  to  have  declared  that  the 
best  way  to  destroy  the  capitalist  system  was  to  debauch  the 
currency.  By  a  continuing  process  of  inflation,  governments 
can  confiscate,  secretly  and  unobserved,  an  important  part  of 
the  wealth  of  their  citizens.  Lenin  was  certainly  right. 

—JOHN  MAYNARD  KEYNES, 
Essays  in  Persuasion 

No  Survivor's  Benefits  The  hit  TV  show  Survivor 

offers  an  opportunity  to  show  what  U.S.  taxes  are  really  like 
at  the  loftiest  brackets.  Richard  Hatch  [walked]  away  with  $1 
million  for  outlasting  15  other  contestants  in  an  elimination 
game  on  a  tropical  island.  The  game  did  not  turn  Hatch  into 
a  millionaire.  The  game  only  took  Hatch  halfway  there.  Hatch 
will  have  to  pay  the  top  federal  tax  rate  of  39.6%  on  most  of 
that  prize.  He  lives  in  Rhode  Island,  which  imposes  a  top  state 
income  tax  rate  of  26%  of  his  federal  tax  bill.  About  $350,000 
will  go  to  Uncle  Sam,  and  about  $100,000  will  go  to  his  state. 

Hatch  outlasted  Kelly  Wiglesworth  from  Nevada.  Nevada 
imposes  no  state  income  tax.  So  had  Kelly  won,  she  would  have 
paid  Uncle  Sam  less  than  $396,000,  and  paid  her  home  state 
nothing.  (State  tax  is  a  deduction  on  federal  taxes.  That's  why 
Richard's  federal  tax  bill  is  less  than  Kelly's  would  have  been.) 


If  Hatch  uses  a  large  chunk  of  his  winnings  to  buy  a  bi 
house,  he  will  likely  end  up  worse  off  from  a  tax  perspecthi 
than  Kelly  [would  have].  Property  taxes  in  Rhode  Island  ai 
43%  higher,  on  average,  than  for  the  nation  as  a  whole.  I 
Nevada,  they  are  32%  below  the  national  average. 

—DEAN  PATTERSOll 
Editor,  CNBC.coi 

Subject  Fit  for  a  King  If  you  find  you  are  havirj 

trouble  writing  and  nothing  seems  real,  just  write  aboi 
food.  It  is  always  the  one  thing  we  all  can  remember  abot 
our  day.  When  it  comes  to  food,  people  know  what  they  lik 
are  definite,  concrete,  explicit. 

Write  about  the  foods  you  love  most.  Be  specific.  Whei 
did  you  eat  it,  who  were  you  with,  what  season  was  it  ii 
What  was  the  best  meal  you  had  last  week? 

Okay,  so  some  of  you  may  not  be  social.  You've  new 
eaten  a  good  meal  in  your  life,  you're  broke  and  don  t  hai 
any  friends.  Well,  simply  begin  with  the  last  stale  chee; 
sandwich  you  had  in  that  empty  apartment  on  First  Avem 
with  the  cockroaches  floating  on  the  top  of  your  two-dai 
old  coffee.  It's  your  life,  begin  from  it. 

—NATALIE  GOLDBER* 
Writing  Down  the  Bon 

No  Grindstone  to  Axe  Do  you  remember  thj 

old  problem  in  the  arithmetic  books  about  a  grindstone 
asked  Flint  Johnston  one  day  when  folklore  was  beii 
swapped.  "The  one  where  Mr.  A.,  Mr.  B.  and  Mr.  C.  buy 
grindstone  together,  and  the  problem  is  to  find  out  he 
much  of  the  circumference  each  man  must  wear  off  to  g 
his  money's  worth?" 

There  seemed  to  be  general  recollection  of  this  one. 

"Well,"  said  Flint,  "that's  the  stupidest  piece  of  educator 
fiddle-faddle  anybody  ever  cooked  up.  I  never  knew  how 
work  the  problem,  but  I  sure  knew  enough  to  know  the  thi] 
was  a  fake.  Who  in  hell  ever  wore  anything  off  a  grindstone 

— from  Twelve  Grindston 
by  JOHN  GOU1 

Write  Way  to  Make  a  Living?  i  once  asked  tj 

literary  agent  what  writing  paid  the  best,  and  he  said,  "ra 
som  notes." 

—GENE  HACKMAN,  as  Harry  Zim 
in  Get  Shorty  (1995  film)  [ 
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Want  to  make  your  business  more  productive?  Take  the  office  with  you 
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e-mail 


The  Sprint  PCS  Wireless  Web™  for  business  gives  your  employees  a  fast,  secure  connection  to 
your  company's  network,  even  when  they're  out  of  the  office.  With  their  wireless  Internet-ready 
Sprint  PCS  Phone!"  they  can  submit  reports,  check  inventory,  place  orders,  send  and  receive 
e-mail  -  all  in  real  time,  with  features  that  work  the  same  way  anywhere  they  go  on  our 
nationwide  network.  Plus,  they'll  enjoy  crystal-clear  calls,  thanks  to  the  only  all-digital,  all-PCS 
nationwide  network  serving  more  than  300  major  metropolitan  areas,  including  major  airports. 

To  start  making  your  business  more  productive,  call  1-888-895-4186  or  visit  sprintpcs.com. 
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The  Sprint  PCS  Clear  Wireless  Workplace.  Because  business  can't  wait.5 


Sprint  PCS 


PCS  Wireless  Web  Browser  is  not  available  while  roaming  off  the  Sprint  PCS  Network.  Subject  to  credit  approval.  Sprint  PCS  Wireless  Web  service  may  not  be 
H  available  in  select  affiliate  markets.  Terms  and  restrictions  for  Sprint  PCS  Wireless  Web  services  are  available  in  the  Wireless  Web  brochure.  ©2000  Sprint 
L.P.  All  rights  reserved.  Sprint,  Sprint  PCS,  Sprint  PCS  Wireless  Web,  Sprint  PCS  Phone  and  the  diamond  logo  are  trademarks  of  Sprint  Communications  Company  L  P 


%U.  THE  BEST  MINDS  ON  WALL  STREET. 

9UQTHING  IN  BETWEEN. 

ONLY  ONE  WEBSITE  PUTS  THE  BRAINPOWER 
OF  SALOMON  SMITH  BARNEY  AT  YOUR  FINGERTIPS. 
IT'S  CALLED  ACCESS*  FOR  SUPERIOR  RESEARCH  AND  INSIGHT, 
VISIT  SALOMONSMITHBARNEY.COM 


•mm 


SEE  HOW  ACCESS  AND  YOUR  FINANCIAL  CONSULTANT  CAN  Ml 


salomonsmithbarney.com  America  Online  Keyword:  Salomon  Smith  Barney 

0  2000  Salomon  Smith  Barney  ,nc  Member  SI  PC  Salomon  Smith  Barney  and  -ACCESS"  are  registered  sennce  marks  of  Salomon  Smith  Barney  Inc  ^EE  HOW  WE  EARN  IT-  is  a  service  mark  of  Salmon  Sfljl 


"I  heard  they  brought  in  an  'expert'  to  improve  our  employee  stock  purchase  and  stock 
option  plans.  Seems  he  identified  'disqualifying  dispositions'  that  resulted  in  a  recurring 
tax  savings  of  $1.5  million  per  year.  That's  just  brilliant.  I  wonder  how  he  did  it." 


THE  NEW  WAY  OF  DOING  BUSINESS 

PROJECT  FINANCIAL  PflOFESSfONALS. 


888.400.7474 
WWW.rhimr.com 
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Project  Financial  Professionals 
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COMMENTARY 


)n  Events  at  Home  and  Abroad 

5y  Caspar  W.  Weinberger,  chairman 


WHY  NOT  A  REAL  PRESIDENTIAL  CANDIDATE  DEBATE? 


m  AGAIN  WE  HAVE  HAD  TO  ENDURE  THE  QUADRENNIAL  DE- 
:  over  the  presidential  debates.  Every  four  years  the  leading 
didates'  managers  attempt  to  select  a  debate  format  perceived 
eing  the  most  favorable  for  their  side.  From  1976  through 
I  the  League  of  Women  Voters  acted  as  organizer  and  man- 
of  the  debates,  selecting  the  moderators.  Both  major  par- 
agreed  to  this,  and  a  number  of  encounters  were  arranged. 
\  purposely  refrain  from  calling  these  meetings  "debates," 
use  they  were  (and  are)  not.  They  were  elongated,  heavily 
noted  press  conferences,  featuring  one  or  more  television 
lors  or  personalities  who  guided  the  discussion  before  a 
fully  chosen  audience.  Occasionally  members  of  these  audi- 
s  were  permitted  to  ask  questions  and  a  candidate  was  per- 
ed  or  encouraged  to  ask  a  question  or  two  of  his  opponent. 
[Tie  principal  beneficiaries  of  these  media  events  were  the 
erators  and  panelists,  who  sometimes  gave  the  impression 
were  the  ones  nonning  for  office  and  who  didn't  hesitate  to 
harp,  hostile  questioning  and  attitudes  to  keep  the  candi- 
i  headed  in  the  direction  they  wanted.  In  1987  the  Republi- 
ind  Democratic  parties  decided  they  wanted  more  control, 
ey  created  the  Oommission  on  Presidential  Debates.  This  of- 
-sounding  but  completely  unofficial  outfit  has  been  running 
ncounters  ever  since  1988,  by  means  of  an  appointed  staff, 
"he  major  networks  have  helped  perpetuate  all  this  by 
ising  these  "official"  debates.  The  strained  formats  rarely 
le  a  candidate  to  present  his  main  points  and  programs — 
i  probe  and  challenge  his  opponents'  principal  themes 
proposals.  Instead,  everything  is  filtered  through  the  om- 
tent  moderators.  And  every  four  years  there  are  acrimo- 
[  5  arguments  over  whether  one  or  two  other  candidates — 
[1  haven't  the  slightest  chance  of  winning — should  be 
red  to  clutter  up  an  already  crowded,  confused  event. 


This  year  Al  Gore  accepted  the  commission's  proposal  for 
three  of  these  press  conferences,  each  to  be  held  at  a  univer- 
sity. (Why  they  are  at  universities  hasn't  been  explained,  but 
one  can  guess.)  George  W.  Bush  initially  held  out  for  two  de- 
bates to  be  expanded  versions  of  NBC's  Meet  the  Press  and 
CNN's  Larry  King  Live,  with  the  third  to  be  a  "commission"- 
sponsored  meeting,  but  he  eventually  gave  in. 

Some  had  hoped  that  this  year  we  could  get  away  from 
these  media-enhancing  nondebates  and  let  the  candidates  re- 
ally debate  each  other,  with  locations  and  time  allocations, 
etc.  having  been  settled  by  the  candidates  themselves.  This  is 
not  as  radical  a  proposal  as  it  may  seem.  Why  can't  Messrs. 
Bush  and  Gore  debate  the  issues  as  Abraham  Lincoln  and 
Stephen  Douglas  did  nearly  150  years  ago  in  Illinois? 

Douglas  used  his  60  minutes  to  defend  various  free-state, 
slave-state  compromises.  This  was  a  topic  of  his  own  choos- 
ing. Lincoln,  his  tall,  gaunt  figure  exaggerated  by  his  high  hat, 
used  his  alloted  90  minutes  to  explain  why  slavery  was  an  evil 
that  needed  to  be  abolished.  Douglas  then  had  30  minutes  to 
rebut.  The  timekeeper  called  time,  and  the  huge  crowd  went 
home  to  ponder  their  conclusions.  The  candidates  then  moved 
on  to  the  next  agreed  location,  alternating  who  would  go  first. 

Why  not  try  something  similar?  The  voters  would  then  be 
the  winners.  The  networks  and  broadcasters  could  televise  them 
if  they  wished.  The  only  person  involved  other  than  the  candi- 
dates would  be  a  timekeeper — or  better  yet,  a  neutral  computer. 

Sadly,  this  "new"  version  will  not  come  to  pass,  as  both 
candidates  have  now  agreed  to  a  slightly  modified  format. 
Once  again  we  will  be  subjected  to  elaborate  press  confer- 
ences, attended  by  carefully  selected  live  audiences.  And  the 
ubiquitous  moderator  will  force  the  discussion  into  channels 
he,  and  not  the  candidates,  thinks  are  important. 


HE  COLLAPSE  OF  CLINTON'S  "LIMITED  MISSILE  DEFENSE" 


line  recently  was  not  totally  unexpected.  The  Administra- 
|t  "commitment"  to  missile  defense  has  always  been  sus- 
|  |given  Mr.  Clinton's  opposition  to  anything  that  might 
Site  the  1972  Antiballistic  Missile  Treaty.  Students  of  Clin- 
Ij  jampaign  ploys  immediately  recognized  this  as  another 
|  jck  Morris'  "triangulation"  tactics.  Triangulation,  never 
I  ply  defined,  is  the  process  by  which  Mr.  Clinton  steals 
S  pponent's  issue  but  in  a  way  that  does  not  lose  him  the 
j  brt  of  Democrats  who  may  not  like  the  stolen  issue. 
1 1 to  missile  defense,  welfare  reform  comes  to  mind. 
':  br  the  White  House  to  say  it  wanted  missile  defense  but  that 


the  U.S.  had  to  remain  in  compliance  with  the  ABM  Treaty 
made  it  clear  there  would  be  no  real  missile  defense.  Worse,  the 
Administration  kept  reassuring  the  Russians  that  they  had  noth- 
ing to  worry  about,  that  they  could  "easily  overwhelm"  the  de- 
fense system  Clinton  was  considering  for  deployment.  The  sham 
ended  with  Clinton's  overruling  Secretary  of  Defense  Cohen 
and  some  of  the  joint  chiefs.  The  Sandy  Bergers  and  Strobe  Tal- 
botts,  along  with  the  Russians,  are  immensely  relieved. 

We  now  have  a  major  campaign  issue.  George  W.  Bush  fa- 
vors an  effective  missile  defense,  and  Al  Gore  and  Bill  Clinton 
will  fight  it  to  the  deaths  of  many  defenseless  people.  F 
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The  average  crash  test  produces  vast  amounts  of  data 
that  reveal  the  way  materials  and  components  respond 
to  loads.  But  crash  tests  take  time  and  devour  resources. 


With  visual  computing  technology  available  only  from  Silicon  Graphics, 
the  world's  top  16  auto  manufacturers  are  now  studying  the  effects  of  a 
crash  using  simulations  on  high-performance  computers.  The  technique 
saves  millions  in  development  costs.  Plus,  it  raises  safety  standards  by 
allowing  engineers  to  simulate  every  phase  of  development.  With  innovative 
technology  such  as  this.  SGI  is  helping  auto  manufacturers  achieve  new 
standards  for  their  industry.  It's  what  we  do  best.  And  it's  what  helps  our 
customers  stay  one  step  ahead.  To  learn  more  about  our  solutions,  or  for 
information  on  our  services,  consulting,  and  support,  visit  our  Web  site. 

www.sgi.com/ahead 
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HOOKED  ON  CAPITALISM 


GORE'S  NINETEENTH  NERVOUS  MAKEOVER— WILLIAM 
nings  Bryan  in  plucked  eyebrows — proves  the  Left  was 
rer  quite  as  dead  as  it  seemed.  Francis  Fukuyama's  End  of 
tory  now  looks  a  little,  uh,  premature.  It's  not  fair  to  single 

Frank,  however.  I  and  many  others  were  right  there  with 
l,  high-fiving  and  singing  the  same  triumphalist  hooey.  The 
>rus  went  like  this:  "Democratic  capitalism  has  won  his- 
s's race.  You  betcha,  and  for  the  rest  of  time,  too.  The  fall  of 
Soviet  Union  and  the  revelation  of  its  ideologically  inspired 
elties  surely  has  been  enough  to  bury  the  Left  under  6  feet 
>omb- resistant  concrete.  Meantime,  the  rise  of  the  Internet 
nomy  will  dig  so  many  channels  for  ideas, 
nt  and  capital  that  restraining  their  free  flow 

be  impossible,  even  for  a  Stalin.  The  battle 
ver  indeed.  The  good  guys  have  won." 

ht  vs.  Dark 

ly,  that  view  looks  sophomoric  now.  Worse, 
ogic  was  as  oddly  Marxist  as  Old  Museum 
ath  himself.  That  is,  we  libertarian  utopi- 
ts  assumed  a  kind  of  historical  inevitability 
iur  vision  of  the  world's  steady  march  to- 
d  science,  technology,  information,  freedom 
capitalism.  Indeed.  It  was  a  beautifully  con- 
:  cted  argument ...  but,  well,  only  if  you'd  for- 
[  en  that  history  never  is  inevitable.  Light  and 
rtness  are  always  at  war,  and  the  outcome  is 
I  ays  hanging  in  the  balance,  hanging  on 
:  11  things,  unnoticed  at  the  time.  Like,  say: 
<\he  invention  of  the  silicon  chip.  Nobody  saw  it;  this  savior 
I  born  in  a  shed.  The  inventors  were  recognized  only  by 
iir  small  circle  of  solid-state  physicists.  Their  reputation 
'  suspect,  since  they  had  staged  a  brazen  mutiny  against 
I  -  Nobel  Prize  boss  two  years  before,  in  1957.  Yet  this  was 
<  the  modern  electronics  revolution  began.  Without  the 
J  )n  chip,  it's  easy  to  imagine  the  moon  race  between  the 
[,?ricans  and  the  Soviets  having  gone  the  other  way.  With- 
i  smart  weapons,  it's  easy  to  imagine  the  Soviet's  brute- 
)  p  military  holding  parity  with  ours  and,  thus,  to  imagine 
old  War — the  war  of  good  versus  evil — still  raging,  with 
utcome  still  hanging  in  the  balance. 
le  effort  of  William  Steiger  (R-Wis.),  a  junior  congressman 
e  1970s,  now  dead.  Leaning  into  the  political  winds  of  his 


The  new  Al  Gore:  William  Jen 
nings  Bryan  in  plucked  brows 


1  ,> 


was  dropped  from  50%  to  28%.  And  the  result?  Investment 
capital  came  out  of  hiding.  It  began  its  homeward  journey 
back  from  the  outer  reaches  of  gold  bullion  and  wind  farms  to 
the  productive  realm  of  venture  capital  and  stocks.  This  single 
piece  of  legislation,  which  would  have  died  but  for  Steiger's 
persistence,  lifted  the  very  weak  American  capital  markets  off 
of  their  sick  beds  and  spurred  an  entrepreneurial  boom  that 
continues  today.  Imagine  what  the  economy  would  be  like 
had  that  tax  cut  not  occurred.  Imagine  if  the  risk-capital 
famine  had  continued.  American  workers  might  now  be  start- 
ing their  days  with  green  tea,  sushi  and  jumping  jacks. 

The  Left  doesn't  need  a  Stalin.  Or  even  a 
Ralph  Nader.  The  Left  needs  only  Al  Gore.  It 
needs  only  to  win  a  few  seemingly  small  battles 
at  the  margins — squash  Social  Security  privatiza- 
tion here,  cap  drug  prices  there — and  a  majority 
of  U.S.  voters  can  become  addicted  to  the  sweet 
narcotic  of  government  largesse.  If  we  elect  Pres- 
ident Gore  along  widi  Speaker  Gephardt,  you  can 
kiss  the  last  20  years  of  robust  capitalism  good- 
bye for  your  lifetime  and  probably  your  kids'. 

Largesse  vs.  Living  Large 

Capitalists — and  any  of  you  sweating,  pro-busi- 
ness Democrats  are  encouraged  to  join  up — 
must  counter  by  beating  the  New  New  Leftists 
to  the  punch.  There  is  no  secret  to  their  game 
plan.  They  want  to  addict  a  majority  of  Ameri- 
cans to  government  largesse.  We  must  get  the 
majority  hooked  on  capitalism.  We've  made  a  good  start.  More 
than  55%  of  American  households  now  own  stocks — over  70% 
if  you  include  pensions.  That's  a  quadrupling  since  Ronald  Rea- 
gan took  office.  Let's  keep  pressing  our  advantage.  Do  voters  re- 
alize that  their  bull  market  stock  holdings  are  a  part  of  their  "es- 
tate" and,  as  such,  can  be  taxed  up  to  60%?  Shame  on  you 
weeny,  cowering  Republicans  for  not  making  your  case  clearer. 

Business  owners,  do  your  part.  Make  shares  available  to  your 
employees  across  the  board.  Hook  them  on  capitalism.  (Con- 
sider the  alternative.)  Republican  office  seekers,  bet  the  ranch  on 
tax  cuts,  especially  vis-a-vis  capital  formation.  The  polls  and 
press  are  sure  to  discourage  you.  The  election  booth  will  not. 

It's  very  simple.  If  our  side  can  distribute  stakes  in  capitalism 
faster  than  their  side  can  addict  voters  to  the  public  milk  cow, 
our  side  will  prevail.  If  that  happens,  it 


i  Steiger  worked  like  a  zealot  to  over-  _  , 

jp^M  For  further  discussion  of  This  and  other 

I  e  Jimmy  Carter's  opposition  to  a       ^5  topics,  go  to  the  forum  at  our  Web  site  won't  be  the  end  of  history,  but  it  won't  be 

capital-gains  tax  reduction.  The  rate   MoLM  at  www.forbes.coin/kariaaaid  the  end  oi  our  hopes  and  dreams  either.  V 
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Charles  Schwab 


Before  you  buy  eggs, 

DO  YOU  LOOK  INSIDE  THE  CARTON? 


It's  only  smart  to 

BUY  MUTUAL  FUNDS  THE  SAME  WAY. 


I  t's  good  to  check  if  there's  a  crack  in  a  mutual  fund  before 
you  buy  it.  Buy  direct  through  Schwab  and  use  Schwab  online 

TOOLS  TO  COMPARE  DIFFERENT  FUNDS  SIDE  BY  SIDE.  Schwab  tools,  like  our 
exclusive  Positions  Monitor,  give  you  a  concise  yet  detailed  rundown  of  a  fund's  historical 
performance.  So  you  know  more  about  what  you're  buying.  And  Schwab  offers  choice.  You  can 
buy  over  1,000  funds  from  some  of  the  best  fund  families  direct  through  Schwab's  Mutual  Fund 
OneSource*  service,  with  no  load  or  transaction  fees.  Better  yet,  with  Schwab  you  can  get  a  real 
person  to  talk  to  if  you  have  any  questions  you'd  like  to  shell  out  at  us. 


Schwab  tools  make  it  easier  to  be  a  smarter  investor. 

®        ®  ® 


POSITIONS  MONITOR 

Compare  your  funds 
to  an  appropriate 
benchmark  index. 


REPORT  CARD 

A  summary  of  a 
fund's  performance, 
including  its  Morningstar'" 
Ratings  and  expenses. 


EMAIL  ALERT 

Get  timely  news 
concerning  your  funds' 
management  and 
performance. 


NO  LOAD 

Buy  funds  direct  through 
our  OneSource  service 
and  don't  pay  a  load. 


SELECT  LIST 

A  selected  list  of  historically 
high-performing  funds  that 
have  undergone  our  rigorous 
screening  process. 


Schwab's  Select  List"makes  choosing  the  right  mutual  fund  even  easier. 

Our  experts  utilize  a  rigorous  screening  process  to  cull  some  of  the  best-performing  funds  from  the 
thousands  of  funds  available  direct  through  Schwab. 


JANUS 


QlNVESCO 


American 
Century. 


Put  Schwab's  expertise  to  work  for  you. 
To  get  your  free  Select  List, 

CALL  I-800-5-NO-LOAD, 

LOG  ON  TO  SCHWABSELECTLIST.COM 
OR  VISIT  YOUR  LOCAL  SCHWAB  BRANCH  OFFICE. 


creating  a  world  of  smarter  investors.™  Charles  Schwab 


Schwab's  Mutual  fund  Select  List  is  a  summary  of  risk-adjusted,  historically  high-performing  funds  available  through  Schwab  with  no  load.  Prospectuses  containing  more  complete 
information,  including  management  fees  and  expenses,  are  available  from  Schwab.  Please  read  the  prospectuses  carefully  before  investing.  Past  performance  is  not  an 
indication  of  future  results.  Each  investor  needs  to  review  a  security  transaction  for  his  or  her  own  particular  situation.  Schwab's  short-term  redemption  fee  will  be  charged  on  each 
redemption  of  funds  (except  certain  SchwabFunds)  bought  through  Schwab's  Mutual  Fund  OneSource  service  (and  certain  other  funds)  with  no  transaction  fee  and  held  for  180  days  or 
less.  If  you  pay  a  transaction  fee  to  purchase  a  fund,  you  will  pay  a  transaction  fee  when  you  sell  it.  Schwab  reserves  the  right  to  change  the  funds  we  make  available  without  transaction  fees 
and  reinstate  fees  on  funds.  No  mention  of  any  fund  here  should  be  considered  a  recommendation.  ©2000  Charles  Schwab  &  Co.,  Inc.  All  rights  reserved.  Member  SIPC/NYSE.  (0010-8384) 
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Yacht  designers  say  they've  got  a  depression-proof  business. 

Could  that  be  true? 


BY  KEN 

mm       mm  WIN   TAXI    DRIVERS   BECAME  DAY 

mW  traders  and  grandmothers  started 
•  MB  mm  playing  with  computers  more  than 
j  Km^m\  mm    with  crochet  needles,  you  had  to  fig- 

WM^m  ure  America's  intoxication  with  tech- 
m  W^B  nology  stocks  had  peaked.  Despite  the 
MM  wmm  signs,  the  tech  heavy  Nasdaq  stock 
K  chugged  on,  hitting  its  high  of  5,048  on  Mar.  10. 
!en  terrifying  weeks  later  the  Nasdaq  sank  to  3,164 — a 
1  drop  that  vaporized  $2.3  trillion  in  market  value.  Internet 
:  i:s  were  the  biggest  losers,  a  drubbing  cheered  by  the 
id's  dwindling  supply  of  value  investors.  New  Economy 
:  tes  reacted  the  way  Russia  explains  submarine  tragedies: 
i  blamed  gremlins  from  the  industrial  age. 


KURSON 

Whatever  caused  the  March  collapse,  falling  stocks,  like  sink- 
ing ships,  should  normally  cause  great  anxiety  for  those  on  the 
ride.  This  is  not  always  so  in  the  Internet  age.  We  asked  Arthur 
Rock,  the  San  Francisco  venture  capitalist  famed  for  his  back- 
ing of  Intel  and  Apple:  Are  the  rich  smelling  the  end  of  the 
boom?  "I  don't  know  what  you're  talking  about,"  he  snapped. 

Perhaps  Rock  protests  too  much.  For  the  first  time  since 
the  early  1990s  real  evidence  of  creeping  economic  anxiety  is 
beginning  to  take  hold.  "Price  reduced"  signs  are  appearing  in 
Silicon  Valley  classified  ads.  Though  typical  single-family 
homes  still  fetch  about  $500,000,  they  no  longer  attract  dozens 
of  competing  offers.  Layoffs  at  dot-com  companies  are  so 
commonplace  that  there  are  no  fewer  than  three  schaden- 
freude sites  devoted  to  chronicling  the  woe. 
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The  thing  about  anxiety  is  that  when  it  does  arrive,  no  one 
cares  to  call  it  by  name.  "Correction."  "Catching  our  breath." 

ing  profits."  "Long-Term  Capital  Management  collapses." 
Julian  Robertson  hangs  a  "Gone  Fishin'  "  sign  on  his  hedge 
fund,  Soros  loses  all  his  deputies  and  admits  he  was  wrong 
about  the  global  economy.  And  the  world  answers  with  a  Step- 
ford  cadence:  "Everything's  fine." 

Sellers  of  luxury  goods  maintain — insist! — it's  business  as 
usual.  Boats  are  flying  out  of  the  yard,  says  Mitchell  Gibbons- 
Neff,  president  of  Sparkman  &  Stephens,  New  York's  oldest 
yacht-design  firm.  "It's  virtually  depression-proof." 

Demetrio  Merlino  of  Ferrari  of  Long  Island  says  there  have 
been  no  cancelations  this  year,  a  claim  echoed  by  Evan 
Christodoulou,  head  of  sales  at  Manhattan  Motors:  "The 
Boxster  S  has  a  two-  to  three- month  wait.  The  Twin  Turbo, 
two  to  three  years." 

Which  causes  us  to  ask:  If 
a  10%  drop  is  a  correction, 
and  20%  is  a  crash,  how  does 
37%  barely  elicit  a  yawn? 

On  closer  inspection,  a 
few  cracks  in  the  "never  say 


worry"  mantra  appear.  Frank  Newbold,  manager 
Sotheby's  East  Hampton  office,  says  sales  slow  as  intei 
rates  rise:  "It  didn't  cause  us  to  lose  any  contracts,  but  pec 
froze  in  their  tracks." 

Bigger  tremors  were  felt  in  California.  According  to 
cello  Nardini,  a  sales  manager  at  BMW  in  San  Francisco,  so 
newly  minted  Internet  employees  were  reconsidering  tl 
purchases.  "There  was  a  little  shakedown,  but  nothing  serio 

J.  Joe  Ricketts  saw  his  net  worth  shaken  down  from  S 
billion  last  year  to  $1.8  billion  after  the  spring  storm.  In 
confluence  of  the  two  dominant  trends  of  the  boom — inv 
ing  and  the  Internet — Ricketts  had  ridden  to  the  crest  of 
wave.  He's  one  of  the  only  members  of  The  Forbes  400  wil 
to  admit  that  something's  changed.  Ricketts  says  Ameritra 
activity  rate  (the  number  of  accounts  divided  by  numbe 
trades)  is  significandy  lower.  "Last  winter  through  this  spring 
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Lost:  $1.4  billion 
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ROBERTSON,  A  HIGH 
school  band  geek  turned 
online  music  billionaire, 
hit  a  sour  note  this  year. 
Initial  buzz  over  his 
MP3.com  online  music  ser- 
vice faded  as  red  ink 
increased.  Ravaged  by  legal 
fees  after  the  major  record 
labels  claimed  it  promoted  piracy,  the  site  has 
lost  $238  million  on  sales  of  $60  million  in  under  two  years. 
In  April  a  district  court  judge  found  MP3.com  guilty  of 
copyright  infringement.  Though  the  site  has  since  settled 
with  four  labels,  one  case  lingers:  MP3  may  have  to  pay- 
Universal  Music  Group  up  to  $25,000  for  each  CD  it 


released  online.  Result:  Robertson's  stake  is  down 
since  the  stock's  November  peak.  He  insists  his  techl 
ogy  will  still  be  valuable  once  the  legal  dust  clears  and  I 
the  paper  loss  is  just  that:  "I  pretty  much  ignore  the  sl| 
This  is  very  early  in  the  digital  music  industry." 

— Victoria  Mu\ 
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evin  O'Connor 


t:  $930  million 


b  15%,  and  then  25%  and  26%."  Today  Ameritrade's  ac- 
I'  rate  hovers  at  1 1.4%. 

jJevertheless,  Ricketts  has  seen  nothing  that's  taken  the 
in  out  of  his  conviction  that  the  Internet  will  single-hand- 
ideliver  us  from  the  recession  that  many  fear.  "The  [elec- 
ta commerce]  revolution  is  going  to  revolutionize  the 
jd.  Everything  will  be  e-commerce." 
ucketts'  revolution  might  eventually  come,  but  until  the 


BY  DOT-COM  STANDARDS, 
DoubleClick  is  surviving:  The 
online  marketing  company 
has  a  service  that's  in  demand 
and  increasing  revenues.  But 
that  hasn't  kept  the  stock  from 
being  pummeled  along  with 
other  unprofitable  Internet  is- 
sues, down  72%  from  its  Janu- 
ary peak.  Founder  O'Connor 
can't  blame  all  of  his  com- 
pany's misfortune  on  capri- 
cious investors,  though:  Some 
of  the  damage  was  self- 
inflicted.  Doubleclick's  plans 
to  target  consumers  by  linking 
their  names,  addresses  and 
other  personal  data  along  with 
their  Web-surfing  habits 
sparked  a  slew  of  lawsuits  and 
an  inquiry  from  the  Federal 
Trade  Commission.  O'Connor 
admitted  a  mistake,  aban- 
doned the  scheme  and  stepped 
down  as  chief  executive  in  July. 
But  he's  still  Doubleclick's 
largest  independent  share- 
holder. — Nicole  Ridgway 
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prospects  for  Internet  stocks 
brighten,  companies  like  Ameritrade  will  be  breeding  grounds 
of  distrust:  Expensively  recruited  managers  will  flee  back  to 
less  exciting,  more  stable  companies;  employees  who  stay  will 
grumble  until  their  options  resurface  from  the  deep. 

Robert  Shiller,  Yale  economics  professor  and  author  of  Ir- 
rational Exuberance,  says  countries  in  which  people  don't 
trust  one  another  suffer  economically.  He  says  Americans  are 
more  suspicious  of  one  another  than  ever.  "Ask  a  general 
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i  H  IX  FORMER  PAPER  BILLIONAIRES  LAID  LOW  BY  THE 
civ  stock  crash,  Buy.com  founder  Blum  says  he's 
don't  wake  up  worrying  about  it."  Unlike 
:  his  peers,  he  really  might  be  sleeping  soundly: 
v,  .  prescient  enough  to  sell  a  $120  million  stake  in 
his  online  retailer  to  Softbank  before  its  February  IPO.  And 
he  took  cash.  That  helped  pay  for  a  monthlong  cruise  in  a 


|  170-foot  yacht  along  the  French  Riviera  with  friends  and 


family.  Despite  some  diversi- 
fication, like  buying  a  $1  mil- 
lion lot  in  Jackson  Hole, 
Wyo.,  most  of  his  wealth  is 
tied  up  in  his  47%  Buy.com 
stake.  Undaunted,  he  hopes 
to  be  on  the  list  next  year. 

— V.M. 


Buyxom 

Stock  price 
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100 


Scott  A.  Blum 


Lost:  $1.5  billion 


question  about  the  economic  outlook  and  people  are  very 
positive,"  he  says.  "But  anxieties  are  often  relative.  We  don't 
have  much  community  feeling,  and  people  are  more  anxious 
about  being  left  out.  You  hear  these  stories  about  young  peo- 
ple making  millions  on  a  dot-com,  and  you  feel  your  own 
sense  of  self-worth  pass  you  by." 

Especially  when  you're  being  passed  by  25-year-olds  in 
Mercedes  roadsters.  As  automobiles  dictate  one's  economic 


stratum,  indebtedness  and  personal  bankruptcies  havl 
creased  dramatically.  "These  people  feel  vulnerable,"  Sl| 
continues,  "If  there's  a  recession,  there  could  be  a  lot 
bankruptcies.  A  lot  of  people  are  trying  to  live  the  lifestjl 
their  exalted  economic  positions.  All  this  optimism,  p«| 
keep  expressing  it,  but  their  actions  belie  their  deeper  fel 
This  is  also  observed  in  another  recent  bestseller,  by  R«| 
Putnam:  People  are  bowling  alone. 


Green-Collar  Workers 

When  Yahoo  shelled  out  $5.7  billion  for  Broadcast.com 
in  April  of  last  year,  Broadcast's  cofounder  Mark 
Cuban  (see  story,  p.  92),  41,  found  himself  a  billion- 
aire. But  Cuban  (1998  salary:  $234,000)  was  running  a  risk 
with  his  entire  fortune  tied  up  in  volatile  Yahoo  stock. 

The  answer  was  to  protect  himself  with  a  collar,  set  up  for 
him  by  Goldman  Sachs.  A  collar  is  a  custom-made  option 


package.  In  effect,  Cuban  bought  a  put  on  Yahoo  stockl 
tecting  himself  from  a  large  decline)  and  paid  for  it  by  sel 
call  (agreeing  to  give  away  most  of  the  appreciation  beJ 
certain  point).  With  his  assets  stabilized  in  value,  Cubal 
rowed  against  them  to  purchase  the  NBAs  Dallas  Mavl 
and  half  of  their  arena  for  $280  million  this  past  spring 
Learn  from  this  Forbes  400  lister:  If  you  find  your  necl-l 
ing  out  after  a  big  equity  award,  put  a  collar  on  it.  Say  yl 
Yahoo  stock  trading  at  $105  per  share.  Sell  call  options  orl 
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AME  YOUR  PRICE"  IS  THE  RETAIL  MODEL  FOR  PRICE- 
e.com,  and  its  stock  has  been  subject  to  a  sort  of  reverse 
ction,  too — down  75%  from  its  March  high.  Though 


founder  Jay  Walker  (see)  remains  on  The  Forbes  400, 
Chairman  Braddock  was  less  fortunate.  Once  a  paper  bil- 
lionaire, his  stake  is  now  worth  less  than  $500  million.  But 

even  if  the  stock  sold  for 
nothing,  the  Harvard 
M.B.A.  would  likely  get  by: 
His  resume  includes  stints 
in  venture  capital  and  sev- 
eral top  posts  at  Citicorp. 
In  a  worst-case  scenario  the 
shares  he's  received  as  a  di- 
rector at  Eastman  Kodak, 
E-Trade  and  True  North 
Communications  would 
help  ease  his  pain. 

— N.R. 
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lowed  users  to  pay  parking 
tickets  and  ease  other  deal- 


fhe  fear  is  not  only  that  some  motherless  cur  from  who- 
iws-where  will  hit  me  on  the  head  and  take  my  wallet.  It's 
r  he'll  marry  my  daughter  and  play  tennis  with  my  wife, 
I  maybe  even  my  dog  will  prefer  his  company. 
One  of  the  more  alarming  elements  of  the  New  Economy 
le  feeling  that  there's  no  connection  between  usefulness  as 
ousiness  and  viability  or  market  recognition. 
Works.com,  for  example,  started  out  as  a  service  that  al- 


ings  with  the  government.  The  site  was  beloved  by  its  small 
group  of  users.  But  revenues  were  scarce  and  the  company 
was  forced  to  retool  its  business  model. 

Once  upon  a  time  success  with  the  customer  went  hand- 
in-hand  with  financial  stability:  The  only  way  to  keep  the 
lights  on  was  to  persuade  people  to  pay  more  for  your  prod- 
uct than  it  cost  to  produce.  The  new  norm  is  to  sell  products 
at  less  than  cost  and  to  ask  new-issue  buyers  to  pick  up  the 


J  |l  of  your  position,  exercisable  at  $125.  Use  the  proceeds  to  buy 
lptions  exercisable  at  $85.  The  call  buyer  has  the  right  but  not 
i  ibligation  to  acquire  the  stock,  which  he'll  do  if  the  stock  tops 
i  .  Your  put  gives  you  the  option  to  dump  your  stock  on  the  put 
r  at  $85.  (Derivatives  arithmetic  is  complicated  enough  that  the 
Hums  for  these  two  options  would  not  be  exactly  the  same,  but 
*ives  you  a  good  idea  of  what's  going  on.) 
Varning:  Don't  make  the  collar  too  tight— say,  at  $104  and 
i  for  Yahoo— or  the  Internal  Revenue  Service  will  rule  the 


transaction  a  de  facto  sale. 

Collars  can  choke  you  in  other  ways.  Ted  Turner  had  arranged 
a  collar  for  4  million  shares  of  his  Time  Warner  stock  by  1997.  At 
the  time  the  stock  was  trading  at  $22.69.  Turner  set  his  put  at 
$19.82  a  share,  guaranteeing  he'd  realize  $79  million,  and  sold 
his  broker  the  right  to  buy  the  stock  at  $30.45.  The  agreement 
was  set  to  expire  on  May  12  of  this  year,  when  Time  Warner 
shares  hit  $80.63.  If  Turner  did  not  buy  back  the  calls,  he  missed 
out  on  $201  million  of  appreciation.  —Brendan  Coffey 
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Wireless. 


&  TRADE 


E*TRADE  peered  info  the  future.  They  saw  mobile  investors 
accessing  their  accounts  anytime,  anyplace*  on  their  robust, 
wireless  website.  To  help  realize  their  vision,  they  chose 
Everypath  Using  our  patent-pending  Intelligent  Rendering™ 


process  we  brought  them  wireless  at  high  speed,  end  sc 
them  money  in  the  process.  The  result?  E*TRADE  users  < 
new  be  in  touch  with  the  market  -  without  worrying  ab« 
wires.  And  Everypath  has  been  awarded  one  of  Forbe 


'Subject  'o  limttot*  as  sr  carrier  ssuice  area. 

Copyright  ©  2000  E/e.-ypcth  and  the  Everypath  logo  are  trademarks  ol  Everypath,  Inc.  All  rights  reserved. Securities  products  and  services  offered  through  E'TRADE  Securities,  Inc.  Member  N| 
A!i  rights  reserved.  E'TfcXOE  Secur:ties,  Inc.  is  a  wholly  ov-ned  subsidiary  of  E'TRADE  Group,  Inc  E'TRADE  Group,  Inc.  has  a  minority  equity  interest  in  Everypath,  Inc 


Painless. 


3  Web"  Top  25  B-to-B  companies.  For  a 
te  case  study,  visit  us  at  www.everypath.com  or 

3t  1-800-355-1 068  and  find  out  how  we  can  ^ 


(everyp 


u  •  qet  mobilized 

■  your  business.  a 


in  i.  run  ulajui  u  i  mui  int.  hhmm  i 


difference.  When  the  venture  capital  stops,  chaos  results. 

on  give  a  12- year-old  your  car  keys  and  a  wad  of  bills, 
\  [i  fault  is  it  when  he  wrecks  the  car  and  blows  the  cash  on 
candy  and  cigarettes?  The  companies  Americans  threw  their 
cash  at  last  year  weren't  crazy  or  stupid.  They  merely  accepted 
what  was  offered.  Now  it's  time  to  pay  the  piper. 

Scott  Blum  owns  62  million  shares  of  Buy.com.  When  the 
shares  hit  $27.50  in  February,  Blum  was  worth  $1.7  billion.  He 
could  reasonably  view  himself,  as  Fortutw  did  in  its  Sept.  27 
issue,  as  a  visionary  of  the  Internet  economy.  John  Sculley,  a 
Buy.com  board  member  and  a  man  who  ran  at  least  two  com- 
panies into  the  ground,  called  the  idea  to  sell  products  at  a  loss 
and  make  it  up  on  banner  ads  "a  brilliant  concept."  Today  a 
share  of  Buy.com  barely  buys  a  round  trip  on  the  subway. 

Blum  has  plenty  of  company  in  the  ex-visionary  crowd. 
Joseph  Park  (Kozmo),  Candace  Carpenter  (Ivillage)  and  Kevin 
O'Connor  (DoubleClick)  have  all  stepped  down  from  the 
companies  they  founded. 

Of  the  375  Internet  companies  that  have  gone  public 
since  the  beginning  of  1998,  148  trade  for  $5  or  less.  New- 
media  research  firm  Pegasus  Research  International  pre- 
dicted in  March  that  51  of  207  Internet  companies  it  studied 
would  run  out  of  cash  by  April  2001. 


Michael  Robertson  chose  the  perfect  domain  name  fo) 
online  music  service.  But  MP3  ran  afoul  of  the  record  conj 
nies,  and  a  recent  court  ruling  could  bankrupt  it.  Roberj 
sighs  when  the  talk  turns  to  the  stock.  "It's  disappointing 
me  because  I  have  300  people  who  are  busting  their  ass.i 
they're  not  seeing  the  financial  rewards  yet.  I  personally 
such  a  big  chunk  that  unless  it  really  craters,  I'll  be  fine."  I 
to  guess  what  "really  craters"  means;  MP3  stock  is  down  fl 
$64  in  July  of  1999  to  a  recent  $5  (see  box,  p.  50). 

Forbes  400  member  Carl  Berg  thinks  we're  still  in  a  bo 
psychologically.  "No  matter  what,  those  who  lost  still  h 
huge  gain.  I  bought  Etoys  at  20  cents  a  share.  I  was  restri 
from  selling,  so  I  had  to  watch  it  drop  to  $7  [from  its  hij 
$84].  It  feels  like  a  huge  loss  even  though  it's  a  slight  gain.) 

Ameritrade's  Ricketts  takes  the  see-no-evil  approach 
stock  price  that's  yo-yoed  for  the  last  year.  "I  never  look  at) 
pay  any  attention  to  the  daily  fluctuations  in  the  marketpli 
he  declares,  quite  a  statement  for  a  man  who  founded  a  tra 
operation.  "It  doesn't  matter  to  me  if  my  stock  is  12  or  20- 
not  going  to  sell  at  12,  and  I'm  not  going  to  sell  at  20. 1  d 
get  rich  by  diversifying,  I  got  rich  by  concentrating." 

What,  me  worry?  Anxiety,  like  ether,  surrounds  all  of  u 
touches  only  some. 

— Research  by  Victoria  Mi' 
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Louis  H.  Borders 

Lost:  $  I  billion 


ARMED  WITH  $400  MILLION  IN  VENTURE  CAPITAL  AND  A  CHIEF 
executive  lured  away  from  Andersen  Consulting,  Borders,  the 
book  superstore  pioneer,  promised  to  turn  the  carts-and- 
counter  grocery  business  into  a  point-and-click  operation.  In- 


11/5/99 


vestors  ate  it  up  when  h 
Webvan  public  in  Nov 
1999.  But  like  other  "lasl 
businesses,  Webvan  is  r 
up  huge  losses — $145  r 
on  sales  of  $13  milli 
1999 — and  shares  are 
86%  from  their  Deo 
high.  Webvan  is  ph 
ahead  with  plans  to  build  26  distribution  centers  costing 
$25  million  each  over  the  next  three  years,  and  it  recent 
chased  rival  HomeGrocer.com.  But  we  bet  Borders  som 
wishes  he  was  back  in  the  bookshelves. 
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The  Mass-Market  Ric 

"...  to  gain  and  to  hold  the  esteem  of  men  it  is  not  sufficient  merely 
to  hold  wealth  and  power.  The  wealth  and  power  must  be  put  into 

evidence."  — Thorstein  Veblen,  The  Theory  of  the  Leisure  CI 


BY  JAMES  W.  MICHAELS 
AND  VICTORIA  MURPHY 

GATSBY  IS  BACK,"  SAYS  RICHARD  SPECIALE,  AN  INVEST- 
ment  adviser  in  Manhattan.  Is  he  ever.  Too  bad  Scott 
Fitzgerald  isn't  around  to  chronicle  Jay  Gatsby's  turn- 
of-the-millennium  revival. 

The  explosion  of  wealth  touched  off  by  technology  and 
by  an  almost  one-way  stock  market  has  produced  a  wave  of  ex- 
travagant consumption.  It  equals  anything  seen  during  the 
gilded  age  of  the  late  19th  century  or  the  stock  market  boom 
of  the  1920s. 

Robert  Toll  is  chief  executive  of  Toll  Brothers,  a  national 
builder  of  semicus- 
tomized  houses.  You 
don't  have  to  be  one  of 
The  Forbes  400  to  afford 
a  Toll  house,  but  you 
have  to  be  darned  afflu- 
ent; they  cost  as  much  as 
$1.5  million.  His  busi- 
ness has  trebled  in  the 
past  five  years,  and  the 
firm  will  deliver  4,000 
minimansions  this  year. 
"We're  back  in  the 
1920s,"  Toll  says.  "Peo- 
ple want  spectacular 
bathrooms,  like  walking 
into  a  marble  palace  in 
Europe."  His  backyards 
often  feature  fountains 
and  imported  boulders. 

That's  the  low  end  of  the  gilded  market.  At  the  top  end, 
William  Randolph  Hearst's  San  Simeon  meets  its  match 
in  Bill  Gates'  $53  million  high-tech  lakeside  mansion  outside 
of  Seattle. 

Everywhere  the  old  icons  of  luxury  are  being  eclipsed.  J.  P. 
Morgan's  famed  yacht,  Corsair,  looks  primitive  compared  with 
the  300-foot  aluminum  yacht  Internet  mogul  fames  Clark  is 
building  in  the  Netherlands. 

Earlier  booms  gave  us  such  playgrounds  as  the  Breakers  in 
Palm  Beach,  Fla.  or  the  Biltmore  in  Phoenix,  but  today  resorts 
of  that  quality  are  almost  commonplace.  Four  Seasons  alone 


Club  sandwiches:  A  more  exclusive  party 


has  19  new  superluxury  properties  slated  for  opening  by  20 
There's  this  difference  between  the  new  Jay  and  Ja 
Gatsby  and  their  early-20th-century  ancestors:  The  new  r 
rich  are  somewhat  more  discreet.  A  plebeian  touch  now  h« 
set  the  right  tone:  Levi's  worn  with  designer  silk  shirts  « 
luxury  timepieces  give  the  subliminal  message  that  you  are 
fluent,  but  you're  not  ostentatious. 

Thorstein  Veblen  (1857-1929)  was  a  cantankerous  V) 
consin-born  Yale  Ph.D.  whose  Theory  of  the  Leisure  Cl 
created  and  popularized  the  term  "conspicuous  consurl 
tion."  Veblen  believed  that  the  wealthy  spend  more  for « 
play  than  for  pleasure. 

That's  still  at  U 

partly  true.  Like  a  T  a) 

or  a  bumper  sticker  \ 

a  message,  your  spei 

ing  patterns  say,  Th| 

what   I   am.  Of 

wealthy  Bay  Area  clie| 

contractor  Lewis  W. 

ler  says:  "They  wan 

make  an  interesting 

chitectural  statemenl 

Butler  describes 

costly  interior  mod* 

of  a  new  but  unass 

ing  San  Francisco  h 

being  built  by  a  h 

tech  entrepreneur 

looks  low-key  from 
enjoyed  the  gilded  age's  opulence.        ^  ^  ^  h<J 

ted  it  and  got  very  creative — curved  steel  beams,  floors 
hang  from  the  ceiling."  Butler  points  out  that  only  the  ow 
friends  and  peers  will  get  a  glimpse  of  the  interior;  he 
showing  it  off  to  the  public. 

If  public  ostentation  is  out,  private  display  is  in.  A 
party  planner  Peter  Helburn  says  of  the  rich  who  flo 
that  tony  Colorado  resort:  "Their  homes  are  often  mi 
outside  but  amazing  inside.  They  drive  Land  Cruiser* 
Rolls-Royces." 

"It's  hard  to  find  signs  of . . .  outright  decadence,"  obs 
David  Brooks  in  his  lively  new  book,  Bobos  in  Paradise.  Tc 
successful  people  must  look  and  feel  fit  so  that  indoor  s 
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msdw  net/NelworkThe  World 

(Except  Antarctica) 


You  never  know  in  what  part  of  the  world  opportunity  will  beckon. 
Which  is  why  we've  invested  decades  and  billions  in  creating  an 
extraordinary  global  resource  -  of  technology  and  people,  companies 
and  governments,  partners  and  investors. 

So  that  you'll  have  access  to  the  best  resources  and  thinking 
when  you  want  to  jump  at  an  opportunity. 

You  can  connect  to  it  all  and  network  the  whole  world. 

Except,  of  course,  the  one  place  where  black  tie  is  de  rigueur  every 
day  of  the  year. 

Network  the  world 


Morgan  Stanley  Dean  Witter 

Institutional  Securities  &  Investment  Banking 


Morgan  Stanley  Dean  Witter  is  a  service  mark  of  Morgan  Stanley  Dean  Witter  and  Co. 


'  pools  and  well-fitted  exercise  rooms  can  be  justified  as 
i  measures.  "And,  of  course,  everyone  wears  diamonds  to 
the  gym,"  says  the  Aspen  party  planner. 

The  more  things  change,  the  more  they  remain  the  same. 

With  cooking  now  an  important  part  of  the  good  life, 
Richard  Brayton  of  architectural  firm  Brayton  &  Hughes  says 
he  has  built  houses  with  two  kitchens,  a  compact  one  for  the 
owners  to  use,  a  larger  one  for  caterers.  "They  usually  want 
not  just  one  Subzero  refrigerator  but  two  or  three,"  says  an- 
other Bay  Area  builder. 

In  Manhattan  after  the  1929  crash  private  mansions  and 
oversize  apartments  became  unsalable.  In  the  decades  after 
WWII,  big  apartments  were  subdivided  into  smaller  residences 
and  many  of  the  big  town  houses  sold  for  consulates  or  busi- 
nesses. Now  it  has  come  full  circle. 

In  1937  the  Lycee  Francais,  a  French-curriculum  school, 
picked  up  for  a  song  two  Beaux  Arts  mansions  in  the  toniest 
part  of  New  York  City.  Now  the  school  needs  more  modern 
quarters.  The  trustees  have  put  the  town  houses  on  the  mar- 
ket and  expect  to  reap  $51  million,  enough  to  help  build  a 
larger,  more  up-to-date  school  and  still  have  enough  money  to 
create  an  endowment. 

The  prospective  buyers  would  have  to  spend  millions  on 
renovation,  but  agent  Paul  Massey  says  buyers  are  already  in 
the  wings.  Meanwhile, 
new-rich  Wall  Streeters, 
rock  stars  and  high-tech 
magnates  are  knocking 
down  walls  to  create 
huge  apartments  out  of 
two  or  three  smaller 
ones.  "The  higher  the 
price,  the  quicker  it's 
snatched,  "says  Realtor 
Sharon  Baum  of  the 
Corcoran  Group. 

No  wonder,  because 
the  new  wealthy  class  is 
far  bigger  and  more 
broadly  based  than  in 
previous  gilded  ages. 
FORBES  counts  400 
Americans  worth  up- 
wards of  $725  million.  Lower  the  yardstick  to  $100  million, 
and  the  number  might  reach  4,000.  Lower  it  to  $5  million  and 
596,000  American  families  make  the  cut,  according  to  Spec- 
trem  Group.  Does  $5  million  make  you  rich?  Maybe  not,  but 
it  certainly  enables  you  to  buy  luxuries. 

Yachts  never  went  away,  but  where  they  were  once  head- 
turners  they  are  fast  becoming  a  cliche.  "They  are  not  just  buy- 
ing boats  anymore,"  says  Mitchell  Gibbons-Neff,  president  of 
Sparkman  &  Stephens,  the  venerable  yacht  designer.  "Maybe 
they  just  bought  a  place  in  Palm  Beach  and  need  something  to 
put  at  the  end  of  the  dock." 

"Jacuzzis  are  standard  on  yachts  now,"  says  Paul  Madden, 


Table  manners:  If  $5  million  is  a  ticket  to  luxe,  600,000  families  hold  placecards. 


cochairman  ofYachtstore.com.  "Now  they  want  personal 
marines,  helicopters,  seaplanes.  I  just  sold  a  162-foot  boj 
a  guy  who  saw  it  just  24  hours  before.  He  spent  $16  mill 
and  it  was  like  he  was  buying  a  car." 

New-era  high  living  has  already  claimed  its  victims. 
Steinberg  was  a  fast-rising  magnate  in  his  40s.  His  mi 
chronicled  decline  and  fall  by  his  60s  coincided  with  his  g] 
ing  preoccupation  with  parties  and  art.  There  seems  to 
correlation  between  the  number  of  mentions  Ronald  P 
man  gets  in  the  gossip  columns  and  his  slippage  on  The  Fc 
400  (from  15th  in  1995  to  70th  this  year). 

Yet  the  high  living  goes  on.  For  the  private  railroac 
of  old,  read  the  private  jet.  Their  number  has  double 
the  past  decade,  according  to  the  National  Business  Avi 
Association. 

That  growth  wasn't  lost  on  Warren  Buffett.  His  Berk 
Hathaway  owns  Executive  Jet,  the  leader  in  fractional  o\> 
ship.  The  normally  frugal  Buffett  leased  a  jet  himself  and 
the  experience  so  much  he  bought  the  company.  It  was  a  s 
move.  Jet  time-share  revenues  jumped  50%  between  199£ 
1999  and  are  continuing  to  increase  at  that  pace.  "The  bus 
grows  as  fast  as  we  can  get  planes,"  Buffett  tells  FORBES. 

When  we  interviewed  him  for  this  article  Buffett  r 
took  issue  with  the  proposition  that  this  is  a  new  gildec 

We  quote  him:  "I'\ 
tons  of  rich  Berk 
Hathaway  investor 
guys  can't  find  bei 
they  aren't  spen 
Some  people  go 
when  they  get  mi 
but  in  my  exper 
most  people  whc 
come  wealthy  be 
sensibly." 

But  what's  ~s 
ble"?  A  one-eighth 
ership  of  one  of  E 
tive  Jet's  Citatio, 
costs  $2.2  million 
plus  $14,500  moil 
That  entities  you  tl 
hours  of  annual : 
time  for  five  years.  But  you  could  fly  100  hours  in  eco 
class  for  maybe  $20,000  if  you  don't  mind  being  treatel 
cattle,  gagging  on  the  food  and  suffering  canceled  High' I 
But,  of  course,  Buffett  is  right  If  you  love  to  travel  arl 
afford  it,  a  private  jet  is  the  way  to  go.  It  takes  a  lot  of  pal 
of  the  increasingly  unpleasant  business  of  getting  from  r  | 
there.  Having  a  private  plane  at  your  disposal  "is  a 
change  in  your  life,"  Buffett  says. 

Agreed.  But  other  folks  would  say  the  same  thing 
stainless  steel  houses  with  hanging  floors,  about  indoor 
ming   pools,    collecting   art    and    driving  Fell 
De  gustibus  non  disputandum. 
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fliBASKQB 


inking  Raskob 

A  famous  financier  is  most  often  remembered 
for  five  ill-timed  words  of  optimism.  But  his 
trading  records  tell  a  more  complicated  story. 


BY  BOB  WHEBBY 

HISTORY  HASNT  BEEN  KIND  TO  JOHN  J.  RASKOB 
The  man  who  built  the  finances  of  DuPont  and 
General  Motors  in  the  early  20th  century  is 
rarely  mentioned  today,  except  to  quote  five  disastrously 
ill-timed  words  he  penned  in  the  summer  of  1929. 
Two  months  before  the  Great  Crash  he  pro- 
claimed in  a  magazine:  "Everybody  ought  to 
be  rich."  How?  By  putting  aside  $  1 5  a  month 
for  20  years  to  buy  stocks  on  margin. 

The  principle  of  steady  savings  still 
makes  sense,  as  we  noted  the  last  time  we 
looked  at  this  fellow  (Dec.  27,  1999).  The 
margin  would  have  been  suicidal. 

The  bad  call  masks  Raskob 's  achieve- 
ments, and  they  were  many.  His  ground- 
breaking corporate  money  management 
made  him  extremely  prosperous;  he'd  have 
qualified  as  a  Forbes  400  member  if  we  had 
been  publishing  the  list  in  1929.  And  he  survived 
die  Depression  with  much  of  his  fortune  intact. 

In  fact,  as  shown  in  his  personal  accounting 
sheets  on  display  at  the  Wilmington,  Del.  Hagley 
Museum  and  Library,  this  supposed  Pollyanna  was 
using  a  web  of  intricate  trades  involving  short  and 
long  positions  that  allowed  him  to  hedge  his  bets  as  the 
market  was  collapsing.  He  was  sufficiendy  hedged  that  in 
the  three  years  to  Dec.  31,  1930  his  average  annual  loss 
was  only  2.7%.  Subtract  two  bad  trades  (buying  78,800 
shares  of  GM  in  March  1929,  and  100,000  shares  of 
Warner  Bros,  seven  months  later)  and  Raskob  would 
have  been  up  $4  million  ($40  million  in  today's  dollars). 

In  covering  his  bets  Raskob  did  trades  that  at  the  time 
were  suspect  and  today  would  be  illegal.  So  his  relative 
success  in  the  markets  then  cannot  be  seen  as  a  clean 
win.  But  the  record  suggests  he  was  far  from  being 
another  sheep  led  to  slaughter. 

By  the  beginning  of  1928  the  Dow  Jones  indus- 
trial average  had  more  than  doubled  over  five  years.  Unproved 
companies  were  seeing  unprecedented  valuations.  There  was 
talk  of  a  bubble.  But  Raskob  was  still  adding  to  his  typically 
90%-leveraged  portfolio,  loaded  with  companies  like  GM, 
DuPont  and  RCA  and  reaching  $24  million.  But  about  70%  of 
those  shares  were  hedged  with  short  positions.  (He  held  these 


ti 


No  fool:  John  Raskob 
bought  on  margin  but 
hedged  his  portfolio 
heavily— if  dubiously. 


positions  despite  his  management  ro 
some  of  the  companies — a  no-no  toe 
Then  he  ceased  major  trading  foi 
first  half  of  1929.  That  might  have  ha 
much  to  do  with  Raskob's  political 
with  fear  of  a  crash.  He  had  served 
adviser  for  Democrat  Al  Smith,  who 
the  presidency  in  1928.  He  also  headet 
party's  National  Committee.  Repub 
were  ready  to  blame  Wall  Street  Democrats  like  Ra 
for  any  break  in  the  bull  market  Big  short  trades  liki 
ones  Raskob  usually  favored  would  invite  publicity 
Instead  he  subscribed  $  1  million  to  M.J.  Meeh 
Co.  for  an  investment  syndicate  that  speculated  on 
stock.  This  was  not  the  first  time  Raskob  participat 
a  pooling  venture.  Indeed,  most  of  the  mom 
made  early  in  his  career  was  generated  this 
Meehan's  syndicate  pumped  and  dumped 
stock,  leaving  smaller  investors  vulnerab 
Raskob  was  acting  in  line  with  the  norms  < 
day.  His  return  in  1929  through  Meehan: 
Aside  from  that  investment,  Raskob  i 
small  but  profitable  trades  for  most  of  the 
including  a  sale  of  50,000  shares  of  movit 
dio  RKO  for  a  $340,000  profit  By  Septe 
these  trades  garnered  him  $  1 .6  million  j 
On  Sept  30  alone,  he  made  $420,000  se 
Shortly  before  and  after  the  crash,  R 
was  mosdy  on  the  sidelines.  He  took  a 
the  big  selloff,  but  not  a  bad  one.  At  year's  e 
capitalized  on  bearishness  with  one  huge  mo\ 
collected  a  $9  million  profit  on  a  174,000-share 
position  in  GM.  If  you  include  that  deal,  he  finishe 
year  up  $6.5  million.  But  we  don't — here's  why. 
Raskob  and  his  old  friend  Pierre  du  Pon 
hatched  a  plan  to  buy  large  c 
of  stock  from  each  other  ai 
them  back  at  a  loss — in  es 
creating  fictional  losses  that 1 
give  them  a  tax  break.  It  could  have 
du  Pont  on  the  receiving  end  of  the  hug 
off  by  Raskob,  buying  back  his  old  shares. 
The  Treasury  Department  later  alleged  that  trad 
those  at  the  end  of  1929  helped  du  Pont  und« 
his  income  by  $2.9  million.  Raskob  called  th 
"tyranny."  However,  in  1941  du  Pont  was  for 
pay  back  taxes.  The  next  year  the  Securities 
change  Commission  closed  the  loopholes  he  and  Raskot 
But  by  then  Raskob  had  already  met  taller  challeng 
eluding  overseeing  the  financing  of  the  Empire  State  Builc 
the  early  1930s.  His  fortune,  if  not  his  reputation  for  r 
savvy,  did  not  die  with  him  in  1950.  He  left  behind  two 
table  foundations  that  now  have  assets  totaling  $  1 50  null 
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Show  Us  the  Money 

Many  now-ordinary  towns  still  claim  that  decades  ago 
they  each  had  "more  millionaires  per  capita"  than  any  other 
place.  For  most,  documentation  is  a  little  thin. 

BY  WILLIAM  P.  BARRETT 

IT  MAY  SOUND  QUAINT  TODAY  BUT  LOTS  OF  TOWNS  AROUND  THE  (PREVIOUS)  TURN  OF  THE  CENTURY  | 
proudly  made  the  claim  they  had  "more  millionaires  per  capita"  than  any  other.  At  least  20  towns  still  make 
that  claim  for  that  time  period — all  within  25  years  of  1905.  Obviously,  they  all  could  not  have  been  num- 
ber one,  and  today,  most  can't  prove  they  ever  deserved  the  label.  The  list  includes  towns  not  associated 
today  with  great  wealth — places  like  Duluth,  Minn.;  Ridgway,  Pa.;  Wichita  Falls,  Tex.  and  Independence, 
Kans.  But  back  then  natural  resource  booms  of  one  sort  or  another  produced  their  millionaires.  While  the 
word  "millionaire" — fodder  for  a  TV  quiz  show  and  even  the  name  of  a  magazine — still  carries  a  nice  ring,  it 
isn't  a  big  deal  anymore.  There  are  perhaps  5  million  American  millionaires — about  1  out  of  every  50 
citizens — up  from  an  estimated  90,000  a  quarter-century  ago  and  a  mere  4,000  in  1892.  For  our  money,  the 
only  town  that  could  rightly  make  the  claim  from  this  era  is  Cheyenne,  Wyo.,  which  had  at  least  8  millionaires 
among  its  3,000  residents  in  1880 — 1  out  of  every  375 — before  debt  and  a  killer  freeze  ruined  the  cattle 
industry.  Here's  a  look  at  five  towns  still  relishing  a  status  as  wealth  havens,  circa  1900. 


In  remote  Watertown,  N.Y.  the  more-millionaire-per-capita 
claim,  dated  "in  the  early  part  of  the  century,"  is  repeated  on 
a  local  tourist  Web  site.  Historians  have  difficulty  supporting 
this  assertion.  No  Watertown  residents  were  in  an  1892  New 
York  Tribune  millionaires  list  or  a  1902  list  by  the  World 
Almanac.  One  native  son  often  cited,  Roswell  P.  Flower,  left 
behind  an  estimated  estate  of  $25  million— but  he  died  in 


the  previous  century,  1899,  and  had  long  left  Watertown  for 
New  York  City,  from  where  he  was  elected  governor.  The 
business  hub  for  a  large  area.  Watertown  and  its  30,000 
residents  did  have  a  general  prosperity  that  survived  the 
Depression.  At  best,  we  see  one  millionaire  for  every  6,000 
residents  at  the  turn  of  last  century.  But  Flower's  daughter 
did  fund  the  Flower  Memorial  Library  (below). 
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Tagged  and  numbered. 
Just  like  all  endangered  species. 


individually  numbered  bottle  contains  a  rare  blend  of  a  select  group  of  our  finest  whiskies. 
And  with  every  sip,  it  becomes  that  much  rarer.  Chivaa  Regal  18.  When  you  know. 


<  responsibly.  (But  yOU  knOW  that.)  ©?ooo  Chivas  Regal  18  Year  Old  Worldwide  Blended  Scotch  Whisky  40%  Alcohol  by  Volume  (80  ProoO  Chivas  Bros.  Import  Co..  New  York.  NY  www.chivas.com 


lau  Claire,  Wis. 


Again,  tourism  Web  sites  make  the  claim,  which  pertains  to 
the  1890s,  for  Eau  Claire,  Wis.  Historians  say  it's  possibly 
true  but  not  documentable.  The  Tribune/World  Almanac  lists 
named  9  millionaires  in  the  population  of  21,600,  or  an 
unimpressive  one  out  of  every  2,400.  Among  them:  lumber 
baron  William  Carson,  whose  name  was  given  to  a  large 
local  park  containing  the  minor  league  baseball  stadium 


(entrance  above)  where  Hank  Aaron  began  his  professional 
baseball  career.  Around  Eau  Claire,  the  tycoons  chopped 
down  trees  faster  than  they  could  grow.  Periodic  fires  and 
floods  aggravated  the  situation.  A  so-called  crisis  period  ran 
from  the  1890s  until  the  1920s,  when  Eau  Claire  developed 
manufacturing  and  a  dairy  industry.  By  then,  many  of  the 
tycoons  had  moved  west  to  more  fertile  pastures. 
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'     STOCK  FUND 


N  NINE  OF  THE  LAST 

TWENTY  YEARS, 

MID-CAP  STOCKS  HAVE 

OUTPERFORMED 

LARGE  CAPS. 


FIDELITY  MID-CAP  STOCK  FUND* 

ONE  YEAR 

FIVE  YEAR 

LIFE  OF  FUND 

50.48% 

27.14% 

26.30%** 

Returns  as  of  6/30/00.'  Past  performance  is  no  guarantee  of  future  results. 
Mutual  fund  returns  have  sustained  significant  gains  and  losses  recently 
due  to  stock  market  volatility  in  certain  sectors.  Current  performance  may 
be  lower  than  performance  stated.  Please  visit  Fidelity.com  for  current 
performance  figures. 


FACT  KIT 

and  PROSPECTUS 


Mid-caps  can  be  companies  that  have  found  the 
right  formula  for  success.  These  are  the  ones  moving 
quickly  from  small  to  large  cap,  like  a  retailer  with  20 
stores  on  its  way  to  500.  If  you  believe  mid-caps  can 
be  strong  performers,  the  Fidelity  Mid-Cap  Stock  Fund  could 
be  a  smart  addition  to  your  portfolio.  Of  course,  only  you  can 

decide  which  funds  are  right  for  your  portfolio,  but  see  what       Fidelity  Investments* 

Fidelity  money  management  excellence  can  do  for  you.  we  help  you  invest  responsibly- 


VISIT  FIDELITY.COM/FUNDS 


O  R 


8    0  0 


FIDELITY 


e  complete  information  on  any  Fidelity  fund,  call  for  a  free  prospectus  and  read  it  carefully  before  investing. 
RV1CE:  1-800-544-01 18  for  the  deaf  and  hearing-impaired  9  a.m.  -  9  p.m.  EX 

bbotson,  Bloomberg  12/31/99 

urities  of  smaller,  less-known  companies  may  be  more  volatile  than  those  of  larger  companies. 

fund  is  as  of  inception  date:  3/29/94.  'Average  annual  total  returns  for  the  penod  ending  6/30/00  include  changes  in  share  pnee,  reinvestment  of  dividends  and 
pins.  Share  price  and  return  will  vary  and  you  may  have  a  gain  or  loss  when  you  sell  your  shares. 

Distributors  Corporation.  104270 


s  ignore  Williamsport,  Pa.,  whose  high  school  sports  teams  are 
;a!led  the  Millionaires?  It  is  an  article  of  well-documented  faith  that 
o  city  counted  18  millionaires  among  its  19,000  residents,  a 
-afio  of  one  out  of  every  1,056— formidable,  but,  by  our  reckoning,  far 
:  top.  The  wealth  came  from  year-round  harvesting  of  nearby 
forests  for  the  expanding  American  economy.  It  was  the  same  old  story. 
No  one  replanted  the  trees.  Then  a  horrendous  flood  along  the  west 
branch  of  the  Susquehanna  River  in  1889  washed  away  300  million 
board  feet  of  lumber,  ending  prosperity.  Leader  among  the  tycoons  had 
been  Peter  Herdic,  politician,  hotelier  and  real  estate  speculator.  His 
grandiose  mansion,  built  in  1854,  sat  on  West  Fourth  Street,  known 
locally  as  Millionaire's  Row  and  still  a  tourist  draw  right  up  there  with  the 
Little  League  World  Series.  The  Peter  Herdic  House  (right  and  below)  is 
now  the  city's  best  restaurant. 


Williamsport,  Pa. 


A 
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ACCESSORIZE 


Hen 

Edmonds 

'All  Walks  of  Life" 


Whatever  you're  doing,  Allen-Edmonds  is  the  perfect  match.  We  offer  styles 
from  business  to  casual.  Not  to  mention  the  widest  selection  available,  from 
size  5-18,  widths  AAAA  to  EEE.  Plus,  our  exclusive  Recrafting"  process 
is  always  in  fashion.  For  a  catalog  and  nearest  dealer,  call  1-800-235-2348. 


Shoes  from  top  to  bottom:  MacNeil.  Cameron,  Cornell 


www.allenedmonds.com  Made  in  USA  (MKS) 
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We're  making  business  mobile.  See  how  your  business  can  profit  at:  www.siemensmobilebiz.com 


Make  your  business  mobile 

Your  customers'  habits  are  changing. 
Increasingly,  they  do  business  how,  where  and  when 
they  please  -  via  the  Internet.  In  parks,  on  the  road, 
even  over  breakfast  in  bed,  people  are  using  wireless 
devices  to  purchase  goods  and  services,  trade  stock, 
book  travel  -  you  name  it. 

Opportunities  abound  for  those  who  embrace  the 
change  and  make  their  business  mobile. 
And  with  Siemens,  it's  easy. 

From  entire  networks  to  the  latest  in  voice,  data  and 

video  communication  equipment  and  services,  we 

can  supply  and  integrate  it  all. 

We're  the  only  company  who  really  understands  how 

to  make  it  all  work  seamlessly. 

Siemens.  We  make  business  mobile. 

obile  business 


In  Clinton,  Iowa  a  school  district's  Web  site  makes  the  Big 
Claim.  It  pertains  to  the  1890s,  when  Clinton  (population 
14,698)  benefited  from  the  Mississippi  River,  which 
brought  timber  to  sawmills  that  made  wood  products  that 
were  shipped  on  the  nearby  railroads.  The  New  York  Tri- 
bune listed  4  millionaires,  3  of  them  members  of  the  Lamb 
timber  family— Chancy,  Artemus  and  Lafayette— whose 


mansion  (above)  is  now  the  Clinton  YWCA.  Still,  there  is 
support  for  a  Iate-l9th-century  assertion  that  Clinton  was 
"home  of  13  millionaires,  all  at  one  time!"  But  even  that 
would  only  be  one  millionaire  out  of  every  1,131  Clintonians. 
By  1902.  as  the  northern  forests  disappeared,  sawmill  out- 
put was  down  80%.  Clinton  tycoons  either  went  broke  or 
decamped. 
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urf.  Seaside  and  Mountaintop  Golf. 


BACARA 

RESORT  &  SPA 


Now  Open  in  Santa  Barbara 


877-422-3531  WWW.BACARARESORT.COM 


About  90  mites  southwest  of  Pittsburgh,  Fairmont,  W.Va.  is 
identified  as  a  hotbed  of  millionaires  on  several  Web  sites. 
Area  authorities  have  heard  the  claims  but  cannot  fully 
verify  them.  No  Fairmont  residents  appear  on  the 
Tribune/World  Almanac  lists.  But  the  zenith  was  clearly 
around  1900,  when  the  population  was  about  5,500  and 
coal  was  king,  with  numerous  coal  companies— and  coal 
company  presidents,  not  all  of  them  owners— in  town.  We 
figure  the  ratio  of  millionaires  at  one  out  of  about  688:  good, 
but  not  as  good  as  Cheyenne,  Wyo.  Many  were  partners  or 


family  members  of  James  Otis  Watson,  coal  tycoon.  Son 
Clarence  became  a  U.S.  Senator;  a  son-in-law,  the  governor. 
Fairmont  enjoyed  excellent  rail  connections.  But  recessions, 
depressions,  labor  unrest  and  the  ups  and  downs  of  the  coal 
industry  eventually  dissipated  most  of  the  fortunes.  In 
downtown  Fairmont,  "High  Gate,"  the  Elizabethan-style 
mansion  of  the  Watson  family,  sat  on  a  full-city-block  estate. 
It  passed  from  family  ownership  in  the  memorable  year  of 
1929  and  for  several  decades  has  been  an  oversize  funeral 
parlor  (below). 
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Retirement 
Services 


Group 
Insurance 


Voluntary 
Benefits 


Relocation 


Group  Annuities 
and  Stable  Value 
Products 


Customer 
Service 


Over  1,000  institutions  each  year  choose  Prudential.  More  choices  from 
leading  fund  families.  Plan  and  account  information  via  Web  and  Palm  VII™ 
wireless.  Award-winning  educational  materials. 

A  leader  in  new  group  life  and  disability  sales.  Newly  expanded  lineup 
including  Long  Term  Care  and  Business  Travel  Accident  insurance.  Integrated 
Disability  Management  programs.  Competitive  pricing.  Small,  medium,  and 
large  plan  capability. 

Prudential's  WorkingSolutions :  an  affordable  way  to  add  more  choice  to 
your  benefits  mix.  Home  and  Auto  insurance.  Long  Term  Care.  Optional  Term 
Life.  Financial  Management  and  Real  Estate  services.  Group  savings  and 
easy  administration.  Most  available  through  payroll  deduction. 

Innovative  front  and  back  office  technology.  Industry's  first  Web-based 
platform  for  managers  and  employees.  Powerful  combination  of  time-saving 
tools  and  outstanding  service. 

Products  backed  by  the  financial  strength  of  The  Rock!  Retiree  DC  plan 
distribution  annuity  options  at  group  savings.  Experts  in  underwriting  complex 
situations.  Credit-enhanced  AAA-rated  Guaranteed  Investment  Contracts." 

Over  $100  million  committed  to  improving  service  technology.  Enhanced 
websites.  Improved  reporting  capabilities.  Faster  turnaround.  All  designed 
to  lower  costs,  simplify  plan  administration,  and  serve  you  better. 


Be  sure  to  request  your  copy  of  A  New  Vision  for  Employee  Benefits  when  you  call  or  visit  the  SPOTLIGHT  section  at  prudential.com 


Compare  Prudential.  We  deliver  more  choice   Contact  US  or  visit  US  on  the  Web  for  more  reasons  why 
with  easier  plan  administration.  More  and  more 
of  today's  competitive  companies  are  choosing 
Prudential — and  finding  the  ideal  solution  for 
their  employee  benefits  needs. 


Prudential  should  be  on  your  short  list  of  benefits  providers. 
And,  be  sure  to  tell  your  broker  or  consultant  to  include 
Prudential  in  your  company's  next  provider  screening. 

Call  us  today  at  1-877-778-5899,  ext.  8262 

www.prudential.com 

(Si  Prudential 


|999.  "Standard  &  Poor's  rating.  PACE  GIC  is  a  group  annuity  insurance  contract  issued  by  Pruco  Life  Insurance  Company;  investment  products  are  offered  through  Prudential  Investment  Management  Services 

SIPC,  both  subsidiaries  of  The  Prudential  Insurance  Company  of  America,  751  Broad  Street,  Newark,  NJ  07102.  ©2000  Prudential  Real  Estate  brokerage  services  are  offered  through  the  Netwoik  of  franchisees 
}tial  Real  Estate  Affiliates,  Inc.,  a  subsidiary  of  The  Prudential  Insurance  Company  of  America.  Most  franchisees  ore  independently  owned  and  operated.  Equal  Housing  Opportunity.  t=s  Prudential  Relocation, 

ake  Drive,  Valhalla,  NY  1 0595.  Auto  and  Homeowners  provided  by  Merastar  Insurance  Company,  Chattanooga,  TN  3741  1-61 01 .  The  insurance  coverages  are  underwritten  by  The  Piudentiol  Insurance  Company 
Jot  all  products  available  in  all  states.  Integrated  Disability  Management  is  o  service  program  offered  by  The  Prudential  Insurance  Company  of  America  and  includes  certain  services  provided  by  a  third-party 

under  contract  with  The  Prudential  Insurance  Company  of  America.  Group  disability  products  which  may  be  subject  to  a  Prudential  Integrated  Disability  Management  program  and  Prudential  Long  Term  Care " 
f  underwritten  by  The  Prudential  Insurance  Company  of  America  (Contract  Series  83500).  The  Prudential  Insurance  Company  of  America  does  not  underwrite  commercial  workers'  compensation  insurance  plans. 
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It's  the  ultimate  trophy  philanthropy:  your 
own  endowed  prize.  One  such  giver  offers 
dos  and  don'ts  from  his  inaugural  year. 


BY  TIM  W.  FERGUSON 

THE  ERA'S  GOOD  MONEY  MEANS 
good  works  will  be  done  in  good 
names.  There  are  only  so  many 
museum  wings  and  college  auditoriums. 
So  how  about  endowing  a  prize,  a  la  Al- 
fred Nobel? 

That's  what  John  Templeton  had  in 
mind  back  in  1972  with  his  Templeton 
Prize  for  Progress  in  Religion,  whose 
award  of  nearly  $1  million  tops  the  Nobel 
payout. 

The  roster  of  recently  born  awards 
(see  table)  expanded  last  month  with  the 
first  Prize  for  Civil  Courage,  a  creation  of 
72-year-old  New  York  investment  coun- 
sel John  Train  and  his  Northcote  Parkin- 
son Fund.  The  primary  recipient: 
Natasha  Kandic,  a  Belgrade  journalist- 
cum-activist  who  has  flagged  atrocities 
by  all  sides  in  the  Balkans. 

Train,  active  in  foreign  and  military 


affairs  for  four  decades  as  a  citizen  and 
writer  (he's  the  author  of  such  financial 
books  as  The  Money  Masters,  which  pro- 
filed Templeton),  has  a  resume  suited  to 
so  sweeping  a  cause.  But  his  path  to  the 
prize  can  be  a  guide  for  all  would-be 
donors.  He  walked  us  through  the  steps 
at  his  Islesboro,  Me.  vacation  home. 
FORBES:  What  is  civil  courage? 
Train:  Extended  resistance  to  evil,  at  great 
personal  risk.  Heroes  of  conscience,  if  you 
will.  Civil  courage  honorees  may  be  pari- 
ahs in  their  homelands — gentlemen  usu- 
ally avoid  controversy.  Solzhenitsyn  was 
scarcely  a  socially  prominent  figure  under 
Stalin.  Most  people  think  it's  clever  to 
kowtow  to  power.  Take  the  Mafia  in 
Sicily:  Not  only  did  the  ancient  aristoc- 
racy there  go  along,  quite  often  they  were 
quietly  associated. 
A  Sicilian  judge  who  died  prosecuting 
the  Mafia  is  one  of  your  posthumous 


awardees.  And  Solzhenitsyn  is  one 
of  your  prize's  advisers. 

At  one  time  I  was  much  involved  1 
him,  and  he  was  an  inspiration  for 
prize.  He  assigned  the  royalties  frorr 
Gulag  Archipelago  to  support  the  f: 
lies  of  Soviet  dissidents,  and  the  Rusj 
who  agreed  to  distribute  this  aid  j 
themselves  putting  their  head  in  the  1 
jaws,  knowing  they  might  be  arra 
tortured  and  sent  to  hard  labor.  We'riB 
latedly  honoring  one  of  them,  Sil 
Khodorovich,  with  an  ancillary 
courage  award  this  year, 
isn't  civil  courage  what's  to  be  expecte 
of  an  intellectual? 

I'm  sorry  to  say  that  many — inch 
many  American  intellectuals — are 
ards.  I'm  hoping  to  buck  people  up 
around  the  world.  I'm  a  propagandi 
the  idea  that  if  everybody  says,  "The 
take  the  hindmost,"  the  devil  soon  \ 
his  way  to  the  head  of  the  line.  Inc 
tally,  I  doubt  the  prize  will  go  to  A 
cans  very  often,  for  another  reasoi 
don't  have  the  type  of  problem  yoi 
in  Serbia  or  Sri  Lanka. 
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ur  initial  prize  is  $50,000.  That's  not 
npleton  money. 

the  money  does  is  attract  attention,  if 
,  u're  starting  off  from  scratch.  The 
oker  Prize  in  literature  is  not  much 
mey,  but  it  is  widely  esteemed.  This 
| 0,000  should  be  meaningful,  along 
i  h  the  exposure,  because  we're  trying 
<  discover  people  who  aren't  recognized. 
.  ispect  many  of  the  winners  will  turn 
;  t  the  prize  to  their  cause. 
■  afs  the  full  cost? 

1 1  must  figure  on  doubling  the  prize 
i  ount,  at  least.  You've  got  to  have  an 
?  nt  at  an  appropriate  place — there  has 
i  :>e  buzz  and  attention,  with  distin- 
>  shed  people  in  a  room.  For  200  peo- 
|  you  will  need  to  hire  an  experienced 
:  nt  coordinator,  and  you  need  a  pres- 
1  dus  and  attractive  venue.  We  chose  the 
ji:rnational  Institute  for  Strategic  Stud- 
em  London,  where  I'm  quite  active, 
r  lestow  a  prize,  where  do  you  start? 
:  it,  with  your  own  passions,  the  same  as 
i  ollecting.  Florence  Nightingale  was 
sessed  by  a  particular  concern.  Too 
pi,  wealthy  "personalities"  are  ap- 
ached  by  p.r.  people  who  have  an  idea 
)  Docket  cause.  "How  about  cruelty  to 
51?  Let's  have  a  prize  for  babies  disor- 
i  '?d  by  lead  paint."  These  are  themes 
:<  ked  up  simply  to  get  inches  in 
^'nens  Wear  Daily. 
i  t  with  a  burning  concern.  Then  what? 
1  isult  people  who  know  the  world  and 
v  tell  you  what  they  really  think.  I'm 


lucky  in  that  Part  Derian  and 
Hodding  Carter  [of  the  Carter 
Administration]  also  summer 
here  at  Islesboro.  They  agreed 
that  active  resistance  to  evil  is 
a  different  matter  from  the 
human  rights  activities  recog- 
nized by  other  awards. 
Is  it  necessary  to  set  up  a 
sustaining  apparatus? 
I'm  of  two  minds.  In  this  case 
a  commitment  was  necessary 
to  attract  a  serious  staff, 
headed  by  John  Temple  Swing 
[formerly  at  the  Council  on 
Foreign  Relations].  Such  peo- 
ple don't  want  to  attach  them- 
selves to  a  one-horse  shay.  If 
your  concept  is  more  limited, 
you  could  go  to  a  community 
trust  and,  for  a  price,  they'll  ad- 
minister it.  Not  all  prizes  should  be  per- 
petuated— they  can  become  tiresome. 
How  did  you  choose  a  civil  courage 
recipient? 

We  solicited  nominations  from  400  non- 
profits and  got  100  back.  This  is  impor- 
tant. You  don't  have  time  to  be  reading 
material  sent  over  the  transom.  You  ask 
significant  people  to  put  real  time  into 
their  submissions.  It's  rather  an  imposi- 
tion. Our  nominators  will  be  recognized. 
Might  you  miss  a  deserving  recipient  if  you 
don't  consider  all  missives? 
It's  not  a  matter  of  finding  "the  best." 
This  isn't  Wimbledon.  All  we  need  is  an 


"If  you  select  a  Nelson 
Mandela,  you'll  honor 
yourself,  not  him."  


Sampling  of  New  Prizes 


e  1990s  saw  the  creation  of  a  handful  of  awards  bestowed  for  the  social  or 
metary  impact  of  the  recipient's  deeds.  Will  the  new  century  see  a  longer  list? 

Endower  and  Aim 


ze/Amount/lnception 

sker  Award 

i0,000/1996 


Samuel  Blasker,  San  Diego  aeronautical  engineer  and 
real  estate  investor,  to  enhance  local  quality  of  life 


dman  Environmental  Prize 

15,000/1990 


Richard  (insurance)  and  late  Rhoda  Goldman  ( Levi  Strauss), 
to  promote  eco-activism  on  six  continents 


irad  H.  Hilton  Humanitarian  Prize 

tiillion/1996 


Conrad  N.  Hilton  Foundation,  to  support  organizations  that 
alleviate  suffering 


rian  Anderson  Award 

10,000/1998 


First  Union  Corp.,1  for  artists  who  "benefit  humanity" 


nz  Awards 

i0,000/1994 


Teresa  Heinz  (in  name  of  late  senator  husband),  to  individuals 
who  enhance  the  "human  condition"  (various  fields) 


leuharth  Free  Spirit  Award 

Tiiliion/19922 


Ex-Gannett  Co.  mogul's  salute  to  individualism 


rke  Prize 

1,000/1993 


Athalie  R.  Irvine  Clarke  and  daughter  Joan  Irvine  Smith  (via 
National  Water  Research  Institute),  to  further  water  quality 


tual  sponsorship.  Earlier  Incarnation  of  prize.  Sources:  International  Congress  of  Distinguished  Awards:  Forbes. 


outstanding  exemplar  of  the  virtue. 
Don't  you  need  to  honor  someone  well 
known  to  attract  a  crowd? 

Perhaps,  but  it  can  be  more  meaningful 
to  pick  someone  little  known.  If  you  se- 
lect a  Nelson  Mandela,  you're  honoring 
yourself,  not  him.  People  figure  that  out 
quite  easily. 

How  prominent  should  the  sponsor  be? 
Should  the  prize  be  in  his  name? 

Probably  not  while  he  is  alive.  In  the  pro 
bono  world,  you  get  more  done  if  you 
don't  appear  front  and  center,  and  do  not 
crowd  people  out.  Also,  it's  probably 
harder  to  attract  outside  donations  if 
your  name  is  on  the  prize.  Be  cautious 
with  living  symbols:  They  could  lose  their 
luster  and  diminish  the  award. 
How  will  you  know  if  your  idea 
is  a  mistake? 

If  people  don't  seem  very  interested,  if 
the  press  doesn't  write  it  up,  or  the 
awardee  turns  out  to  be  unworthy.  I  tried 
for  years  giving  a  humor  prize  through 
the  Paris  Review,  which  I  helped  found. 
Given  the  lugubriousness  of  American 
literature,  nothing  humorous  came  in. 
But  almost  nothing  should  be  under- 
taken without  a  five-year  commitment. 
Do  you  recommend  this  kind  of 
philanthropy? 

Absolutely,  if  you're  prepared  to  get 
deeply  involved.  But  most  good  people 
can  help  more  efficiently  close  to  home.  F 
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Work  Speaks  for  Itself 

You've  probably  never  heard  of  Oregon's  press-shy  Richard  Wendt, 
but  you  might  gaze  every  day  through  one  of  his  windows,  or, 
conceivably,  be  benefiting  from  the  welfare  reforms  he  inspired. 


BY  ELISA  WILLIAMS 

MOST  OF  THE  EMPLOYEES 
Summit  Window  &  Patio  DJ 
in  Yakima,  Wash,  have  bail 
heard  of  Jeld-Wen  Inc.  or  its  lard 
shareholder,  Richard  Wendt.  "Til 
think  this  is  just  a  little  window  opel 
tion,"  says  James  Sager,  a  union  slj| 
steward  who  works  on  the  assembly  111 
In  fact,  Summit  is  just  one  of  rri| 
than  150  businesses  owned  by  Je| 
Wen,  a  global  building-products 
real  estate  empire  stitched  togetheil 
Wendt  from  his  base  in  Klamath  F! 
Ore.  Despite  its  ranking  as  the  nati<| 
second-largest  maker  of  windows 
doors,  with  estimated  annual  sales  o| 
billion,  it's  unlikely  that  many  of 
Wen's  20,000  employees  have  (| 
heard  of  or  seen  Wendt — or  know 
he  is  worth  perhaps  $750  million. 

But  better  they  don't  ask.  Wll 
workers  at  Summit  probed  for  in|| 
mation  in  1995  about  Jeld- Wen's 
rowings  from  the  employee  stock 
as  part  of  a  union  contract  negotiall 
management  petulantly  responded 
shifting  their  retirement  accounts  ill 
stock  fund  managed  by  Wells  Fargd 
"They  wanted  all  of  the  finail 
records  and  that's  not  given  to  \ 
body,''  sniffs  Susan  Way,  Jeld-V\i| 
benefits  manager. 

"Dick  can  walk  the  main  stre  I 
this  town,  and  I  can  guarantee  to 
that  80%  of  the  people  will  not  k 
who  he  is,"  says  Theodore  Abral 
former  Klamath  County  Circuit  C| 
judge  who  joined  jeld- Wen's  publil 
fairs  staff  in  1990.  "He's  been  ki| 

Pacific  rims:  Wendt  (circa  1990)  built 
Wen  with  a  keen  eye  for  cost-cutting.  I 
pours  money  into  conservative  crusadll 
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WHEN  YOUR  e-bu.iin.e66  RELIES  ON 
SOMETHING  AS  PRECARIOUS  AS  TECHNOLOGY, 
CONTROL     MAY    BE     YOUR     MOST    VALUABLE  ASSET. 


All  that  technology  has  done,  it  can  undo  in  an  instant.  Which  is  why  nearly  all  the  Fortune  500® 
rely  on  us  to  survive-and  thrive-in  today's  ever-changing,  unpredictable  environment. 

We  are  BMC  Software.  The  world's  leading  provider  of  e-business  systems  management  solutions. 
Software  that  keeps  your  business-critical  applications  up  and  running  around  the  clock.  We  offer  the 
fastest  implementation  of  the  most  comprehensive  e-business  management  systems.  And  our  exclusive 
OnSite™  program  is  your  seal  of  assurance  that  your  e-business  will  be  online,  all  the  time. 

For  more  information,  visit  us  at  www.bmc.com.  We'll  be  there.  |}fflC 

Assuring  Business  Availability  '" 


We're  always  there. 


-OnSi 


'.  Software  is  an  Equal  Opportunity  Employer.  BMC  Software,  BMC  Software  OnSite,  the  BMC  Software  logos,  and  all  other 
,  Software  product  of  service  names  are  registered  trademarks  or  trademarks  of  BMC  Software,  Inc.  All  other  trademarks  or 
teted  trademarks  belong  to  their  respective  companies.  ©2000  BMC  Software,  Inc.  All  rights  reserved. 


und  the  world,  the  future  of  Visus 


chnology  looks  bright  with  ViewSonic 


Welcome  to  the  Visual  Revolution7.1 

We  have  entered  the  new  intormation 
economy.  Where  demand  for  niched 
content,  e-commerce,  business 
information  and  entertainment  will 
be  supplied  through  a  variety  of 
visual  and  communication  products 
and  services  from  ViewSonic. 

ViewSonic  is  leading  the  visual 
technology  revolution  with  OptiSync™ 
digital  displays  and  networked 
internet  appliances  designed  for  B2B 
and  B2C  commerce.  Look  for  our 
latest  display  technology  and  Internet 
appliances  designed  to  deliver  the 
ultimate  visual  communications 
experience  across  the  world  wide  web. 

ViewSonic,  the  #1  best  selling 
monitor  and  display  company  in  the 
USA*  is  working  hard  to  lead  the 
visual  technology  revolution  in  the 
information  economy.  Welcome  to 
the  Visual  Revolution™ 

For  more  information  visit: 
www.ViewSonic.com 


(800)  888-8583  •  Specifications  subiect  to  change  without  notice  •  Copyright©  2000,  ViewSonic  Corporation,  •  Corporate  names  and  trademarks  stated  herein  are  the  property  of  their  respective  companies, 
•  "ViewSonic  ranks  as  United  States'  #1  best  selling  flat  panel  display  and  the  leading  non-captive  monitor  brand  by  Stanford  Resources.  Inc.  (Flat  Panel  Monitrak,  Q4  '99  and  Monitrak  04  '99).  •  All  rights  reserved. 
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out  of  mills  before  because  security 
didn't  know  who  he  was." 

If  you've  never  heard  of  the  bespec- 
tacled Wendt,  69,  or  his  closely  held 
company,  you're  doing  him  a  favor.  By 
flying  under  die  radar,  he's  managed  to 
deflect  attention  away  from  himself 
and  toward  the  company's  doors,  win- 
dows, time-share  resorts  and  myriad 
other  ventures.  The  low  profile  also  al- 
lows him  to  quietly  pursue  the  conser- 
vative crusades  that  are  as  dear  to  his 
heart  as  his  business:  the  welfare-to- 
work  movement  and  the 
effort  to  privatize  Social 
Security.  Wendt  has  had 
a  lot  to  do  with  the  past  [ 
decade's  growth  of 
workfare,  which  steers 
welfare  cases  into  jobs  by 
handing  over  their  bene- 
fits to  their  employers. 

Even  within  the 
hamlet  of  Klamath  Falls, 
a  once-bustling  timber 
town  about  five  hours' 
drive  from  either  Port- 
land or  San  Francisco, 
you'd  be  hard-pressed 
to  finger  Wendt's  com- 
pany as  one  of  the  largest  property 
owners,  much  less  identify  Wendt 
himself.  Although  his  aging  light-blue 
Jeep  Cherokee  is  a  fixture  in  the  first 
row  of  the  parking  lot  at  Jeld-Wen's 
headquarters  at  7  a.m.,  Wendt  is 
anonymous  in  the  little  town. 

"Very  few  people  really  know  Dick," 
says  longtime  friend  Jean  Pinniger,  who 
recently  returned  from  a  25th  annual 
July  hiking  trip  to  Mount  Shasta  with 
Wendt  and  his  wife,  Nancy.  He  doesn't 
exacdy  make  it  easy  to  get  to  know  him. 
The  Jeld-Wen  Web  site  neatly  sums  up 
Wendt's  modus  operandi:  "We  believe 
action  speaks  louder  than  words.  Our 
work  speaks  for  itself  ...  and  we  don't 
interrupt." 

Wendt  refuses  to  participate  in  rou- 
tine surveys  compiled  by  the  timber  in- 
dustry's respected  trade  journal,  Ran- 
dom Lengths.  Admission  to  annual 
meetings  is  mostly  limited  to  managers 
who  own  Jeld-Wen  stock. 

His  flacks  primarily  serve  to  pro- 


mote his  pet  causes  while  insulating  the 
boss  from  probing  reporters.  When  the 
state's  largest  daily  newspaper,  the  Ore- 
gonian,  ran  the  wrong  picture  in  a  story 
about  Wendt,  no  one  from  Jeld-Wen 
demanded  a  correction,  claims  Abram. 

While  Wendt's  obsession  for  secrecy 
may  seem  quirky,  it's  not  unusual  in  the 
low-margin  millwork  business  that 
Wendt  grew  up  in.  Mill  owners  used  to 
try  to  gain  an  upper  hand  by  doing  a 
better  job  of  forecasting  supply  and  de- 
mand. Rivals  would  drive  through  the 


pany  that  has  built  or  renovated  r 
of  Jeld-Wen's  buildings. 

Wendt  holds  monthly  meetinl 
direct  his  philanthropic  and  poll 
crusades,  but  his  companywide  s 
egy  sessions  are  held  only  once  i 
four  years. 

Pinniger  says  her  friend  is  stra! 
forward  about  his  expectation 
there  will  be  little  dissension  amor 
ranks.  Wendt  once  asked  Pinnig 
help  promote  some  of  the  comp 
welfare  reform  programs.  She  pr 
Wendt  for  his  thoij 
on  how  to  tackle  thel 

"He  said,  'You 
have  to  ask  questior 
talk,  and  you'll  ha 
the  answers.' " 

Through  his 
stake  in  Jeld-Wen,  V 
controls  his  empin 
as  precisely.  But  the 
of  Wendt's  success 
ability  to  weave  togj 
an  impressive  netwc 
manufacturers  anc 
tributors  in  a  fragmi 
industry,  while  t 


"He'd  say,  'You  don't  need  insurance 
If  you  get  hurt  your  family  should  fe 
good ...  taking  care  of  themselves."] 


countryside  to  see  how  much  lumber 
was  stored  in  the  other  guy's  shed. 

"These  guys  learned  long  ago  that  a 
closed  mouth  is  a  handy  thing,"  says 
Samuel  Sherrill,  executive  editor  at 
lumber  industry  trade  publisher  C.C. 
Crow  Publications. 

Wendt  ensures  loyalty  and  secrecy 
by  surrounding  himself  with  a  small  • 
group  of  trusted  inside  directors  and 
managers,  several  of  whom  are  close 
friends  or  family  members.  His  vice 
chairman,  Lawrence  Wetter,  was  mar- 
ried to  Wendt's  late  sister-in-law.  Two 
of  Wendt's  three  sons  are  in  the  busi- 
ness, one  as  president,  another  at  a  Jeld- 
Wen  operation  in  the  Southwest.  His 
oldest  son  runs  a  construction  corn- 


calculated  risks  on  new  products. 

Unlike  other  consolidators  wll 
to  dominate  by  homogenizing  rejl 
acquisitions  and  centralizing  mal 
ment,  Jeld-Wen  typically  leaves  il 
quisitions  intact,  with  many  retal 
original  brand  names  that  inil 
Pozzi,  Caradco  and  Norco. 

Wendt's  managers  may  lookl 
many  as  100  possible  acquisitil 
year,  often  settling  on  targets,  snl 
the  Grossman's  buOding-supply 
that  are  either  in  bankruptcy  or . 
ing  toward  it,  but  which  contrib  l 
Wendt's  goal  of  vertical  integraticl 

Andrew  Honzel,  a  close  friel 
Wendt's  for  43  years  and  chairrri| 
Columbia  Forest  Products,  got 
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xcuse  us  for  pointing, 

ut  look  where  we're  taking 

 e-business. 


j  think  of  UTC  as  just  an  aerospace  company, 
again.  Because  we're  also  pioneering  many 
;iness  innovations. 

our  partnership  with  FreeMarkets,  for  example, 
i  ;ating  auctions  for  industrial  parts,  raw  materials 
ommodities,  UTC  has  saved  160  million  dollars. 
;  160  million.  Going  once.  Going  twice.  Sold. 

partners  Honeywell  and  i2,  we  are  launching 
\  rraft.com,  a  global  aerospace  trading  exchange. 
|  rlines  and  their  suppliers,  this  means  more 
ntly  managed  inventories  and  reduced  equipment 
es.  )ust  point.  Click.  And  prepare  for  departure. 

long  with  Next  Generation  Network,  has 
uced  elevators  equipped  with  Internet  screens, 
u  can  watch  the  stock  market  go  up  and  down 
do. 

)ns  why  you  should  consider  UTC  a  leader  in  not 
erospace,  but  also  cyberspace. 


%  United 
Technologies 

NEXT  THINGS  FIRST. 


www.utc.com  NYSE:utx 


CA 


PRATT  S.  WHITNEY 


SIKORSKY 


HAMILTON  SUNDSTRAND 


INTERNATIONAL  FUEL  CELLS 
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of  how  tough  his  friend  can  be  when 
Wendt  bought  a  company  that  was  dis- 
tributing Columbia's  products  in  the 
Midwest.  Overnight,  Columbia  had  to 
compete  auction-style  with  other  sup- 
pliers. Honzel  figures  his  share  of  the 
distributor's  sales  of  hardwood  ply- 
wood has  since  been  whittled  from 
75%  to  25%. 

To  call  Wendt  thrifty  would  be  an 
understatement.  He  lives  in  a  four-bed- 
room house  valued  at  $440,000.  His 


home  development  on  the  9,600-acre  re- 
sort. Jeld-Wen  has  sold  land  to  the  pub- 
licly traded  Trendwest  for  development 
and  loaned  it  money. 

Although  he  got  into  real  estate  in 
the  1980s  partly  as  a  way  to  smooth  out 
the  cycles  of  the  building  industry,  the 
resort  business  has  turned  into  a  money- 
maker in  its  own  right.  Jeld- Wen's  81% 
stake  in  Trendwest  is  worth  $260  million. 

At  the  same  time,  the  resort  develop- 
ment is  the  one  business  that  brings  the 


"Dick  can  walk  the  main  street  of  this 
town,  and  I  guarantee  you  that  80% 
of  the  people  will  not  know  who  he  is." 


friendly  bets  with  golf 
buddies  are  for  pocket 
change.  Friends  chipped 
in  to  buy  him  a  pair  of 
hiking  boots  after  watch- 
ing Wendt  navigate  trails 
for  years  in  a  pair  of  suede 
Hush  Puppies  loafers  rid- 
dled with  holes. 

That  may  or  may  not 
be  the  right  way  to  enjoy 
life,  but  it's  definitely  the 
way  to  run  a  mill.  Every 
cubic  inch  of  a  hemlock 
or  pine  log  that  goes  into 
a  Jeld-Wen  sawmill  turns 
into  something  useful — 
millwork,  fiberboard  or  veneer — until, 
when  there  is  nothing  left,  it  becomes 
sawdust  to  fuel  the  drying  kilns.  One  of 
Jeld-Wen's  mainstays  is  a  hollow-core 
door  with  a  fiber-based  veneer  that 
makes  the  door  look  just  like  a  solid- 
wood  product. 

Wendt  finds  synergies  where  you 
would  scarcely  expect  them,  even  be- 
tween the  wood  business  and  a  resort  de- 
velopment business.  He  uses  rooms  at 
his  Running  Y  Ranch  near  Klamath  Falls 
to  host  potential  marks  for  his  time- 
share  business,  Trendwest  Resorts.  Staff 
at  the  concierge  desk  in  the  lodge  (built 
using  Jeld-Wen  products)  are  also  re- 
warded for  subjecting  Wendt's  cus- 
tomers to  sales  pitches  for  a  new  900- 


Waste  not: 
veneer  to  go  on 
eld-Wen  doors. 


unwanted  attention  that  Wendt  despises. 
The  focal  point  at  the  moment  is  his  ef- 
fort to  develop  a  nearby  ski  resort  that 
would  drive  even  more  customers  to  his 
Running  Y  property. 

But  the  location  of  the  $55  million 
Pelican  Butte  Winter  Sports  Site,  in  the 
Winema  National  Forest  28  miles  north 
of  Klamath  Falls,  has  become  a  lightning 
rod  for  environmentalists.  Working  in 
favor  of  the  opponents  is  a  recent  move 
by  the  Clinton  Administration  to  ban 
road  construction  in  a  portion  of  the  na- 
tional forests,  including  this  piece  of 
Winema.  But  it  will  take  more  than  the 
President  to  stop  Wendt,  who  enlisted  as 
his  hired  gun  Jack  Ward  Thomas,  the 
former  Forest  Service  chief  who  oversaw 


the  Northwest  Forest  Plan  that  gover 
land-use  policy. 

It  will  be  a  tough  fight.  Wendt, 
all  his  studious  efforts  to  keep  out 
view,  has  a  skin  thickened  by  pu 
controversy.  When  he  bankrolled  a 
lot  effort  in  1990  that  would  h 
forced  welfare  recipients  into  the  wc 
force,  the  Oregonian  editorials  wai 
that  the  measure  was  "cruel," 
"mean  and  mischievous." 

Wendt  persisted  and  the  meas 
passed  anyway.  Now  known  as  J 
Plus,  Wendt's  effort  has  since  gained 
tional  attention  in  the  welfare-refo 
movement  for  putting  the  unemplo 
to  work  in  government-subsidized  j 
rather  than  just  giving  handouts.  Pi 
ticing  what  he  preaches,  he's  opent 
store,  Transitions  Wear,  that  is  stoc 
with  used  career  clol 
for  hard-luck  wel 
cases  looking  for  worl 
Perhaps  emboldei 
Wendt  has  directed 
think  tank,  the  Amer 
Institute  for  Full  Emp 
ment,  to  expand  its  ef 
into  Social  Security 
form,  beginning  wit' 
upcoming  multimill 
dollar  ad  campaign  ai 
at  scaring  young  wo 
about  an  impending 
lapse  of  the  system. 

Wendt  likely  w 
not  mind  seeing  S 
Security  and  other  government-s 
sored  safety  nets  abolished  altoge 
Samuel  Rutledge,  a  former  labor  u 
representative  in  Klamath  Falls  v 
banged  heads  with  Wendt  over  the 
recalls  getting  a  dose  of  the  Wendt 
losophy  about  insurance  benefits  ar 
value  of  hard  work. 

"He'd  say,  'You  don't  need  insui 
If  you  get  hurt,  your  family  shod 
good  about  working  and  taking  c 
themselves,'"  Rutledge  marvels. 

"I'd  classify  that  as  a  Wendt  ph 
phy,"  agrees  Honzel.  "He's  got  hi: 
beliefs,  and  he  gives  everything  hi 
thought.  It's  just  like  stock  optioi 
doesn't  believe  in  those.  If  you 
stock,  buy  it." 
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WHAT'S  MISSING  IN  AIRLINE  ALLIANCES? 


YOU. 


When  airlines  form  an  alliance,  there's  often 
something  missing.  You.  That's  why  we've  created 
SkyTeam ".  Together,  we  are  committed  to  offering 
you  the  highest  level  of  privileges  including 
complimentary  lounge  access*  and  fast,  easy  access 
to  elite  status.  And  as  well  as  receiving  priority 
treatment,  you'll  always  be  welcomed  with  a 
friendly  smile  across  all  four  corners  of  the  globe. 
For  more  information  visit  skyteam.com 


Caring  more  about  you 


AEROMEX1CO 


A  Delta        KSREAINI AI R 


'Access  is  available  for  SkyTeam  First  and  Business  class  passengers 

anH  SkvTpam  Flirp  PIik  flvpr*  nn  rhp  «mf  Hav  nf  rraypi 


InternetTONE  is  the  power  to  identify  business  rule 
exceptions  instantly  and  resolve  issues  automatically. 


■ 


InternetTONE  is  commerce  that  thinks.  A  technology  smart  enough  to  monitor  and  manage  the  torrid  flow  of  funds,  g 
and  information  among  partners,  clients  and  customers.  Intelligent  Commerce  Agents  provide  mission-critical  informatic 
and  the  ability  to  optimize^operatipns  on  the  fly.  So  supply  chains  can  resolve  issues  proactively.  And  reduce  costs  in  inven 
transportation  and  logistics  continually.  Download  the  whitepaper  at  www.electroneconomy.com/think 
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fake  Back  Your  Poils 


BY  LEIGH  GALLAGHER 

MARK  CUBAN  DOES  A  LITtle 
dance  as  he  sips  his  lemon- 
drop,  a  concoction  made 
of  varying  proportions  of 
lemon  juice,  vodka  and 
sugar.  It's  the  day  after  his  42nd  birthday 
and  Cuban  is  out  on  the  town  at  the 
Samba  Room,  a  Dallas  hot  spot.  "Shut 
up  and  suck!"  he  taunts  to  the  woman  to 
his  right,  who  hadn't  yet  downed  hers. 

Cuban,  who  came  to  Dallas  18  years 
ago  in  search  of  "fun,  sun,  money  and 
women,"  has  finally  found  it  all.  A  year 
and  a  half  ago  he  sold  the  company  he 
cofounded,  Broadcast.com,  to  Yahoo 
for  $5.7  billion.  In  April  he  left;  his  2% 
of  Yahoo's  shares  lands  him  in  the  top 
half  of  The  Forbes  400.  These  days  his 
biggest  job  is  putting  all  that  dough  to 
use:  a  $15  million,  25,000-square-foot 
mansion;  the  Dallas  Mavericks  and  half 
the  new  coliseum  (worth  $280  million); 
a  $40  million  Gulfstream  V  he  insisted 
he  would  buy  over  the  Internet  or  not 
at  all. 

Single  and  worth  nearly  $2  billion, 
Cuban  is  Dallas'  most  eligible  bachelor. 
Never  mind  that  he  has  a  girlfriend — 
Tiffany  Stewart,  a  28-year-old  advertis- 
ing saleswoman  he  met  at  the  gym  three 
years  ago.  Cuban  himself  doesn't  go  into 
much  detail  about  her  or  their  relation- 
ship and  every  question  involving  the  in- 
famous "M"  word.  "That's  a  no-win 
question  for  me,"  he  says. 

He  doesn't  get  to  the  singles  bars 
much  these  days  and  is  clearly  en- 
joying it.  He  balances  a  spoonful 
of  his  birthday  ice  cream  dessert 
precariously  over  his  visitor's 
leg.  "At  an  earlier  age,  I  would 
have  spilled  it  and  licked  it 
off,"  he  confides  with  a 
wicked  grin  before  downing 
its  contents.  Then,  an  unso- 
licited toast:  "Here's  to  a 
good  day  today,  a  better  day 


Think  there's  an  easy  way  onto  The  Forbes 
400?  Hah.  You'll  earn  every  penny  of  it. 


tomorrow" — the  billionaire  pauses  for 
dramatic  effect — "and  may  all  our  ups 
and  downs  be  between  the  sheets!" 

Not  a  class  act — but  still  a  lot  more 
adept  than  the  new  crop  of  available  bil- 
lionaires, who  could  learn  a  thing  or  two 
about  dealing  with  the  opposite  sex. 
Thanks  to  the  New  Economy,  there's  fer- 
tile ground  for  gold  diggers  and  entre- 
preneurial matchmakers:  There  are  52 
single  men  on  The  Forbes  400  (com- 
pared with  20  women).  Among  them: 
Cuban's  partner,  Todd  Wagner,  single 

A  woman  recalls 
he  had  hair  "that 
looked  like  it  was 
cut  with  toenail 

^clippers."  


and  worth  $1.2  billion;  David  Filo, 
founder  of  Yahoo  ($6.5  billion);  Josej 
Liemandt  of  Trilogy  ($1.5  billion 
Michael  Saylor  ($1.2  billion,  despite 
stock's  stunning  fall  from  grace  earli 
this  year).  Never  before  in  the  history 
the  universe  have  there  been  so  ma 
young  singles  worth  so  much  dough. 

Or  so  in  need  of  social  assistance 
high  school  Cuban  couldn't  get  a  date 
the  prom — he  had  to  be  set  up  by  a  fai 
ily  friend.  He  once  wore  "tight  turquo 
Versace  jeans,"  according  to  one  Dal 
gal-about-town.  Another  rememtu 
hair  "that  looked  like  it  was  cut  with  tc 
nail  clippers."  Both  agree  he  cuts  a  bet 
image  these  days.  It  could  be  that  doi 
business  with  a  personal  tailor  has  p 
off;  it  may  just  be  the  bucks.  "He  get 
lot  cuter  with  a  couple  billion  dollar 
affirms  the  second  gal-about-town. 

And  talk  about  opportunity.  In  S 
con  Valley,  where  the  creation  of  n 
wealth  has  far  outpaced  the  rest  of 
country,  the  ratio  of  men  to  worn 
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doesn't  come  close  to  that  of  Alaska 
where,  20  years  ago  during  the  building 
of  the  oil  pipeline,  single  women  flocked 
in  search  of  love  and  money.  But  in 
Santa  Clara  County,  there  are  now  6,000 
more  single  men  than  unattached 
women — compared  with  a  national  av- 
erage of  8  million  more  single  women 
than  men,  reports  market  researcher 
Claritas.  No  wonder  women  seem  to  be 
rushing  to  the  West  Coast  (and  the  East) 
in  search  of  staff  or  assistant  positions 
and  the  opportunity  to  become  the  next 
Melinda  Gates  (a  onetime  product  man- 
ager at  Microsoft).  Mythmaking  always 
has  an  element  of  fact:  Steven  Ballmer, 
AOL's  Steven  Case  and  former  Apple 
marketing  executive  Brodie  Keast  all 
married  their  firms'  p.r.  women. 

And  where  are  the  best  catches?  lube 
Paiva,  founder  of  Table  for  Six  Total  Ad- 
ventures &  Entertainment,  a  Bay  Area 
matchmaking  service,  says  that  engi- 
neers are  the  territory's  best-kept  secret. 
"These  guys  are  loyal,  they're  not  as 
choosy  and  petty  in  who  they  view  as  an 
attractive  partner,"  she  says. 

Yeah,  but  they're  drips.  A  common 
claim  on  the  engineering-leaning  Penin- 
sula is  that  while  the  odds  are  good — 
well,  the  goods  are  odd.  The  typical  pro- 
file— an  Ebay-addicted,  videogame- 


obsessed  guy,  most  likely  to  spend  Friday 
nights  watching  cult  movies  in  the  em- 
ployee lounge — does  not,  it  seems, 
change  with  wealth. 

"They're  clueless,"  says  Stacey  Pur- 
pura, a  29-year-old  Internet  marketer 
who  moved  to  San  Francisco  from 
New  York  last  fall.  "They're  shy,  back- 
ward and  socially  awkward."  Purpura 
says  in  most  situations  she  has  had  to 
"help  them  along  the  way" — from  de- 
ciding what  to  do  and  steering  conver- 
sation to  splitting  the  bill.  One  pro- 
grammer and  paper  millionaire 
selected  the  locale  himself — a  nearby 
wash  'n'  wait.  "It  had  a  cafe  attached, 
but  it  was  a  laundromat ,"  she  says. 
After  two  hours  "that  felt  like  five,"  she 
swore  off  programmers  for  good.  "The 
nerd  factor  is  not  a  myth,"  she  affirms. 
She's  now  dating  an  M.B.A.,  who  sold 

One  millionaire 
selected  the 
locale.  "It  had  a 
cafe,  but  it  was  a 
laundromat." 


his  dot-com  last  year  for  $50  millk 

Most  women,  says  matchm; 
Paiva,  still  want  to  date  business  ty 
not  engineers,  no  matter  how  m 
they're  worth.  "They're  still  intereste 
the  VC  guys,  the  bad  boys,"  she  sighs 

Even  that  crowd,  apparently,  n< 
serious  coaching  about  dating.  One 
York  woman  went  out  with  a  promi 
venture  capitalist  for  nearly  a  year 
knew  well  enough  not  to  use  a  de: 
fork  for  his  salad,  and  could  talk  his 
skillfully  through  a  business  dinner 
says,  but  when  it  came  to  carrying 
relationship  he  was  "a  total  clueless 
He  failed  to  open  doors  for  her 
never  bothered  to  ask  her  a  ques 
about  herself.  Then,  the  coup  de  g 
On  a  trip  to  visit  him  in  San  Franc 
she  arrived  at  his  town  house  la 
night,  weary  and  lugging  baggage- 
stead  of  coming  down  to  greet  her 1 
she  rang,  he  buzzed  her  in.  She  he 
herself  and  her  luggage  up  the  five  fl 
to  his  living  room,  where  he  was  sp 
out  watching  sports  with  his  buddi 
was  mortified,"  she  says.  "The 
thing  is  that  the  New  Economy  is  r 
ing  guys  like  that  at  a  faster  rate 
ever."  She's  now  engaged  to  an 
Economy  multimillionaire. 

Are  they  any  better  at  court 
One  33-year-old  editor  at  a  New  Yc 
nancial  Web  site  thinks  so.  Over  di 
at  Le  Cirque  on  her  second  date  v 
centi-millionaire  hedge  fund  mai 
earlier  this  spring,  her  suitor  rem;| 
she  seemed  agitated.  She  ultimately 
fessed  her  broker  had  put  her 
Phone.com  without  telling  her  and 
had  to  put  up  $9,000  in  a  margi 
that  day.  Conversation  moved  ■ 
lighter  topics.  But  the  next  day  si 
rived  at  her  desk  to  find  90  crisp 
bills  in  an  envelope  on  her  chair. 

Most  perks  are  more  predic 
impromptu  trips  to  Paris  on  th 
five"  (that's  a  Gulfstream  V),  wee 
in  Aspen,  hired  help  to  spare,  oth 
make  reservations  for  everythir 
they're  needed  at  all.  "They  have 
caption  over  their  head  that  says, 
go!'"  says  Christine  Hedrick,  a  30 
old  commercial  real  estate  salesw 
in  Dallas.  Gifts?  In  their  third  moi 
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dating,  Evergreen  Media  founder  Scott 
Ginsburg  gave  28-year-old  Khanh  Dao 
3  $30,000  jade-and-diamond-faced 
RoJex.  Cuban  bought  Stewart  a  $90,000 
Mercedes  560  SL  for  her  28th  birthday 
in  June. 

Generosity  has  a  flip  side,  of  course. 
Dao  says  the  perks  made  her  feel  empty. 
"I  would  be  on  top  of  the  world  in  a  G- 
four  at  45,000  feet  where  the  air  is  so 
smooth  you  can  sip  a  martini  without 
spilling,  but  in  reality  I  had  nothing," 
she  says. 

Largesse  can  also  dry  up  faster  than 
ice  on  a  Tucson  sidewalk.  Although  Dao 
and  Ginsburg  later  married  and  opened 
a  restaurant  and  a  Porsche  dealership  to- 
gether, they  are  now  in  the  middle  of  a 
nasty  divorce.  "He  was  the  one  with  the 
money  and  the  connections,"  she  says. 
"He's  got  the  wealth,  as  he  put  it.  Not 
me."  Ginsburg  didn't  return  phone  calls. 

At  least  he  was  up  front  about  it.  One 
American  woman  married  a  Hong  Kong 
billionaire — and  discovered  five  years 
later,  when  she  sued  him  for  divorce  and 
half  of  his  net  worth,  that  the  wedding 
was  never  legally  valid.  She  ended  up 
with  nothing.  So  did  a  New  York  so- 
cialite who  agreed  to  marry  a  multimil- 
lionaire hedge  fund  manager  after  he 
proposed  to  her  with  a  4-carat  diamond 
ring.  Things  didn't  work  out.  After  the 
divorce  the  woman  had  the  ring  ap- 
praised— and  discovered  she  had  a  big 
cubic  zirconium  on  her  hands. 

Even  guys  on  the  level  make  certain 
inexorable  demands.  "Dating  a  billion- 
aire is  like  being  an  employee  in  his 


company,"  says  the  $9,000-margin-call 
beneficiary.  "You  get  perks,  you  get  ben- 
efits, but  when  he  says  be  at  the  airport 
ready  to  go  at  3  p.m.,  you  have  to  be 
there."  Others  complain  they  get  the 
same  treatment  as  business  associates, 
communicating  through  layers  of  assis- 
tants. One  model  who  dated  Ronald 
Perelman  said  his  "secretary's  secretary's 
secretary"  would  call  and  ask  her  out  to 
dinner.  Sometimes  their  minions  do 
more  than  make  phone  calls — one 
young  journalist  recalls  being  ap- 
proached at  a  press  event  by  one  of 
Perelman's  henchmen,  who  whispered: 
"Mr.  Perelman  would  like  to  know  if  you 
want  to  have  dinner."  She  declined. 
(Perelman's  office  denies  that  he  ever 
operated  that  way.) 

Now  for  that  all-important  question. 
What  kind  of  performance  rating  do  bil- 
lionaires rack  up  in,  er,  nonfinancial  ac- 
tivities? "I  find  they  usually  have  quite  a 
bit  of  experience,  so  they  usually  know 
what  they're  doing,"  says  one.  "I  have 
friends  who  say  they're  like  jackham- 
mers,  but  I  disagree."  On  the  other 
hand,  the  hapless  woman  who  dated  the 
clumsy  VC  said  that  his  ineptitude  crept 
into  the  bedroom,  too. 

Some  big  boys  need  babying.  A 
New  York  investment  banker  recalls  a 
date  with  a  Wall  Street  multimillionaire 
who  pouted  through  a  dinner  date,  de- 

What  kind  of 
performance  do 
billionaires  rack 
up  in,  er,  non- 
financial  acts? 


pressed  because  his  friends  were  I 
ing  a  football  team  and  they  didn'i 
him  to  join. 

Others  are  just  miserly.  Saleswo 
Hedrick  recalls  a  beau  who  would  gl 
when  the  waiters  at  his  favorite  Me>l 
restaurant  greeted  him  regularly 
"Quepasa,  balinF  ("Hello,  cheapskc 


She  never  bothered  to  enlighten  hir 
And  then  there  are  those  who  ar 
to  overwhelm  their  dates  with  j 
power  and  glory.  A  reporter,  who 
out  with  Larry  Ellison  on  a  story  as, 
ment,  tells  of  driving  up  to  his  Ath 
mansion  and  entering  his  ga 
through  a  grove  of  bamboo  trees,  v 
she  heard  the  tinkle  of  Asian  musi 
she  walked  toward  the  house,  E 
pulled  aside  a  Japanese  screen 
stepped  out  onto  the  long  porch  an 
scended  down  into  the  garden  in 
lored  suit.  On  a  tour  of  his  home,  o 
the  first  things  he  showed  her  w; 
collection  of  free-standing  Samurai 
mets.  (He  was  also  very  solicitous.  \ 
his  date  got  a  migraine  at  a  pac 
Fornaio  in  Palo  Alto,  Ellison  ordere 
maitre  d'  to  fetch  painkillers.) 

When  the  well-to-do  start  sco 
for  a  mate,  the  results  can  be  ...  i 
what  pathetic.  Patrick  Reynolds 
44-year-old  grandson  of  R.J.R.,  wh 
trayed  his  heritage  by  foundin 
Foundation  for  a  Smoke-Free  A 
ica — is  desperately  seeking  som 
His  Web  site,  love4two.com,  lists  hi 
ious  selling  points:  his  stats  (6-f<| 
195  pounds),  his  hobbies  (tennis,  si 
skiing)  and  lots  about  how  he'd  tre 
woman  ("Candlelit  dinners  acca 
nied  by  a  good  wine  and 
soft  music").  He  sent 
out  pitch  letters  to 
hundreds  of  promi- 
nent businessmen,  in- 
cluding Mark  Cuban, 
asking  them  to  ask 
their  wives  and  assis- 
tants for  leads. 

Think  you  qual- 
ify? Better  hurry.  He's 
already  received  500    /  *  •  t 
e-mails.         F  |  •  , 
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jghten  Up,  America 

i  defense  of  second  serves  and  mulligans. 


JOE  QUEENAN 

^EVERAL  WEEKS  AGO  THE  WALL 
^Street  Journal  ran  an  article  in  which 
W  John  Meriwether,  founder  of  the  ill- 
id  hedge  fund  Long-Term  Capital 
nagement,  admitted  that  his  firm's 
itegy  had  been  "flawed."  In  making 
admission  Meriwether  confirmed  a 
;>icion  that  had  been  quietly  circulat- 
on  Wall  Street  since  the  fund  brought 
;  world  to  the  edge  of  financial  ruin 
|  years  ago. 

(Given  that  the  highly  leveraged  Long- 
;n  Capital  had  lost  $4  billion  in  a  mat- 
sof  months  when  Russia  imploded, 
>  given  that  it  needed  a  Wall  Street 
out  lest  the  financial  markets  collapse, 
ie  had  long  been  sotto  voce  rumors 
!i  something  about  the  fund's  investing 
jroach  was  not  quite  right. 
Seemingly,  Meriwether  had  been 
:i  nbled  by  a  failed  effort  to  raise  $  1  bil- 
t  from  investors  for  a  new  hedge 
IB,"  JWM  Partners.  Meriwether's  mea 
l|a  came  just  scant  weeks  before  the 
location  of  Wlien  Genius  Failed:  The 
I  and  Fall  of  Long-Term  Capital  Man- 
\.\ent.  In  it  the  author  specifically  ac- 
|ls  Meriwether  and  his  partners  of 
iig  "motivated  by  insatiable  greed." 
I  ophisticated  investors  and  laymen 
j|  have  reason  to  be  troubled  by  the 
> ;  response  to  Meriwether's  new  fund. 
!  s  tarters,  it's  pretty  late  in  the  day  to 
ij  abusing  people  for  their  "insatiable 
Jjl";  it  is,  and  always  has  been,  one  of 
Jicountry's  driving  forces.  As  long  as 
[market  is  moving  in  the  right  direc- 
imo  one  ever  complains  about  the  in- 
d .pie  greed  of  software  tycoons  or  real 
Hi  magnates;  it's  only  when  the  mar- 
n  pit  rough  weather  that  the  catcalls 
H  Ipithets  start  flying. 
]  phat  is  perhaps  most  alarming  about 
I  lipid  reaction  to  the  new  fund  is  a 
i  I  that  this  flies  in  the  face  of  time- 
j  red  American  traditions.  While 


agreeing  that  you  should  never  give  a 
sucker  an  even  break  and  that  what  goes 
around  comes  around,  Americans  also 
believe  that  everyone  deserves  a  second 
chance.  George  Washington  made  a  com- 
plete hash  of  his  early  military  career,  in- 
advertently precipitating  the  French  and 
Indian  War,  yet  he  got  a  second  chance. 
Ulysses  S.  Grant  was  a  washout  at  West 
Point,  but  the  American  people  gave  him 
a  second  chance.  Harry  Truman  failed  at 
everything  he  ever  attempted,  yet  the 
American  people  were  willing  to  give  him 
a  second  chance,  and  many  more  until 
he  finally  succeeded.  In  each  case  the  will- 
ingness of  the  American  people  to  give  a 
seemingly  inept  compatriot  another  shot 
ended  up  paying  huge  dividends. 

The  same  is  true  in  business  and  fi- 
nance. Steve  Jobs  was  forced  out  at  Apple, 
but  he  got  a  second  chance  and  made  the 
most  of  it.  Donald  Trump  was  down  on 


his  luck  a  decade  ago  but  made  a  huge 
comeback.  Again  and  again,  bloodied 
chief  execs  and  money  managers  drag 
themselves  up  off  the  canvas,  stagger  back 
into  the  ring  and  win  the  next  round. 

If  the  American  people  were  truly 
honest  with  themselves,  they  would 
admit  that  by  hesitating  to  invest  in  Meri- 
wether's new  fund  they  are  adopting  a 
horrific  double  standard.  Why  give  a  sec- 
ond chance  to  masters  of  self- reinvention 
like  Bill  Clinton  and  Geraldo  Rivera  but 
show  Meriwether  such  coolness?  Like 
them,  he  made  a  few  mistakes.  Like  them, 
he  donned  sackcloth  and  ashes  and  ex- 
pressed remorse.  Like  them,  he  has 
meekly  asked  for  forgiveness,  under- 
standing and  whatever  spare  cash  hap- 
pens to  be  lying  around.  If  the  American 
people  are  so  lily-livered  that  we  won't 
give  a  financial  wizard  like  John  Meri- 
wether a  second  chance,  then  maybe  it's 
time  we  packed  it  in  as  a  nation.  If  in- 
vestors are  going  to  cut  and  run  every 
time  a  hedge  fund  loses  $4  billion  and 
very  nearly  brings  the  global  economic 
system  to  a  halt,  what  are  we  going  to  do 
when  something  really  bad  happens?  F 


FORBES-  October  9,  2000  97 


HELPING  END  DOMESTIC  VIOLENCE 


If  you've  ever  wondered  why  abused  women 
don't  just  leave,  ask  Dee. 

Beyond  the  emotional  abuse,  beatings  and  stalking, 
she  lived  in  fear  that  her  boyfriend  would  hurt  her  children 
if  she  tried  to  escape.  Finally,  Dee  found  SAFEHOME,  a 
program  for  victims  of  domestic  violence  in  Johnson  County, 
Kansas  that  gave  her  shelter,  food  and  counseling  —  and 
the  courage  to  begin  a  better  life. 

As  a  successful  career  woman  and  mother  of  three, 
Dee  knows  firsthand  that  domestic  abuse  is  not  the 
problem  of  "other"  people.  It  affects  millions  of  women, 
men  and  children  in  every  community,  regardless  of  race 
or  income.  The  time  to  stop  the  violence  is  now. 

That's  why  we  established  The  Philip  Morris  Campaign 
Against  Domestic  Violence.  Our  support  of  SAFEHOME  and 
similar  organizations  nationwide  is  just  one  of  the  ways 
we've  been  making  a  difference  to  communities  in  need 
for  more  than  forty  years. 


-..t  would  you  do? 


If  you  or  someone  you  know  needs  help,  contact: 
National  Domestic  Violence  Hotline 
(800)  799-SAFE 
www.ndvh.org 


Supported  by  the  Philip  Morris  family  of  companies 

KRAFT  FOODS,  INC.      MILLER  BREWING  COMPANY      PHILIP  MORRIS  U.S.A. 

www.philipmorris.com 
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BY  DINESH  D'SOUZA 

PROSPERITY  CAN  BE  UPSETTING. 
Just  ask  John  Little,  chief  exec- 
utive of  Portal  Software.  As 
"the  billionaire  next  door,"  he 
was  cover  boy  for  The  Forbes 
400  last  year.  But  a  guy  next  to  him  on  a 
flight,  seeing  the  headline  but  not  con- 
necting the  photo  to  his  neighbor, 
erupted,  "I'm  so  sick  of  these  rich  Inter- 
net brats!  I've  got  years  of  experience.  I 
work  ten  hours  a  day,  and  these  25-year- 
olds  make  millions  overnight  while  I'm 
struggling  to  feed  my  family." 

Little  fumes,  "The  guy  undoubtedly 
thought  I  got  the  idea  for  my  company 
last  week,  and  this  week  I'm  worth  a  bil- 
lion dollars.  Actually,  I've  been  in  this 
business  for  14  years.  I've  worked  my 
butt  off,  and  finally  it's  come  together." 

After  piling  up  more  than  they  ever 
dreamed  of,  America's  top  entrepreneurs 
now  face  a  moral  challenge:  By  what 
right  have  they  so  much  more  than  oth- 
ers? What  have  they  given  in  return? 

If  the  affluent  are  agonizing  over  such 
questions,  so,  too,  are  Americans  in  gen- 
eral beginning  to  debate  them.  On  one 
side  are  the  pioneers  of  technocapital- 
ism.  They  have  a  vision  for  the  world, 
they  are  making  it  happen  and  they  are 
being  rewarded  for  it.  This  group  cham- 
pions new  companies  and  products,  wel- 
comes the  rapid  pace  of  change,  sees 
ahead  a  cornucopia  of  pleasures  and 
possibilities.  Call  it  the  Party  of  Yeah. 

Its  opponents  argue  that  the  New 
Economy  is  a  fraud,  and  no  upsurge  in 
the  Dow  and  the  Nasdaq  can  compen- 
sate for  the  moral  and  social  havoc  being 
produced  by  technocapitalism.  These 
Z  critics  charge  that  unfettered  markets 
and  runaway  technology,  far  from  bring- 
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How  guilty  are  you 
supposed  to  be  if  you 
made  a  bundle  in 
a  relatively  short 
span  of  time? 


.imits 

af  Wealth 


is  closer  to  the  promised  land,  de- 
cherished  values.  This  ideologically 

se  group  is  made  up  of  cultural  pes- 
ts, environmentalists,  traditional- 

;galitarians  and  technophobes.  Call 
Party  of  Nah. 

his  clash  reflects  the  special  con- 
:  of  an  era  of  prosperity.  Capitalism 
/on  the  economic  war,  but  it  has  not 
on  the  moral  war. 
he  Party  of  Yeah  is  led  by  people 
llSteven  Jobs,  Jeffrey  Bezos  and 
then  Case.  By  and  large,  it  is  a  young 
Bfcle's  party,  and  it  dismisses  past  so- 
Molicymaking  as  a  failed  attempt  to 
■fete  scarcity.  The  scientist,  engineer 
llntrepreneur,  on  the  other  hand,  are 
if  pble  to  promise  what  cybercowboy 
gl  Perry  Barlow  terms  the  Great 
If.:  to  eliminate  scarcity,  to  feed  and 
lie  and  heal  the  world.  Dewang 
■la,  a  leading  software  entrepreneur 
llw  Delhi,  believes  the  computer  in- 
Bi|y  will  realize  Gandhi's  dream  of 
Pfig  a  tear  from  every  Indian  face." 


system,  predicts  George  Yeo,  Singapore's 
trade  minister,  "Planet  Earth  will  become 
the  Old  World."  Genetic  engineering,  ex- 
ults biologist  Gregory  Stock,  "is  going  to 
expand  our  sense  of  what  it  means  to  be 
human." 

So  all  this  new  wealth  is  justifiable — 
because  it's  going  to  save  humanity? 

"I've  heard  it  all,"  replies  Studs 
Terkel,  the  crusty  old  author  of  Working 
and  other  social  anthologies.  "I've  seen 
these  young  punks  in  action.  And  I'll  tell 
you,  they  scare  the  crap  out  of  me.  Is  it 
right  that  so  many  people  are  starving 
while  these  guys  have  more  money  than 
God?  These  rich  guys  are  trying  to  con- 
vince the  rest  of  us  that  everyone  is  bet- 
ter off  because  they're  better  off."  So 
what  if  technology  is  making  our  lives 
more  convenient?  "We're  losing  our  hu- 
manity, for  Christ's  sake." 

At  the  other  end  of  the  political  spec- 
trum, historian  Gertrude  Himmelfarb 
echoes  Terkel's  view  that  the  economic 
and  technological  gains  of  America  have 
been  accompanied  by  steep 

■  *  m  #■       ■■  -     _.  m     social  and  moral  costs. 

iiness  14  years;  finally  its  come  Togemer.    "Look  at  our  divorce  rates, 

our  illegitimacy  rates,  our 

/orld  without  scarcity  is  one  in  Andreessen.  "There's  no  reason  you  rates  of  teen  suicide  and  drug  addiction, 
income  or  wealth  differentials  shouldn't  be  able  to  design  exactly  the  We  have  come  to  accept  these  as  normal 
cease  to  have  much  effect.  That    body  you  want."  As  we  colonize  the  solar    because  we  have  become  used  to  them. 


would  lift  a  great  moral  weight  off  many 
of  the  new  rich.  But  there's  more:  This 
group  wants  to  turn  workers  into  free 
agents  and,  via  the  Web,  give  everyone 
the  same  access  to  information  and  mar- 
kets. The  Internet  still  has  a  fairly  lim- 
ited reach,  says  Freeman  Dyson,  a  physi- 
cist (and  father  of  e-guru  Esther),  but  as 
it  expands,  "the  new  Internet  will  end 
the  cultural  isolation  of  poor  countries 
and  poor  people."  The  Party  of  Yeah 
promises  that  cyberspace  will  bring  peo- 
ple together  by  fostering  "electronic 
neighborhoods"  based  not  on  geogra- 
phy but  on  shared  interests. 

And  after  that?  Virtual-reality  expe- 
riences that  cannot  be  duplicated  in  the 
real  world.  Chips  in  our  brains  that  will 
expand  our  minds.  Antiaging  drugs  and 
genetic  modifications  that  will  make  fu- 
ture generations  healthier,  better-look- 
ing, smarter,  more  artistic,  perhaps  even 
more  caring. 

"There's  no  reason  death  should  hap- 
pen," says  Netscape  cofounder  Marc 
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*8T  A   BUSINESS  TRIP 

feel  more 
LIKE  A 

PAID 
hp^/ A  CATION? 


Can  moonlight  splashed  across  an  arched  bridge,  or  the  sweet  fragrance  of  ginger-blossoms,  or 
hydrangea  petals  swimming  through  a  stream  be  expensed?  Most  certainly  so.  For  reservations,  call 

I  one  of 

your  navel  agent  or  1-800-648-4097.  Or  visit  www.hotelbelair.com  I   "TJxfJeadingHotelsof thdWbrM 


HOTEL 


But  they  are  deeply  pathological, 
have  become  demoralized,  and  I  rr 
that  in  both  senses.  We  have  lost  our 
to  resist.  We've  lost  our  ability  as  a  1 
ety  to  tell  the  difference  between  r 
and  wrong."  The  free  market,  Himi 
farb  adds,  promotes  and  populai 
these  self-gratifying  cultural  tenden 

As  these  comments  indicate,  bot 
the  political  left  and  right  there  is  i 
resistance  to  technocapitalism.  It  a 
mainly  from  intellectuals,  clergy,  r 
ralists  and  people  who  have  found  tl 
selves  on  an  economic  treadmill  v 
their  neighbors  have  surged  ahead, 
left-wing  critique  is  in  the  name  o 
ture  and  equality.  The  right-wing 
tique  is  in  the  name  of  community 
morality.  These  critiques  are  mei 
and  becoming  one.  To  the  Party  of 
technocapitalism  is  unleashing  a  Sc 
peterian  gale  of  creative  destructioi 
is  wrecking  the  ecosystem,  exacerb 
inequality,  eroding  personal  pri 
weakening  the  family  and  upro« 
communities. 

What  about  the  Party  of  Yeah?  I 
is  deeply  divided.  When  Ted  Turne 
nounced  he  was  giving  a  billion  c 
to  the  United  Nations,  John  Stos 
ABC  News  asked  him:  Why  are 
throwing  your  money  down  such 
hole?  Why  don't  you  invest  in  you] 
company,  create  more  jobs  and 
people  better  off?  Turner  ar 
stormed  off  the  set.  Could  he  noi 
the  thought  that  his  business  pra 
themselves  might  be  socially  bene 

Turner  has  been  accused  of  gui 
capitalism— but  his  premises  seen: 
shared  by  some  of  the  market's  I 
defenders.  Thomas  Monaghar 
p.  358),  the  founder  of  Domino's 
has  taken  a  "millionaire's  vc 
poverty."  He  sold  his  antique  car  c 
tion.  He  stopped  flying  first  class.  "1 
deprive  myself  of  comforts,"  Moni 
says,  "but  I  won't  indulge  in  luxuri 
cause  I  don't  want  to  commit  the 
pride."  Monaghan  has  pledged  to ; 
Catholic  charities  most  of  the  $1 1 
he  got  for  selling  Domino's.  (H 
ready  hit  the  $248  million  mark. 

One  needn't  have  religious  mol 
talk  and  act  this  way.  Innumerabli 
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jcutives  who  live  secular  lives  speak  of 
ring  back"  to  the  community.  But  that 
implies  an  admission  that  you  have  been 
taking  from  the  community.  Across  the 
political  spectrum  philanthropy  seems  to 
have  become  the  modern  equivalent  of 
indulgences  purchased  by  the 
rich  to  atone  for  their  partic- 
ipation in  the  sin  of  money- 
making. 


Local  area  network: 
Eric  Schmidt  of  Novell 
insists  social  ties  form 
basis  of  wealth  creation 


What  all  this  suggests  is  that  the 
moral  divide  over  affluence  and  tech- 
nology doesn't  just  run  between  ideo- 
logical camps;  it  runs  through  our  own 
hearts.  The  Party  of  Yeah  and  the  Party 
of  Nah  dwell,  in  a  sense,  within  us.  We 
want  to  do  well,  but  we  also 
want  to  feel  morally  justified 
in  claiming  our  rewards.  We 
pursue  wealth  while  wearing 


capital  for  an  Internet  company  if 
they  know  the  same  guys  that  I  do." 


faded  jeans  and  buying  old  Shaker 
niture  to  prove  that  we  have  not  b| 
consumed  by  greed  and  materialism  | 
respond  to  political  candidates 
somewhat  implausibly,  vow  to  pre 
an  economy  that  "leaves  no  one  behi  I 
We  want  to  integrate  prosperity 
something  higher  and  more  mean 
ful.  Can  we  achieve  these  dispac 
sometimes  contradictory,  goals?  Car 
division  between  the  two  content 
sides,  which  is  also  a  division  within 
psyche,  be  healed? 

Philosophers  on  the  left  charge 
the  winnings  of  the  New  Economy 
profoundly  unjust  and  have  nothir 
do  with  individual  merit.  Moreover, 
say  that  inequalities  have  reached  u\ 
erable  proportions,  and  that  the  gail 
the  New  Economy  have  gone  almosl 
tirely  to  a  small  segment  of  the  pop  I 
tion.  A  broader  accusation,  launchel 
many  clergy  and  some  political  con 
atives,  is  that  greed,  materialism  andl 
indulgence  have  taken  over  our  ecorl 
and  our  culture,  and  that  these  vkl 
or,  in  Christian  terminology,  sins- 1 
encouraged  by  the  free  market.  It  isl 
to  pooh-pooh  these  charges,  but  1 1 
try  to  answer  them. 

First,  inequality.  It  cannot  be  dij 
that  the  New  Economy  has  contritl 
to  staggering  inequalities  of  wealth  I 
top  1%  of  the  population  owns 
than  one-third  of  the  wealth  in  thtl 
The  top  10%  has  two-thirds.  Thj 
worth  of  the  30  richest  Americans  el 
approximately  $500  billion.  There 
million  black  people  in  the  U.S.  TTl 
nual  earnings  of  this  community  a<| 
to  $450  billion.  It's  not  quite  fair  to  [ 
pare  annual  earnings  to  net  worth 
so,  it  remains  a  remarkable  fact  til 
people  in  this  country  have  assets  gl 
than  the  gross  annual  earnings  of  | 
America. 

The  Party  of  Nah  is  convince' I 
there  is  no  basis  in  justice  for  the-l 
equalities.  Do  the  youngsters  whel 
Internet  companies  really  deserve  I 
centimillionaires?  Perhaps,  as  Amy 
business  manager  for  the  AFL-CIO 
icon  Valley,  recently  put  it,  thtl 
wealth  is  the  result  of  "a  bunch  of  [ 
white  guys  being  in  the  right  pla«l 
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winning  the  lottery."  Eric  Schmidt,  chief 
executive  of  Novell,  says  that  in  the  tech 
world,  as  everywhere  else,  networks  and 
social  connections  determine  success. 
According  to  Schmidt,  it's  a  myth  that 
anyone  with  a  good  idea  can  raise  the 
necessary  venture  capital:  "Yeah,  right — 
anybody  can  raise  capital  for  an  Internet 
company  if  they  know  the  same  guys 
that  I  do." 

Warns  Princeton  political  scientist 
Michael  Walzer,  "Some  kids  grow  up  in 
an  electronic  culture.  They  are  at  home 
in  that  world.  For  others,  it's  completely 
alien.  So  we  are  finding  ourselves  in  a 
world  where  some  people  are  locals  and 
some  people  are  globals.  The  globals  are 
integrated  into  a  huge  network  of  infor- 
mation and  opportunity.  The  locals 
must  inhabit  a  smaller,  more  restricted 
environment.  The  sadness  of  their 
predicament  is  completely  lost  in  all  the 
celebrations  of  the  New  Economy." 

The  traditional  mantra  about  in- 
equality is  that  the  rich  are  getting  richer 
and  the  rest  are  getting  poorer.  In  the 
past  two  decades,  however,  the  rich  have 
gotten  richer  and  the  rest  have  also  got- 
ten richer,  although  not  at  the  same  pace. 
According  to  a  study  by  John  Weicher  of 
the  Hudson  Institute,  median  household 
wealth  has  climbed  from  $57,000  in  1983 
to  $72,000  in  constant  2000  dollars.  Why 
should  people  feel  aggrieved  that  the  rich 
are  pulling  further  ahead  if  they  are  also 
moving  forward?  If  you  drive  a  Mercedes 
and  I  have  to  walk,  that's  a  radical  dif- 
ference in  lifestyle.  But  is  it  a  big  deal  if 
you  drive  a  Mercedes  and  I  drive  a 
Hyundai?  If  I  have  a  4-bedroom  condo, 
should  I  be  morally  outraged  that  you 
have  a  12-bedroom  house? 

More  than  ever  before,  today's  wealth 
is  a  product  of  personal  achievement 
rather  than  inheritance.  More  than  half 
of  the  400  richest  Americans  this  year 
made  their  own  fortunes.  Thomas  Stan- 
ley and  William  Danko,  authors  of  The 
Millionaire  Next  Door,  estimate  that  80% 
of  Americans  whose  net  worth  exceeds 
$1  million  are  "ordinary  people  who 
have  accumulated  their  wealth  in  one 
generation."  So  you  can't  argue  that 
most  of  today's  affluent  got  that  way  by 
choosing  their  parents  carefully. 
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A  second  characteristic  of  successful 
people  today,  especially  evident  in  the 
high-tech  world,  is  that  they  come  from 
diverse  ethnic  backgrounds.  At  compa- 
nies like  America  Online  and'Microsoft, 
there  are  now  caucus  groups  and  cafete- 
ria sections  not  for  Asian  Indians  but 
specifically  for  Gujaratis,  Bengalis  and 
Keralites.  Each  group  speaks  a  different 
native  language  and  savors  a  different 
cuisine.  Economist  Gary  Becker,  a  Nobel 
laureate,  reports  that  more  than  a  third 
of  the  1  million  people  employed  in  Sil- 
icon Valley  are  foreign-born.  True, 
African-Americans  make  up  a  tiny  per- 
centage of  senior  personnel  in  the  com- 
puter and  telecommunications  indus- 
tries, but  that's 
because  blacks  earn 
less  than  2%  of 
Ph.D.s  in  fields  like 
engineering,  physics, 
mathematics  and 
computer  science. 

Social  networks, 
as  Eric  Schmidt  sug- 
gests, are  a  reality  in 
high-tech  as  in  other 


"I  won't  indulge 
in  luxuries 
because  I 
don't  want 
to  commit  the 


fields.  Still,  what  is  striking  is  how  i 
cessfully  nonwhite  immigrant  gro 
have  established  networks  of  their  d 
When  Indian-born  Sabeer  Bhatia  ] 
came  up  with  the  idea  for  Hotmail 
was  rejected  by  a  series  of  venture  c 
talists.  As  a  "person  of  color,"  he  natui 
felt  he  was  a  victim  of  discriminat 
But,  he  says,  "I  quickly  realized  that  b 
foreign-born  was  no  barrier,  it  was  on 
barrier  in  my  mind." 

Now  Indian  entrepreneurs  like  I 
tia  have  set  up  their  own  "curry 
work,"  complete  with  regular  deal-; 
erating  powwows,  an  annual  conferc 
a  magazine  and  a  Web  site.  Indian-l: 
venture  capitalist  Vinod  Khosla 
p.  176),  a  partni 
Kleiner  Perkins  C 
field  8c  Byers, 
marks  that  in  Sill 
Valley  it's  almc 
case  of  reverse 
crimination:  "Pe 
almost  assume  tl 
you're  Indian  or 
nese  you're  sm; 
and  you  get  the 


Back  To  basics:  Tom  Monaghan  is  comfortable  giving  Domino's  fortune  to  the  Lord's  c 


r 


"People  almost  assume 


that  if  you  re  Indian  or 
Chinese,  you're 
smarter,  and  you  get 
the  benefit  of  the 
doubt." 


efit  of  the  doubt." 

What  about  the  "digital  divide"  and 
the  sarcastic  comment  by  civil  rights  ac- 
tivists that  the  Internet  should  be  re- 
named the  World  White  Web?  It  is  cer- 
tainly true  that  not  everyone  uses  the 
Internet  equally.  Whites  and  Asian 
Americans  are  more  likely  than  blacks 
and  Hispanics  to  log  on,  and  the  affluent 
are  far  more  wired  than  the  indigent. 
These  differences  do  exist,  but  do  they 
reflect  a  problem  of  "access"?  After  all, 
Internet  access  today  seems  about  as  se- 
rious a  problem  in  the  U.S.  as  "telephone 
access"  or  "automobile  access."  Today  a 
computer  doesn't  cost  much  more  than 
a  TV  set,  and  Internet  use  costs  little  to 
nothing.  The  real  digital  divide  is  that 
some  people  and  some  groups  are  more 
adept  at  using  the  Web  than  others. 

Abroad,  especially  in  the  Third 
World,  the  situation  is  different.  Today 
only  about  10%  of  the  world's  popula- 
tion has  access  to  the  Internet.  But  net- 
work and  storage  capacities  are  increas- 
ing at  a  rapid  rate,  and  costs  are 


plummeting.  We  can  assume  that  access 
to  information  will  soon  cost  pennies  or 
nothing.  Even  in  the  villages  of  Asia, 
Africa  and  Latin  America  the  issue  of  In- 
ternet access  will  become  irrelevant  in 
the  not-too-distant  future.  The  world's 
biggest  library  and  the  world's  biggest 
marketplace  will  both  be  available  es- 
sentially free  to  anyone,  anywhere. 

The  egalitarian  critique  is  a  limited 
one,  because  it  merely  says  that  the  bless- 
ings of  capitalism  are  not  being  extended 
to  all.  A  more  fundamental  criticism 
challenges  the  ethical  basis  of  the  system 
itself.  This  view  holds  that  the  very  en- 
gine of  techno-capitalism  is  greed  and 


Sitting  pretty:  Immigrants,  3 
venture  capitalist  Vinod  Kh 
get  the  benefit  of  the  doubt 

selfishness.  We  associate! 
argument  with  Karl  M| 
but  Saint  Paul  (and  be 
him,  Phocylides  in  the  a 
century  B.C.)  got  there  ] 
"The  love  of  money  is 
root  of  all  evil."  Ao 
Smith,  the  founding  fa 
of  capitalism,  acknowle< 
in  his  Wealth  of  Nations; 
it  is  not  benevolence  bu 
selfish  pursuit  of  gain 
motivates  producers 
merchants  to  serve 
wants  and  needs. 

Several  leading  tech 
trepreneurs  have  wai 
that  such  rapacity,  nev< 
short  supply,  has  reao 
new  heights  in  the 
Economy.  "When  greec 
comes  this  prevalent, 
marks  Craig  McCaw 
p.  226)  the  telecommui 
tions  mogul,  "somet 
bad  always  happens." 
Polese,  the  founder  of  I; 
net  infrastructure 
Marimba,  recently  sai 
worry  about  the  greed 
tor."  In  a  recent  ar 
lames  Collins,  coauth 
the  popular  business  1 
Built  to  Last,  wagged  a  f 
at  all  the  young  entr« 
neurs  rushing  to  take 
companies  public  and  strike  it 
Collins  indignantly  asked,  what 
pened  to  the  early  New  Economy  id] 
making  better  products  and  la 
companies  so  that  the  world  woulc 
better  place? 

Some  in  the  Party  of  Yeah  se 
meet  this  criticism  by  denying  theii 
motives.  For  years  management 
Peter  Drucker  has  maintained  that 
ating  a  customer"  is  the  real  goal  0 
cessful  business  enterprise,  and  that 
its  are  merely  the  scorecard  of  hov 
this  is  being  done.  In  a  similar 
today's  high-tech  entrepreneurs 
to  believe  that  they  aren't  selfishly 
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mg  big  bucks,  that  their  motives  are  cre- 
ativity and  passion.  The  magazine  Red 
ing  suggests  profits  are  a  by-prod- 
uct of  a  labor  of  love:  "Money  comes  to 
those  who  do  it  for  love." 

Before  we  are  lulled  into  sentimen- 
tality, let  us  ask:  Aren't  profits  the  raison 
d'etre  of  commercial  enterprise?  Drucker 
would  seem  to  have  it  backward:  Com- 
panies seek  to  win  customers  so  that  they 
can  profit  from  them.  Profits  aren't 
merely  a  barometer  of  customer  service, 
they  are  the  ultimate  rationale  of  the 
whole  enterprise.  True,  many  Internet 
companies  forgo  profits  in  order  to  ex- 
pand their  customer  base.  But  they  do 
this  only  because  they  expect  to  harvest 


vastly  greater  profits  in  the  future. 

Without  denying  that  many  entre- 
preneurs love  what  they  do,  it  hardly  fol- 
lows that  they  are  doing  it  "for  love."  If 
that  were  truly  the  case,  then  they  would 
never  ask  about  their  stock  options. 

One  entrepreneur  who  is  candid 
about  his  selfish  motives  is  T.J.  Rodgers, 
chief  executive  of  Cypress  Semiconduc- 
tors. Rodgers  is  an  admirer  of  philoso- 
pher Ayn  Rand,  whose  defense  of  capi- 
talism is  summarized  in  the  title  of  her 
book  The  Virtue  of  Selfishness.  "I  don't 
mean  to  disagree  with  anyone's  reli- 
gion," Rodgers  says,  "but  my  own  view  is 
that  money  is  the  root  of  all  good." 

Rodgers  adds,  "I  keep  hearing:  Feed 


Stocking  up:  chip  executive  T.J.  Rodgers  refuses  to  be  blue  about  capitalists'  big  payoff. 


with  anyone's 
religion,  but  my 
own  view  is  that 
money  is  the 
root  of  all  good." 


the  poor,  clothe  the  hungry,  give  shelter 
to  those  who  don't  have  it.  The  bozos 
who  say  this  don't  recognize  that  capi- 
talism and  technology  have  done  more 
to  feed  and  clothe  and  shelter  and  heal 
people  than  all  the  charity  and  church 
programs  in  history.  So  they  preach 
about  it,  and  we  are  the  ones  doing  it. 
They  want  to  rob  Peter  to  pay  Paul,  but 


they  always  forget  that  Peter  is  the  ! 
that  is  creating  the  wealth  in  the  | 
place." 

Money,  Rodgers  says,  "is  notl 
prime  motivator.  But  that's  only  beql 
I  have  as  much  money  as  I'll  ever  ni 
So  what  drives  me  now  is  winning  a 
ficult  competition,  reaching  my  goal 
success,  and  learning.  This  doesn't  ri 
I'm  indifferent  to  rewards,  although 
relatively  low  salary  may  give  you 
false  impression."  Rodgers  actually 
$744,000  last  year  in  salary  and  be 
but  he  owns  a  2%  stake  in  his 
worth  $103  million  and,  like  Bill  G 
aims  to  earn  most  of  his  money  by  i 
ing  his  stock  go  up  rather  than  by  i 
ing  a  paycheck. 

To  pose  Rodgers'  point  in  its 
provocative  way,  who  has  done  mc 
eradicate  poverty  and  suffering 
Third  World,  Bill  Gates  or  Mc 
Teresa?  To  the  extent  that  he  has 
the  power  of  information  technolc 
the  disposal  of  millions  of  peopl 
obvious  answer  is  Gates.  It  doesn 
low  that  Gates  deserves  a  higher 
enly  perch  than  Mother  Teresa, 
the  moral  value  of  actions  were 
judged  solely  by  their  consequ 
Gates  and  other  tech  entrepreneur 
done  an  awful  lot  of  good,  far  more 
than  their  detractors  in  the  Party  ol 

Implicit  in  Rodgers'  comments 
insight  that  capitalism  civilizes  gree 
as  marriage  civilizes  lust.  Greed  an 
are  human  emotions.  As  such,  the' 
not  be  eradicated.  And  to  the  degrc 
greed  leads  to  effort,  and  lust  to  pie 
who  would  want  to  eradicate  the 
the  same  time,  it  is  widely  recog 
that  these  inclinations  can  have  co 
ing  and  destructive  effects.  So  the 
to  be  regulated  or  channeled.  Capi 
channels  greed  in  such  a  way  th 
placed  at  the  service  of  the  wants  ( 
ers — even  unknown  wants.  Think 
this:  Before  cell  phones  existed,  wh 
knew  that  we — rich  or  not — coulc 
by  without  them? 


Dinesh  D'Souza's  The  Virtue  of  Pro 
Finding  Values  in  an  Age  of  Techno-A 
will  be  published  in  November  by  the  Fr\ 
He  is  a  research  scholar  at  the  American  E 
Institute:  ddsouza@aei.org. 
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f)  Sydney 


)  countries.  10,300  athletes.  Billions  of  fans  from  all  points 
the  map.  If  ever  there  was  an  event  that  reflected  the  true 
ml  nature  of  e-business,  the  Olympic  Games  is  it. 


the  Sydney  2000  Olympic  Games 
one  of  the  largest,  most  complex 
ictures  ever  constructed  for  the 
tplace.  There's  e-commerce,  in  the 
an  online  Olympic  store.  There's 
ss,  in  the  form  of  thousands  of 
iters  tapped  into  the  up-to-the- 
cores.  There's  human  contact,  in 
of  fans  communicating  directly 
athletes  — stars,  hometown  heroes, 
here's  a  global  community  hot-wired 
es  without  wires)  into  the  heart  of 
pic  Games. 

is  at  its  core,  providing  die  software, 
vare,  the  consultants  and  the  sheer 
f  services  to  make  it  run. 

n  is  ke\.  Kspeeiallv  when  you 
the  number  of  players:  Sports 
ions.  Sponsors.  Vendors.  All 
lisparate  systems  with  disparate 
And  IBM  brings  it  all  together 
s  it  work. 

when  your  audience  is  the  entire 
tribution  of  information  is  a  job 
proportions.  To  get  the  right 
in  t(i  tlie  right  people  at  the  right 
u^es  a  data  distribution  system 
handling  multiple  access  points, 
formation  like  scores  and  statistics 
d,  processed  and  distributed  to 
Is,  Olympic  judges,  international 


broadcasters,  local  commentators,  kiosks  in 
the  Olympic  Village  and  desktops  in  Palo 
Alto,  Paris  and  Pervouralsk.  Everywhere 
there's  a  customer. 

Delivery  systems  also  vary  based  on 
customer  need.  For  commentators,  there 
are  touchscreen  workstations  located  directly 
on  the  fields  of  play.  For  members  of  the 
Olympic  Family  (athletes,  coaches,  media) 
there's  an  intranet  system  that  lets  them 
share  information  and  send  e-mail  in  a 
secured,  private  setting.  Because  it's  good 
business,  in  any  business,  to  strengthen 
customer  relationships.  And  give  people 
the  information  they  need. 

Then  there's  e-commerce.  IBM  implemented 
a  powerful,  scalable  Web  site  capable  of 
handling  huge  spikes  in  traffic.  From  the 
perspective  of  the  fans,  it  simply  means  they 
can  buy  pins,  programs  and  tickets  quickly 
and  conveniently. 

Clearly,  the  Olympic  Games  is  special. 
You  don't  even  think  of  it  as  a  business. 
Yet  it  faces  the  same  issues  encountered 
by  more  traditional  businesses  in  the 
e-marketplace.  And  traditional  or  not, 
[BM  has  helped  thousands  of  businesses — 
large  and  small,  established  and  evolving  — 
become  successful  e-businesses.  Visit 
ibm.COm/olympics  and  see  how  IBM 
can  d(i  the  same  for  you. 


Hero:  Akhi  Spencer  El 
Event:  Fencing 
Country:  United  States 
Read  his  biography  at 
olympics.com 


Hero:  Eadaom  Ni  Challaram 
Event:  Canoe/Kayak  -  Slalom 
Country:  Ireland 
Send  her  some  FanMail 
at  ibm.com/fanmail 


Hero:  Waneek  Horn-Miller 
Event:  Water  Polo 
Country:  Canada 
Keep  up  with  her  team's 
schedule  and  scores  at 
olympics.com 


999  IBM 

Worldwide  Partner 


business  logo  are  trademarks  of  International  Business  Machines  Corporation  in  the  United  States  and/or  other 
300  IBM  Corp.  36  USC  220506  ®COA 


ADVERTISEMENT 


Net  Commerce  Corporation 


"The  pulse  of  the  entire  Internet  industry  can 
be  taken  in  Northern  Virginia,"  says  William 
M.  Post,  CEO  and  president  of  Net  Commerce 
Corporation.  "What's  happening  here  is  what 
will  be  happening  all  over  the  industry." 

Net  Commerce,  based  in  Vienna,  Virginia,  is 
one  of  the  region's  young,  innovative  companies 
setting  a  faster  tempo  for  the  e-commerce 
industry.  While  this  integrator  of  e-business 
services  isn't  yet  a  year  old,  its  earnings  are  leap- 
ing past  initial  expectations.  By  next  year,  Post 
and  cofounders  Tim  Henderson  and  Charles 
Narang  hope  Net  Commerce  will  be  an  $8  mil- 
lion to  $10  million  business. 

"We've  based  our  business  model  on  projec- 
tions that  the  market  for  business-to-business 
services  for  small  and  medium  enterprises 
[SMEs]  will  reach  $800  billion  by  2004,"  Post 
says.  "Many  application  service  providers  [ASPs] 
are  focusing  on  larger  corporate  clients,  because 
until  now,  they  were  the  only  ones  who  could 
afford  the  technology.  Our  goal  is  to  provide  an 
affordable  e-commerce  onramp  for  SMEs." 

Through  its  trademarked  Net  Commerce 


VIRGINIA 

ECONOMIC  DEVELOPMENT  PARTNERSHIP 

901  East  Byrd  Street 
P.O.  Box  798 
Richmond,  Virginia  23219 
Telephone:  (804)  371-8100 
www.YesVirginia.org 

Northern  Virginia  Economic 
Development  Coalition 

1  Harrison  Street  SE,  5th  Floor 
Leesburg,  Virginia  20175 
Telephone:  (703)  777-0426 
www.northernvirginia.org 

Fredericksburg  Regional  Alliance 

P.O.  Box  863 

Fredericksburg,  Virginia  22404 
Telephone:  1  (800)  627-2892 
www.fra-va.org 


Exchange  B2B  portal  (www.netcommercex.com), 
the  company  provides  e-business  services  to  the 
commercial  and  public  sectors.  Members  of  the 
Net  Commerce  Exchange  will  be  able  to  access 
applications  that  help  them  do  business  global- 
ly: e-procurement  and  auctioning,  customer 
support  and  help  desk,  e-order  tracking  and 
processing,  e-inventory  management,  e-mar- 


Competi 


had  to  buy  and  install  software,  develop 
relationships  and  integrate  the  process  ill 
back-office  operations.  We  allow  them  tc 
those  steps  and  begin  buyer-supplier  t 
tions  the  same  day.  And  the  exciting  par 
solution  is  that  our  off-the-shelf  appl 
adapters  immediately  integrate  our  AS 
cations,  such  as  Commerce  One  BuyS 


"Our  goal  is  to  provide  an  affordable  e-commerce 
onramp  for  small  and  medium  enterprises. " 


keting  and  e-sales  support  tools  and  integration, 
as  well  as  enterprise  resource  planning  systems. 

"A  typical  world-class  e-commerce  application 
could  be  a  $3  million  investment  when  you 
include  the  cost  of  computers,  personnel  and 
infrastructure,"  Post  explains.  "A  $100  million 
company  cannot  afford  that,  or  it  would  take 
too  long  to  realize  a  reasonable  return  on  invest- 
ment. Cost  is  a  barrier  of  entry  into  e-business 
lor  the  SME.  We  provide  a  different  solution  in 
which  our  clients  pay  for  the  use  of  the  software 
'by  the  drink'  instead  of  purchasing  it  outright." 

Building  business  partnerships  with  top 
Internet  solutions  companies  is  part  of  the  Net 
Commerce  strategy.  Exodus  Communications™, 
Inc.  will  provide  Internet  hosting  and  security 
services  for  the  Net  Commerce  BuySite  appli- 
cation. Commerce  One*',  Inc.  will  power  the 
Net  Commerce  Exchange.  Net  Commerce  will 
also  use  Commerce  One's  MarketSite™  Portal 
Solution  to  build  an  open  electronic  market- 
place for  client-supplier  transactions. 

"What  we've  devised  represents  a  significant 
shift  for  the  industry,"  Post  says.  "Companies 
can  now  reap  the  benefits  of  e-commerce  with- 
out significant  capital  investment  or  technical 
risk.  For  example,  in  the  past,  a  company  might 
have  spent  several  months  setting  up  e-com- 
merce tools  for  its  procurement  process.  They 


SME's  existing  standard  back-office  sy 
The  Net  Commerce  staff  grows  by  oi 
week,  and  Post  hopes  to  have  nearly  60 
by  fourth  quarter  this  year.  "Being  loc 
significant  technology  hub  improves  oi| 
to  attract  staff  as  well  as  investors, 
"While  Northern  Virginia  has  been  com 
Silicon  Valley,  the  Internet  infrastruct 
gives  us  unique  advantages.  The  Inten 
ness  community  works  together  to  attral 
and  private  investment  in  technology 
As  the  industry  expands  and  the  pace 
nology  quickens,  our  ability  to  build 
and  technology  partnerships  within  til 
will  work  to  our  advantage." 


Net  Commerce  Corporation 

William  M.  Post 
Chief  Executive  Officer  and  Preside 
1604  Spring  Hill  Road,  Suite  410 
!  Vienna,  Virginia  22182 
Telephone:  (703)  269-2365 
Toll  Free:  (877)  347-4012 
Fax:  (703)  269-2401 
E-mail:  info@nc-corp.com 
www.nc-corp.com 
www.netcommercex.com 

/VetCommer 

Corporate 
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npanies  in  Northern  Virginia 


SfAtef  Inc. 


re  have  more  than  9,000  people  in  29 
ries  who  speak  IP  as  their  native  lan- 
,"  says  David  Kunkel,  PSINet  vice 
nan  and  executive  vice  president.  This 
(  the  Northern  Virginia  Internet  inno- 
in  an  ideal  position  as  the  need  for  flu- 
n  the  language  of  the  Internet  expands 
with  global  commerce, 
ded  by  Chairman  and  CEO  William  L. 
ler,  PSINet  is  riding  the  crest  of  two 
trends:  the  globalization  of  business  and 
:cess  of  the  World  Wide  Web. 
ts  1 1  years  of  business,  PSINet  has 
ded  by  acquiring  more  than  75  corn- 
in  key  locations  around  the  world, 
aw  the  trend  toward  globalization," 
fl  says.   "Global  companies  require 
et  and  Web  services,  and  since  we're  in 
ksiness  of  supporting  them,  we  have 


first  company  to  provide  commercial 
Internet  access  and  was  also  the  first 
Internet  service  provider  to  offer  Web-host- 
ing services  with  100%  guaranteed  uptime. 
The    company's    Web-hosting  revenue 


PSINet  owns  and  operates  an  IP  network 
specifically  designed  to  accommodate 
business-grade  Internet  traffic. 


ed  worldwide.  We  have  an  advantage 
we  have  local  people,  with  local 
dge,  running  the  business  in  our 
ional  locations." 
its  headquarters  right  under  the 
Airport  flight  path  in  Ashburn, 
,  PSINet  serves  more  than  100,000 
accounts  worldwide.  Its  recent  pur- 
publicly  traded  Metamor  Worldwide 
SINet  a  controlling  interest  in 
>r's  subsidiary,  publicly  traded  Xpedior 
rated,  an  e-business  solutions  com- 
th  global  reach, 
ng  itself  the  Internet  Super  Carrier, 
owns  and  operates  an  IP  network 
ally  designed  to  accommodate 
s-grade  Internet  traffic.  It  was  the 


alone  jumped  59%  between  the  first  and 
second  quarter  of  this  year. 

PSINet  has  centers  in  Europe,  Asia  and 
North  America,  and  recently  hosted  Web 
sites  for  two  major  sporting  events,  the 
Euro2000  soccer  tournament  and  the  British 
Open,  successfully  handling  millions  of  Web 
hits.  Besides  Internet  access  and  Web  host- 
ing, the  company  also  provides  e-commerce 
infrastructure;  managed  applications;  IT 
consulting  solutions;  e-mail,  fax  and  messag- 
ing communications;  intranets;  and  Internet 
security  services. 

PSINet's  Northern  Virginia  location  is  a 
strategic  one,  since  more  than  half  of  all  Web 
traffic  pulses  through  the  region.  "A  wonder- 
ful confluence  of  things  brought  us  to  Nor- 


"Virginia  is  a  proud 
global  leader  in  tech- 
nology and  the  Internet 
economy.  I  invite  your 
business  to  be  a  part 
of  Northern  Virginia's 
dynamic  work  force 
and  technology-focused 
business  climate." 

-  James  S.  Gilmore  III 
Governor  of  Virginia 


thern  Virginia," 
Kunkel  says.  "We 
first  came  to  con- 
vince Congress 
that  the  Internet 
would  be  better 
without  govern- 
ment and  big  busi- 
ness interference. 
They  listened,  and 
we  stayed.  We  chose  this  area  because  of  die 
telecommunications  and  transportation  infra- 
structure, and  because  we  found  a  good  supply 
of  people  with  computer  and  telecommunica- 
tions experience.  The  area  also  offers  a  great 
quality  of  life." 

With  850  employees  in  Virginia  and 
more  growth  on  the  horizon,  PSINet  plans 
to  stay  in  Ashburn,  centralizing  its  work 
force  and  hosting  facilities  there.  A 
200,000-square-foot  hosting  center  is  in  the 
works  on  the  property,  with  additional 
office  space  and  a  parking  garage  planned 
within  the  next  five  years.  "We  expect  to 
invest  $300  million  for  construction,  infra- 
structure, fiber  and  equipment  at  this  loca- 
tion," Kunkel  says. 

As  more  Internet,  telecommunications 
and  information  technology  companies 
flock  to  Northern  Virginia,  PSINet  is  prov- 
ing it  has  a  winning  combination  of  location 
and  strategy.  "The  model  works,"  Kunkel 
says,  "and  we're  making  money  with  it." 


PSINet  Inc. 

David  Kunkel 
Vice  Chairman  and 
Executive  Vice  President 
44983  Knoll  Square 
Ashburn,  Virginia  20147 
Telephone:  (703)  726-4100 
Fax:  (703)  726-4200 
www.psinet.com 


There  are  now  298  billionaires  in 
America's  most  select  club.  The 
price  of  admission  rises  to  $725 
(million,  but  47  new  members,  many 
jfrom  the  sinewy  world  of  fiber 
optics,  connect  at  the  speed  of  light. 


New  to  the  list 


EDITED  BY  PETER  NEWCOMB  AND  PETER  KAFKA 

REPORTED  BY  MARY  ELLEN  EGAN,  VICTORIA  MURPHY  AND  NICOLE  RIDGWAY, 
WITH  PHOEBE  BRAVAKIS,  DOUG  DONOVAN,  CHESLEY  HEYMSFIELD, 
EMILY  KIMBALL.  SAMANTHA  LEE,  MICHAEL  MAIELLO  AND  MITCHEL  RAND 
DESIGN:  CHARLES  A.  BRUCALIERE 
PHOTO  EDITOR:  MEG  MCVEY 

PHOTO  RESEARCH:  BILLIE  JO  BACKERT  AND  JONATHAN  KANE 
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PFIVE 


Bill  Gates  dips— not  just  because  of 
his  gargantuan  giving.  Larry  Ellison 
makes  it  a  horse  race  in  a  year  of 
"techtonic"  shifts.  Meantime,  the 
ground  barely  moves  in  Omaha. 


NUMBER  i  

William  H.  Gates  III 

$63  billion 

Microsoft.  Medina,  Wash. 
43.  Married,  2  children 

Soldiering  on  after  losing  $22  billion  and  a  historic 
antitrust  trial  in  the  same  year.  Federal  judge  wants 
Microsoft  split  in  two,  but  Gates  is  betting  that  an 
appeal  will  prevent  the  breakup:  "We're  quite  con- 
fident that  it  won't  be  something  that  ever  comes 
into  effect."  Even  the  worst-case  scenario  may  not 
be  that  bad:  John  D.  Rockefeller  only  got  wealthier 
after  the  government  busted  up  his  Standard  Oil  in 
1911.  Meantime,  there's  plenty  to  keep  Gates  oc- 
cupied outside  the  courtroom.  Microsoft's  revenue 
and  earnings  growth  are  slowing,  bogged  down  by 
lackluster  sales  of  newest  Windows  operating  sys- 
tem. Investors  seem  unimpressed  with  software 
giant's  Internet  ambitions:  a  $4.4  billion  plan  to  roll 
out  Microsoft. Net,  a  subscription-based  Web  ser- 
vice. And  a  pesky  competitor  hires  detectives  to  in- 
vestigate his  business.  Long  ridiculed  for  his  low 
level  of  giving,  the  world's  richest  man  now  the 
most  charitable:  The  $22  billion  Bill  &  Melinda 
Gates  Foundation  donates  money  to  global  health 
care,  education.  Using  his  own  Cascade  Investments 
to  buy  stakes  both  in  old  sectors  of  the  economy — 
hide-bound  shipbuilder  Newport  News  Shipbuild- 
ing, real  estate  firm  Castle  &  Cooke — and  in  one 
that  has  yet  to  materialize— ICO-Teledesic  Global, 
the  satellite-based  "Internet  in  the  sky"  venture 
founded  by  Craig  McCaw  (see). 
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NUMBER  2 


Mm 


Larry  Ellison 

$58  billion 

Oracle.  Atherton,  Calif. 
56.  TJtrice  divorced,  2  children 
He's  $45  billion  wealthier  than  he  was 
last  year,  but  the  world's  second-richest 
man  still  relatively  unknown  outside 
of  database  software  circles.  Not  be- 
cause he  wants  it  that  way — Ellison  is 
incapable  of  staying  out  of  the  spot- 
light. Proudly  admitted  Oracle  paid  in- 
vestigators who  rooted  through  trash 
to  dig  up  dirt  on  Microsoft.  He  de- 
scribed the  dumpster-diving  as  a  pub- 
lic service.  "I  feel  very  good  about  what 
we  did."  When  not  sparring  with  com- 
petitors, tussles  with  current,  former 
employees.  Longtime  lieutenant,  Ray- 
mond Lane  (see),  left  this  summer,  re- 
portedly after  being  banished  to  cor- 
porate gulag.  Also  on  the  outs  with 
Larry:  ex-Oracle  salesman  Thomas 
Siebel  (see),  whose  company  now  com- 
petes with  former  employer  for  sales, 
staff,  prestige.  Sue  if  you  want,  Ellison 
taunts:  "We  have  more  lawyers  than 
they  have  programmers."  His  predic- 
tions that  the  PC  would  vanish  have 
fizzled,  but  Oracle  stock  has  not,  up 
360%  in  a  year;  company's  revenues  up 
15%  while  adjusted  earnings  up  62% 
in  wake  of  cost-cutting  measures.  Likes 
toys,  including  Marchetti  jet  fighter 
and  78-foot  yacht;  just  bought  the 
boats  and  senior  management  of  the 
AmericaOne  sailing  team  with  hopes 
of  recapturing  the  America's  Cup. 


-Iff:  ■ 
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NUMBER  3   

Paul  Allen 

$36  billion 

Mercer  Island,  Wash. 
47.  Single 

Microsoft  cofounder  is  not  the  acci- 
dental zillionaire  he  was  once  thought 
to  be,  but  one  who  has  carefully  built  a 
multimedia  empire.  Sells  huge  chunks 
of  his  stake  in  the  software  giant  to  fi- 
nance his  wired-world  investment 
strategy,  in  which  he  plans  to  create 
and  distribute  broadband  content. 
Places  bets  through  his  Vulcan  Ven- 
tures, which  has  made  140  investments 
in  early-stage  Internet  and  telecom 
companies.  Biggest  moves  this  year:  in- 
vested $1.65  billion  in  telecom  service 
provider  RCN;  took  cable  company 
Charter  Communications  public  in  an 
offering  that  raised  S3.2  billion.  Holds 
30%  stake  in  Go2Net,  which  recently 
agreed  to  merge  with  Naveen  Jain's 
(see)  Infospace.com.  Also  boasts  large 
biotech  portfolio  that  focuses  on  can- 
cer treatment  and  research.  Founded 
Microsoft  with  Bill  Gates  1975,  left  to 
fight  Hodgkin's  1983;  rejoined  board 
after  the  disease  went  into  remission. 
One  investment  made  without  a  profit 
motive:  S240  million  in  Seattle's  Expe- 
rience Music  Project,  a  high-tech, 
hands-on  museum  that  opened  in 
June.  Initially  conceived  as  a  tribute  to 
Allen's  idol  Jimi  Hendrix;  architect 
Frank  Gehry  designed  the  multicol- 
ored metallic  structure  to  look  like  one 
of  the  rock  legend's  smashed  guitars. 
Owns  pro  basketball's  Portland  Trail- 
blazers;  launched  charitable  founda- 
tions for  education,  medical  research, 
the  arts  and  environmental  conserva- 
tion. If  only  he  hadn't  sold  it  in  1994, 
s  his  prescient  early  stake  in  America 
\  Online  would  have  been  worth  $10 
I  billion  today. 
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Harness  the  power  of  1  $ 


Only  one  company  can  light  the  network  of  the  future.  Today.  The  first  tc 
the  Intelligent  All-Optical  Network.  The  first  to  deliver  software,  swite 
transport  smart  enough  to  power  a  whole  new  class  of  services.  The  first  to 


If 

i 


nt  All-Optical  Network.  Now. 


jty,  reliability  and  cost  efficiencies  to  accelerate  top  and  bottom-line 
ance  and  business  expansion.  Only  Corvis  delivers  all  this  today. 
\t years  ahead.  www.corvis.com  ►  nasdaq:CORV 
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NUMBER  4 


Warren 
Buffett 


$28  billion 

Berkshire  Hathaway.  Omaha. 
70.  Married,  3  children 
Self-deprecating  investor  gave  himself 
a  "D"  after  "worst  absolute  perfor- 
mance of  my  tenure"  as  chairman  of 
Berkshire  Hathaway  last  year.  Got 
worse  in  March,  when  Berkshire  stock 
dropped  to  lowest  value  since  May 
1997.  Reliance  on  value  investments 
during  go-go  tech  market  didn't  help. 
Neither  did  1998  merger  with  General 
Re;  combined  losses  from  the  reinsurer 
and  Geico  subsidiary  caused  operating 
earnings  to  fall  apart,  down  43%  last 
year.  Unfazed,  Buffett  says  he'll  con- 
tinue to  invest  in  undervalued  equities 
and  blue  chips  while  shying  away  from 
microchips.  "We  have  no  insights  into 
which  participants  in  the  tech  field 
possess  a  truly  durable  competitive  ad- 
vantage. We  just  stick  with  what  we 
understand."  Such  as  MidAmerican 
Energy  Holdings  and  Jordan's  Furni- 
ture, both  purchased  in  the  last  year. 
Berkshire  climbed  back  42%  after 
spring  tech  crash,  and  Buffett  predicts 
he'll  edge  S&P  over  next  decade,  but 
concedes  that  "truly  large  superiorities 
over  that  index  are  a  thing  of  the  past." 
Buffett  still  hasn't  sold  a  share  of  the 
holding  company  he  started  in  1965, 
but  he  and  wife  Susan  (see)  gave  2,500 
shares,  now  worth  $145  million,  to 
four  unnamed  charities  last  December. 
Says  bulk  of  his  wealth  will  go  to  the 
Buffett  Foundation  when  he  and  his 
wife  pass  away.  Member  since  1982. 
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LAREMONT  RUG  COMPANY 

ANTIQUE  CARPETS  FOR  THE  FINE  HOME 


.1 


Antique  Bakshaish,  11ft.  8in.  x  14ft.  5in.,  a  spectacular  mid  19th  century  folk  art  carpet. 

True  Art  isTimeless 

a  discriminating  international  clientele  from  the  beautiful  San  Francisco  area 

&  color  catalog  ($10),  call  800-441-1332  •  6087  Claremont  Avenue,  Oakland,  CA  USA  94618 
Visit  our  beautiful  Website:  www.claremontrug.com 


NUMBER  5  

Gordon  Moore 

$26  billion 

Intel.  Woodside,  Calif. 
71.  Married,  2  children 

Silicon  Valley  legend  who  stumbled  upon  the  integrated  circuit  and  later  formulated  the 
oft-cited  Moore's  Law:  the  power  of  the  microchip  doubles  every  year  (later  amended  to 
every  2  years).  Started  Intel  in  1968  with  Robert  Noyce  (d.  1990)  and  $2.5  million  from 
venture  capitalist  Arthur  Rock  (see).  First-year  sales:  $3,000.  Last  year:  $29  billion.  Most  of 
that  comes  from  PC  microprocessor  sales,  but  moving  into  wireless  communications,  net- 
working products.  Along  with  Microsoft,  Intel  became  the  first  Nasdaq  company  to  join  the 
Dow  Jones  industrial  average  last  year.  Moore  remains  chairman  emeritus.  Caltech  grad 
took  job  researching  weapons  propulsion  at  Johns  Hopkins;  moved  into  semiconductors. 
With  wife,  Betty,  gave  $35  million  to  Conservation  International  for  research  center  and 
$12.5  million  to  Cambridge  University  for  a  new  science  library.  Member  since  1982. 

128     FORBES"  October  9,  2000 


SMITH  BARNEY  AGGRESSIVE  GROWTH  FUND 

65.16% 

1  -YEAR 

32.37% 

5-YEAR 

21.74% 

10- YEAR 

Average  annual  total  return,  not  including  the 
effects  of  maximum  sales  charges,  for  Class  A 
shares  as  of  6/30/00. 


MAKES  YOU  A  STAR.  17  YEARS  OF  OVERALL 


RESULTS 


I  'with  the  Dow  Jones  at  785,  Richie  Freeman's  fascination  with 
let  began.  He  was  13.  Today,  Richie  manages  roughly  $3  billion 
i  His  philosophy:  anticipate  relative  strength,  not  just  react  to  it. 
Hker  fund  managers  may  be  content  holding  stocks  for  short 
Hiichie  refuses  to.  In  the  last  several  years,  he's  averaged  a  mere 
Mver  rate*  His  intuition  and  non-conformist  ways  have  paid  off. 
jJnakes  Richie  tick?  The  market. 


To  learn  more  about  the  Smith  Barney  Aggressive  Growth  Fund  and 
Richie  Freeman's  investment  philosophy,  call  us  at  1-888-SERIOUS,  ext. 
1842  or  visit  www.smithbarney.com/mutualfunds  for  a  free  prospectus. 
The  prospectus  contains  more  complete  information,  including  fees  and 
expenses.  Please  read  it  carefully  before  you  invest  or  send  money. 


Smith  Barney 
irfIB  Mutual  Funds 


Your  Serious  Money.  Professionally  Managed*' 

A  member  of  citiqroupT 

1  -888-SERIOUS,  EXT.  1842  OR  VISIT  WWW.SMITHBARNEY.COM/MUTUALFUNDS 

PAST  PERFORMANCE  DOES  NOT  GUARANTEE  FUTURE  RESULTS. 


\M  current  market  volatility,  returns  cited  may  be  higher  than 
t  urns.  Your  return  and  principal  value  will  vary,  and  shares  may 
t  nore  or  less  at  redemption  than  at  purchase.  The  Fund  may 
i  ecurities  of  smaller,  lesser-known  companies  which  may  be 
c  ile  than  those  of  larger  companies. 

jjihuarantee  that  turnover  will  remain  at  this  level  in  the  future. 
i)  MON  SMITH  BARNEY  INC.  Member  NASD,  SIPC. 

p  }/loney.  Professionally  Managed,  is  a  service  mark  of  Salomon  Smith  Barney  Inc. 
B  |  a  registered  trademark  of  Dow  Jones  L.P. 


Average  annual  total  return  assumes  the  reinvestment  of  income 
dividends  and  capital  gains  distributions  at  net  asset  value  and  the 
deduction  of  all  fund  expenses.  All  average  annual  returns  below  are  as 
of  6/30/00.  Class  A  shares,  including  the  effects  of  maximum  (5.0%) 
sales  charges,  returned  |56.91%,   31.01%  and  2 1 . 1 1  %  I for 


the  one-,  five-  and  ten-year  periods,  respectively.  Performance  for  Class 
B  and  L  shares  will  differ  due  to  differences  in  sales  charge  structure  and 
class  expenses. 


WORKERS 


The  latest  group  of  entrepreneurs  driving  the  Internet  economy  are  the  ones  who 
move  data  at  light  speed  from  one  computer  to  another.  Don't  feel  bad  if  you  haven'l 
heard  of  them  before— a  dozen  of  the  following  names  are  new  to  The  Forbes  400. 


Philip  Anschutz 

$18  billion 

Qwest  Communications.  Denver. 
60.  Married,  3  children 
Kansas  native  made  his  fortunes  in  oil 
(1970s),  then  railroads  (1980s),  now  a 
major  telecom  player.  Next  move?  Re- 
portedly, entertainment  via  troubled 
theater-chain  United  Artists.  Also  team- 
ing up  with  producer  Howard  Baldwin 
to  launch  Crusader  Entertainment,  a 
company  that  will  produce  films,  tele- 
vision and  Internet  content.  But  for  now 
most  of  his  wealth  still  generated  by  dis- 
tribution. Created  Qwest  Communica- 
tions empire  by  laying  fiber-optic  cable 
lines  alongside  his  old  Southern  Pacific 
Railroad  track.  Qwest's  1999  revenues: 
$3.9  billion.  Market  cap:  $80  billion.  An- 
schutz owns  38%  of  company.  Fiber 
network  now  spans  104,000  miles;  com- 
pany expanded  its  reach  this  year  with 
$58  billion  U  S  West  acquisition  after 
fending  off  a  bid  from  Global  Crossing. 
Anschutz  intends  to  spread  the  wealth 
by  donating  14  million  Qwest  shares  to 
his  charitable  foundation  over  the  next 
5  years.  Owns  pro  hockey's  L.A.  Kings,  3 
Major  League  Soccer  teams.  With  Ru- 
pert Murdoch  (see)  and  Edward  Roski 
Jr.  (see),  owns  L.A.  Staples  Center;  the 
trio  recently  unveiled  a  $1  billion  plan 
to  redevelop  30  acres  of  downtown  L.A. 
adjacent  to  the  sports  arena. 

John  Kluge 

$13  billion 

Metromedia.  Charlottesville,  Va, 
86.  Thrice  divorced,  remarried;  3  children 
German  emigre  supplemented  scholar- 
ship by  selling  shoes,  working  as  secre- 
tary, playing  poker.  Captain  Army  intelli- 


gence WWII  ("Klug"  is  German  for 
"clever").  Bought  Maryland  radio  station 
for  $15,000  in  1946.  Formed  Metromedia 
1960.  By  early  1980s  huge  portfolio  of 
broadcast  properties,  country's  largest 
cellular  telephone  network.  Sold  piece- 
meal for  $8  billion.  Reinvested  proceeds 
into  restaurants,  coin-operated  laundries, 
biotech.  Best  bet:  fiber  optics.  Original 
$30  million  investment  in  Metromedia 
Fiber  Network  worth  $2.3  billion.  With 
partner  Stuart  Subotnick  (see),  big  backer 
of  PhoneFree.com,  an  Internet  telephony 
provider.  Daughter  Samantha,  a  style  ed- 
itor at  Glamour  magazine,  possible  heir 
apparent,  but  dad  shows  no  signs  of 
slowing  down:  "I  plan  to  work  until  they 
carry  me  out." 


David  R.  Huber 


$8.2  billion 

Corvis.  Columbia,  Md. 
49.  Married 

Product  developer  at  debt-ridden  Gen- 
eral Instrument  left  with  licensed  optical 
technology  in  hand  to  found  fiber-optic 
equipment  maker  Ciena  1992.  Bolted 
with  $200  million  in  stock  5  years  later, 
after  feuding  with  board  over  strategy. 
Raised  $300  million  and  quickly  founded 
Corvis  Corp.  Plan:  to  pioneer  switch  to 
photon-based  fiber-optic  network  equip- 
ment that  will  replace  the  electronic 
switches  that  run  the  core  of  the  Internet 
Promises  to  slash  data  transmission  costs 
by  75%,  now  lining  up  big-name  fiber 
clients:  Qwest,  Williams  and  Broadwing. 
Took  public  in  July,  now  a  $30  billion 
market  cap.  No  plans  to  cash  out:  "My 
goal  wasn't  and  isn't  to  be  bought  out." 
Oregon  native,  earned  electrical  engineer- 
ing Ph.D.  from  BYU,  ceaseless  inventor: 
holds  41  patents.  "It's  what  I  like  to  do." 


Gururaj 
Deshpande 

$7.6  billion 

Sycamore  Networks. 
Chelmsford,  Mass. 
49.  Married,  2  children 

Daniel  E.  Smith  ^ 

$7  billion 

Sycamore  Networks. 
Chelmsford,  Mass. 
51.  Married,  2  children 
October  1999  IPO  made  Sycd 
Networks  cofounders  overnight  bi 
aires  with  2  products  used  to  upg 
optic  networks,  1  paying  custq 
Since  expanded  product  list  to  6; 
2000  revenues:  $198  million.  Si) 
Harvard  M.B.A.,  is  president  and 
executive,  handles  daily  operatj 
sales.  Serial  entrepreneur  Deshpar 
chairman,  firm's  big  thinker.  Bo; 
India,  earned  engineering  Ph.D. 
Queen's  University  in  Canada,  wo 
at  Motorola's  subsidiary  in  Onti 
moved  to  U.S.  1984.  Founded  net) 
equipment  maker  Coral  Network 
sold  2  years  later  for  $15  mil 
Launched  network  switching  firm! 
cade  Communications  1991.  Recn 
Smith,  then  vice  president  of  saj 
networking  product  maker  Pro| 
over  dinner  at  a  Mongolian  restai 
in  Washington  D.C.  in  1991.  Cas 
sold  to  Ascend  Communication 
$3.7  billion  in  1997.  With  help! 
MIT  researchers,  launched  Sycal 
1998.  Firm's  $39  billion  markei 
means  it  can  snap  up  smaller  pfo 
started  with  optical  device  n) 
Sirocco  in  June  for  $2.9  billion. 
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John  Morgridge 

$5.6  billion 

Cisco  Systems.  San  Jose,  Calif. 
67.  Married,  2  children 


John  Chambers 


$1  billion 

Cisco  Systems.  Los  Altos,  Calif. 
51.  Married,  2  children 
Past,  current  heads  of  Internet  data- 
routing  powerhouse  that  briefly  be- 
came the  world's  most  valuable  com- 
pany. Current  market  cap:  $485  billion. 
Morgridge:  20-year  Honeywell  execu- 
tive became  Cisco  president,  CEO  1988, 
took  public  1990.  Upped  sales  hun- 
dredfold with  focus  on  the  Internet. 
Stepped  aside  for  Chambers  1995,  re- 
mains chairman.  Donates  to  technol- 
ogy education,  conservation  and  alma 
maters  Wisconsin  and  Stanford.  Cham- 
bers: West  Virginia  native  worked  at 
Wang  Laboratories  for  8  years  and  IBM 
for  6  before  joining  Cisco  in  1991.  Since 
taking  over  the  company,  sales  up  from 
$2.2  billion  to  $19  billion.  Now  80%  of 
all  Internet  traffic  passes  through  Cisco 
routers.  Uses  stock  to  build  empire,  ac- 
quired 16  companies  this  year  for  $10.4 
billion.  Tries  to  stay  in  contact  with 
some  of  his  34,000  employees  in  115 
countries  by  scheduling  monthly 
breakfast  Q8cA  sessions. 

Stephen  Garofalo 

$3.2  billion 

Metromedia  Fiber  Network. 
White  Plains,  NY. 
49.  Divorced,  remarried;  3  children 
Brooklyn  born  and  bred,  dropped  out 
of  college  to  help  father's  electrical  con- 
tracting company  install  copper  coaxial 
wires  in  New  York  City.  Saw  future  in 
fiber.  Drew  on  big-city  skills:  negotiating 
manholes,  placating  regulators,  wooing 
unions.  Mortgaged  house,  borrowed  $3 
million  against  the  family  business, 
began  laying  fiber  with  abandon.  Early 
clients:  Oppenheimer,  DLJ,  New  York 
Mercantile  Exchange.  Took  public  in 
1997  as  Metromedia  Fiber  Network. 


Now  in  31  cities,  establishing  rights-of- 
way  in  scores  of  others.  With  3.6  million 
miles  of  glass  strands  targeted  by  2004, 
"We'll  never  run  out  of  customers." 

Gary  Winnick 

$3.2  billion 

Global  Crossing.  Los  Angeles. 
52.  Married,  3  children 
Telecom  novice,  sales  pro  learned  art  of 
the  cold  call  working  alongside  junk 
bond  king  Michael  Milken  (see)  at  Drexel 
Burnham  in  1980s.  Left  1985,  started  Pa- 
cific Capital  investment  firm,  anony- 
mous until  Global  Crossing  deal — in- 
vested $15  million  in  company  with 
ambitions  to  build  undersea  fiber-optic 
lines.  Initially  used  high-price  shares  to 
fund  acquisitions,  now  selling  one  unit, 
spinning  off  others  to  raise  money.  Lent 
Global  submarine  in  unsuccessful  at- 
tempt to  rescue  Russian  sub  Karsk.  Do- 
nated $40  million  to  fund  Winnick  In- 
stitute in  Israel  to  "promote  peace  and 
world  tolerance."  Top  Global  execs,  for- 


Gururaj  Deshpande 
and  Daniel  Smith 

Partners  met  over  Mongolian  food.  N 
own  40%  of  company  worth  $40  bill 
using  stock  to  munch  on  smaller  play 


mer  Forbes  400  members  Davi 
Barry  Porter  left  in  July  to  start  ne^ 
ture  capital  firm,  parting  amicabl 
offices  down  the  street  from  Winr 


Scott  Kriens 

$2.8  billion 

Juniper  Networks.  Mountain  View 
43.  Married,  2  children 


Pradeep 
Sindhu 


$2.5  billion 

Juniper  Networks.  Mountain  Vie\ 
46.  Married,  2  children 
Another  scientist/salesman  fibe 
Indian-born  Sindhu  got  Ph.D.  ii 
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ne  travel  experience  you  want.  From 
travel  site  you'll  need.  With  close  to 
tinations.  Unique  online  features, 
le  from  your  desktop  or  handheld, 
't  forget:  we're  also  a  great  way  to 
rific  local  restaurant  or  hot  spot.  For 
round  the  globe  or  just  around  town, 
place  to  visit  is  www.fodors.com. 


/  Miniguides 

Interactive  guidebooks  you  design,  with  exactly  the 
information  you  need... from  weather,  to  currency 
exchange,  to  local  customs  and  attractions. 

/  Dining  and  Lodging  Reviews 

What  to  eat,  where  to  stay,  wherever  you're  going. 

//  Travel  Lounge 

Lively  online  exchanges  of  travel  tips  and  advice 
with  our  experts  and  each  other. 

/  Maps 

Navigate  a  city  —  or  locate  a  neighborhood  eatery. 


Visit  our  Web  site. 

ENTER  OUR 
SWEEPSTAKES! 

Great  travel  prizes! 


Fodor's  and  Fodors.com  are 
trademarks  of  Rondom  House  Inc 


puter  science  from  Carnegie  Mellon,  job 
at  Xerox's  famed  Palo  Alto  Research 
Center.  Left  1996  with  $200,000  from 
venture  capitalist  Kleiner  Perkins  for 
plans  to  create  high-speed  Internet 
routers.  Seven  months  later  hired  chief 
executive  Kriens:  Berkeley-born  co- 
founder  of  telecom  equipment  maker 
StrataCom,  sold  to  Cisco  for  $4.5  bil- 
lion. Repeated  strategy  he  used  at  his 
first  cash-strapped  startup,  selling  stakes 
in  Juniper  to  prospective  customers,  in- 
cluding AT&T,  3Com  and  Lucent.  "One 
of  the  very  first  things  a  company 
should  do  is  go  to  the  potential  benefi- 
ciaries and  recruit  their  support." 
Shipped  first  product  in  1998;  went 
public  in  June  1999.  Now  boasts  $103 
million  sales,  $59  billion  market  cap. 


Bobby  R. 
Johnson 


$2.3  billion 

Foundry  Networks.  Sunnyvale,  Calif. 
43.  Married 

Second-best-paid  man  in  America 
($231  million  last  year)  earns  his  liv- 


John  Chambers 

Rah  the  world's  most  val- 
uable company  last  spring. 
Now  Cisco  is  just  number  3. 


ing  by  competing  with  giants  Cisco, 
Lucent  in  market  for  network  switches 
and  routers  that  speed  up  Internet  ac- 
cess. N.C.  State  computer  science  grad 
started  as  developer  at  IBM,  left  to  run 
networking  firm  Tri-Data  Systems 
1987.  Jumped  to  Network  Equipment 
Technologies  1991  to  run  develop- 
ment, design  divisions;  cofounded 
switchmaker  Centillion  Networks 
1993.  Sold  to  Bay  Networks  18  months 
later  for  $140  million.  Abandoned  early 
retirement,  launched  Foundry  May 
1996.  Company  grunts  inclined  to 
grouse  about  Johnson's  pay  package 
may  be  assuaged  by  Foundry's  high- 
flying stock,  up  605%  since  September 
1999  IPO;  employees  own  40%  of  the 
company. 

Frank  Levinson 

$2  billion 

Finisar  Corp.  Palo  Alto,  Calif. 
47.  Married,  3  children 
Distinguishes  his  networking  company 
from  competitors  by  noting  that  it's 
turned  a  profit  throughout  its  12-year 
history.  But  stock  prices  are  awfully  sim- 


ilar, up  627%  since  November  1999 
isar's  cofounder,  chief  scientist  says 
vestor  interest  in  fiber  is  understanc 
given  industry  growth,  but  "some  of 
just  the  hubris  of  the  investment  c« 
munity  today.  It  does  not  all  make 
to  me."  Earned  astronomy  Ph.D.  at  I 
1980,  worked  in  fiber  ever  since:  fi 
Bell  Labs,  then  Bellcore,  then  a  fa 
new  venture.  Recruited  to  Raychen 
manager  Jerry  Rawls,  worked  on  pre 
designed  to  bring  fiber  to  homes 
1988  to  start  Finisar  with  $60,000,  R 
(now  worth  $500  million)  joined  1 
later.  Known  for  pioneering  work  oi 
gabit  networking  components,  c 
include  3Com,  IBM  and  Sun  Mien: 
terns.  Spending  some  paper  wealt 
charity — funding  a  film  project  o 
obscure  civil  rights  activist,  donat 
to  an  astronomy  department — bu 
tie  on  himself.  Drives  1998  Chevy 
ibu;  wife  drives  a  1996  Ford  Winst 


Jing  Jong  Pan  4j 

$1.9  billion  « 

Optical  components.  Milpitas,  Calif 
Married 


1 


Theresa  Pan 

$1.8  billion 

Optical  components.  Milpitas,  Calif 
Married 

Husband-and-wife  team  who  left 
they  founded,  became  billionaires, 
wanese  immigrants  founded  op 
components  maker  E-Tek  1983,  stl 
out  conducting  fiber-optics  researc 
U.S.  military  and  space  programs 
panded  reach  with  research  cont 
from  companies  and  univers 
Moved  headquarters  from  Florii 
San  Jose  1987,  began  manufacturin 
tical  components  for  comm< 
clients.  Sold  a  controlling  stake  in 
company  for  $120  million  to  vei 
capital  firm  Summit  Partners  in 
that  stake  now  worth  $8  billion, 
that  year  Theresa  left  her  chief  exec 
president  and  chief  financial  oi 
posts.  Jing  Jong  stayed  on  briefly 
optical  engineer.  Value  of  their  s 
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We  can  show  you  things  no  one  else  can. 

What  if  you  could  access  accurate  information  on  virtually  every  building  in  every  major  U.S.  market?  With  CoStar 
Group's  suite  of  Internet  products,  you  will.  In  fact,  you'll  find  hard-to-get  details  like  comparable  sales,  buildings  for 
sale,  income  and  expense  data,  cap  rates,  lease  expirations  and  loan  terms.  Plus  four  times  the  amount  of  for-lease 
space  offered  by  our  closest  competitor.  All  enhanced  by  photographs,  floorplans  and  aerials.  Our  research  team  drives 
2  million  miles  each  year  to  bring  you  this  information  -  conducting  on-site  building  inspections,  examining  over  60 
million  public  records,  and  regularly  interviewing  1  million  tenants,  owners  and  brokers.  With  our  resources  at  your 
command,  you'll  develop  a  thorough  understanding  of  the  marketplace.  You'll  identify  more  opportunities.  And  you'll 
win  more  business.  To  learn  more  about  CoStar  Property",  CoStar  Tenant™  CoStar  COMPS'3"  and  CoStar  Exchange", 
call  1-877-6COSTAR  or  visit  www.costargroup.com. 


CoStar 
every  building.  every  detail. 


doubled  since  JDS  Uniphase  announced 
it  was  acquiring  E-Tek  in  January;  deal 
completed  in  June. 

Donald  R. 
Scifres 

$1.3  billion 

SDL  Inc.  San  Jose,  Calif. 
54.  Married,  5  children 
His  fiber-optic  laser  firm  is  about  to  be- 
come the  most  expensive  acquisition  in 
industry  history — pending  antitrust  ap- 
proval, JDS  Uniphase  will  acquire  SDL 
in  a  deal  initially  valued  at  $41  billion  in 
stock.  Indiana  native  earned  electrical  en- 
gineering Ph.D.  at  U.  of  Illinois,  went  on 
to  work  at  famed  Xerox  PARC  labs. 
Started  SDL  1983,  set  his  sights  on  find- 
ing a  way  to  make  lasers  go  farther 
through  fiber-optic  lines  without  the 
need  for  expensive  equipment  to  mag- 
nify the  signal.  Now  rewarded  with  $  1 87 
million  annual  sales,  $34  billion  market 
cap.  Prior  to  JDS  deal,  SDL  used  its  pricey 
shares  to  do  some  acquiring  of  its  own. 
Recendy  bought  closely  held  Photonic 
Integration  Research  for  $1.64  billion. 

Gregory  Reyes 

$1  billion 

Brocade  Communications.  San  Jose,  Calif. 
37.  Married,  2  children 
Silicon  Valley  native,  job-hopper,  landed 
on  gold  mine  2  years  ago  when  hired  to 
run  Brocade  Communications.  Switch 
manufacturer's  revenues  jumped  465% 
this  year,  stock  up  379%.  Bachelor's  in 
business  at  St.  Mary's  College  (Moraga, 
Calif.)  1984,  started  as  salesman  for  Con- 
vergent Technologies  (workstation  man- 
ufacturer), jumped  to  vice  president  spot 
at  Norand  Data  Systems,  (wireless  data 
networks,  handheld  terminals).  Then 
CEO  at  new  concern  Wireless  Access  (2- 
way  pagers);  sold  to  Glenayre  Technolo- 
gies for  $100  million  1997.  Payout?  "It 
was  a  base  hit."  Wanted  a  home  run.  De- 
veloped "success  filter"  to  sort  out  po- 
tentially lucrative  employers:  Claims  he 
looked  at  more  than  100  prospects  be- 
fore picking  Brocade.  Sales  background 


paid  off:  Took  27  interviews  to  land  CEO 
job  1998.  IPO  May  1999. 

Craig  Benson 

$920  million 

Cabletron  Systems.  Rye,  N.H. 
46.  Married,  2  children 

Stuart  Robert 
Levine 

$750  million 

Cabletron  Systems. 
Stratham,  N.H. 
42.  Divorced,  1  son 

Cofounders  saw  their  company's  shares 
rebound  from  2-year  slide  after  they  re- 
structured, announced  plans  to  split  into 
4  different  units.  Started  Cabletron  1983 
as  manufacturer  of  custom  cables  used 
to  link  PCs.  Moved  into  networking 
hubs,  but  struggled  recendy  as  industry 
focus  moved  to  switches,  rivals  Cisco  and 
Nortel.  Levine  resigned  as  CEO  Septem- 
ber 1997;  Benson  relinquished  the  same 
tide  and  chairmanship  June  1999,  but  re- 
mains involved  as  a  director.  Leaves  him 
more  time  to  develop  New  Hampshire 
golf  course  equipped  with  broadband  In- 
ternet connections  at  each  of  its  18  holes. 

Stuart  Subotnick 

$840  million 

Metromedia.  New  York  City. 
58.  Married,  2  children 
Right-hand  man  to  legendary  dealmaker 
John  Kluge  (see).  Grew  up  in  projects 
outside  New  York  City.  While  working 
for  IRS  in  1967  answered  newspaper  ad 
for  tax  position  at  Metromedia.  Hired, 
promoted  to  chief  financial  officer  13 
years  later.  Drove  Metromedia's  biggest 
deals:  sold  television  and  radio  proper- 
ties for  $3.3  billion  profit,  cellular  assets 
for  $3.4  billion,  stake  in  WorldCom  for 
$1.2  billion.  Gets  5%  cut  in  most  deals. 
Building  again:  Metromedia  Fiber  Net- 
work, Internet  telephone  service  provider 
PhoneFree.com,  other  tech  ventures. 
Apart  from  Kluge,  50%  owner  of  pro 
soccer's  MetroStars. 


Walter 
Alessandrini 

$770  million 

Avanex.  Fremont,  Calif. 
53.  Married,  3  children 
Joined  Avanex  1 1  months  before  f 
optic  equipment  maker  went  publi 
February.  Company  sells  phot 
processors  that  boost  fiber  network 
pacity:  Revenues  of  $41  million,  m 
cap  of  $8  billion,  valuing  company  a 
times  revenues.  Does  that  kind  of  v 
tion  make  it  tough  for  chief  exec 
Alessandrini  to  satisfy  shareholder 
puts  more  responsibility  on  my  si 
ders,"  he  allows.  Italian  immij 
earned  mechanical  engineering  dod 
in  1972,  served  in  Italian  army.  Star 
sales  at  semiconductor  equipment  r 
Varian  Associates'  Italy  office 
Moved  to  U.S.  1977  as  Varian's  mj 
ing  manager.  Left  to  head  railroad  e 
ment  maker  Union  Switch  &  Signal 
jumped  tracks  and  ran  fiber-optic  j 
maker  Pirelli  Cable  and  Systems  1 
America  in  1996.  Would  like  to  do 
boating  and  fishing,  but  doesn't  ha 
time:  "Right  now  I've  got  a  missi 
accomplish."  Part  of  that  may  be 
ing  a  profit,  which  he  says  shouk 
pen  next  year. 


Scott  Kriens 

and  Pradeep  Sindhu 

Juniper's  salesman/scientist  duo  tr 
run  rings  around  the  competition. 
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Disney/ABC,  Viacom/CBS,  AOL-Time  Warner:  The 
media  colossi  keep  growing  by  devouring  one  another. 
But  there's  still  an  opportunity  for  P.T.  Barnum-style 
impresarios,  whether  they  shill  syrup  or  smackdowns. 


Sumner  Redstone 

$14  billion 

Viacom.  Newton  Centre,  Mass. 
77.  Married,  2  children 
Reality  check?  Critics  of  Viacom's  $46 
billion  purchase  of  CBS  got  a  big  one 
when  Survivor  became  the  most- 
watched  summer  television  series  ever; 
final  episode  drew  Super  Bowl-like  rat- 
ings. Copycat  "reality"  program  Big 
Brother  is  another,  much  less  popular, 
story.  Redstone's  still  on  the  prowl.  Out- 
bid by  Rupert  Murdoch  in  August  for 
television's  United  Paramount  Network, 
bought  radio's  Infinity  Broadcasting  one 
week  later;  now  country's  second-biggest 
radio  operator  with  184  stations.  Started 
out  at  father's  drive-in  movie  business 
1954;  parlayed  National  Amusements 
into  $23  billion  (sales)  media  giant  Via- 
com: pay  TV  (MTV,  Nickelodeon,  VH 1 ), 
movies  (Paramount),  books  (Simon  & 
Schuster),  video  stores  (Blockbuster).  Re- 
tains chief  executive  title,  but  heavy  lift- 
ing done  by  CBS  exec  Mel  Karmazin. 
Wife  of  53  years,  Phyllis,  wrestling  for 
half  his  fortune  in  pending  divorce  case. 
Perhaps  the  wily  mogul  can  find  another 
reality-based  hit  pleading  his  case  on 
Divorce  Court. 


Rupert  Murdoch 

$11  billion 

News  Corp.  Los  Angeles;  London;  NYC. 
69.  Twice  divorced,  remarried;  4  children 
Diagnosed  with  prostate  cancer  in  April, 
but  that  didn't  stop  Murdoch  from 
snatching  away  Chris-Craft  Industries 
from  Viacom.  The  $5.3  billion  purchase 
will  give  News  Corp.  10  additional  TV 
stations  and,  thanks  to  relaxed  FCC 


rules  that  allow  duopolies,  13  stations  in 
the  top  10  markets.  Editor's  son  built 
media  empire  after  taking  charge  of 
Adelaide  Herald  at  age  23.  Grew  News 
Corp.  with  steady  diet  of  acquisitions, 
joint  ventures  and  startups:  U.K.'s  Sun, 
New  York  Post,  Twentieth  Century  Fox. 
With  Barry  Diller  (see)  created  long- 
shot  fourth  TV  network,  but  nearly  sank 
with  purchase  of  Triangle  Publications 
(TV  Guide)  in  1991.  Today  News  Corp. 
in  all  media:  cable  (Fox  News  Channel), 
satellite  (Star  TV,  BSkyB),  the  Internet 
(TheStreet.com).  Also  books  (Harper- 
Collins). Sports:  bought  baseball's  L.A. 
Dodgers,  big  stake  in  New  York  Knicks 
(basketball),  Rangers  (hockey).  Daugh- 
ter Elisabeth  left  BSkyB  to  pursue  own 
media  content  company,  leaving  broth- 
ers Lachlan  or  James  as  heir  apparent. 

Barbara  Cox 
Anthony 

$10  billion 

Media.  Honolulu. 

77.  Married,  2  children 

Anne  Cox 
Chambers 

$10  billion 

Media.  Atlanta. 

80.  Twice  divorced,  3  children 

Two  daughters  of  James  M.  Cox  (d. 

1957),  newspaper  reporter  who  bought 

Dayton  Daily  News  1898  for  $26,000. 


Michael  Bloomberg 

He  lends  a  hand  to  social  projects  while 
contemplating  a  mayoral  run. 
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vision  {Newark  Star-Ledger,  Cleveland 
Plain  Dealer).  Newspapers  bring  home 
the  bacon,  but  magazines  have  all  the 
sex  appeal.  Bought  tech  mag  Wired  for 
$80  million  in  1998,  shuttered  3-year- 
old  Women's  Sports  &  Fitness,  demoted 
Details  to  company's  Fairchild  division 
after  hiring  (then  firing)  editor  Mark 
Golin  from  rival  magazine  Maxim.  New 
shoppers  title  Lucky  launched  in  May, 


Form).  Walter  inherited  debt-sadd 
company  at  age  32,  turned  it  around, 
panded.  Launched  first  teenage  fash 
magazine,  Seventeen,  1944;  TV  Gu 
1953,  became  largest-circulation  ma 
zine  in  the  U.S.  Sold  Inquirer  to  Knig 
Ridder  in  1970,  the  rest  of  Triangh 
Rupert  Murdoch  for  $3  billion  in  1^ 
Nixon's  ambassador  to  England,  m; 
philanthropist:  nearly  $2  billion,  m 


Sumner 
Redstone 

Lost  Chris-Craft  to 
Murdoch,  but  Viacom 
will  be  a  Survivor. 


Won  3  terms  as  Ohio  governor;  failed 
presidential  bid  1920  (FDR  was  running 
mate).  Bought  Atlanta  Constitution  1950. 
Now  flagship  of  Cox  Enterprises:  news- 
papers (16  dailies),  cable  systems  (6  mil- 
lion subscribers),  radio  and  television 
stations.  Sisters  control  98%  of  $8  bil- 
lion (sales)  company,  but  Barbara's  son, 
James  Kennedy,  52,  runs  the  business. 
Barbara:  keeps  low  profile,  still  navigates 
Hawaiian  roadways  herself.  Anne:  avid 
gardener,  active  Democratic  fundraiser, 
ambassador  to  Belgium  under  Carter. 

Robert  E.  (Ted) 
Turner 

$9.1  billion 

Television.  Atlanta. 
61.  Twice  divorced,  5  children 
The  vociferous  Southerner  was  conspic- 
uously quiet  when  Time  Warner  an- 
nounced its  $124  billion  merger  with 
America  Online,  causing  some  to  specu- 
late that  the  company's  largest  individ- 
ual shareholder  wasn't  entirely  thrilled 
with  his  role  in  the  deal.  Separated  from 
Hollywood  wife,  Jane  Fonda,  now  focus- 
ing on  new  frontiers:  more  than  1.7  mil- 
lion acres  in  9  states  devoted  to  environ- 
mentalism.  Advocates  prairie  dog  rights, 
tours  territories  in  Chevy  Suburban  em- 
blazoned with  "Save  the  Humans" 
bumper  sticker. 


Si  Newhouse  Jr. 

$5  billion 

Media.  New  York  City. 

72.  Divorced,  remarried;  3  children 


Donald  Newhouse 

$5  billion 

Media.  Somerset  County,  N.J. 
70.  Married,  3  children 
Brothers  who  inherited  newspaper  and 
magazine  empire  Advance  Publications 
from  father  Sam  Sr.  (d.  1979);  beat  IRS 
in  huge  estate  tax  case,  expanded  titles. 
Si  runs  magazine  publisher  Conde  Nast 
(Vogue,  Vanity  Fair,  New  Yorker); 
brother  Donald  oversees  newspaper  di- 


but  media  insiders  are  talking  more 
about  Conde  Nast's  state-of-the-art  em- 
ployee dining  room. 


Walter  Annenberg 

$4  billion 

Publishing.  Wynewood,  Pa. 
92.  Divorced,  remarried;  1  child 
(l  deceased) 

Father,  Moses  (d.  1942),  founded  pre- 
cursor to  Triangle  Publications 
{Philadelphia  Inquirer,  Daily  Racing 


to  education,  the  arts.  "Just  to  pill 
money  for  my  own  sake — I  can't 
that  as  good  citizenship." 


Michael  Bloombe 

$4  billion 

Financial  News.  New  York  City. 
58.  Divorced,  2  children 
Turned  his  last  name  into  one  of 
Street's  most  valued  brands:  chs 
142,800  customers  a  premium  tq 
liver  news,  bond  yields,  SEC  fill 


iAO     e  r\  v   u   r   c  ■  r\^t^uor  o  ->nnn 


English,  her  native 
[uage  JOgS  with  her 
3and  in  the  park  each 
ling  WOrkS  as  a  Senior 
ess  Engineer  in  broadband 
munications  counts 
M  part  of  Motorola's  team 

what  Singapore 

about. 

Yvonne  Lee,  Motorola 
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baseball  scores  to  their  desktops.  Ex- 
panding presence  in  radio  and  TV,  over 
the  Web.  Blue-collar  beginnings  in 
Medford,  Mass.;  father  an  accountant  at 
a  dairy.  Johns  Hopkins  and  Harvard 
Business  grad,  went  on  to  Salomon 
Brothers  as  processing  clerk  1966.  Laid 
off  15  years  later,  left  with  $20  million 
severance.  Started  data  service  for  Trea- 
sury-bond traders.  First  delivery:  22 
terminals  to  Merrill  Lynch.  Recently 
flirting  with  politics:  hosted  fetes  at 
both  Republican  and  Democratic  con- 
ventions. Still  coy  about  intentions  for 
New  York  City  mayoral  race,  but  admits 
he's  seriously  thought  about  it.  Says 
friends  who  encourage  him  to  run 
don't  form  constituency:  "They  all  vote 
in  Greenwich."  Jogs,  avid  pilot,  bache- 
lor. Member  since  1992. 

David  Geffen 

$3.3  billion 

Entertainment.  Malibu,  Calif. 
57.  Single 

Hollywood's  grand  manipulator  pulled 
most  of  his  $2  billion  nest  egg  out  of 
the  market  two  years  ago,  watched  oth- 
ers make  billions  on  Internet  stocks. 
Claims  he  felt  no  sense  of  vindication 
after  spring  stock  correction:  "It 
doesn't  amuse  me  to  watch  people  lose 
fortunes."  Busy  building  his:  Recently 
paid  $300  million-plus  for  17.5  million 
shares  of  McKesson,  nation's  largest 
drug  wholesaler.  College  dropout 
landed  job  at  William  Morris  talent 
agency  after  forging  letter  on  university 
stationery.  Fast-rising  impresario  built 
career  on  nose  for  talent,  ruthless  nego- 
tiation. "I'm  not  a  speculator.  If  people 
are  talented,  it's  not  a  speculation." 
Founded  Asylum  Records  1970  (Eagles, 
Joni  Mitchell),  then  Geffen  Records 
(Guns  N'  Roses).  Sold  Geffen  label  to 
MCA  for  stock  in  1990;  netted  $710 
million  when  MCA  sold  to  Matsushita 
a  year  later.  Producer  of  Broadway 
shows  {Cats,  M.  Butterfly),  movies 
(Beetlejuice,  Risky  Business).  Now  part- 
ner with  Jeffrey  Katzenberg  and  Steven 
Spielberg  (see  both)  in  DreamWorks 
SKG  movie  studio.  Trying  to  keep  a 
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Si  and  Donald  Newhouse 

Celebrity  profiles  in  Vanity  Fair,  straight 
news  in  the  Plain  Dealer,  make  the  brothers 
rich,  but  they  try  to  stay  out  of  the  spotlight. 

lower  profile  after  the  release  of  nasty 
biography  The  Operator.  "It's  no  big 
deal.  It  comes  with  the  territory  of 
success." 


Amos  Hostetter  Jr. 

$3.3  billion 

Cable  TV.  Boston. 
63.  Married,  3  children 
Cable  veteran  wisely  chose  cash  over 
stock  upon  AT&T's  $58  billion  pur- 
chase of  MediaOne  last  year:  Ma  Bell 
stock  down  50%  this  year.  Now  an 
AT&T  board  member,  "nonexecutive 


chair"  of  company's  broadband  ur 
Cofounded  first  cable  system  in  19 
with  $4,000.  Built  Continental  Cable 
sion  into  4.8  million  subscriber  cal 
operator.  Sold  to  U  S  West  in  1996 
$11  billion.  Kept  large  stake,  initial 
sale  to  AT&T  after  feud  with  U  S  W 
management.  Actively  invests  throi 
family's  Pilot  House  Associates,  inch 
ing  small  stake  in  private  banking  cc 
cern  Quadrangle  Group,  headed  by : 
mer  Lazard  Freres  partner  Ste^ 
Rattner. 

Jerry  Perenchio 

$3.1  billion 

Television.  Bel  Air,  Calif. 
69.  Twice  divorced,  3  children 
UCLA  grad,  Air  Force  flight  instruc 
became  talent  agent  at  Music  Corp 
America  1958.  Formed  own  age; 
1963,  representing  Liz  Taylor,  Man 
Brando.  Created  Embassy  Commu 
cations  with  producer  Norman  L 
1974;  sold  programming  interest! 
Coca-Cola  1985  for  $485  milli 
Bought  Univision  with  Mexican  p. 
ner  Televisa  and  Venezuelan  part 
Venevision  for  $550  million  from  F 
mark  Cards  1992.  Went  public  1! 
now  nation's  largest  Spanish-langu 
television  broadcaster.  Initial  $70 
lion  stake  now  worth  $1.8  billion, 
nated  $1.5  million  to  efforts  to 
bilingual  education  programs  in  C 
fornia  schools. 


Charles  F.  Dolan 

$3  billion 

Cablevision  Systems.  Oyster  Bay,  N.'. 
73.  Married,  6  children 
Perhaps  Dolan,  chairman  of  decade 
cable  company  turned  entertainn 
giant,  Cablevision  Systems,  has  dec 
that,  rather  than  purchasing  broad« 
ing  rights,  it's  cheaper  to  just  buy 
teams  themselves.  Lost  bid  for  the 
York  Jets  and,  last  year,  the  Cleve 
Browns.  But  with  the  Knicks  and 
Rangers  under  Cablevision's  wing,  ^ 
New  Yorker  is  going  to  call  Chuck  a) 
weather  fan?  Cablevision  also  con 


'H6S  out  business  worldwide 
is  WAP  phone  drives  his 
ly  to  the  beach  on  weekends 
tches  live  webcasts  of 
DOW  and  NASDAQ  1 63 dS 
;  $20  million  Asia  Pacific 
ile  e-services  program  m6  S 

Singapore  isaii  about. 

Kelvin  Tan,  HP 


Meet  Kelvin  Tan,  a  guy  as  connected  to  the  world  as  anyone  gets.  WAP  phone,  live  webcasts, 
key  job  in  mobile  e-services  -  a  pretty  unusual  individual,  you  might  think.  But  you'd  be  wrong. 
Singapore  is  full  of  people  like  Kelvin.  People  brought  up  speaking  English,  who  see  themselves 
as  players  on  an  international- stage  and  who  are  well-versed  in  every  aspect  of  IT.  They  live  in 
a  country  that  was  the  first  in  the  world  to  introduce  a  national  broadband  network  and 
is  now  the' most  connected  city  in  Asia;  a  cultivated,  pro-business  and  pro-technology 
environment  that  is  a  natural  launchpad  to  the  region.  Currently,  5,000  MNCs  call  it  home. 
It  could  be  your  company's  home,  too. 

So  why  not  call  us  in  the  US  at  (650)654  1185  or  in  Singapore  at  (65)211  0888,' 
ut  a  d  t I  or  visit  www.ida.gov.sg.  We'll  show  you  why  Singapore  is  the  perfect  place  to  put 
your  dot  in  Asia.  And  how  folks  like  Kelvin  can  make  it  happen. 
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baseball  scores  to  their  desktops.  Ex- 
panding presence  in  radio  and  TV,  over 
the  Web.  Blue-collar  beginnings  in 
Medford,  Mass.;  father  an  accountant  at 
a  dairy.  Johns  Hopkins  and  Harvard 
Business  grad,  went  on  to  Salomon 
Brothers  as  processing  clerk  1966.  Laid 
off  15  years  later,  left  with  $20  million 
severance.  Started  data  service  for  Trea- 
sury-bond traders.  First  delivery:  22 
terminals  to  Merrill  Lynch.  Recently 
flirting  with  politics:  hosted  fetes  at 
both  Republican  and  Democratic  con- 
ventions. Still  coy  about  intentions  for 
New  York  City  mayoral  race,  but  admits 
he's  seriously  thought  about  it.  Says 
friends  who  encourage  him  to  run 
don't  form  constituency:  "They  all  vote 
in  Greenwich."  Jogs,  avid  pilot,  bache- 
lor. Member  since  1992. 


David  Geffen 

$3.3  billion 

Entertainment.  Malibu,  Calif. 
57.  Single 

Hollywood's  grand  manipulator  pulled 
most  of  his  $2  billion  nest  egg  out  of 
the  market  two  years  ago,  watched  oth- 
ers make  billions  on  Internet  stocks. 
Claims  he  felt  no  sense  of  vindication 
after  spring  stock  correction:  "It 
doesn't  amuse  me  to  watch  people  lose 
fortunes."  Busy  building  his:  Recently 
paid  $300  million-plus  for  17.5  million 
shares  of  McKesson,  nation's  largest 
drug  wholesaler.  College  dropout 
landed  job  at  William  Morris  talent 
agency  after  forging  letter  on  university 
stationery.  Fast-rising  impresario  built 
career  on  nose  for  talent,  ruthless  nego- 
tiation. "I'm  not  a  speculator.  If  people 
are  talented,  it's  not  a  speculation." 
Founded  Asylum  Records  1970  (Eagles, 
Joni  Mitchell),  then  Geffen  Records 
(Guns  N'  Roses).  Sold  Geffen  label  to 
MCA  for  stock  in  1990;  netted  $710 
million  when  MCA  sold  to  Matsushita 
a  year  later.  Producer  of  Broadway 
shows  (Cats,  M.  Butterfly),  movies 
(Beetlejuice,  Risky  Business).  Now  part- 
ner with  Jeffrey  Katzenberg  and  Steven 
Spielberg  (see  both)  in  DreamWorks 
SKG  movie  studio.  Trying  to  keep  a 
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Si  and  Donald  Newhouse 


Celebrity  profiles  in  Vanity  Fair,  straight 
news  in  the  Plain  Dealer,  make  the  brothers 
rich,  but  they  try  to  stay  out  of  the  spotlight. 

lower  profile  after  the  release  of  nasty 
biography  The  Operator.  "It's  no  big 
deal.  It  comes  with  the  territory  of 
success." 


Amos  Hostetter  Jr. 

$3.3  billion 

Cable  TV.  Boston. 
63.  Married,  3  children 
Cable  veteran  wisely  chose  cash  over 
stock  upon  AT&T's  $58  billion  pur- 
chase of  MediaOne  last  year:  Ma  Bell 
stock  down  50%  this  year.  Now  an 
AT&T  board  member,  "nonexecutive 


chair"  of  company's  broadband  ui 
Cofounded  first  cable  system  in  15 
with  $4,000.  Built  Continental  Cable 
sion  into  4.8  million  subscriber  ca 
operator.  Sold  to  U  SWest  in  1996 
$11  billion.  Kept  large  stake,  initia 
sale  to  AT&T  after  feud  with  U  SW 
management.  Actively  invests  throi 
family's  Pilot  House  Associates,  inch 
ing  small  stake  in  private  banking  c< 
cern  Quadrangle  Group,  headed  by  f 
mer  Lazard  Freres  partner  Ste^ 
Rattner. 


Jerry  Perenchio 

$3.1  billion 

Television.  Bel  Air,  Calif 
69.  Twice  divorced,  3  children 
UCLA  grad,  Air  Force  flight  instruc 
became  talent  agent  at  Music  Corp 
America  1958.  Formed  own  age 
1963,  representing  Liz  Taylor,  Mar 
Brando.  Created  Embassy  Commi 
cations  with  producer  Norman  L 
1974;  sold  programming  interest: 
Coca-Cola  1985  for  $485  milli 
Bought  Univision  with  Mexican  p. 
ner  Televisa  and  Venezuelan  part 
Venevision  for  $550  million  from  L 
mark  Cards  1992.  Went  public  M 
now  nation's  largest  Spanish-langi 
television  broadcaster.  Initial  $70  i 
lion  stake  now  worth  $1.8  billion, 
nated  $1.5  million  to  efforts  to 
bilingual  education  programs  in  C 
fornia  schools. 


Charles  F.  Dolan 

$3  billion 

Cablevision  Systems.  Oyster  Bay,  N.' 
73.  Married,  6  children 
Perhaps  Dolan,  chairman  of  decade 
'cable  company  turned  entertainm 
giant,  Cablevision  Systems,  has  dec 
that,  rather  than  purchasing  broad* 
ing  rights,  it's  cheaper  to  just  buy 
teams  themselves.  Lost  bid  for  the 
York  Jets  and,  last  year,  the  Clevel 
Browns.  But  with  the  Knicks  and  I 
Rangers  under  Cablevision's  wing,  hi  I 
New  Yorker  is  going  to  call  Chuck  a  1 1 
weather  fan?  Cablevision  also  con  I 


M6S  out  business  worldwide 
s  WAP  phone  dNV6  i  his 
y  to  the  beach  on  weekends 


live  webcasts  of 


)OW  and  NASDAQ  leads 


$20  million  Asia  Pacific 


e  e-services  program 


Singapore  isaii  about. 


key  jo 
Singa| 
as  pla 


TH£  FORBES  400  I  CONTENT  KINGS 


Clearview  Cinema  Group,  the  Wiz  and, 
through  Rainbow  Media,  AMC,  Bravo, 
and  14  news  and  sports  networks.  Also 
owns  50%  interest  in  Fox  Sports  Net. 
Operates  Radio  City  Music  Hall.  New 
Rainbow  Media  tracking  stock  expected 
to  be  issued  in  the  third  quarter,  pend- 
ing approval  by  its  shareholders.  James, 
now  president  and  chief  executive,  likely 
heir.  Member  since  1986. 


Alan  Gerry 

$2.6  billion 

Cable  TV.  Liberty,  N.Y. 
71.  Divorced,  remarried;  3  children 
High  school  dropout,  studied  electron- 
ics, television  industry  after  Marine 
Corps.  Put  up  own  TV  tower  with 
$1,500:  "Just  trying  to  get  a  good  pic- 
ture." Acquired  cable  franchises,  slowly 
built  Cablevision  Industries  to  1.3  mil- 
lion subscribers.  Sold  to  Time  Warner 
1996  for  $2.8  billion.  Investments  now 
handled  through  Granite  Associates: 
venture  capital,  communications 
stocks,  real  estate.  Bought  original 
Woodstock  concert  site  for  $1  million 
in  1996;  last  year  hosted  30th  anniver- 
sary concert.  Still  adores  his  12  million 
Time  Warner  shares,  "but  the  pending 
merger  with  AOL  will  make  that  divi- 
dend pale  in  comparison." 


George  Lucas 

$2.5  billion 

Movies.  Marin  County,  Calif. 
56.  Divorced;  3  children 
The  Star  Wars  creator  reaped  an  esti- 
mated $400  million  last  year  when  the 
latest  installment  of  his  sci-fi  series,  The 
Phantom  Menace,  took  in  nearly  $1  bil- 
lion in  global  ticket  sales.  Took  equity 
in  toymaker  Hasbro  in  lieu  of  licensing 
fees;  8.4%  stake  now  worth  $190  mil- 
lion. No  wonder  the  filmmaker  is  busy 
shooting  the  next  chapter  in  Australia. 
Spotted  early  by  director  Francis  Ford 
Coppola,  turned  student  film  into  fu- 
turistic police-state  flick.  Then:  Ameri- 
can Graffiti,  Star  Wars,  Lndiana  Jones. 
Fled  Hollywood,  set  up  shop  in  north- 
ern California  studio.  Industrial  Light 


&  Magic  now  leading  digital-effects 
house  (Jurassic  Park).  Now  said  to  be 
developing  another  Indiana  Jones  se- 
quel with  Steven  Spielberg  (see).  Pushes 
school  reform  through  eponymous 
foundation. 


John  Malone 

$2.4  billion 

Cable  TV.  Parker,  Colo. 

59.  Married,  2  children 

Cable  pioneer,  master  dealmaker  now 

out  of  the  cable  business,  still  very 

much  immersed  in  the  deal  business. 


Best  to  date:  selling  off  TCI  cable  bu 
ness  to  AT&T  for  $54  billion  wh 
holding  on  to  Liberty  programming ; 
sets.  Cash-rich  Liberty  has  tentacles 
all  manner  of  media  properties:  parts 
22  of  the  top  50  cable  channels,  stal 
in  Time  Warner,  News  Corp.,  Spri 
PCS,  etc.  "We  are  in  the  sweet  spot 
the  media  industry."  Raised  in  Milfoi 
Conn.,  son  of  GE  executive.  Earned  e 
gineering  degrees  at  Yale,  Johns  Ho 
kins,  worked  at  Bell  Labs.  Joined  T 
1973  to  partner  with  founder  Bob  Mc 
ness.  Built  network  of  local  systems 
national  giant,  vilified  as  Darth  Vader 


THFFORRg! 


Ted  Turner 

Will  he  sit  for  long  at  a 
merged  AOL-Time  Warner? 


the  cable  business.  Unsuccessfully  tried 
to  merge  with  Bell  Atlantic  1993,  but 
AT&T  deal  makes  him  the  largest  indi- 
vidual shareholder.  Spare  time  spent  pi- 
loting 80-foot-long  yacht  named  Lib- 
erty. Drives  between  Colorado,  Maine 
homes  in  custom-built  luxury  camper. 
Stays  at  truck  stops,  tells  curious  on- 
lookers the  $750,000  vehicle  belongs  to 
Garth  Brooks. 

Gary  Magness 

$2.3  billion 

Inheritance.  Cherry  Hills,  Colo. 
46.  Separated,  1  child 

Kim  Magness 

$2.3  billion 

Inheritance.  Greenwood  Village,  Colo. 
48.  Married,  2  children 
Sons  of  TCI  founder  Bob  Magness  (d. 
1996),  Oklahoma  native  who  built 
cable  system  in  west  Texas  1955.  Hired 
lohn  Malone  (see)  as  chief  executive  in 
1973.  TCI  became  nation's  largest 
cable  company.  Kim  and  Gary  ended 


up  with  the  stock  after  a  legal  battle 
following  their  father's  death.  TCI 
merged  with  AT&T  in  early  1999. 
Brothers  extremely  private,  look  after 
family  investments,  breed  Limousin 
cattle. 

Lowry  Mays 

$2.3  billion 

Radio.  San  Antonio. 
64.  Married,  4  children 
Harvard  M.B.A.  "had  no  intention  of 
getting  into  the  radio  business."  Now 
running  nation's  largest  radio  station 
group  following  Clear  Channel's  $23.8 
billion  purchase  of  AMFM,  the  station 
group  owned  by  Thomas  Hicks  (see). 
The  combined  entity  owns  more  than 
900  stations.  This  after  spending  $4.4 
billion  for  events  promoter  SFX  En- 
tertainment in  August.  Got  into  busi- 
ness with  fellow  Texan  Red  McCombs 
(see),  bought  distressed  radio  proper- 
ties, turned  around  with  heavy  pro- 
motion, giveaways.  Took  public  1984. 
Explosive  growth  ever  since:  stock  up 
1,200%  in  past  6  years. 


Steven  Spielberg 

$2  billion 

Movies.  Palisades,  Calif. 
53.  Divorced,  remarried;  7  children 
Founding  member  of  Hollywoodll 
dio  DreamWorks  SKG  still  baffles| 
industry:  Works  more  as  an  indei 
dent  contractor  than  a  namej 
partner  (he's  the  "S"  in  SKG). 
on  chance  to  make  movie  basei 
bestseller  Harry  Potter;  workin 
sci-fi  drama  A.I.  for  Warner  Bros. 
nority  Report  for  Fox.  Other  f 
blessed  with  Spielberg's  touch 
in  Black,  Twister)  also  worked  for  ( 
studios.  Fortunately  DreamW 
finding  hits  elsewhere:  Amet 
Beauty,  Gladiator,  Chicken  Run. 
long  movie  buff  was  rejected  b) 
film  schools,  landed  job  as  telev 
director  for  Universal.  Then: 
1975.  Nothing  but  hits  ever  s|| 
Raiders  of  the  Lost  Ark,  E.T.,  Jw 
Park.  Serious  bent  ever  si 
Schindler's  List  swept  the  Acac 
Awards  7  years  ago:  Archiving  | 
caust  survivor  accounts. 
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Now  we're  taking  it  to  the  Vanguard. 
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Patrick  McGovern   Frank  Batten  Sr. 


$2  billion 

International  Data  Group. 
Nashua,  N.H. 

63.  Divorced,  remarried;  4  children 
Created  a  brand  with  instructional 
books  for  the  dim-witted  (Internet  for 
Dummies,  Making  Marriage  Work  for 
Dummies),  now  has  new  hits  with  mag- 
azines for  the  slide-rule  set  (Industry 
Standard,  Grok).  Founded  in  1964  as  a 
computer  census  service,  International 
Data  Group  now  immersed  in  all  things 
digital:  books  (Dummies  series  now  400 


$1.9  billion 

Media.  Virginia  Beach,  Va. 
73.  Married,  3  children 
Old  economy  still  rules  this  decades-old 
media  fortune.  When  the  longtime  chief 
of  Landmark  Communications  stepped 
down  2  years  ago,  son  Frank  Jr.  made 
the  most  of  it,  turning  $2  million  in- 
vestment in  fledgling  Internet  company 
Red  Hat  into  stake  worth  $3.6  billion. 
After  spring  stock  correction  investment 
now  worth  just  $700  million.  Traditional 
media  holdings  doing  fine:  newspapers 


William  Randolph 
Hearst 


Vincent 
McMahori 

Has  a  grip  on  TV 
audiences  with  his 
WWF  spectacles. 


titles,  75  million  copies  in  print),  maga- 
zines (PC  World,  Computerworld), 
computer  trade  shows,  marketing  and 
research,  Internet  sites.  Lifelong  com- 
puter lover,  landed  scholarship  to  MIT 
after  designing  hard-to-beat  chess-play- 
ing machine.  Reciprocated  MIT  with 
recent  $350  million  pledge  to  be  paid 
over  20  years. 


(flagship  Virginian-Pilot),  TV  stations, 
cable  television  (the  Weather  Channel). 
Also  big  stakes  in  AT&T,  Liberty  Media. 

Randolph  Hearst 

$1.8  billion 

New  York  City. 

84.  Twice  divorced,  remarried;  5  children 


$1  billion 

San  Francisco. 

51.  Married,  3  children 


Austin  Hearst 

$900  million 

Englewood,  N.J. 

48.  Divorced,  remarried;  3  children 


George  Randolph 
Hearst  Jr. 

$900  million 

Los  Angeles. 
73.   Widowed,  divorced,  reman 
4  children 

Phoebe  Hearst 
Cooke  • 

$900  million 

San  Francisco. 

73.  Divorced,  remarried;  1  child 

Millicent  V. 
Boudjakdji  I 

$900  million 

Los  Angeles. 

60.  Married,  3  children 

David  Hearst  Jr. 

$900  million 

Los  Angeles. 
55.  Single 

Inheritance.  One  son,  6  grandchildr 
William  Randolph  Hearst  (d.  il 
media  tycoon  who  built  nation's  la 
newspaper  chain,  inspired  Orson  W 
Citizen  Kane.  Long-running  newsj 
war  between  family's  San  Francisc 
aminer  and  rival  paper  San  Frar 
Chronicle  should  have  come  to  aB 
last  year  when  Hearst  Corp.  agreed  ti 
estimated  $650  million  for  the  cor 
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LION    RULE:    Each  day  brings  new  opportunity. 


In  technology,  innovation  is  king 


and  agility  is  the  key  to  survival. 


Average  annual  total  returns  as  of  6/30/00 
Class  A  Shares  -  5.75%  maximum  load 


Dreyfus  Premier  Technology  Growth 


1  YEAR 


SINCE  INCEPTION  10/13/97 


83.58% 


75.23% 


Fund  has  the  freedom  to  hunt 


Managed  by  The  Dreyfus  Corporation 


among  ten  different  technology 


sectors,  seeking  out  today's  most  promising  industries,  and  closely  pursuing  new 
and  established  market  leaders.  Dreyfus  Premier  Technology  Growth  Fund:  The 
lure  of  new  opportunity,  the  strength  of  Dreyfus.  To  learn  more,  call  your  financial 


Returns  are  historical  for  the  periods  noted  and  not  indicative  of  future  results.  These  returns  were  achieved  during  market  conditions  that 
have  been  highly  favorable  to  technology  stocks  generally,  and  that  may  not  continue  to  occur.  Also,  market  volatility  can  dramatically 
affect  a  fund's  short-term  returns  and  pursuing  these  levels  of  return  involves  accepting  increased  risk  of  volatility  of  return.  As  an 
example  of  this  volatility,  the  fund's  three  month  total  return  as  of  6/30/00  was  -13. 07%.  Investors  considering  the  fund  should  carefully 
review  the  prospectus  for  the  fund's  investment  approach,  fees,  and  risks  of  investing,  and  should  also  review  the  fund's  performance  over 
time.  Investors  should  contact  their  financial  advisor  for  more  information,  including  for  the  fund's  most  recent  performance. 

The  fund's  share  price  is  likely  to  be  more  volatile  than  other  funds  that  do  not  concentrate  in  one  market  sector.  The  technology  sector 
involves  special  risks,  such  as  the  faster  rate  of  change  and  obsolescence  of  technological  advances,  and  has  been  among  the  most 
volatile  sectors  of  the  stock  market.  Share  price  and  investment  returns  fluctuate  and  an  investor  may  receive  more  or  less  than  original  costs 
upon  redemption.  Your  financial  advisor  can  provide  you  with  a  prospectus  containing  more  complete  information  including  charges, 
expenses  and  share  classes.  Please  read  it  carefully  before  you  invest.  The  fund's  other  share  classes,  which  have  shorter  operating  histories, 
have  achieved  different  returns  and  are  subject  to  different  sales  and  distribution  charges.  ©  2000  Dreyfus  Service  Corporation,  Distributor. 


advisor.  Or  for  a  referral,  call  Dreyfus  at  1-888-346-8893. 
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ing  daily.  But  the  Chronicle  got  in  one  last 
shot:  dismissed  the  venerable  media 
chain  as  a  laurel  rester.  Hearst  today:  12 
dailies  (including  Houston  Chronicle),  16 
magazines  (Harper's  Bazaar,  Cosmopoli- 
tan), TV,  cable  programming  (ESPN, 
Lifetime).  Jointly  publishes  SmartMoney 
(with  Dow  Jones),  01  with  Oprah  Win- 
frey's Harpo.  Randolph  stepped  down  as 
company  chairman  1996  after  23  years, 
replaced  by  nephew  George.  William  III 
a  partner  in  tech  venture-capital  firm 
Kleiner  Perkins;  on  boards  of  AtHome, 
Com2 1 ,  Viewpoint  Datalabs. 

Robert  Allen  Naify 

$1.8  billion 

Movie  theaters.  San  Francisco. 
78.  Widowed,  6  children 
Son  of  a  Lebanese  immigrant  who  built 
movie  theater  empire,  beginning  with 
Atlantic  City  theater  in  1912.  Purchased 
half  of  United  Artists  Theater  Circuit. 
Pioneered  cable  television  in  1950s. 
With  brother  Marshall  worked  his  way 
up,  starting  as  usher,  projectionist.  Sold 
company  to  John  Malone's  (see)  TCI 
1986  for  cash  and  stock.  Marshall  died 
in  April.  First  appeared  on  list  in  1987. 

Billy  Joe  (Red) 
McCombs 

$1.7  billion 

Radio.  San  Antonio. 
72.  Married,  3  children 
Auto  mechanic's  son,  quit  law  school  to 
sell  new  cars.  Entered  used-car  market; 
became  partner  in  dealership  1958.  With 
Lowry  Mays  (see),  started  Clear  Channel 
Communications  1972.  Took  public 
1984;  now  nation's  largest  radio  com- 
pany after  acquiring  AMFM.  Lets  Mays 
run  radio  business.  Big  Red  focuses  on 
cars,  his  Minnesota  Vikings  pro  football 
franchise.  Hailed  as  savior  by  fans  after 
buying  team  in  1998,  now  less  popular 
as  he  demands  new  or  renovated  sta- 
dium. Also  collects  art  of  the  American 
West;  has  largest  private  collection  of  Na- 
tive American  artifacts.  Big  contributor 
to  University  of  Texas  in  Austin. 


Roy  Di 

Waifs  nephew  has  had  a  hand  in  the 
Mouse  factory  for  most  of  his  life. 


H.  FitzGerald 
Lenfest  and  family 

$1.4  billion 

Cable  TV.  Huntingdon  Valley,  Pa. 
70.  Married,  3  children 
Sold  half  his  Lenfest  Communications 
cable  outfit  to  AT&T  last  year;  this  year 
AT&T  sold  the  system  to  Philadelphia- 
based  Comcast  Corp.  Lenfest  now  owns 
32  million  Comcast  shares,  his  family 
got  an  additional  40  million  shares. 
Lenfest  still  owns  StarNet,  a  satellite  dis- 
tribution company;  CAM  Systems,  a 
Silicon  Valley  cable  advertising  software 
company;  and  TeleStar,  a  telemarketing 
company.  Started  out  as  in-house  coun- 
sel for  Walter  Annenberg,  bought  two 
Pennsylvania  cable  systems  for  $2.3 
million  from  his  employer  1974.  Built 


up  web  of  cable  systems  in  high- 
Philadelphia,  Delaware  suburbs, 
says  days  of  cable  entrepreneurs 
over.  Now  "we're  in  the  process  of. 
ing  a  lot  of  money  away":  Philadelp 
Museum  of  Art  ($10  million),  Coh 
bia  Law  School  ($15  million),  Wj 
ington  &  Lee  University  ($10  milli< 
Lenfest  Foundation  ($110  millic 
"Giving  away  money  is  as  difficui 
making  it." 


Herbert  J. 
Siegel 

$1.3  billion 

Television.  New  York  City. 
71.  Twice  divorced,  remarried. 
With  Fox  set  to  buy  his  Chris-Craq 
$5.3  billion,  feisty  Siegel  poised  to  cd 
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Introducing  the  Corporate  Shuttle 
from  Fairchild  Dornier. 

Executive  comfort.  ^ 
Airliner  reliability.  ^ 


A  special  variant  of  the  328JET,  the 
regional  jet  that's  been  embraced  by 
airline  operators  everywhere.  Configured 
to  seat  up  to  32  passengers,  it  becomes 
the  ideal  corporate  shuttle  -  a  unique 
combination  of  business  jet  comfort  and 
airliner  reliability.  For  more  information, 
call  1-888-328-5387  or  (210)  804-7759. 


18  SEAT  CABIN  24  SEAT  CABIN 


F  A  I R  C  H I L  D>  DORNIER 


©2000  Fairchild  Dornier 


fairchilddornier.com 


$  1 .3  billion  reward.  As  with  many  of  his 
past  deals,  this  one  leaves  behind  another 
angry  media  mogul,  this  time  Viacom 
Chief  Sumner  Redstone  (see).  Came  to 
prominence  in  the  early  1980s  as  white 
knight  investor  in  then-struggling 
Warner  Communications.  Acquired  21% 
stake,  won  praises  encouraging  Warner 
Chief  Steve  Ross  to  cut  costs,  shed 
nonentertainment  subsidiaries  like  cos- 
metics and  restaurants.  Relationship 
soured  when  he  tried  to  kill  Warner's 
merger  with  Time  Inc.  Took  estimated 
$800  million  profit  from  merger,  jointly 
started  United  Paramount  Network  with 
Viacom.  Network  lost  $800  million  over 
the  past  five  years,  but  perhaps  Rupert 
Murdoch  (see)  will  have  better  luck. 

Frederick  (Ted) 
Field 

$1.2  billion 

Media.  Beverly  Hills. 
48.  Thrice  divorced,  6  children 
The  Marshall  Field  department  store  heir 
avoids  the  media  spotlight,  gets  plenty  of 
it  with  Hugh  Hefner-like  bashes  thrown 
at  his  homes  in  Aspen  and  East  Hamp- 
ton. Party  favors  financed  by  music  label 
Interscope  Records.  Latest  hit:  white  rap- 
per Eminem,  whose  debut  record  sold 
more  than  6  million  copies  in  its  first  12 
weeks.  Got  into  entertainment  after 
prompting  the  liquidation  of  family's  re- 
tail and  media  empire  in  the  1980s. 
Started  Interscope  movie  company  (Ju- 
manji);  eventually  sold  to  PolyGram. 
Sold,  bought  back  50%  of  Interscope 
Records  from  Time  Warner;  sold  same 
50%  to  Universal  months  later.  Ardent 
Democrat,  board  member  of  Strategic 
Data  Corp. 

Edward  Lewis 
Gaylord 

$1.2  billion 

Media.  Oklahoma  City. 

81.  Widowed,  4  children 

Father  E.K.  (d.  1974)  invested  in  the 

Daily  Oklahoman  1903,  big  player  in 


state  politics.  Added  more  newspapers, 
also  television,  radio.  Eddie  took  over 
after  father's  death  at  age  101.  Devel- 
oped Grand  Ole  Opry,  Opryland  USA, 
Nashville  Network;  took  public  1991. 
Sold  most  of  cable  networks  to  CBS  in 
1997,  turned  his  attention  to  radio,  ho- 
tels. Owns  large  stake  in  Rocky  Moun- 
tain retreat  Broadmoor  Hotel.  Sold  his- 
toric 21,000-acre  Greenland  Ranch  to 
the  Conservation  Fund  of  Boulder  in 
March.  Member  since  1982. 


Harold  Lenfest 

Ex-cablc  guy  doesn't  lean  on 
Comcast  shares  to  prop  up  his  wealth 


Vincent  K. 
McMahon 

$1.1  billion 

World  Wresding  Federation 
Greenwich,  Conn. 
55.  Married,  2  children 
Barnumesque  maverick  who  took ' 
wrestling"  from  entertainment  b 
waters  into  national  spotlight. 
World  Wrestling  Federation  is  vio 
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vulgar,  popular.  Third-generation 
wrestling  promoter  unapologetic 
about  his  content's  content:  "That's 
what  people  want.  They  want  to  be  en- 
tertained. All  I  want  to  do  is  simply  re- 
flect what  society  wants."  And  to  make 


Viacom,  launching  XFL  rogue  pro 
football  league  2001.  McMahon:  for- 
mer cup  salesman  entered  family  busi- 
ness 1971,  bought  out  father  1982, 
rolled  up  other  regional  promoters. 
Went  national,  succeeded,  faltered. 


Roy  Speer 

$1.1  billion 

Cable  TV.  Clearwater,  Via. 
68.  Married,  3  children 
Lawyer  who  bought  Tampa  radio 
tions  in  1970s  with  Lowell  (Bud)  I 
son,  promoted  shopping  progra 
Shifted  to  cable  TV  as  Home  Shopi 
Network,  took  public  1986.  So\i 
TCI's  Liberty  Media  unit  in  1993 
stock;  now  Bell  stock  after  AT| 
merger  with  TCI.  Created  vid 
recording  business  headquartered 
former  Sam's  Club,  sold  to  Phil 
schutz  last  year  for  $106  million.  1 
supervising  real  estate  investments. 


Roy  Disney 

$1.1  billion 

Walt  Disney.  Los  Angeles. 
70.  Married,  4  children 
Nephew  of  brilliant  cartoonist 1 
Disney  (d.  1966).  Roy  started  as  A 
tant  film  editor  of  classic  TV  s« 
Dragnet.  Worked  24  years  at  Disney 
imation  shop  as  film  editor,  writer- 
to  become  independent  producer 
rift  with  management  1977.  Sta 
Shamrock  Holdings  investment  1 
Returned  to  Disney  1984  after  teai 
with  Bass  brothers;  ousted  man 
ment,  brought  in  Michael  Eisner  i 
renewed  emphasis  on  animation: 
Lion  King,  The  Little  Mermaid.  Thn 
Shamrock  unit  Trefoil  Capital,  ad 
invests  in  foreign  companies. 

Martha  1 
Stewart 

$1  billion 

Media.  Westport,  Conn. 
59.  Divorced,  1  daughter 
Built  an  empire  by  tapping  into  A 
ican  desire  for  picture-perfect  do 
tic  life,  or  at  least  the  desire  to  gazi 
from  afar.  Started  with  how-to  g 
in  the  1980s,  eventually  added  a  n  I 
zine,  television  show,  radio  show,  I 
order  catalog,  Web  site.  License'! 
name  to  Kmart,  which  moved  $  I 


Barry  Diller 

Despite  all  the  talk,  still  not  running  a  major 
studio  or  TV  network.  That's  fine  by  him. 

money  doing  it:  last  year  earned  $59 
million  on  sales  of  $379  million.  Ex- 
panding successfully  into  music,  books, 
restaurants,  politics  — star  performer 
the  Rock  addressed  this  year's  Repub- 
lican National  Convention.  With  NBC, 


Eclipsed  by  Ted  Turner's  (see)  rival 
wrestling  programming  mid-1990s. 
Retooled,  selling  wrestling  as  tongue- 
in-cheek  "soap  operas  for  men."  Took 
company  public  Oct.  19,  1999,  owns 
77%.  Wife  Linda  runs  operations,  both 
children  also  employees.  All  four  fam- 
ily members  do  double  duty,  appear- 
ing on  camera  as  themselves. 


ii'iGaHSBiD 


Oprah  Winfrey 

Her  new  magazine's  a  hit,  though 
pornographers  claim  they  own  the  name. 

lion  worth  of  Martha  products  last 
year.  "It's  an  odd  combination  of  busi- 
ness and  creativity.  We  all  have  our  fin- 
gers in  the  whole  pie  now."  Now  cook- 
ing up  product  launches  for  England, 
Germany  and  Japan;  already  has  a  well- 
received  Brazilian  TV  show.  Unfazed 
by  concerns  that  she's  overextending 
herself  or  her  brand:  "That's  exactly 
how  it  was  meant  to  be."  Took  com- 
pany public  Oct.  19, 1999,  the  same  day 
as  fellow  Connecticut  resident,  new 
Forbes  400  member  Vince  McMahon 
(see).  Recently  frustrated  by  Westport's 
loss  of  its  small-town  character,  she  has 
plans  to  move  from  her  estate  of  29 
years  to  a  farm  in  nearby  Bedford,  N.Y. 
Despite  net  worth,  still  knows  how  to 
make  collect  calls  in  a  pinch  (e.g.,  when 
getting  back  to  FORBES  reporters). 

Brian  Roberts 

$980  million 

Comcast.  Coatesville,  Pa. 

41.  Married,  3  children 

Father,  Ralph,  started  small  cable  system 

in  Mississippi  in  1963  with  $5-a-month 

cable  TV  service.  Built  Comcast  into  na- 


tional cable  giant  with  more  than  5  mil- 
lion subscribers.  Handed  presidency  to 
30-year-old  son  Brian  in  1991.  Brian: 
Wharton  grad,  convinced  Bill  Gates  to 
invest  $1  billion  in  Comcast  in  1997, 
triggering  big  runup  in  cable  stocks.  Last 
year  reached  pact  to  pay  $52.5  billion  to 
acquire  MediaOne  Group,  outbid  by 
AT&T's  offer  of  $62.5  million.  Comcast 
walked  away  with  $1.5  billion  breakup 
fee,  a  few  cable  systems,  options  to  buy 
more  systems  over  the  next  three  years. 

Dwight  Opperman 

$975  million 

Pidilishing.  Dellwood,  Minn. 
77.  Widowed,  2  sons 
Started  as  editorial  assistant  with  legal 
media  firm  West  Publishing  in  1951, 
worked  way  up  to  vice  president  in 
1965,  president  three  years  later;  tapped 
as  chief  executive  in  1978.  Son  Vance 
took  over  in  1993.  Three  years  later  sold 
West  to  Thomson  Corp.  for  $3.4  billion. 
Invested  some  proceeds  into  e-com- 
merce  and  Web-related  services  through 
Key  Investments.  Also  MSP  Communi- 
cations, a  stable  of  15  city  and  business 
magazines.  Vance  serious  political 
junkie;  chums  with  Minnesota  Sen.  Paul 
Wellstone  (D-Minn.)  and  former  con- 
gressman Vin  Weber.  Day-to-day  con- 


trol of  family  empire,  but  says  dad  o 
trols  the  checkbook.  "Credit  all 
money  to  Dad.  I'm  as  poor  as  a  chu 
mouse."  Member  since  1995. 

Barry  Diller 

$900  million 

Television.  New  York  City. 
58.  Single 

Add  up  the  rumors  that  have  circula 
over  the  years  and  the  onetime  mail 
from  the  William  Morris  Agency  she 
be  running  the  three  big  networks, 
major  Hollywood  studios,  an  Intel 
portal  and  the  lefty  Village  Voice. ' 
latest:  a  takeover  of  NBC,  backec 
Vivendi,  the  French  media  group  se 
inherit  a  43%  stake  in  his  USA  f 
works.  That  kind  of  chatter  provid 
nice  smoke  screen  for  his  real  strat 
fusing  entertainment  (4  cable  chani 
13  television  stations)  with  Internet 
vices  (Ticketmaster.com,  Citysear 
com)  and  retailing  (Home  Shopj 
Network).  "We  have  a  unique  way  ol 
proaching  the  future.  It  may  be  a  cr 
pot  idea,  [but]  events  are  going  to  n 
things  happen." 


Ted  Field 

With  friends  like  these,  if s  no  wonder  th 
music  mogul  has  been  divorced  3  times. 
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2001  Lincoln  Navigator:  300  horsepower,  front  and  side  airbags,  available  climate  control  seats, 
wer  adjustable  pedals,  available  navigational  system,  premium  audio  system. 


LINCOLN 

AMERICAN  LUXURY 


Martha  Stewart 

Her  home  and  hostess  empire  straddles 
everything  from  Web  sites  to  washcloths. 


ilen  Copley 

i  million 

■papers.  La  Jolla,  Calif. 
Hvorced,  widowed;  1  son 
e  nation's  family-owned  newspaper 
is  slowly  sell  out  to  big  media  out- 
]opley's  shop  remains  independent, 
l  served  in  Waves  (female  naval  vol- 
:rs)  during  WWII,  became  secretary, 
wife  of  James  S.  Copley,  adopted 
)f  newspaper  magnate  Colonel  Ira 
sy.  "I'll  never  know  what  he  saw  in 
Quickly  asserted  herself  in  family 
ess  after  James'  death  1973;  sold  un- 
table  papers,  slashed  payroll,  ex- 
ed.  Copley  Press  now  10  dailies,  23 
lies.  Stepped  down  in  1997  after  24 
;  son  David,  48,  now  in  charge. 


chael  Eisner 

I  million 

Disney.  Los  Angeles, 
tarried,  3  children 
jy's  options-rich  CEO  keeping  the 
despite  the  fact  that  much  of  the 
r  from  his  gargantuan  1996  grant 
ins  underwater.  With  earnings  re- 
ding, Disney  stock  up  28%  this  year, 
^holders  can  thank  Regis  Philbin 
he  TV  blockbuster  Who  Wants  to 
Millionaire.  Feud  with  Time  Warner 
cable  transmission  fees  prompted 
oversial  blackout,  but  Disney  came 
ses  in  ensuing  public  relations  skir- 
Lawyer's  son,  grew  up  in  New  York 
Began  as  NBC  page;  forged  path  to 
nount  Pictures  behind  Barry  Diller, 
Tapped  to  head  troubled  Disney  by 
brothers  and  Roy  Disney  1984. 
started  animation  unit,  turned 
|c  Kingdom  into  entertainment 
rhouse,  adding  sports  (baseball's 
|eim  Angels,  hockey's  Mighty 
fs)  and  television  with  blockbuster 
illion  purchase  of  ABC  in  1996. 


fffrey  Katzenberg 

j  million 

Irs,  lawsuit.  Los  Angeles. 

tarried,  2  children 

jhis  suit  against  former  employer 


Disney  settled,  Katzenberg  turned  his 
attention  back  to  newbie  Hollywood 
studio  DreamWorks  SKG.  Result: 
American  Beauty  won  best  picture 
Oscar;  Chicken  Run  a  big  hit,  Gladiator 
an  even  bigger  one.  At  Disney,  green- 
lighted  many  of  the  Mouse  Factory's 
modern  animation  hits  (The  Lion 
King,  The  Little  Mermaid).  Left  when 
Michael  Eisner  (see)  refused  to  pro- 
mote him.  Sued  for  future  royalties; 
settled  for  estimated  $250  million. 


Michael  Eisner 

Disney's  top  banana  made  millions  thanks 
to  the  hit  Who  Wants  To  Be  A  Millionaire. 

Teamed  up  with  director  Steven  Spiel- 
berg and  David  Geffen  (see  both)  to 
start  DreamWorks.  Slow  out  of  the 
gate,  but  young  studio  now  appears  to 
be  firing  on  all  cylinders.  Member 
since  1998. 


Oakleigh  Thorne  III 

$800  million 

Publishing.  Millbrook,  N.Y. 
68.  Divorced,  remarried;  4  children 
Great-grandfather  bought,  built  Com- 
merce Clearing  House,  largest  pub- 
lisher of  tax  guides  for  lawyers,  ac- 
countants, government.  Oakleigh  III 


handed  control  of  company  to  son 
Oakleigh  IV,  then  sold  firm  to  Dutch 
publisher  Wolters  Kluwer.  Now  fishes 
while  Oakleigh  IV  oversees  family 
money.  Much  of  it  run  through  Blu- 
menstein/Thorne  Information  Part- 
ners, investment  vehicle  holds 
stakes  in  AirCell,  Bigchalk.com, 
Deltathree.com,  Dynamic  Trade., 
Ecollege.com,  HotOffice  Technologies, 
MedicaLogic/Medscape,  RCT  Sys- 
tems, SCP  Communications. 


Oprah  Winfrey 

$800  million 

Television,  media.  Chicago. 
46.  Single 

Apparently  there's  no  lack  of  appetite 
for  Oprah:  debut  issue  of  O,  her  maga- 
zine, sold  out  its  entire  run  of  1.1  mil- 
lion copies,  forcing  partner  Hearst  to 
print  another  500,000  copies.  Television 
fans  still  devouring  her  daytime  talk 
fare,  The  Oprah  Winfrey  Show,  now  in 
its  15th  season.  Less  appetizing:  offer- 
ings from  Oxygen  Media,  the  women's 
Internet  and  television  production 
house  she  owns  with  partners  Marcy 
Carsey  and  Geraldine  Leybourne.  Un- 
likely mogul  rose  out  of  rural  Missis- 
sippi, became  television  newscaster, 
garnered  loyal  fans  with  passionate,  ad- 
lib  delivery.  But  not  everyone  adores 
the  talk  show  hostess:  German  skin 
magazine  O  claims  it  already  holds  the 
U.S.  trademark  for  "O." 


Kenneth  Feld 

$775  million 

Circus  Entertainment.  Potomac,  Md. 
51.  Married,  3  children 
Father  Irvin  Feld  (d.  1984)  began 
Ringling  Brothers  Circus  in  1956.  Ken- 
neth now  runs  greatest  show  on  earth, 
also  Siegfried  &  Roy,  Disney  on  Ice, 
others.  Feld  Entertainment  venues 
pack  in  30  million  customers  annu- 
ally. Irvin  bought  circus  1967  for  $8 
million,  sold  to  Mattel  four  years  later 
for  $50  million,  bought  back  1982  for 
$23  million.  Kenneth  joined  1971  after 
Boston  U,  cut  salaries,  costs. 
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Take  health  care,  for  example.  Say  you're  looking  for  a  way  to  offer  employees  and  retirees  quality  health  care  at  an  afforda 
One  person  cares  more  about  cost— another,  quality.  And  for  someone  else,  it  could  be  a  preferred  doctor.  Enter  Sageo) 
alternative  that  can  take  on  your  administration  and  provide  your  employees  and  retirees  access  to  a  broad  array  of  heal 


YS  THIS  OBVIOUS. 


n  how  to  use  their  health  benefits,  and  a  library  of  interactive  health  and  medical  educational 
rom  Mayo  Clinic.  If  your  company  is  looking  for  a  cost-effective  way  to  deliver  health  care  to 
and  retirees,  isn't  it  obvious  what  to  do?  Contact  us  at  1-877-465-7000  or  visit  www.sageo.com.  a  Hewitt  eBusiness 
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THE  FORBES  400 


The  deals  don't  get  the  same  kind  of  ink  they  did  two 
decades  ago,  but  leveraged  buyouts  are  back.  So  are 
the  men  who  pioneered  them.  But  at  least  one  1980s- 
era  raider  isn't  resurgent:  Revlon's  Ron  Perelman. 


Kirk  Kerkorian 

$7.8  billion 

Investments.  Las  Vegas,  Los  Angeles. 
83.  Thrice  divorced,  3  children 
Getting  out  of  longstanding  relation- 
ship with  Chrysler,  but  still  pursuing 
love  affair  with  the  MGM  brand.  Bor- 
rowed $1.2  billion  to  up  his  stakes  in 
MGM  Grand  casino,  MGM  film  com- 
panies; selling  off  holdings  in  the  auto 
company  to  help  finance  the  gambits. 
Accused  of  overpaying  when  he  bought 
former  Forbes  400  member  Steve 
Wynn's  Mirage  Resorts  for  $6.4  billion 
in  cash  and  assumed  debt,  but  argues 
that  the  Vegas  casino  was  undervalued. 
High  school  dropout,  amateur  boxer, 
WWII  civilian  pilot.  Started  charter  air- 
line after  war  with  surplus  aircraft,  sold 
for  $104  million  profit.  Began  buying 
Chrysler  shares  in  early  1990s:  by  the 
time  the  automaker  merged  with 
Daimler-Benz  last  year,  original  $1.5 
billion  investment  yielded  $5  billion 
profit.  One  other  relationship  termi- 
nated in  the  last  year — marriage  with 
third  wife  ended  in  divorce  after  a  few 
months.  Member  since  1982. 


Eli  Broad 

$5.2  billion 

Home  building,  financial  services. 

Brentwood,  Calif. 

67.  Married,  2  children 

Helped  finance  his  accounting  degree 


Franklin  Booth  and 
Charles  Munger 

Good  friends  ever  since  landing  the  big 
one:  their  stakes  in  Warren  Buffett's 
Berkshire  Hathaway  are  worth  billions. 


at  Michigan  State  by  selling  home 
garbage  disposals.  Went  on  to  found  2 
multibillion-dollar  companies:  home 
builder  Kaufman  &  Broad  and  finan- 
cial services  giant  SunAmerica.  Sold 
SunAmerica  to  American  Interna- 
tional Group  for  $18  billion  in  1998. 
Still  heads  SunAmerica  division.  In- 
vesting in  venture  capital,  but  new 
focus  is  on  philanthropy:  "I'm  mov- 
ing into  a  fourth  career  as  a  civic  en- 
trepreneur." Launched  $100  million 
Broad  Foundation,  aims  to  reform  ed- 
ucation in  urban  school  districts. 
Helped  land  the  2000  Democratic  Na- 
tional Convention  in  L.A.  Avid  art  fan. 
Boasts  a  contemporary  art  collection 
valued  at  $275  million  with  works  by 
Jasper  Johns  and  Roy  Lichtenstein. 


Carl  Icahn 

$4.5  billion 

Finance.  New  York  City. 
64.  Divorced,  remarried;  2  children 
Touchy  about  being  labeled  a  raider. 
But  skilled  at  scaring  directors,  pleas- 
ing shareholders  of  the  companies  he 
buys  into:  News  that  Icahn  was  taking 
a  stake  of  GM  has  done  more  to  pump 
up  the  stock  than  anything  manage- 
ment has  done  in  months.  Not  afraid 
to  go  back  to  the  well:  Last  year  made 
$130  million  profit  on  RJR  Nabisco 
after  forcing  tobacco  giant  to  spin  off 
cookie/cracker  business;  this  year 
made  some  $600  million  in  failed  at- 
tempt to  buy  Nabisco.  Started  arbi- 
trage career  with  $4,000  Army  poker 
winnings,  borrowed  $400,000  for  New 
York  Stock  Exchange  seat  1968.  Arche-  1 
typal    1980s    greenmailer — sorry,  i 
Carl — scored  big  with  Texaco,  ACF,  5 
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TWA,  USX.  Now  has  investments  in 
railcars,  real  estate.  His  Lowestfare.com 
is  still  waiting  to  go  public;  won  con- 
trol of  Sands  casino  in  Atlantic  City 
in  July. 

Marvin  Davis 

$4  billion 

Oil,  real  estate.  Beverly  Hills. 

75.  Married,  5  children 

"Mr.  Wildcatter"  earned  moniker 

Preston  and  Laurence  Tisch 

Larry  made  a  costly  bet  against  the  S&P  in 
the  late  1990s,  still  insists  he's  not  a  bear. 

■ 


when  he  made  his  first  fortune  off 
Davis  Oil,  now  at  it  again.  Alongside 
TransTexas  Gas  exploiting  huge  gas, 
oilfield  in  Galveston  Bay,  hitting  other 
strikes  on  his  own.  Good  timing,  with 
oil  prices  up  50%  in  a  year.  Also  tim- 
ing real  estate  market,  selling  L.A.  tro- 
phy tower  Fox  Plaza  for  $350  million. 
Casino  investments  crapping  out  so 
far — Missouri  casino  project  sold,  em- 
broiled in  lawsuit  over  another.  Also 
backed  away  from  NFL  franchise.  Best 
known  as  1980s  dealmaker  who 
bought,  sold  Twentieth  Century  Fox, 
Beverly  Hills  Hotel,  Aspen  Ski,  Pebble 
Beach  resort.  Member  since  1982. 


H.  Ross  Perot 

$3.7  billion 

Computer  services,  real  estate.  Dallas.^ 
70.  Married,  4  daughters,  1  son 
After  decades  in  the  spotlight,  may 
nally  be  stepping  out  of  the  public  a 
Passed  on  a  third  presidential  race  fi 
year;  in  August,  handed  over  his  Pa 
Systems  data  processing  company 
son  H.  Ross  Perot  Jr.,  though  Sr. 
mains  chairman.  Son  of  a  Texas  hot 
trader,  joined  Navy,  became  IBM  sal 
man,  founded  data  procesi 
Electronic  Data  Systems  1962.  Beca 
paper  billionaire  1969.  Gained  note 
ety  for  jailbreak  rescue  of  2  EDS  e 
ployees  during  1979  Iranian  host 
crisis,  smuggling  them  550  miles 
Turkish  border.  Sold  EDS  to  GM  foi 
billion  in  1984.  Stayed  on  as  a  gac 
director  until  automaker  bought  \, 
out  for  another  $700  million.  Star 
Perot  Systems  as  a  sort  of  EDS  sec 
1988,  took  public  1997.  In  betwe 
forayed  into  national  politics  w 
presidential  runs  in  1992,  1996.  V) 
Ross  Jr.,  41,  a  major  landowner,  de 
oper  in  Dallas-Fort  Worth  area.  1 
year  the  younger  Perot  sold  the  ma 
ity  of  his  stake  in  the  Dallas  Maverl 
to  Broadcast.com  founder,  M 
Cuban  (see). 


Ronald  0.  Perelma 

$3.3  billion 

Investments.  New  York  City. 
57.  Thrice  divorced,  remarried; 
6  children 
Iconic  1980s  dealmaker,  but  rec 
track  record  not  as  successful  as  fel 
raider  Carl  Icahn's.  With  funding  fi 
.Michael  Milken  (see),  Perelman  boi 
cosmetics  giant  Revlon  in  1985,  i 
burdened  with  losses  and  a  single-c 
share  price.  Bought  Marvel  Entert 
ment  1989,  but  filed  for  bankru) 
protection  in  December  1996.  Ma 
recovering,  but  without  Perelman. 
mous  for  his  ubiquitous  cigars,  P< 
man  gave  up  the  habit  after  he  \ 
Consolidated  Cigar  in  1999.  Most  a 
wealth  now  stems  from  investmel 
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Buy  a  full  fare  Economy 
Class  ticket  to  Asia  on  Malaysia 
es  and  we'll  upgrade  you  to  our 
)-winning  Business  Class.  A  full 
ess  Class  fare  entitles  you  to  our 
ous  First  Class  cabin.  We'll  even 
ie  complimentary  personal  chauf- 
ervice  to  and  from  the  airport. 


Fly  aboard  our  B-777  SuperRangers™ 
and  B747-400s  direct  to  Kuala  Lumpur 
from  Los  Angeles,  via  Taipei  or  Tokyo, 
or  from  Newark  via  Dubai.  Continue  on 
to  any  of  our  more  than  110  destinations 
worldwide.  Call  your  travel  agent 
or  Malaysia  Airlines  at  ^tigSL^^&k 
(888)  627-8477. 


maM  AIRLINES 

malaysiaairlines.com 


fiwest  Airlines'  WorldPerks"  and  Oelta  Sky  Miles*  frequent  tlyer  programs.  'Flights  must  originate  Irom  North  America  and  must  be  booked  by  12/31/00  with  travel  completed  by  07/31/01  Upgrades  are  subiect  to  seat  availability  at  time  ol 
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Ron  Perelman 

Revlon's  sliding  stock  price  may  have  cost 
him  more  than  his  expensive  divorces. 

Rupert  Murdoch's  News  Corp.,  where 
he  owns  23  million  ADRs.  Other  in- 
vestments, like  Golden  State  Bank  and 
Panavision,  have  languished.  Claims  to 
be  press-shy,  but  famous  for  high-pro- 
file relationships,  divorces.  Married  ac- 
tress Ellen  Barkin  this  past  summer. 


$21  billion.  Last  fall  pledged  $60  mil- 
lion to  Smithsonian  Institution  to  build 
National  Air  and  Space  Museum  annex. 
Member  since  1993. 


Preston  R.  Tisch 

$2.3  billion 

Loews.  Harrison,  N.  Y. 
74.  Married,  3  children 


Laurence  Tisch 

$1.9  billion 

Loews  Corp.  Westchester  County,  N.Y. 
77.  Married,  4  children 
Brothers,  cochairs  of  the  investment 
firm  now  run  by  sons  James  (chief  ex- 
ecutive), Andrew  (executive  commit- 
tee chairman)  and  Jonathan  (president 
of  Loews  Hotels).  Holdings  include 
CNA  Financial  (property-casualty  in- 
surer), Lorillard  Tobacco  (Newports), 
Bulova  (watches  and  clocks),  Loews 
Hotels  and  Diamond  Offshore 
Drilling.  Big  donors  at  New  York  Uni- 
versity, where  the  family  name  is  dis- 
played on  an  increasing  number  of 
buildings:  most  recently  the  Preston 
Robert  Tisch  Center  for  Hospitality, 
Tourism  and  Travel  Administration. 


Steven 
Udvar-Hazy 

$2.8  billion 

International  Lease  Finance. 
Beverly  Hills. 
54.  Married,  4  children 
Hungarian  refugee  who  arrived  in  New 
York  with  family  in  1958  at  age  13,  en- 
amored of  aviation  but  unable  to  speak 
English.  Earned  bachelor's  in  econom- 
ics from  UCLA,  got  a  pilot's  license  and 
started  aircraft  brokerage  and  consult- 
ing firm.  Pooled  $150,000  and  a  $1.7 
million  bank  loan  with  Leslie  and  Louis 
Gonda  (see)  to  start  International  Lease 
Finance  Corp  in  1973.  Went  public  in 
1983,  bought  by  AIG  in  1990.  Still  chief 
executive;  fleet  has  540  aircraft  worth 


William  Morse 
Davidson 

$2.1  billion 

Guardian  Industries.  Bloomfield 
Hills,  Mich. 

77.  Thrice  divorced,  2  children 
Dilettante  lawyer,  found  fortune  rescu- 
ing failing  businesses.  Took  over  uncle's 
interest  in  Guardian  Industries,  then  a 
near-bankrupt  windshield  fabricator. 
President  1957;  erased  debt,  developed 
architectural-flat-glass  business.  Took 
public  1968;  private  1985  in  $500  mil- 
lion LBO.  Today  smooth  sales  with 
steady  growth  in  autos  and  construc- 
tion. Owns  pro  basketball's  Detroit  Pis- 
tons; purchased  hockey's  struggling 
Tampa  Bay  Lightning  1999  from 
Arthur  Williams  (see).  Donates  to  edu- 
cational causes.  Member  since  1983. 


Arthur  Rock 

$2  billion 

Venture  capital.  San  Francisco. 
74.  Married 
Silicon  Valley  finance  pioneer  stai 
as  an  investment  banker  in  New  \| 
in  1951.  Moved  West  1961,  founl 
firm  Davis  and  Rock;  Arthur  Roc] 
1969.  First  to  use  the  term  "vent 
capital."  Legend-making  deal:  In  1) 
took  30  minutes  over  the  phont 
raise  $2.5  million  for  then-obso 
Intel.  Now  director  emeritus  at  cj 
maker,  with  a  stake  worth  $  1 .3  billl 
Other  famous  bets:  Fairchild  Semio 
ductor,  Apple.  Continues  to  invej 
high  tech,  but  wary  of  modern- 
VCs'  breakneck  speed.  President  ol 
Basic  Fund,  which  gives  scholars 
to  Bay  Area  inner-city  students.  Ml 
ber  since  1983. 


Louis  Gonda 

$2  billion 

International  Lease  Finance. 
Beverly  Hills,  Calif. 
52.  Married,  5  children 


Leslie  Gonda 

$1.8  billion 

International  Lease  Finance. 
Beverly  Hills,  Calif. 
81.  Married,  3  children 
Father  and  son.  Leslie  and  wife,  St 
survived  the  Holocaust  and  fled  I 
gary  for  Venezuela  after  the  war. 
rived  in  California  in  1963  and  invi 
in  real  estate.  Teamed  up  witlj 
Louis  and  fellow  Hungarian  St 
Udvar-Ha2y  (see)  10  years  later  to : 
International  Lease  Finance;  went 
lie  1983;  bought  by  AIG  1990.  Lesli 
mains  ILF  chairman.  Louis  now  re 
ing  father's  footsteps,  heads  real  e 
investment  firm  Lexington  Cor 
cial  Holdings,  Both  men  active  plj 
thropists.  Leslie  and  wife  support  i 
ical  research  and  American,  h 
hospitals;  also  Holocaust  museum 
monuments.  Louis'  donations  foci 
arts,  education.  Members  since  19| 
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Our  finance  and  accounting  expertise,  Leading  Process*  solutions  and  innovative 
technologies  will  help  you  identify  and  eliminate  trouble  areas  that  may  be  lurking 


Is  trouble  lurking  out  there? 


in  your  organization.  Let  us  show  you  how  back-office  outsourcing  can  help  you. 
Call  us.  1-888-588-LEAP.  Or  visit  us  at  www.leapsource.com. 


source 

Insight  for  decision-making 


TJltfailBlS_4fl(LLElNANCIlilS_ 


Herbert  A.  Allen 

$1.8  billion 

Investments.  New  York  City. 
60.  Twice  divorced,  4  children 
Fortune  derived  from  large  stake  in 
Coca-Cola,  reputation  buffed  by  media- 
centric  investment  bank  Allen  &  Co. 
Consulted  on  Seagram/MCA  merger 
1995,  Hasbro/Galoob  1996  and  Disney 
and  Capital  Cities/ ABC  in  1 995.  This  year 
put  together  deal  between  Columbia 
House  and  ailing  online  music  retailer 
CDNow,  but  it  fell  through  and 
CDNow's  share  price  plummeted.  Now 
ratcheting  down  exposure  slightly:  can- 
celed traditional  Vanity  Fair  photo  shoot 
of  his  annual  Sun  Valley  retreat,  a  media- 
titan  summit.  Inherited  investment  bank 
after  deaths  of  father  Herbert  Sr.  (1997), 
uncle  Charlie  (d.  1994).  Holds  a  $500 
million  stake  in  Coca-Cola,  and  Allen 
Holding  Company's  $1.7  billion  portfo- 
lio includes  Viacom,  AT&T,  Cisco,  Intel. 


Jackson  Stephens 

$1.6  billion 

Investment  banking,  media. 
Little  Rock,  Ark. 
77.  Twice  divorced,  2  children 
Raised  on  a  farm,  father  a  Democratic 
powerbroker.  Investment  bank  Stephens 
founded  by  older  brother  Witt  in  1 933  as 
a  vehicle  to  trade  dirt-cheap  Arkansas 
bonds.  Soon  expanded  into  municipal 
bond  and  equity  underwriting.  Jackson 
joined  1946  after  graduating  from  U.S. 
Naval  Academy.  Helped  take  Wal-Mart 
public  in  1970.  Bought  news  chain  Don- 
rey  Media  in  1 993,  sold  off  28  newspa- 
pers for  $183  million  in  1998  but  still 
owns  papers  in  Arkansas,  Las  Vegas,  else- 
where. Started  Lasvegas.com  Internet  ad- 
dress 1997,  turned  it  into  a  successful 
tourism  Web  site.  This  year  purchased 
Hawaii.com  from  a  clever  squatter. 
Stephens  invests  in  real  estate,  oil  and  gas; 
holds  16  million  share  stake  in  Alltel.  For- 
mer chairman  of  Augusta  National,  site 
of  golf  s  Masters  tourney.  Son  Warren 
running  firm  day  to  day  since  1986,  but 
responsibilities  increased  after  Jackson 
suffered  stroke  1998. 


Clemmie 
SpanglerJr. 

$1.6  billion 

Investments.  Charlotte,  N.C. 
68.  Married,  2  children 
North  Carolina  native  claims  to  struggle 
snagging  dinner  reservations  at  New 
York  City  restaurants.  "They  hear  the  ac- 
cent and  it's  over."  Prime  seats  might  be 
easier  to  come  by  if  Spangler  mentioned 
his  16  million  Bank  of  America  shares. 
Father  helped  foundering  Bank  of 
North  Carolina;  "Dick"  Jr.  helped  re- 


store. Merged  with  NCNB  1982,  ; 
named  NationsBank,  eventually  merj 
with  BankAmerica  to  form  Bank 
America.  In  his  20s  lived  near,  pla] 
touch  football  with  Hugh  McColl  (n 
BoA  chief  executive)  Edward  Crut) 
field  (now  First  Union  chief  executn 
Family  holding  company  run  by  son-i 
law,  includes  wallboard  supplier  I 
tional  Gypsum  and  venture  firm  run 
daughter  Anna.  Other  daughter  act 
in  philanthropy.  Clemmie  still  wisi 
about  11 -year  reign  as  president  ol 
North  Carolina:  "It  was  the  best  joB 
the  state."  Member  since  1990. 


JHULQHB-EJi-4.QiLl_FiMANCLl£BS_I 


Ri 


I  CI  I  I 


Rainwater 


$i.5  billion 

Investments.  Fort  Worth. 
56.  Divorced,  remarried;  3  children 
He's  been  predicting  higher  oil  prices 
since  1997  and,  after  2  years  of  record 
lows,  finally  proven  right.  Petroleum 
bets  cost  him  hundreds  of  millions  in 
recent  years;  paid  off  this  spring  when 
oil  hit  a  12-month  high  of  $34  a  barrel. 
Stake  in  troubled  Columbia/HCA  is 
also  up.  Rainwater  once  handled  Bush 
family  investments,  but  says  he  hasn't 
talked  to  George  W.  for  years,  contrary 


Steven 
Udvar-Hazy 


Henry  Kravis 

$1.5  billion 

Leveraged  buyouts.  New  York  City. 

56.  Twice  divorced,  remarried;  2  children 

George  Roberts 

$1.5  billion 

Leveraged  buyouts.  San  Francisco. 
56.  Married,  3  children 
First  cousins  run  storied  LBO  firm 
Kohlberg  Kravis  Roberts  &  Co.,  best 
known  as  barbarians  at  the  gates  in 
1989  RJR  Nabisco  deal.  But  contrary  to 


Man's  best  friend? 
For  Hazy,  it's  got  to 
be  that  AIG  stock. 


4p 


to  reports  in  the  Texas  press.  Stanford 
M.B.A.,  got  start  managing  $50  million 
Bass  family  portfolio  1970,  scored  big 
with  Disney  investment  1984.  Left  to 
manage  own  money  1986,  same  year  he 
entered  The  Forbes  400  list.  Says  he's 
retired,  isn't  very  convincing. 


1980s  raider  image,  tend  to  be  long- 
term  investors,  holding  on  to  compa- 
nies they  buy  for  an  average  of  8  years. 
First  billion-dollar  investment  made  in 
1984;  Wometco  and  Pace  Industries. 
Lower  profile  in  the  past  decade.  In- 
vested $1.2  billion  in  Bruno's  Inc.  in 


1995;  grocery  chain  declared  bi 
ruptcy  in  1998.  Most  recent  mega] 
purchased  Canadian  pharmacy  c 
Shopper's  Drug  Mart  for  $1.84  bil| 
Kravis  frequently  spotted  out 
about  in  the  Hamptons;  Roberts  ha 
to  find  in  California  Bay  area. 

Dirk  Ziff 

$1.3  billion 

Inheritance.  New  York  City. 
36.  Married,  1  child 


Robert  Ziff 

$1.3  billion 

Inheritance.  New  York  City. 
33.  Married 


Daniel  Ziff 

$1.3  billion 

Inheritance.  New  York  City. 
28.  Single 
Three  sons  of  William  Ziff  Jr., 
took  Ziff-Davis  publishing  err 
public,  expanded  into  auto,  comj 
magazines.  Sold  for  $2.1  billion  1 
Brothers  invest  proceeds  a  la 
brothers,  tapping  top  money  e 
agers  to  oversee  assets.  Ziff  Brol 
Investments  holdings  range  froi 
to  tech  outfits. 

Kenneth  Langon 

$1.3  billion 

Investments.  Long  Island,  NY. 
65.  Married,  3  children 
Buy-and-hold  investor  still  hoi 
big  stake  in  Home  Depot.  Mad 
name  in  1968  taking  Ross  Perot'si 
Electronic  Data  Systems  public  a| 
times  earnings.  Another  big  scoij 
Lilly.  Now  runs  his  own  invesri 
bank,  Invemed  Associates;  6 
holdings  include  restaurants  (Tri) 
textiles  (Unifi),  newspaper  pun 
ing  (Quipp),  Internet  (DBT  On 
Interworld),  manufacturing  (Gel 
Electric).  Charitable  donor  to: 
alma  maters,  Bucknell  and  the 
Stern  School  of  Business.  Native 
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Yorker,  Rudolph  Giuliani  fan:  was  set 
to  be  the  cofinance  chairman  for  New 
York  mayor's  aborted  Senate  bid. 

Richard  Mellon 
Scaife 

$1.2  billion 

Inheritance.  Pittsburgh. 

67.  Divorced,  remarried;  3  children 

Cordelia  Scaife  May 

$750  million 

Inheritance.  Ligonier,  Pa. 
72.  Divorced,  widowed 
Siblings,  great-grandchildren  of  Judge 
Thomas  Mellon,  founder  of  T.  Mel- 
lon &  Sons,  predecessor  of  today's 
Mellon  Bank.  Sons  Andrew  and 
Richard  B.  turned  it  into  1  of  the  3 
largest  American  fortunes  pre-WWI 
(Vanderbilt,  Rockefeller).  Richard  and 
Cordelia  inherited  fortune  in  1960s, 
but  siblings  long-estranged:  brother 
thought  sister's  husband,  Robert 
Duggan,  was  guilty  of  corruption 
charges;  sister  never  forgave  him. 
Richard  known  now  as  archconserva- 
tive,  anti-Clintonite. 

Franklin  Otis 
Booth  Jr. 

$1.2  billion 

Berkshire  Hathaway.  Los  Angeles. 
77.  Divorced,  6  children 
Great-grandson  of  Times  Mirror  Co. 
founder  Harrison  Gray  Otis.  Earned 
M.B.A.  and  engineering  degrees  from 
Stanford,  then  briefly  worked  for  the 
Mirror.  Partnered  with  Charlie 
Munger  on  a  real  estate  deal,  met  War- 
ren Buffett  1963,  invested  $1  million  in 
his  fledgling  Berkshire  Hathaway.  Now 
holds  some  18,000  shares  worth  $1  bil- 
lion. Other  investments:  Times  Mirror 
stock  up  50%  this  year  before  merging 
with  Tribune  Co.,  real  estate  includes 
2,500-acre  orange  grove,  4,000-acre 
cattle  ranch.  Avid  hunter,  plans  to  leave 
fortune  to  kids.  Member  since  1998. 


Michael  Milken 

Ex-bond  king  now  juggles  education 
ventures  and  cancer  research. 


Charles  T.  Munger 

$1.1  billion 

Berkshire  Hathaway.  Los  Angeles. 
76.  Divorced,  remarried;  8  children 
Much  less  famous,  wealthy  than  partner 
Warren  Buffett,  but  still  an  integral  part 
of  Berkshire  Hathaway.  Vice  chairman 
since  1978,  demands  number-  crunch- 
ing analysis  of  investments.  The  duo  met 
in  1959,  and  Munger  soon  began  in- 
vesting in  Berkshire.  It  was  Munger  who 
convinced  Buffett  to  buy  See's  Candy 
for  $25  million  in  1972;  See's  pretax 
profit  last  year  was  $74  million.  Outside 
of  Berkshire,  Munger  also  holds  sub- 
stantial stakes  in  discount  retailer  Costco 
Wholesale  and  legal  news  publisher 
Daily  Journal  Corp.,  where  he  is  chair- 
man. Also  chairman  of  Berkshire  sub- 
sidiaries Wesco  Financial  Corp.  (insur- 
ance, steel  service  and  real  estate)  and 


Blue  Chip  Stamps.  Plans  to  leave  hii 
tune  to  his  8  children.  With  frienc 
Booth  (see),  on  boards  of  Good  Sd 
itan  Hospital  in  L.A.  and  Harvard1 
lake  School  in  North  Hollywood. 

Peter  R.  Kellogg 

$1.1  billion 

Stock  market.  Short  Hills,  N.J. 
57.  Married 
Kellogg  makes  his  money  behini 
scenes  as  chief  executive  of  Spear, 
8c  Kellogg,  the  New  lersey-based  ii 
ment  bank  that  is  the  largest  spe< 
firm  on  the  NYSE  and  AMEX.  SL& 
more  than  400  corporate  clients  in 
ing  IBM,  America  Online,  Gillett 
Micron  Technology.  Also  a  well-ki 
Nasdaq  marketmaker  which  trade 
million  shares  per  day,  an  average  < 
of  the  market's  trade  volume.  J 
Leeds  founded  in  1931,  father  Jan 
Kellogg  III  became  partner  in  j 
Eventually  took  control  of  the 
passed  reins  to  his  son  1973.  Kellog 
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sonal  portfolio  worth  more  than  $100 
million,  includes  obscure  names  like 
Nam  Tai  Electronics  (manufactures  giz- 
mos for  Texas  Instruments  and  Sharp), 
the  Advest  Group  (brokerage),  and 
Thousand  Trails  (campground  owner). 


Vinod  Khosla 

$1  billion 

Venture  capital.  Menlo  Park,  Calif. 
45.  Married;  4  children 
Founded  two  tech  firms — one  of  which 
was  Sun  Microsystems — before  age  30, 
then  retired.  Started  second  career  at 
Silicon  Valley  venture  firm  Kleiner 
Perkins,  where  he  specialized  in  fund- 
ing telecom,  networking  giants:  Juniper, 
Cerent,  Redback  Networks,  Corvis. 
Raised  in  New  Delhi;  undergrad  degree 
at  India's  Institute  of  Technology. 
Earned  biomedical  master's  from 
Carnegie  Mellon,  M.B.A.  from  Stan- 
ford. Also  cofounded  Daisy  Systems,  an 
electronic  design  company.  Went  on  to 
cofound  Sun  with  fellow  Stanford  alum 
Scott  McNealy  (see)  in  1982,  took  pub- 
he  1986,  joined  Kleiner  1987.  Dealmak- 
ing  schedule  leaves  little  time  to  talk; 
declined  our  interview  request  via 
hastily  typed  e-mail. 


L.  John  Doerr 

$1  billion 

Venture  capital.  Menlo  Park,  Calif. 
49.  Married 

Once  described  Silicon  Valley  boom  as 
the  "greatest  legal  creation  of  wealth 
that's  ever  occurred  on  this  planet." 
As  the  venture  capitalist  behind  many 
of  the  Valley's  highfliers,  got  a  big 
piece  of  the  wealth  himself.  St.  Louis 
native  earned  electrical  engineering 
master's  from  Rice  University,  M.B.A. 
from  Harvard.  Holds  patents  for  com- 
puter memory  devices  invented  while 
an  engineer  at  Monsanto.  Joined  Intel 
sales  force  1974,  signed  on  with  ven- 
ture firm  Kleiner  Perkins  1980.  Big 
wins  include  Sun  Microsystems,  Com- 
paq, Netscape,  Lotus  and  Amazon. 
More  recent  ventures  include  backing 
Elance.com,  an  online  exchange  for  re- 
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motely  delivered  Internet  services;  and 
online  financial  advisor  MyCFO.  Co- 
founded  AtHome  Network  with 
Thomas  Jermoluk,  who  recently 
joined  Kleiner  Perkins  after  leaving  his 
post  as  chairman  at  ExciteAtHome. 
Also  helped  convince  ex-Oracle  exec 
Ray  Lane  (see)  to  join  the  firm. 


Jerome  Kohlberg 

$1  billion 

LBOs,  Investments.  Mount  Kisco,  N.Y. 
75.  Married,  4  children 
Mentored  2  cousins  Henry  Kravis  and 
George  Roberts  (see)  when  all  3  were 
at  Bear  Stearns.  The  trio  left  to  form 
Kohlberg  Kravis  Roberts  1976,  which 
became  biggest  player  in  1980s  LBO 
boom.  Kohlberg  struck  out  on  his 
own  1987,  formed  Kohlberg  &  Co.  Re- 
tired in  1994,  leaving  the  firm  in  the 
hands  of  his  son  James.  Since  started 
the  Campaign  for  America,  which 
spends  more  than  $1  million  a  year 
lobbying  Congress  to  reduce  the 
power  of  "soft  money,"  but  isn't  op- 
posed to  giving  money  himself:  has 
donated  555,500  to  68  candidates  and 
party  committees  since  1996,  primar- 
ily to  Democrats. 


Nelson  Peltz 

$900  million 

LBOs.  Bedford,  N.Y.,  Palm  Beach,  ij 
58.  Divorced,  remarried;  8  children 
With  partner  Peter  May,  current  o' 
of  well-traveled  Snapple.  Bough 
$310  million  1997,  tried  to  take  b* 
age  company  private  last  year,  the 
lented  after  shareholders  in  his  T 
holding  company  balked.  Now  tt 
to  take  it  public,  though  shareho 
seem  unimpressed.  Wharton  dro| 
built  up  family  food  business  b« 
selling  out  1978.  With  May,  bough 
angle  Industries,  National  Can,  At 
can  Can,  using  lots  of  debt.  Soh 
S800  million.  Member  since  1989. 


Malcolm  Chace  II 

$870  million 

Berkshire  Hathaway.  Providence,  F& 
65.  Married,  3  children 
Ancestor  Oliver  Chace  founded  1 
shire  textile  mill  in  1806  in  Provid 
R.I.  Father  Malcolm,  Berkshire  r. 
dent,  oversaw  the  merger  with  I 
away  in  1955.  Buffett  took  over 
Young  Malcolm  inherited  a  seat  a 
board,  but  his  interests  have  stray* 


My  Money's  in  Turnaround 


Moviemaking  is  a  notoriously 
bad  investment.  But  if  you've 
got  Forbes  400  money,  you 
can  afford  to  drop  millions  on  a  film 
without  expecting  any  returns— at  least 
the  financial  kind.  New  lister  Roger 
Marino  has  already  lost  $42  million  in 
the  3  years  he  owned  hockey's  Pitts- 
burgh Penguins.  Now  he's  taking  a  shot 
at  film  production,  investing  $4  million 
in  a  romantic  comedy  about  an  Ameri- 
can football  coach  in  Italy.  "I  heard  you 
can  lose  a  lot  of  money  doing  that,  too." 

FedEx  founder  Frederick  Smith's 
Alcon  Entertainment  has  had  a  mod- 
est hit— My  Dog  Skip  earned  some 
nice  reviews  and  a  few  box  office  dol- 
lars—but nothing  that  he's  bragging 
about:  his  name  doesn't  appear  on  the 


credits.  Broadcast.com  founde 
Dallas  Mavericks  owner  Mark  C 
is  less  modest.  He's  helping  to  p 
a  movie  starring  comedian 
Tucker,  on  the  condition  that  h 
5  of  his  basketball  team's  playe 
some  screen  time. 

Sometimes  film  investors  lose 
than  just  money.  Charles  Sii 
ended  up  in  a  messy  legal  battle 
he  put  $13  million  in  a  film  direc- 
Evi  Quaid,  the  wife  of  actor  F 
Quaid.  That  earned  the  rec 
Microsoft  software  architect  mon 
licity  than  he  was  bargaining  for 
of  it  unflattering.  Lesson  learne 
monyi  says:  He  swears  he'll  nev 
vest  in  celluloid  again.  "You  carl 
on  that."  —Victoria  M 


COLLIERS 

INTERNATIONAL 


305  Harrison  Street 


•  Price:  Not  currently  on  market 


Prevailing  market  rates:  $36/  sq.  ft. 


•  Close  to  high  traffic  thoroughfares 


•    1  55  RAINY  DAYS/  YEAR 


•  Lightning  hazard 


•  Recommendation:  Review 


Success  starts  right  where 
you're  standing. 


It's  true,  Colliers  International  is 
a  global  commercial  real  estate 
firm.  But  we  got  that  way  by 
making  your  local  market  our 
primary  concern.  And  we'll  stay 
that  way  by  maintaining  that 
focus.  We've  assembled  a  team 
of  the  most  accomplished 
real  estate  professionals,  and 
we've  developed  the  technology 
to  help  them  implement  their 
skills  where  it  matters  to  you 
most:  right  where  you  are. 


Global  breadth.  Local  depth. 


Commercial  Real  Estate  Services  Worldwide 


Colliers  International  USA  Headquarters 
Boston,  Massachusetts 
617  722  0221 
www.colliers.com 
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WHEN  EMPLOYEES  ARE  HAPPY  WITH  THEIR  401  (K)  PLANS,  IT  SHOWS.  They  work  harder 
and  stay  wirh  you  longer.  We  should  know.  As  the  nation's  401(k)  leader,  we've 
been  helping  growing  businesses  and  their  employees  secure  their  financial  futures  for  over 
50  years.  No  wonder  more  companies  choose  The  Principal'"  for  their  401(k)  plans*  Investment 
options,  recordkeeping,  loan  services,  plan  member  education  and  asset  allocation-we've 
got  what  you  need,  plus  personalized  service  and  local  support  to  make  the  process  easy.  What's 
not  to  love?  If  you'd  like  to  hear  what  a  401(k)  plan  from  The  Principal  can  do  for  your 
employees,  call  1-800-986-3343  (ext.  80080).  One  of  our  representatives  will  be 
happy  to  help,  no  matter  what  you're  wearing. 

^Financial 

WE     UNDERSTAND    WHAT     YOU'RE     WORKING     FOR      W  Group 


O2000  Princip.il  Life  Insurance  Company.  Des  Moines.  IA  50392.  Products  and  services  offered  through  Principal  Life  Insurance  Company  (The  Principal*),  its  subsidiaries  Jnd  affilia 
Pnncor  Financial  Services  Corporation  (member  SIPC).  *CFO  Magazine,  Apnl/May2000,  based  upon  total  plans  served  in  1999  by  insurance  companies,  banks  and  investment  firms. 


.  Mutual  funds  distributed  thl 


textiles.  Started  up  Bank  Rhode 
1  with  partner  Merrill  Sherman  in 
by  snapping  up  12  former  Fleet 
:hes.  Now  public,  deposits  up 
Also  chairman  of  Mossberg  In- 
ies  (wire  reel  manufacturer)  and 
ipal  at  Point  Gammon  Corp.  (pri- 
isset  management  firm).  "Kim" 
rife  Elizabeth  donate  to  local  Prov- 
e  charities.  Member  since  1996. 


chael  Milken 

i  million 

'merits.  Los  Angeles, 
'arried,  3  children 

evolutionary  change  in  finance  by 
ng  junk-bond  market,  now  trying 
the  same  thing  to  education,  using 
eb.  With  brother  Lowell  and  Oracle 
Larry  Ellison  (see),  owns  Knowl- 
Universe,  a  holding  company/edu- 
for  more  than  40  outfits.  First  spin- 
•nsulting  unit  Nextera,  went  public 
;ar;  stock  got  poor  grades.  Milken 
evotes  time,  money  to  prostate  can- 
search;  own  cancer  in  remission. 


Through  his  CapCure  Foundation  sells 
two  cookbooks  of  recipes  he  says  can  help 
fight  or  prevent  cancer.  Vilified  in  press  as 
greed  incarnate  while  creating  Drexel 
Burnham  junk-bond  empire  in  1980s; 
sent  to  jail,  fined  more  than  $1  billion. 
Treated  more  favorably  in  retrospect. 
Member  since  1986. 


Investments.  Dallas. 

65.  Twice  divorced,  remarried;  6  children 
Gained  notoriety  in  March  after  pay- 
ing $2.5  million  for  ads  attacking  Sen. 
John  McCain  during  presidential  pri- 
maries. Spent  previous  3  decades  in  rel- 
ative anonymity  investing  in  everything 
from  energy  companies  to  arts  and 
crafts  stores.  Parents  ran  newspaper  in 
Delhi,  La.  Sam  cleaned  presses,  sold  ads. 
Followed  brother  Charles  to  Louisiana 
Tech:  "We  did  everything  together." 
Worked  at  IBM,  Honeywell.  Founded 
supercomputer  operator  University 
Computing  with  $1,000  1963;  $57  mil- 


THE  FORBES  400  FINANCIERS 

lion  sales  by  1968.  Added  investments 
in  insurance,  oil,  Bonanza  steak  houses. 
Failure  of  Datatran  data-transmission 
venture  staggered  his  holding  company; 
SEC  alleged  he  made  payments  to  in- 
vestors who  bought  company  bonds 
and  kept  company  afloat.  Settled  fraud 
charges  out  of  court  1979.  Bought  con- 
trolling interest  in  arts  and  crafts  chain 
Michaels  Stores  1982;  added  indepen- 
dent directors  after  criticism  from  ac- 
tivist Calpers  pension  fund.  Founded 
Sterling  Software  1982,  later  spun  off 
B2B  play  Sterling  Commerce.  Public 
documents  show  he  netted  $114  mil- 
lion when  he  sold  both  this  year,  but 
rumored  to  have  cleared  much  more 
through  hidden  trusts.  Other  holdings 
include  hedge  funds,  Maverick  Capital 
($5  billion  assets),  and  Ranger  Capital 
($300  million).  Claims  to  have  invested 
more  than  $100  million  in  Green- 
mountain.com,  a  supplier  of  "environ- 
mentally friendly"  energy.  Owns  Col- 
orado ranch  next  to  brother's.  "We've 
kept  it  close  to  the  way  God  and  the 
farmer  left  it." 


Sam  Wyly 

$750  million 


Ml//. 


E  R  T  ISING  SECTION 


^  Opportunity  is  the  one  word  th 
comes  to  mind  when  I  reflect  on 
the  blessings  I  received  through  rr 
affiliation  with  the  Jackie  Robinsoi 
Foundation  [JRF].  In  addition  to 
obtaining  a  quality  education,  I  als 
learned  the  importance  of  giving 
my  time  and  energy  to  support  nr 
community  and  to  help  give 
opportunities  to  others.  " 

—  Lisa  Farrow,  Pace  University  '88 
JRF  College  Scholarship  Recipient 


ackie  Robinson  Foundation 


Preparing  America's  Future  Leaders 


by  Linda  Medley 


merica  remembers  Jackie  Robinson  as  a  legendary  baseball  player.  As  a  member  oft 
J  m  Brooklyn  Dodgers,  he  became  a  genuine  American  hero  in  1947  when  he  broke  t 
m      m  color  barrier  that  existed  in  Major  League  Baseball.  Throughout  his  life,  he  used  \ 
position  to  help  ensure  African-Americans  received  full  equality  in  all  aspects  of  life.  His  ferve 
belief  became  "A  life  is  not  important  except  in  the  impact  it  has  on  other  lives." 

It's  obvious  that  Jackie  had  an  impact  on  Lisa's  life.  She  is  just  one  of  hun- 
dreds of  young  people  whose  lives  have  been  enriched  by  their  experiences 
as  recipients  of  JRF  college  scholarship  awards  and  as  a  JR  Scholar. 
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TIL  SOMEBODY  INVENTS  THE  ZERO-MAINTENANCE 
I,  THIS  WILL  HAVE  TO  DO. 

yned  the  new  Impala  to  look  after  itself.  So  you  can  concentrate  on  a  great  drive.  Standard  features  include  long-life 
ssion  fluid,  battery- rundown  protection,  tubed- far-life  chassis  and  extended- life  enaine  coolant*  And  it  will  go  up  to 
1  miles  before  its  first  scheduled  spark  plug  replacement*.  In  short,  it  was  designed,  engineered  and  built  to  be  carefree. 
f.  And  rediscover  the jog  of  driving.  Call  1-877-4-IMPALA  or  visit  chevrolet.com  for  more  information. 


THE  NEW  CHEVY  IMPALA 

Let 's  qo  for  a  drive. 
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Jackie's  Legacy  Continues 

Following  Jackie's  untimely  death  in 
1972,  Rachel  Robinson  founded  the 
Jackie  Robinson  Foundation  in  1973  to 
continue  her  husband's  legacy  and  his 
commitment  of  "giving  back."  JRF  awards 
four-year  college  scholarships  of  up  to 
$6,000  a  year  to  high  school  seniors 
so  they  may  attend  any  accredited  col- 
lege or  university.  Jackie  believed  edu- 
cation helped  level  the  playing  field  and 
could  open  doors  of  opportunity  to  all. 

The  JRF  Education  and  Leadership 
Development  Program  (ELDP)  supports 
Jackie's  legacy  by  preparing  talented 
minority  youth  for  future  roles  as 
leaders  in  an  increasingly  global  and 
technical  marketplace  and  as  well-edu- 

The  Dun  &  Bradstreet 
Corporation 

D&B  is  committed  to  working  with  the 
Jackie  Robinson  Foundation  (JRF)  and 
providing  deserving  students  with  the 
opportunity  to  attend  the  college  of 
their  choice.  In  addition  to  supporting 
scholarship  awards  for  four  students 
annually,  D&B  executives  are  actively 
involved  in  a  plethora  of  JRF  activities, 
including  fundraising,  mentoring  and 
the  JRF  Chase  Golf  Classic  in  the 
Metro  New  York/ New  Jersey  area. 

"D&B  is  extremely  proud  to  be  a 
part  of  a  program  that  continues 
Jackie's  legacy  of  'giving  back,'"  says 
William  F.  Doescher,  senior  vice  presi- 
dent and  chief  communications  officer 
of  The  Dun  &  Bradstreet  Corporation 
and  a  member  of  the  JRF  Board  of 
Directors  and  Executive  Committee. 
"JRF  does  indeed  make  a  difference  in 
preparing  young  people  for  successful 
participation  in  the  unlimited  opportu- 
nities America  has  to  offer."  J 


cated  advocates  for  social  change. 
Chesebrough-Ponds  (now  Unilever  Home 
&  Personal  Care-USA)  funded  the  first 
scholarship  in  1973.  Since  that  time, 
JRF  has  awarded  more  than  700  schol- 
arships and  maintained  an  impressive 
graduation  rate  of  92%.  This  fall,  234 
JR  Scholars,  receiving  more  than  $1 
million  of  scholarship  support,  are 
attending  70  colleges  and  universities 
throughout  the  nation. 

With  a  distinguished  Board  of  Direc- 
tors that  keeps  Jackie's  message  before 
people  who  can  make  a  difference,  over 
the  years  JRF  has  garnered  support  from 
more  than  300  of  America's  leading 
foundations,  individuals  and  corpora- 
tions. Companies  such  as  Chase  Man- 
hattan Bank,  The  Dun  &  Bradstreet  Cor- 
poration, General  Electric,  Texaco  and 
General  Motors  understand  a  diverse 
work  force  is  crucial  to  their  success  and 
support  JRF's  commitment  in  this  area 
by  funding  JRF  events  and  the  ELDP  in 
addition  to  establishing  scholarships. 

JRF  Program  Prepares  Future  Leaders 

While  grateful  for  the  funds  it  receives, 
JRF  recognizes  that  students  need  far 
more  than  money  in  order  to  reach  their 
full  potential  as  Scholars  and  leaders. 
The  ELDP  considered  a  key  component 
of  the  JR  Scholar  experience,  includes: 

•  Mentoring  Program  —  Scholars  are 
matched  with  members  of  the 
regional  JRF  Scholarship  Selection 
Committees  and  JRF  alumni  who 
give  guidance  through  their  college 
years  and  beyond. 

•  JR  Scholars  Networking  Weekend  — 
A  conference  held  in  New  York  City 
for  all  JR  Scholars  from  across  the 


www.jackierobinson.org 


f  Chevrolet 

When  the  name  of  a  great  man 
mentioned,  one  immediately  thinks 
his  character,  his  temperament  ai 
how  his  example  affected,  evi 
improved,  the  lives  of  those  who  en 
lated  him.  Jackie  Robinson  is  suck 
name.  Chevrolet  salutes  the  orga 
zation  that  keeps  his  proud  lega 
alive,  the  Jackie  Robinson  Foundatii 
Its  passionate  dedication  to  provid 
minority  youth  with  quality  educat 
has  been  unwavering  for  27  years, 
the  foundation  continues  to  extend 
helping  hand,  the  future  leadersi 
tomorrow  will  follow  in  the  footste 
of  the  great  men  who  led  the  wj 
Men  like  Jackie  Robinson. 

country  to  participate  in  leadersh 
development  and  career  workshop 

•  Internship  Program  —  Working  wil 
corporations  and  businesses,  JP 
provides  Scholars  with  opportun 
ties  for  valuable  work  experience] 

•  Recognition  for  Achievement  —  I 
gives  the  Ralph  E.  Ward  Incenti' 
Award  of  $10,000  to  the  gradua 
ing  JR  Scholar  submitting  the  hig 
est  cumulative  grade-point  averaj 
and  the  Spike  Lee  Youth  Motivatii 
Award  of  $1,500  for  the  most  inr 
vative  JR  Scholar  community  s» 
vice  project. 

JRF  is  encouraged  by  its  success 
over  the  last  27  years.  Starting  sm 


Texas  Ranger  Royce  Clayton  (right),  t 
active  Major  League  Baseball  play< 
endow  a  JR  Scholar,  meets  David  Rol 
(left)  and  JR  Scholars. 
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"  and  Goldman  Sachs  ring  the  opening 
II  of  the  New  York  Stock  Exchange  to 
lounce  their  partnership  for  education. 

rith  just  one  Scholar,  today  it  is  building 
solid  base  on  which  to  thrive  in  the 
list  century.  JRF  has  raised  $6  million 
f  a  $12  million  endowment  campaign 
lat  will  continue  for  the  next  two  years, 
ndowed  scholarships  (awarded  in  per- 
etuity  with  contributions  of  $125,000) 
.imped  from  one  in  1997  to  a  total  of 
.7  in  2000.  The  late  John  F.  Kennedy, 
r.  and  his  sister,  Caroline  Kennedy 
■chlossberg;  basketball  legend  Michael 
Drdan  and  his  wife,  Juanita;  New  York 
ankees  shortstop  Derek  Jeter;  and 
PMG  recently  established  endowed 
cholarships  to  help  ensure  that  JRF  is 
ble  to  assist  more  students. 
And  the  need  has  never  been  greater, 
he  cost  of  a  college  education  climbs 
very  year.  The  projected  average  one- 
Ijar  cost  for  a  resident  student  at  a 
nvate  college  in  the  year  2005  is 
35,658  at  an  assumed  inflation  rate 
r  just  6%*.  Without  financial  assis- 
|nce,  the  dreams  of  too  many  stu- 
pnts  will  go  unrealized,  and  their 
>tential  will  be  left  undeveloped.  JRF 
jceives  approximately  50  applica- 
4ns  for  every  one  scholarship  funded. 
Iriile  the  new  freshman  class  of  68 
I  Scholars  is  the  largest  ever  for  JRF, 
je  Foundation  continues  to  reach 
lit  to  others  to  become  part  of  the 
F  "family,"  and  many  have  answered 
I  call. 


Always  a  Part  of  the  "JRF  Family" 

Scholars  remain  involved  with  JRF  even 
after  they  receive  their  degree.  The 
Jackie  Robinson  Foundation  Alumni 
Association  is  a  growing  organization  of 
400  JR  Scholars  who  give  their  time, 
expertise  and  money  to  help  JRF's  mis- 
sion. "Once  a  JR  Scholar,  always  a  JR 
Scholar"  is  their  motto.  They  can  be 
counted  on  to  be  volunteers,  act  as 
"buddies"  to  current  Scholars  and  lend 
their  professional  expertise  when 
needed.  The  Alumni  Association  began 
a  fundraising  campaign  in  the  fall  of 
1999  to  support  its  own  JR  Scholar. 
Already  ahead  of  its  fundraising  sched- 
ule, the  "alums"  expect  to  establish  a 
JRF  scholarship  by  2003. 

JRF  recently  celebrated  its  ultimate 
"give-back"  story.  Selected  as  a  JR 
Scholar  in  1985,  Daron  Campbell  went 
on  to  earn  a  degree  in  economics  from 
UCLA  and  later  worked  there  as  a 
development  officer,  soliciting  major 
donations  for  the  university.  Now  pres- 
ident of  the  Apartment  Sales  Group,  a 
division  of  ReMax  Commercial  Real 
Estate,  this  fall  he  was  the  one  making 
a  major  donation  ...  to  JRF.  Calling  it 
"my  dream  come  true,"  Daron,  in  part- 
nership with  the  Foundation,  became 
the  first  JRF  alumnus  to  sponsor  a  JR 
Scholar.  The  Scholar,  Christian  Jahromi, 
of  course,  is  attending  UCLA. 

Katharine  Graham,  former  publisher 
of  The  Washington  Post  and  honoree 
this  year  along  with  Michael  Jordan  at 
JRF's  26th  Annual  Robie  Awards  Dinner, 
summed  up  the  Foundation's  impor- 
tance during  her  remarks:  "My  father 
always  told  me  and  my  siblings  that  the 
only  things  that  matter  in  life  are  health 


and  education.  The  Jackie  Robinson 
Foundation  satisfies  half  that  equation. 
I  believe  that  means  you're  batting 
.500." 

That's  a  batting  average  Jackie  would 
be  proud  of. 

♦Source:  The  College  Board 

Linda  Medley  lives  in  New  York  City 
where  she  is  president  of  Medford  Com- 
munications, Inc.,  a  public  relations  firm 
whose  clients  have  included  AT&T, 
Revlon,  the  YMCA  of  Greater  New  York 
and  the  Jackie  Robinson  Foundation. 


Jackie  Robinson 
Foundation  "Stats" 

The  Jackie  Robinson  Foundation  is  a 
public,  not-for-profit  organization  that 
provides  four-year  college  scholar- 
ships, and  education  and  leadership 
development  opportunities  for  high 
school  students  of  color  with  strong 
capabilities  but  limited  financial 
resources. 

•  234  JR  Scholars  are  receiving 
more  than  $1  million  in  scholar- 
ship support  for  2000-01. 

•  JRF's  graduation  rate  is  92%,  the 
highest  among  comparable  pro 
grams  in  the  country. 

•  More  than  300  corporations,  orga- 
nizations and  individuals  have  part- 
nered with  JRF. 

Save  the  Dates! 

•  March  12,  2001,  27th  Annual  JRF 
Awards  Dinner,  New  York,  NY 

•  June  24,  2001,  38th  Annual  JRF 
"An  Afternoon  of  Jazz,"  Norwalk,  CT 

•  July  16,  2001,  8th  Annual  JRF 

Golf  Classic,  Los  Angeles,  CA 
For  more  information,  call  JRF  at 
(212)  290-8800. 


www.jackierobinson.org 


Proud  sponsor  of 


The  //ackie  Robinson 
^  Foundation 


Education  is  our  pitch 


whether  he's  White  ? 
Or  African  American? 

whether  she's  Asian? 
Or  Hispanic? 

whether  he's  Straight? 
Or  Gay? 

Not  at  Dun  &  Bradstreet. 

We  believe  people's  differences  are 

our  strengths,  their  ideas  our  assets. 

The  infinite  potential  of  the  human  being-we  see  it  in 
everyone  who  works  at  Dun  &  Bradstreet  and  Moody's 
Investors  Service.  Because  we've  seen  great  ideas  come 
from  the  most  junior  person  on  the  team.  From  a  telecom- 
muting parent.  From  people  of  every  religion,  culture  and 
background.  It  just  makes  good  business  sense:  a  company 
where  people  feel  included  and  valued  is  a  company  that 
is  ready  to  solve  its  customers'  business  challenges.  We're 
always  striving  to  be  a  better  company  to  work  for,  and  a 
better  company  to  do  business  with.  That's  what  matters 
at  The  Dun  &  Bradstreet  Corporation. 


Visit  our  Web  site  at 


www.dnbcorp.com  The  Dun  &  Bradstreet  Corporation 

or  call  908-665-5854 


ie  boys  behind  the  PCs  —  the  digital  era's  original  new,  new  things  —  don't  get 
b  same  kind  of  attention  anymore.  A  couple  of  newcomers  had  a  hand  in  that. 


:hael  Dell 


lion 

tpmputer.  Austin,  Tex. 
nrried,  4  children 

I  the  inevitable  slowdown  in  PC 
rying  to  move  beyond  the  box-sell- 
jsiness.  New  online  strategy  has  Dell 
I  Internet  servers,  services  and  data 
^devices.  Also  using  the  company's 


venture  capital  arm  as  a  hedge:  Dell  Ven- 
tures has  pumped  $1  billion  into  both 
fledgling  private  companies  and  estab- 
lished Internet  businesses.  But  Dell  still 
the  U.S.'  largest  computer  seller;  PC  sales 
make  up  58%  of  $25  billion  revenues. 
Dell  himself  doesn't  bet  everything  on 
the  company  he  founded  in  1984.  In  July 
sold  7.6  million  shares,  worth  $372  mil- 
lion. Perhaps  proceeds  went  into  MSD 


Capital,  his  own  VC  firm.  Won't  discuss 
personal  investing  strategy,  but  some 
public  picks  provide  insight:  seems  partial 
to  Dell-like  direct-to-customer  retailers 
like  auto  retailer  CarsDirect.com,  office- 
supply  retailer  Works.com.  Haggled  with 
the  assessors  over  the  value  of  his  Austin- 
area  home  for  two  years,  but  not  neces- 
sarily a  penny- pincher.  Reportedly  paid 
$4  million  above  the  $18  million  asking 
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price  for  a  Manhattan  duplex  in  March. 
Started  sales  career  peddling  newspapers 
in  high  school,  moved  on  to  PC  sales 
in  college.  Dropped  out  to  start  Dell 
Computer. 

Henry  Nicholas  III 

$10  billion 

Broadcom.  Laguna  Hills,  Calif. 
42.  Married,  3  children 

Henry  Samueli 

$10  billion 

Broadcom.  Newport  Beach,  Calif. 

46.  Married,  3  children 

Cofounders  of  chipmaker  met  while 


working  at  TRW's  chip-design  division 
16  years  ago.  Samueli  left  TRW  to  be- 
come an  electrical  engineering  profes- 
sor at  UCLA,  Nicholas  followed,  signed 
on  as  Samueli's  first  Ph.D.  student.  The 
two  Henrys  later  worked  together  at 
digital  equipment  maker  PairGain 
Technologies.  Left  PairGain  in  1991  to 
form  Broadcom:  makes  chips  that  en- 
able high-speed  broadband  communi- 
cations between  networking  products 
like  set-top  boxes,  cable  modems,  wire- 
less devices.  Samueli  oversees  technol- 
ogy, hard-driving  Nicholas  CEO:  sleeps 
3  hours  a  night,  books  meetings  into 
the  wee  hours,  pumps  iron  to  bulk  up 
his  6-foot-6  frame.  Public  1998.  Now 
$56  billion  market  cap.  Despite  compe- 


tition from  industry  giants  Lucem 
Intel,  landed  customers  like  C 
3Com,  Motorola.  High-priced  shai 
nanced  8  acquisitions  since  Febr 
Nicholas:  "We  want  our  chips  in 
phone,  every  cable  box  and  every 
working]  switch."  Partners  fond 
pensive  toys;  also  donate  mom 
local  charities,  educational  institul 
including  $50  million  to  Samueli's 
mater  U.  of  California. 

William  Hewlett 

$9  billion 

Hewlett-Packard.  Portola  Valley,  C 
87.  Widowed,  remarried; 
5  children,  5  stepchildren 
Archetype  Silicon  Valley  entrepre 
Founded  PC  maker  in  1939  wit 
low  Stanford  crony  David  Packai 
1996)  in  Palo  Alto  garage.  Coir 
decided  order  of  company  name; 
lie  1957.  Hewlett  held  chief  exec 
post  (1969-78);  pioneered  decei 
ized  corporate  culture.  Retired  in 
but  returned  3  years  later 
Packard  to  cut  red  tape  and  ii 
ciencies  at  the  company.  HP  ba 
good  hands  under  ex-Lucent 
Carly  Fiorina;  revenues  up  8%.  / 
philanthropist;  donates  mon 
alma  mater  Stanford  and  to  ce 
California  communities. 

Theodore  Waitt 

$8.4  billion 

Gateway.  San  Diego. 
37.  Married,  4  children 
Ponytailed  college  dropout  st 
Gateway  with  brother  Norm  (s 
father's  Iowa  barn  1985.  Cone 
motto:  "Keep  it  personal,  make  i 
pie."  Became  country's  second-1 
direct  marketer  of  PCs;  o 
shipped  in  Holstein-spotted  t 
Now  countering  inroads  by  Co 
and  Dell  with  350  Gateway  Co 
stores  that  showcase  Gateway 


Donna  Dubinsky 

Handspring  cofounder  hopes  custom 
keep  reaching  for  her  new  Visor  PDA 


186     FORBES*  October  9,  2000 


AETHER'S 


WIRELESS  E-COMMERCE  SOLUTIONS 

ARE  TURNING  SALES  TEAMS  INTO  24/7,  365-DAY 


SALES  FORCES. 


r 


r 


The  same  company  that's  leading  the 
way  in  connecting  handheld  devices  to 
real-time  information  across  any  network 
is  also  creating  a  world  where  wireless 
workforces  are  setting  new  standards  in 
productivity.  Aether's  wireless  end-to-end 
solutions  are  revolutionizing  healthcare, 
education,  finance,  public  services, 
commercial  transactions,  and  safety. 
Welcome  to  the  wireless  age.  It's  here. 
It's  now.  And  it's  powered  by  Aether. 


AETHER 


:4      Wireless  Solutions  for  a  Portable  Planet 


1  HE  TOKBLLAM  •  B.Y.TESL&  BQXES_ 


ucts.  Looking  for  fatter  margins  with 
higher  profit  lines  like  Web  services, 
computer  training.  Ted  stepped  down 
as  president  in  December;  remains 
chairman.  Recently  took  a  seat  on  the 
board  of  12  Entrepreneuring,  a  new 
business-building  company  started  by 
ex-CNET  chief  Halsey  Minor  and  Sci- 
ent  founder  Eric  Greenberg. 

Scott  McNealy 

$3.5  billion 

Sun  Microsystems.  Palo  Alto,  Calif. 
45.  Married,  3  children 
Sun  Microsystems  chief  founded 
company  with  Stanford  chum  Vinod 
Khosla  (see)  in  1982.  Corporate 
mantra:  "The  network  is  the  com- 
puter." Philosophy  benefiting  from 
close  ties  to  Internet-based  applica- 
tions; stock  up  190%  in  the  past  year. 
Sales:  $15.7  billion.  Hockey  player, 
takes  his  killer  instincts  with  him  off 
the  ice.  Openly  criticizes  competition 
(IBM,  Hewlett-Packard,  Microsoft)  in 
executive  editorials  on  Sun's  Web  site. 
Plays  hardball  when  customers  want 
to  defect.  During  Microsoft  antitrust 
trial  referred  to  Bill  Gates  as  "the  most 
dangerous  and  powerful  industrialist 
of  our  age."  Also  calls  him  the  "Ginger 
Rogers  of  the  computer  industry" — 
always  following  others'  leads.  Sun's 
best  known  for  network  servers,  but 
recently  acquired  Star  Division  to  beef 
up  its  software  applications.  Offers 
word  processing,  spreadsheets,  pre- 
sentation files  for  free  on  the  Web, 
helped  by  versatile  programming  lan- 
guage Java.  Also  preparing  to  launch 
new  high-end  supercomputer  code- 
named  Serengeti. 

„vnV1""-, 


James  Kim 


$2.7  billion 

Microchips.  Gladwyne,  Pa. 

64.  Married,  3  children 

Son  of  H.S.  Kim,  owner  of  Korean 

chip  manufacturer  Anam  Industrial. 

James  came  to  U.S.  1955,  earned  his 

bachelor's  and  master's  in  economics 

at  U.  of  Pennsylvania.  Started  out 


teaching  economics  at  Villanova,  but 
with  dad's  assistance  started  Amkor 
Technologies  1968  to  serve  as  market- 
ing arm  for  Anam  Industrial.  Evolved 
into  chip  testing,  packaging,  went 
public  1998;  now  $2  billion  sales. 
Asian  economic  collapse  of  late  1990s 
turned  the  tables:  in  May  Amkor 
bailed  out  parent  company  by  pur- 
chasing three  Anam  packaging  plants 
and  an  equity  stake  for  $1.4  billion. 
Side  venture:  Electronics  Boutique,  re- 
tail chain  started  by  wife,  Agnes,  who 
started  out  selling  watches  and  calcu- 
lators from  a  King  of  Prussia,  Pa.  mall 
kiosk  1977.  Also  went  public  in  1998 
with  James  as  chairman;  has  more 
than  600  stores,  sales  of  $768  million. 

William  Morean 

$2.6  billion 

Jabil  Circuit.  St.  Petersburg,  Fla. 
45.  Divorced,  remarried;  3  children 
At  22  bought  51%  of  one-client  com- 
pany for  $100,000  from  father  Bill, 
who  started  the  computer  equipment 
manufacturer  out  of  Detroit  garage  in 
1966.  Turned  it  into  major  player  in 
electronics  manufacturing  outsourc- 
ing business.  First  swept  floors  at  dad's 
shop;  left  for  Western  Michigan  U.  to 
earn  a  pilot's  license.  Sought  adven- 
ture as  Alaska  bush  pilot;  came  back 
1977.  First  coup:  $12  million  contract 
with  General  Motors.  An  enviable  cus- 
tomer list  has  included  Cisco,  Dell, 
Hewlett-Packard,  Nortel,  Ascend 
Communications.  This  year  earnings, 
sales  up  more  than  50%.  "Who'd  have 
thunk  that  this  business  would  gener- 
ate such  value?" 

Richard  Egan 

$2.6  billion 

EMC  Corp.  Hopkinton,  Mass. 
64.  Married,  5  children 
EMC  controls  30%  of  booming  data- 
storage market  and  stock  is  growing 
accordingly:  up  195%  in  past  year. 
Used  it  to  buy  Data  General  last  year 
for  $1.1  billion.  Worked  at  Honeywell, 
Lockheed  and  Intel  before  cofounding 


EMC  in  1979  as  a  supplier  of  add 
memory  boards  for  minicomput 
Went  public  1986,  rapid  growtl 
1990s  after  move  into  high-end 
storage  systems.  Egan  remains 
time  chairman,  spends  half  his  tim- 
the  road,  makes  hundreds  of  sales 
a  year.  Big  Republican  backer;  men 
of  George  W.  Bush's  "high  techno 
council." 

Norman  Waitt 

$2.2  billion 

Computers,  radio.  Dakota  Dunes,  S. 
46.  Married 
Cofounded  PC  maker  Gateway  i 
brother  Ted  (see)  in  1985,  set  ou 
his  own  after  falling  out  with  bro 
in  1991.  Huge  music  fan;  foun 
Gold  Circle  Entertainment — c 
glomeration  of  production  and  di 
bution  services  for  musicians  and  f 
makers.  Gold  Circle's  Chapter 
records  unit  landed  a  companion 
for  blockbuster  movie  Blair  W 
Project.  Samson  Records  unit  si§ 
crusty  folk  act  David  Crosby  anc 
new  band  CPR.  Also  owns  V 
Media:  6  television  stations,  56  r 
stations  and  more  than  500  outc 
billboards. 


S 


Scott  McNealy 

Plenty  to  grin  about:  rival  Microsoft  is 
wounded,  his  Sun  Microsystems  flying 
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rome  is  looking  for  a  sign. 


The  "Under  18,  No'Tobacco.  We  Card" 
sign,  that  is.  As  a  major  sponsor  of  the 
"We  Card"  program,  Philip  Morris  U.S.A. 
sales  managers  like  Jerome  Norris  help 
provide  retailers  with  the  tools  and  training 
they  need  to  spot  fake  IDs  and  uphold  the 
law.  "We  Card"  is  a  part  of  Philip  Morris 
USA's  comprehensive  effort  to  help 


prevent  youth  smoking.  To  I 
visit  philipmorrisusa.com/y: 
Working  to  make  a  differer 


arn  more, 


IE  PEOPLE  OF  THE  PHILIP  MORRIS  COMPANIES 


PHILIP  rr— - 1 
\!2*2>    MORRIS  pUi^i 

or 


TM  FORMS  BOXES 


$1.3  billion 

Handspring.  Mountain  View,  Calif. 
43.  Married,  2  daughters 

Donna 
Dubinsky 

$730  million 

Handspring.  Mountain  View,  Calif. 
45.  Married,  1  daughter 
The  duo  behind  the  wildly  successful 
PalmPilot,  now  competing  against  the 
electronic  gadget  they  created.  Hawkins: 
Cornell  engineering  degree,  then  vice 
president  of  research  at  laptop  computer 
company  GRiD.  Dubinsky:  B.A.  from 
Yale,  Harvard  M.B.A.,  then  marketing  at 
Apple  Computer.  Hawkins  founded 
Palm  Computing,  which  first  sold  a 
handwriting  recognition  program  to 
handheld  computer  makers,  later  devel- 
oped PalmPilot.  Hired  Dubinsky  to  run 
company  1992.  Sold  out  to  U.S.  Robot- 
ics in  1995,  later  acquired  by  3Com.  Left 
3Com  in  July  1998  to  start  Handspring, 
after  device  manufacturer  refused  to 
spin  off  the  Palm  unit.  First  product:  the 
Visor,  a  colorful,  cheaper  version  of  the 
Palm  that  uses  the  same  operating  sys- 
tem but  boasts  an  expansion  slot.  Went 
public  in  June — 3  months  after  3Com 
finally  spun  off  Palm. 

Steven  Jobs 

$1.2  billion 

Computers,  software.  Palo  Alto,  Calif. 
45.  Married,  4  children 
Apple  Computer  cofounder  ousted  in 
1985,  returned  as  "interim"  chief  execu- 
tive 1996,  never  left.  Credited  for  breath- 
ing life  back  into  Apple  with  new  color- 
ful iMac  PCs,  sleek  iBook  laptops,  now 
pushing  the  PowerMac  G4 — the  com- 
pany's most  powerful  processor, 
crammed  into  an  8-inch  cube.  Brilliant, 
famously  tempestuous  leader  sometimes 
dismissively  described  as  a  mere  mar- 
keter, but  Jobs  isn't  just  buffing  up 


Apple's  exterior — company  now  more 
efficient  with  inventories  trimmed,  man- 
ufacturing outsourced.  Revenue  rose  just 
3%  last  year,  but  earnings  doubled.  Be- 
came full-time  CEO  in  January.  Also  ac- 
cepted options  on  10  million  shares  and 
use  of  a  Gulfstream  V.  He  doesn't  need 
the  jet  to  get  to  his  other  chief  exec  post 
at  nearby  Pixar,  the  animation  studio 
that  created  A  Bug's  Life  and  Toy  Story. 


Thomas 
Meredith 


$750  million 

Dell  Ventures.  Austin,  Tex. 

50.  Married,  4  children 

Former  CFO  of  Dell  Computer,  now 


runs  company's  venture  capital  a 
Started  career  at  Arthur  Young  8c 
as  senior  tax  consultant;  move^ 
California  to  work  as  tax  attorney 
Castle  8c  Cooke.  Ten  years  as  gec( 
manager  for  Amdahl  Capital;  he| 
create  its  mainframe  computer 
terns.  Next  stop:  Sun  Microsyst^ 
Spent  3  years  as  vice  president 
treasurer;  then  Dell  in  1992.  I 
don't  plan  a  career.  When  you  gfl 
opportunity,  you  seize  it."  CFO  fj 
years,  now  chief  of  Dell  Venturesi 
vestments  in  103  companies,  sorn 
billion  under  management.  Dev< 
family  man,  spends  free  time  ski 
fly-fishing  in  Montana.  Big  backs 
Austin  outreach  programs,  she! 
Quotes  Thoreau  at  drop  of  a  hafc 
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OLD  ECONOMY,  NEW  ECONOMY, 
ACCELERATE  YOUR  FINANCIAL  GROWTH. 


tever  the  marketplace  signals,  we'll  help  you  get  ahead. 

p'll  get  you  ready  to  move  on  financial  opportunities  that  make  your 
|y  work  bigger,  harder  and  smarter.  When  you  go  with  ING,  you're 
hg  ahead  with  our  vast  global  presence,  innovation  and  expertise 
hently  working  for  you. 

i  after  your  financial  ambitions.  As  one  of  the  world's  largest  integrated 
:iai  services  organizations,  we  have  over  $450  billion  in  assets  under 
•gement,  90,000  people  worldwide  and  over  25  companies  across 
mericas  to  help  you  prosper  in  today's  financial  world.  We  bring  an 
sive  array  of  insurance,  banking  and  asset  management  products  and 
j:es  to  your  life  and  business  challenges,  along  with  the  benefits  of 
'  strength  and  innovation  everywhere  your  money  matters.  ING,  ready 
o  you  go  and  create  your  own  economy.  Big  time. 


The  Confidence  To  Put  You  First. 


ING 


States .... 
drs  Network 
Management 

cs 
i 

iyee  Benefits 
*ble  Life 


ING  Financial  Services  of  NY 
ING  Funds 

ING  Institutional  Markets 
ING  Life  Direct 
ing  Life  of  Georgia 
ING  National  Trust 
ing  Pilgrim  funds 

ING  Re 

ING  RELIASTAR 


ING  Risk  Management 

(BERMUDA! LTD. 

ING  Security  Life 
ING  Southland  Life 
ING  USG  annuity 
ING  Variable  Annuities 

...  and  in  over  60  otfiet  ,, 
countries  worldwide 


-3330  www.ingamericas.com  NYSE:  ING 

s:  Atlanta  GA  Product  availability  varies  by  company  and  state. 


Steven  A.  Ballmer 

$17  billion 

Microsoft.  Redmond,  Wash. 
44.  Married,  2  children 
Thanks  a  lot,  Bill:  Ballmer  took  over  Mi- 
crosoft chief  executive  slot  in  January, 
just  in  time  for  stock  drop,  antitrust  fall- 
out. Corporate  cheerleader  now  taking  a 
more  public  role,  appearing  in  ads,  ar- 
guing in  the  court  of  public  opinion 
against  a  court-ordered  breakup:  "It 
would  be  like  breaking  up  John  Lennon 
and  Paul  McCartney  because  they  had 
too  many  number  1  hits.  I  don't  think 


consumers  would  be  very  well-served  at 
all  by  that  kind  of  action."  Trying  to  keep 
employees  happy  with  a  slew  of  promo- 
tions, reportedly  boosted  stock-options 
packages.  Known  for  bellicose  manner, 
but  doesn't  need  to  shout  to  get  his  point 
across:  last  September  he  sent  tech  stocks 
into  a  tailspin  after  calling  them  "ab- 
surdly" overvalued.  Grew  up  in  Detroit 
suburbs;  father  was  a  Ford  manager. 
Earned  math,  economics  degrees  from 
Harvard,  where  he  roomed  down  the  hall 
from  Gates  sophomore  year.  Unlike  Bill, 
graduated,  then  worked  at  Procter  & 
Gamble  two  years,  went  to  Stanford  for 


M.B.A.  Didn't  stick  it  out,  though:  It 
become  Microsoft's  first  business  n 
ager  1980.  Member  since  1990. 


Sanjiv  Sidhu 

$9.8  billion 

i2  Technologies.  Irving,  Tex. 
43.  Married,  2  children 
Native  of  Hyderabad,  India,  now  a 
citizen,  B2B  billionaire.  The  son 
chemist,  earned  master's  in  chemica 
gineering  at  Oklahoma  State.  Cam 
with  idea  for  i2's  supply-chain  mar 
ment  software  while  working  in  11 


It  was  a  tough  year  for  Microsoft 
employees  and  shareholders.  But  rivals 
whose  software  manages  data  or  Web 
sites  have  much  more  to  smile  about. 


JoMei  Chang 
and  Dale  Skeen 

Vitria  cof ounders  live  on 
Pebble  Beach,  a  few  miles 
from  where  they  first  met 


K  B  E  S 
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.  ■ 


Our  process  to  reduce  sulfur  in  gasoline 
helps  those  who  don't  even  drive. 


TM  L  £GRB£  S  _40J)J-C0n£  JVARR1DE&_ 


Instruments'  artificial  intelligence  lab. 
Quit,  set  up  shop  in  his  Dallas  apart- . 
ment  1988.  Took  public  1996.  Wild  stock 
swings  since,  but  up  994%  in  the  past 
year,  boosted  by  investor  passion  for  B2B 
companies.  Used  newly  valuable  shares 
to  buy  electronic  commerce  software 
maker  Aspect  Development  for  $9.3  bil- 
lion in  June;  Sidhu  claims  his  company 
will  save  customers  $50  billion  in  costs 
by  2005.  Avid  sailor,  former  member  of 
Indian  national  sailing  team. 

James  Goodnight 

$8  billion 

SAS  Institute.  Cary,  N.C. 
57.  Married,  3  children 

John  Sail 

$3.9  billion 

SAS  Institute.  Cary,  N.C. 
52.  Married,  4  children 
Cofounded  SAS  Institute  in  1976,  now 
nation's  largest  private  software  maker. 
Annual  sales  of  $1  billion,  projected  to 
double  by  2003.  Long  adamant  about 
staying  private,  but  mulling  IPO  for  more 
than  a  year.  Employees  have  survived  so 
far  without  stock  options:  perks  like  on- 
site  day  care,  full-time  doctors,  35-hour 
work  week  help  compensate.  Recentiy  ac- 
quired data  management  software  firm 


DataFlux;  other  subsidiaries  include  bio- 
medical research  company  IBiomatics. 
Goodnight  and  Sail  invested  in  struggling 
Midway  Airlines  in  1997,  recently 
boosted  their  stake  to  66%.  SAS  develop- 
ing technology  designed  to  let  airlines  sell 
tickets  over  the  Web. 

Thomas  Siebel 

$6.4  billion 

Siebel  Systems.  San  Mateo,  Calif. 
47.  Married,  4  children 
Former  Oracle  salesman  granted  entree 
to  inner  circle  of  Larry  Ellison  (see).  De- 
veloped software  for  automating  sales 
force,  but  left  Oracle  in  1990.  Started 
Siebel  Systems  three  years  later.  First 
product  became  market  leader  in  "front- 
office"  software:  application  for  customer 
service,  sales,  marketing.  Now  Oracle  and 
Siebel  trade  barbs  in  the  press.  When 
Siebel  threatened  suit,  Ellison  sent  an  ice 
cream  truck  to  Siebel  headquarters  with 
message:  "Summer  is  near.  Oracle  is  here. 
To  brighten  your  day  and  your  career." 
Siebel  set  to  integrate  customer-relation- 
ship management  software  with  IBM's 
electronic  business.  Donated  $3  million 
to  Stanford.  Donated  $32  million  to  alma 


David  Duffield 

PeopleSoft  s  cofounder  has  more  time  to 
reflect  now  that  he's  stepped  down  as  CEO. 


mater  U.  of  Illinois  to  build  the  Thi 
M.  Siebel  Center  for  Computer  Scie 

Keith  J.  Krach 

$3  billion 

Ariba.  Mountain  View,  Calif. 
43.  Married,  3  children 


Robert 
DeSantis 


$1  billion 

Ariba.  Mountain  View,  Calif. 
36.  Married 

Cofounders  of  business- to-busines 
ware  maker  Ariba  survived  the  B2B 
Krach:  Harvard  M.B.A.,  former  G 
sembly  line  foreman.  First  com 
Rasna,  a  computer-aided-design  sof 
maker.  Sold,  took  job  at  Benchmark 
ital  as  "entrepreneur-in-residence."  ( 
pensation:  $10,000  a  month.  Took 
one  idea  and  ran  with  it:  software  ; 
cation  that  enables  employees  to  ore 
fice  supplies  through  corporate  intr 
companies  to  operate  online  ma 
places.  DeSantis:  former  Rasna  sale 
now  oversees  Ariba  marketing, 
helped  land  first  customers.  Client  lis 
includes  Visa,  Cisco,  IBM,  DuPont. 
up  29  times  since  last  summer's 
Beefed  up  product  line  through  ac 
tions:  TradeX,  TradingDynamics 

Vincent  C. 
Smith 

$2  billion 

Quest  Software.  Orange  County,  G 
36.  Married,  2  children 

David  Doyle 

$775  million 

Quest  Software.  Orange  County,  C 
39.  Single 
Cofounders  of  database  testing  and 
agement  software  firm,  wealthiei 
they  ever  expected  to  be:  stock 
780%  above  August  1999  offering  j 
Smith:  "I  knew  the  company  wasi 
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to  see  strategies  I've  never  seen  before, 
to  see  every  inch  of  my  worldwide  real  estate  optimized. 

e  a  firm  with  seamless  presence  from  Beijing  to  the  Big  Apple, 
to  see  real  estate  financials  that'll  actually  improve  my  bottom  line, 
to  see  results — starting  today. 


THE  FORBES  400  |  CODE  WARRLQJ1S„ 


able,  but  man,  you  have  no  clue  what  the 
public  markets  will  say  until  you  go  out." 
Started  as  Oracle  salesman,  cofounded 
own  database  software  firm  1992;  net- 
ted $4.5  million  after  selling  to  BMC 
1994.  "I  didn't  have  big  ambitions.  I  took 
a  year  off,  skied."  Got  more  ambitious, 
started  own  venture  capital  firm,  started 
investing  in  Quest  1995.  Eventually  put 
$12  million  of  his  own  and  borrowed 
money  into  company.  Took  chief  execu- 
tive job  1997.  Doyle:  left  U.  Cal-Irvine  to 
become  computer  consultant,  system  de- 
signer. Cofounded  Quest  1987.  Clients 
now  include  Amazon.com,  Earthlink, 
Citibank,  Sun  Microsystems,  AT&T,  and 
Smuckers;  earned  $3.4  million  on  sales 
of  $71  million  last  year.  Wine  collector: 
more  than  10,000  bottles  at  last  count. 
Smith  learning  to  surf. 

John  E.  Little 

$1.9  billion 

Portal  Software.  Cupertino,  Calif. 
42.  Single 

Launched  Portal  Software  1985,  claims 
company  was  the  first  to  start  selling  pub- 


David  Doyle 

Quest  Software's  cofounder  finds  his  1999 
IPO  has  a  rich,  rewarding  bouquet. 

lie  Internet  connections.  Now  provides 
customer  management  and  billing  soft- 
ware to  Internet  service  providers.  Also 
consulting  services.  Took  public  in  May 
1999:  now  sports  $8  billion  market  cap, 
$103  million  revenues.  Customers  include 
Inktomi,  Deutsche  Telecom,  France  Tele- 
com; expanding  to  Asia.  Princeton  grad 
started  as  marketing,  engineering  consul- 
tant, worked  with  data  retrieval  systems 
and  online  services  for  Knight  Ridder  and 
Dow  Jones  News  Retrieval. 

Pehong  Chen 

$1.7  billion 

BroadVision.  Atherton,  Calif. 
42.  Married,  3  sons 

His  BroadVision  makes  money  from  e- 
commerce  even  as  dot-coms  drop  like 
flies  by  selling  back-end  software  to  Web 
sites.  Raised  in  Taiwan,  came  to  U.S.  1981 
to  get  a  master's  in  computer  science  at 
Indiana  U.  Earned  computer  science 
Ph.D.  at  Berkeley,  went  on  to  head  multi- 


media research  at  Olivetti  Research  <■ 
ter  in  Menlo  Park,  Calif.  With  $2,0(1 
his  own  money,  $15  million  frcl 
Japanese  investor,  started  multiml 
software  maker  Gain  Technology.  So 
Sybase  3  years  later  for  $100  mil 
Stayed  for  a  year  working  on  intera 
television,  left  to  start  BroadVision. ' 
less  you  keep  moving  forward, 
growing  fast,  you  risk  being  an  alsc  ■ 
company,  and  that's  just  not  my  si 
Lives  at  Internet  speed  but  makes  I 
for  weekend  tennis,  family  ski  trips  I 
some  extent  my  life  is  extremely  fast  I 
but  its  also  quite  simple."  Helped  c  I 
nize  relief  fund  for  last  year's  Ta  I 
earthquake  victims. 


Joseph  Liemand 

$1.5  billion 

Trilogy  Development.  Austin,  Tex, 
32.  Single 

Once  the  youngest  self-made  memb 
The  Forbes  400,  now  going  thn 
some  growing  pains:  subsidi 
PcOrder.com  and  Carorder.con 
floundering.  PcOrder  stock  has  dro 
80%  in  past  year,  and  Carorder  firei 
staffers  and  shut  down  its  Web  site  i] 
gust;  postponed  Trilogy  IPO  last  sp 
Founded  Trilogy  1989  with  4  Stai 
classmates,  22  credit  cards.  Droppe 
of  school  next  year  to  focus  on  comi 
spent  another  3  years  perfectin 
"sales  configuration"  software:  proi 
helps  manufacturers  process  their  o 
more  efficiently.  Moved  company 
Palo  Alto  to  Austin  1992;  now  $25C 
lion  revenues,  1,500  employees.  Pie 
resurrect  Carorder.com  as  an  oi 
dealership  within  the  year. 

David  DuffielcT 

$1.5  billion 

PeopleSoft.  Lake  Tahoe,  Nev. 
60.  Divorced,  remarried;  9  children 
Famously  upbeat  PeopleSoft  cofoi 
had  less  to  smile  about  last  year 
sales  slowed,  stock  dropped.  Imp. 
first-ever  layoffs,  then  stepped  asi 
head  of  the  enterprise  software  rj 
Remains  chairman,  now  has  more 
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Immediate  Account  Activation 


•  Fast  Payouts 


Billions  of  fans... 

two  teams... 

one  sportsbook. 
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to  devote  to  pet  project:  helping  animal 
welfare  organizations  in  memory  of  his. 
miniature  schnauzer  Maddie  (d.  1997). 
Has  donated  more  than  $200  million  to 
date.  Started  PeopleSoft  in  1987  with  $2 
million  seed  money,  IPO  in  1992. 

Monte  Zweben 

$1.4  billion 

Software,  San  Francisco,  Calif. 
36.  Married 

Rocket  scientist  turned  entrepreneur. 
Former  NASA  researcher  now  runs 
Blue  Martini  Software,  which  has  noth- 
ing to  do  with  mixology:  helps  retail- 
ers, other  brick-and-mortar  companies 
run  their  Web  sites.  Sales  first  half  of 
this  year:  $26  million.  Losses:  $31  mil- 
lion. Market  cap:  $4.5  billion.  Raised  in 
New  York  City  suburbs,  earned  com- 
puter science  degrees  at  Carnegie  Mel- 
lon, Stanford.  At  NASA's  Ames  Artifi- 
cial Research  Center,  worked  on  using 
artificial  intelligence  programs  for  space 
shuttle  maintenance  and  repair;  used 
same  technology  at  Red  Pepper  supply 
chain  software  firm,  sold  to  PeopleSoft 
1996.  "Entrepreneur  in  Residence"  for 
two  VC  firms,  joined  Blue  Martini  1998. 
Took  public  two  years  later. 

"//-„ 


Romesh 
Wadhwani 


$1.3  billion 

Aspect  Development. 
Mountain  View,  Calif. 
52.  Married,  1  daughter 
Founded  B2B  software  firm  Aspect  De- 
velopment in  1991 ,  maker  of  software  that 
helps  clients  track  internal  spending,  in- 
ventory and  buying  habits.  Didn't  lack 
confidence;  offered  to  knock  off  30%  up 
front  of  a  $10  million  sale.  The  catch:  if 
savings  reach  $100  million,  Aspect  gets 
the  $3  million  plus  a  bonus.  Sold  to  San- 
jiv  Sidhu's  (see)  \2  Technologies  for  $9.3 
billion,  largest  merger  in  software  history. 
Now  i2  vice  chairman.  Indian  Institute  of 
Technology  in  Bombay  grad  moved  to 
Pittsburgh  to  get  Ph.D.  in  electrical  engi- 
neering from  Carnegie  Mellon.  Puts  some 
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John  Little 

After  dropping  last  spring,  his  Portal 
Software  stock  is  heading  back  up. 


of  newfound  wealth  in  his  Wadhwani 
Foundation,  which  donates  money  to 
health  and  education  efforts  in  India. 

Michael  Saylor 

$1.2  billion 

MicroStrategy.  Vienna,  Va. 
35.  Single 

Founded  data-mining  software  outfit  Mi- 
croStrategy 1989,  took  public  1998.  Stock 
shot  up  immediately,  kept  going.  Within 
2  years,  his  55%  stake  worth  $10  billion. 
"Every  day  I  go  to  work,  I  look  at  the 
stock  and  I  say,  'You  know,  Mike,  if  you 
screw  this  up  you  could  lose  a  billion  dol- 
lars.' "  Underestimated  himself:  follow- 
ing FORBES  story  questioning  revenue 
recognition,  restated  past  two  years'  earn- 
ings in  March,  lost  $6. 1  billion  in  a  day. 
Promised  investors  he'd  fix  the  mess, 
stock  has  yet  to  recover.  Still  forced  to  cut 
back,  laid  off  10%  of  work  force  in  Au- 
gust. Says  he  still  has  enough  to  honor 
his  $100  million  pledge  to  build  a  free  on- 
line university  offering  Ivy-League-cal- 
iber  classes. 


Scott  Cook 


$1.2  billion 

Intuit.  Woodside,  Calif. 
48.  Married,  3  children 
Cofounded  Intuit  1983  after  wife  com- 
plained about  paying  bills  by  hand.  In- 
troduced Quicken:  electronic  finance 


software  a  huge  hit  IPO  1993.  Deal 
company  to  Microsoft  for  $1 .5  bill 
1994  scuttled  by  feds.  Stock,  ear 
sank  1995  through  1997,  but  ba. 
now  that  online  operations  establ 
Now  offering  free,  Web-based  filin 
vices  for  qualified  taxpayers  throu 
Quicken  Tax  Freedom  Project  Con 
claims  14  million  household: 
Quicken,  1  out  of  5  individual  fede 
returns  prepared  using  Intuit  sofH 


Dale  Skeen 

$1  billion 

Vitria.  Atherton,  Calif. 
46.  Married 


JoMei  Chang  | 

$825  million 

Vitria.  Atherton,  Calif. 
48.  Married 

Farm  boy  from  North  Carolin 
daughter  of  Taiwanese  bureauc 
Monterey  technology  conferer 
1982.  "The  backdrop  was  roma 
you're  into  those  kinds  of  things.' 
pie  married  4  years  later,  merged 
nological  know-how  with  entrepn 
ial  spirit  Dale:  certified  weaver,  firs! 
textile  mill.  Went  to  North  Carolin 
on  textile  scholarship,  taught  con 
science  at  Cornell  and  Berkeley.  ] 
came  to  U.S.  1974  to  study  electri* 
gineering  at  Purdue  graduate  s< 
then  a  software  engineer  at  Su 
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MBNA  Introduces  Quantum. 
By  Invitation  Only. 

MBNA  has  once  again  surpassed  a  level  of  excellence 
others  are  still  trying  to  achieve.  Quantum,  a  translucent 
credit  card  that's  clearly  different,  is  proof.  Quantum 
offers  financing  up  to  $1  million,  unique  concierge  and 
travel  services,  24-~nour  customer  service,  state-of-the-art 
Internet  service  and  the  highest  level  of  fraud  and  security 
protection  possible.  And  that's  only  the  beginning. 
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There  are  costs  associated  with  the  use  of  this  credit  card.  This  credit  card  program  is  exclusively  issued  and  administered  by  MBNA 
America  Bank,  N. A. MBNA  America,  MBNA,  QUANTUM,  and  the  QUANTUM  Shooting  Star  design  are  service  marks  of  MBNA  America 
Bank,  N.A.  MasterCard  is  a  federally  registered  service  mark  of  MasterCard  International  Inc.,  and  is  used  pursuant  to  license. 

©2000  MBNA  America  Bank,  N.A. 


1BNA.com 


Vincent  Smith 

Quest  Software's  CEO  has 
plenty  of  money  for  surfing 
lessons.  Time  is  another  story. 


fffffii 


crosystems.  She  suggested  the  couple 
break  away  from  academia:  "Have  you 
ever  thought  about  doing  something  real 
for  a  change?"  First  project:  created  Tek- 
nekron  Software  Systems  1986,  now 
Tibco,  provided  access  to  real-time  stock 
quotes  for  digital-trader  workstations. 
Sold  to  Reuters  for  $125  million  1994. 
Founded  ERF"  software  firm  Vitria  same 
year.  Company's  products  that  integrate 
procurement,  inventory,  shipping  tasks 
are  popular,  if  not  yet  profitable:  Annual 
revenues:  $72.3  million;  annual  losses: 
$9.9  million.  Free  time  spent  renovating 
their  home  in  Pebble  Beach,  a  few  miles 
and  several  hundred  million  dollars  away 
from  the  site  of  their  first  meeting. 

200     FORBES"  October  9,  2000 


Charles  Simonyi 

$1  billion 

Microsoft.  Medina,  Wash. 
52.  Single 

One  of  Microsoft's  original  program- 
mers— employee  number  40 — finally 
getting  some  attention  after  years  of 
near-anonymity.  One  of  16  techies 
honored  to  receive  software  giant's 
"Distinguished  Engineer"  title  this 
summer.  Born  in  Budapest,  immi- 
grated solo  at  age  18  to  U.S.,  got  a 
bachelor's  from  Berkeley,  computer 
science  Ph.D.  from  Stanford.  Worked 
at  Xerox's  famed  PARC  lab,  left  "be- 
cause I  didn't  think  Xerox  would  be 


able  to  exploit  the  coming  persj 
computer  revolution."  Wooed  toi 
crosoft  1981  in  part  by  "Bill's  per: 
ality  and  vision."  Chief  architect, 
veloper  of  Word  and  Excel  progn 
Founded  Simonyi  Chair  for  Public 
derstanding  of  Science  at  Oxford  \ 
versity  1995.  Member  since  1999. 

Jon  Shirley  ; 

$900  million 

Microsoft.  Bellevae,  Wash. 
62.  Married;  3  children 
Microsoft  president  from  1983  to  i 
a  period  in  which  revenues  jura 
from  $50  million  to  $1  billion,  v 


"SALESF0RCE.COM  HAD  US  UP  AND  RUNNING  WITH  AN 
ONLINE  SALES  FORCE  AUTOMATION  SOLUTION  IN  LESS 
THAN  TWO  WEEKS.  FOUR  OFFICES,  FROM  NEW  YORK 
TO  SAN  FRANCISCO,  ALL  SHARING  THE  SAME  CUSTOMER 
INFORMATION,  AND  WE  DID  IT  WITHOUT  SOFTWARE, 


HARDWARE,  OR  HIRING  ANYONE." 


Bill  Hambrecht  .  . 

Chairman  and  CEO,  WR  Hambrecht  +  Co 
Co-Founder,  Hambrecht  &  Quist 


salesforce.com 

.  Point.  Click.  Close. 

To  see  how  we  can  do  the  same  for  you,  go  to  www.salesforce.com  or  call  1-800-NO  SOFTWARE. 
Just  S50  per  user  per  month  and  the  first  five  users  are  free  for  a  limited  time.  Sign  up  today! 


3m.  All  rights  reserved. 
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force  grew  from  380  employees  to 
5,000.  Remains  a  director,  but  time 
now  spent  pursuing  passion  for  art: 
owns  Pollock,  Rothko,  de  Kooning, 
Rothenberg  works;  recently  funded 
Seattle  Art  Museum's  purchase  of  a 
Calder  sculpture.  With  wife,  Mary,  has 
also  donated  $10  million  to  help  mu- 
seum build  sculpture  garden.  Also 
races,  shows  restored  Ferraris.  Navy 
brat  during  WWII;  lived  in  Honolulu 
during  Pearl  Harbor  attack.  Sold  elec- 
tronics at  Radio  Shack  for  25  years  be- 
fore joining  Microsoft. 

Charles  Wang 

$890  million 

Computer  Associates. 
Long  Island,  N.  Y. 
56.  Married,  3  children 
Good  to  be  the  boss:  last  year  Wang 
awarded  himself  $670  million  worth 
of  restricted  stock.  Not  so  good  to  be 
the  boss:  forced  to  return  more  than  a 
quarter  of  that  in  June  after  share- 
holders filed  suit.  Enough  of  this  boss 
business:  stepped  down  as  chief  exec- 
utive after  stock  dropped  more  than 
50%  in  two  months;  friend  and  chief 
operating  officer  Sanjay  Kumar  will 
run  CA  day-to-day.  Wang  born  in 
Shanghai,  fled  with  family  1952.  Grad- 
uated from  Queens  College  with  math 
degree,  started  company  1976.  IPO 
1981;  now  third-largest  software 
maker  in  the  world  behind  Microsoft, 
Oracle.  With  Kumar,  bought  profes- 
sional hockey's  New  York  Islanders  in 
June.  Also  owns  58  properties  in  Oys- 
ter Bay,  N.Y.  through  their  Island 
Properties.  Supports  Make-A-Wish 
Foundation  and  the  National  Center 
for  Missing  &  Exploited  Children. 

Raymond  J. 
Lane 

$850  million 

Oracle.  Menlo  Park,  Ca. 
53.  Divorced,  remarried;  4  children 
Former  Oracle  president  finally  out  of 
founder  Larry  Ellison's  shadow.  Re- 
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signed  in  June  after  an  8-year  stint,  not 
unexpectedly:  visibility  at  the  com- 
pany had  waned  as  Ellison  stepped 
further  into  the  spotlight.  Credited  for 
Oracle's  expansion  into  enterprise  ap- 
plications and  professional  services; 
helped  set  up  company's  B2B  ex- 
change for  Ford,  GM  and  Daimler- 
Chrysler,  similar  exchanges  for  other 
industries  (convenience  stores,  retail- 
ers, pulp  and  paper).  During  Lane's 
reign  at  Oracle,  the  revenue  up  ten- 
fold; rewarded  with  huge  stock-option 
packages.  Got  math  degree  from  West 
Virginia  U.,  spent  10  years  as  IBM 
salesman,  then  Electronic  Data  Sys- 
tems, Booz,  Allen  &  Hamilton  before 
joining  Oracle.  Now  trying  his  hand 
at  venture  capital  at  storied  Kleiner 
Perkins  shop. 


Edward  McVaney 

$820  million 

J.D.  Edwards.  Englewood,  Colo. 
59.  Married,  3  children 
Weak  stock,  great  timing:  founde 
manufacturing  software  firm  anc 
children  sold  big  stake  last  winter  be 
shares  took  a  tumble.  McVaney  tryir 
revive  the  company  himself,  reclair 
president  and  chief  executive  role 
April  after  an  18-month  break.  Cut 
positions,  postponed  plans  to  build 
headquarters,  shifted  focus  toward 
transactions.  Omaha-born  CPA  four 
company  1977,  IPO  19  years  later. . 
fly  fisherman  and  antique-car  buff, 
not  the  only  one  who  benefited  fron 
winter  stock  sales — U.  of  Nebraska 
ceived  a  $32  million  pledge. 
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Naveen  Jain 

Kicks  back  while  rival 
Web  sites  spar,  using 
content  he  sold  them. 


David  Filo 

$6.5  billion 

Yahoo.  Santa  Clara,  Calif. 
34.  Single 


Jerry  Yang 

$6.4  billion 

Yahoo.  Santa  Clara,  Calif. 
31.  Married 

Icons  of  rocketing  Web  economy  surviv- 
ing quite  nicely  after  Internet  stocks  came 
back  to  earth.  "Chief  Yahoos"  met  as 
Stanford  grad  students,  turned  Internet 
search  engine  project  into  popular  Web 


portal.  Put  Ph.D.s  on  hold  to  work  full 
time,  went  public  1996;  stock  up  more 
than  100-fold  since.  Yang:  Taiwanese  im- 
migrant, arrived  California  at  age  10. 
Early  Yahoo  strategist  and  brand-builder, 
now  company's  public  face,  promoting 
services  like  auctions,  e-mail,  online 
broadcasts,  commerce.  Filo:  still  manages 
Web  site,  handles  technical  end.  Timothy 
Koogle  (see)  runs  Yahoo  day-to-day,  but 
Yang  and  Filo  still  retain  strong  voice.  Last 
year  company  debuted  on  S&P  500,  has 
posted  profit  for  14  consecutive  quarters. 
Now  plotting  move  into  wireless  market; 
rumored  to  be  considering  big  merger  a 
la  AOL  and  Time  Warner. 


Jeffrey  Bezos 

$4.7  billion 

Amazon.  Seattle. 
36.  Married,  1  child 
Rising  doubts  about  Amazon's  final 
sent  its  stock  downstream  this  y 
draining  $3.1  billion  from  Bezos' 
tune.  Sales  were  up  to  $1.6  billion 
year,  but  the  online  retailer  contir 
to  lose  money.  Also  losing  talent:  C 
Operating  Officer  Joseph  Galli  lei 
July  to  work  at  business-to-busii 
Web  site  operator  VerticalNet.  Still  d 
ning  trademark  smile,  emphasizes  n 
ket  share  above  profitability,  intenq 
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We  have  the 

TECHNOLOGY 

A  leading  Java-based  personalization  and  e-commerce  platform. 


We  have  the 


RTNERSHIPS 

letwork  of  more  than  150  oj>the  world's  best  technology  and  solution  partners. 


We  have  the 


-BUSINESSES 

Over  400  worldwide  customers  including  Benetton,  BlueLight.com,  Eastman  Kodak,  and  J.Crew. 


We  have  the  best 


ATFORM 


Do  you? 


e-Business  isn't  about  building  a  Web  site;  it's  about  running  your  business.  ATC  understands  that.  For  more 
than  five  years,  we've  provided  a  software  and  application  platform  that  helps  businesses  build  and 
manage  online  relationships  with  customers,  suppliers,  and  partners.  Our  solution,  ATC  Dynamo", 
offers  everything  from  multilingual  and  wireless-Web  support  to  a  scalable  platform  that  grows  with 
your  business.  Introduce  your  e-business  team  to  our  platform  by  visiting  us  online  at  www.atg.com/platform 

0  1000  ATC  the  lechmark.  the  ATC  logo,  and  Dynamo  are  all  registered  trademark*  of  Art  Technology  Group.  Inc.  All  other  ttadema/U  are  the  property  of  their  respective  holders.  NASPAQ:  AR1 


at; 


His  Yahoo  stock  bought 
an  NBA  team  and  a  house 
they  could  practice  in. 


turn  Amazon  into  an  Internet  super- 
store through  acquisitions:  bought 
stakes  in  e-ventures  Drugstore.com, 
Pets.com,  HomeGrocer.com;  added  on- 
line auctions,  began  wireless  initiative. 
Sees  this  year's  selloff  in  Internet  stocks 
as  a  good  thing:  "We  don't  like  it  when 
there  are  competitors  who  are  pursu- 
ing irrational  business  strategies.  It 
causes  a  lot  of  noise  in  the  market- 
place." Born  in  Albuquerque,  the 
Princeton  grad  founded  Amazon  in 
1994.  Member  since  1998. 


public  1998.  Stock  up  22  times,  even 
after  falling  49%  (from  its  52-week 
high)  in  March.  But  some  discomfort 
adapting  to  new  wealth:  still  drives  a 
Volkswagen,  shops  at  Target.  Plans  to 
give  away  all  but  1%  of  fortune: 
"When  you  create  wealth  in  a  short 
time,  you  think  about  philanthropy  as 
you  think  about  a  business."  So  far 
has  donated  more  than  $20  million  to 
Silicon  Valley-based  education,  hous- 
ing, health  care  causes.  Also  $10  mil- 
lion to  alma  mater  Tufts. 


Pierre  Omidyar 

$4.6  billion 

Ebay.  Palo  Alto,  Calif. 
32.  Married 

Software  developer  created  Web  auc- 
tion site  Ebay  in  1995  so  his  girlfriend 
(now  wife),  Pamela,  could  trade  her 
collection  of  Pez  candy  dispensers 
with  other  Pez  buffs  in  the  Bay  area. 
Evolved  into  full-fledged  trading  area 
where  shoppers  can  bid  on  anything 
from  diamonds  to  dung  plows.  Went 


Robert  Glaser 

$2.4  billion 

RealNetworks.  Seattle. 
38.  Divorced,  remarried 
Pioneer  of  streaming  media  would 
rather  talk  about  the  future  of  deliv- 
ering audio  and  video  on  the  Web 
than  his  past  with  Microsoft.  Bol- 
stered by  stock  options  from  his  10- 
year  stint  at  the  software  giant,  Glaser 
ventured  out  on  his  own  in  1994  to 
create  online  broadcasting  company 


RealNetworks.  But  just  when  the 
grad  thought  he'd  freed  himself  f 
his  former  employer,  the  softl 
giant  started  invading  his  turf: 
crosoft's  Windows  Media  Player  1< 
to  take  a  bite  out  of  RealNetwc 
market  share.  Fighting  back  by  gii 
away  its  RealPlayer  and  Realjukt 
applications;  still  charges  for  mor 
phisticated  versions.  Released  in  I 
RealPlayer  now  enjoyed  by  140 
lion  registered  users. 


Naveen  Jain 

$2.2  billion 

Microsoft,  InfoSpace.  Medina,  Wash 
41.  Married,  3  children 
Raised  in  India,  immigrated  to 
1982.  Spent  7  years  at  Microsoft 
1996:  "Got  tired  of  making  billion 
Bill."  Founded  InfoSpace  with  litt 
nancing:  Internet  content  supplier 
vides  horoscopes,  stock  quotes  to  i 
Lycos,  other  Web  sites.  Public  1 
Fond  of  applying  old  business  clich 
the  Internet:  "During  the  gold  rusl 
ones  who  made  the  money  wen 
ones  supplying  the  picks  and  shoi 
InfoSpace  isn't  making  any  m< 
yet — lost  $22  million  on  sales  ol 
million  last  year — but  shareholder 
stock  up  250%  in  the  past  year.  Rec 
agreed  to  $4  billion  merger 
Go2Net.  Also  owns  stakes  in  Mail. 
Xoom.com,  ImageX. 


Andrew  McKelve 

$2.1  billion 

Monster.com.  New  York  City. 
66.  Divorced  5  times,  remarried; 
4  children 

Lifelong  salesman  started  at  age  12 
ing  eggs  door-to-door.  Graduated  ^ 
minster  College;  moved  to  Austi 
sold  jukeboxes.  Returned  to  New 
early  1960s  to  work  in  advertising 
hole  in  market,  jumped  ship  to 
TMP  Worldwide  in  1967:  Sells  Yi 
Pages  ads,  classifieds  to  big  busini 
Saw  similar  opportunity  with  Inte 
Bought  Monster.com  in  1995  for  $1 
lion,  one  of  first  help- wan  ted  Webi 
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Took  public  i  year  later;  stock  up  830% 
since.  Enjoys  golfing,  yachting,  getting 
married.  Member  since  1999. 


Mark  Cuban 

$1.3  billion 

Broadcast.com.  Dallas. 
41.  Single 


Todd  Wagner 

$1.2  billion 

Broadcast.com.  Dallas. 
40.  Single 

Indiana  U.  alums  who  moved  to  Dallas, 
struck  it  rich  with  Web  broadcaster 
Broadcast.com.  Cuban:  former  bartender, 
learned  programming,  started  own  com- 
puter-installation company,  sold  for  $5 
million.  Wagner:  8  years  as  a  corporate 
lawyer,  left  to  join  Cuban.  Sold  company 
to  Yahoo  for  $5.7  billion  April  1999.  Wag- 
ner stayed  with  new  owners  1  year,  quit  to 
become  "social  entrepreneur."  Says  in- 
vestments in  local  small  tech  companies 
will  help  poor  Dallas  residents  learn  skills. 
Cuban  keeps  informal  ties  to  Yahoo,  but 
full-time  job  is  enjoying  his  wealth: 
bought  pro  basketball's  Dallas  Mavericks 
for  $280  million.  Hands-on  owner,  posts 
e-mail  address  on  arena  scoreboard. 
Agreed  to  help  finance  movie  star  Chris 
Tucker's  next  film  if  he  and  5  of  his  play- 
ers get  to  appear.  Rollerblades,  plays  wif- 
fle  ball  in  sparsely  decorated  mansion. 


Pierre  Omidyar 

Ebay  founder  is  finding  that  giving  away  his 
fortune  to  charity  is  harder  than  earning  it. 
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Joseph  Ricketts 

$1.8  billion 

Ameritrade.  Omaha,  Nebr. 
58.  Married,  4  children 
Ran  an  anonymous  discount  brokerage 
until  the  Internet  made  him  well 
known,  well-off.  Nebraska  born  and 
bred;  started  as  an  investment  banker, 
moved  into  brokerage  after  1975  dereg- 
ulation. Went  online  1996,  public  1997. 
With  family,  owns  63%  of  company, 
still  struggling  to  find  a  successor.  Likely 
candidate  Thomas  Lewis  left  in  August 
after  spending  little  more  than  a  year  as 
chief  executive. 


David  Wetherell 

$1.7  billion 

CMGI.  Andover,  Mass. 
45.  Married,  3  children 
The  Warren  Buffett  of  Internet  stocks; 
his  CMGI  has  investments  in  70  differ- 
ent Web  ventures.  But  company,  stock 
move  more  rapidly  than  the  Oracle  of 
Omaha's:  bought  stakes  in  more  than  3 
dozen  companies  last  year — CMGI 
shares  as  low  as  $33.13,  as  high  as 
$163.50  within  the  past  12  months. 
Thwarted  Barry  Diller's  attempt  to  buy 
Web  portal  Lycos  last  year,  then  bought 
also-ran  search  engine  AltaVista  for  $2.3 
billion  cash;  planned  IPO  delayed  for 
months.  Wetherell  youngest  of  6  chil- 
dren raised  on  Connecticut  farm,  dis- 
covered computer  programming  while 
studying  math  at  Ohio  Wesleyan. 
Bought  direct-mailer  College  Market- 
ing Group  1986;  public  1994.  Accom- 
plished pianist;  loves  jazz,  photography, 
poker;  also  a  frequent  visitor  to  Raging 
Bull  chat  board,  a  stock  gossip  Web  site 
partly  owned  by  CMGI  through 
AltaVista. 


Jay  S.  Walker 

$1.6  billion 

Priceline.com.  Stamford,  Conn. 

44.  Married,  2  children 

Founder  of  the  online  business  that  lets 

users  name  their  price  for  plane  tickets, 

hotel  rooms  and  mortgages.  Also  re- 


Jerry  Yang 

Cofounded  Yahoo  as  a  pet  project.  Nov 
shorthand  for  the  Internet  economy. 


sponsible  for  reviving  career  of  Wi 
(Captain  Kirk)  Shatner,  star  of  Pf 
line's  unsettling  television  ads. 1 
copycat  Web  sites  cropping  up,  ti 
to  patent  Priceline's  "business  ma 
Has  patents  on  scores  of  other  i 
through  his  R8(D  lab,  Walker  Di; 
Launched  online  bargaining  plat: 
for  gasoline  and  groceries  thr< 
Priceline  subsidiary  WebHouse  C 
This  year  sold  options  for  8  mi 
Priceline  shares  to  Paul  Allen's  Vl 
Ventures  and  John  Malone's  Lif 
Digital  for  $190  million.  Also  ge; 
up  for  the  IPO  of  Synapse  Grou 
marketing  firm  for  magazine  put 
ers  he  cofounded  in  1991.  Yonkers 
native  has  seen  net  worth  tumble 
since  last  year,  but  still  rich  enou 
collect  misprinted  U.S.  currency 
space  memorabilia. 


Stephen  Case 

$1.5  billion 

America  Online.  McLean,  Va. 
42.  Divorced  remarried;  5  children 
With  AOL  set  to  merge  with 
Warner,  the  former  Pizza  Hut 
manager  poised  to  lord  over  i 
media  empire  that  includes  m< 
music,  books  and  magazines,  t! 


ill 


have  to  hear  "I'll  get  back  to  you"  a 


ever 


Iless  integration.  It  means  "your  employees  can  access 

I      customers'  data  immediately.  And  give  them  the  right  answers  quickly. 

what  happens  when  you  combine  IBM's  leadership  in  e-business  solutions  with 

Siebel's  leadership  in  e-customer  relationship  applications. 


customer  relationships 


ibm-siebel.com 


IHJLf OR  BiS_4QXLLW£B.  CRA  W  LEfVS^ 


parks,  the  Internet.  A  big  jump  up  from 
selling  pizza.  Williams  College  grad, 
mastermind  behind  AOL,  the  Internet's 
largest  services  company  with  23  mil- 
lion subscribers.  But  proposed  merger 
faceb  Justice  Department  hurdles,  wrath 
of  media  rivals  like  Michael  Eisner. 


J.  Stuart  Moore 

$1.4  billion 

Sapient.  Cambridge,  Mass. 
38.  Married,  5  children 


Jerry 
Greenberg 

$1.4  billion 

Sapient.  Cambridge,  Mass. 
35.  Married 

Inseparable  cofounders  of  Internet  con- 
sulting firm  Sapient.  Cochairmen,  co- 
chief  execs  share  office  (their  desks  are  2 
feet  apart),  donate  to  the  same  charities, 
even  use  the  same  financial  adviser  to 
handle  their  personal  investments. 
Greenberg:  "It's  really  a  balance  story." 
Partners  met  while  working  at  manage- 
ment consulting  firm  Cambridge  Tech- 
nology Group;  immediately  hit  it  off.  In 
1991  decided  to  go  into  business  together 
with  $80,000 — mostly  credit  card  debt. 
Never  took  additional  private  financing. 
Moore:  Berkeley  grad,  Sapient  morale 
booster,  visionary;  oversees  operations. 
Greenberg:  Harvard  economics  grad;  fo- 
cuses on  sales  and  marketing.  Took  pub- 
lic 1996.  Stock  up  17-fold  since. 

Timothy  Koogle 

$1.1  billion 

Yahoo.  Santa  Clara,  Calif. 
49.  Divorced 

Chairman  and  chief  executive  of  Yahoo 
joined  the  Internet  portal  pre-IPO  in 
1995.  Went  public  a  few  months  later; 
market  cap  now  $67  billion.  Spent  9  years 
as  manager  at  Motorola,  became  presi- 
dent of  automated  data-collection  and 
communications  systems  maker  Inter- 
mec.  Recruited  by  Yahoo  founders  David 
Filo  and  lerry  Yang  (see  both),  who 


Margaret  Whitman 

Occasional  technical  snafus 
haven't  dimmed  the  Ebay 
chief's  personal  wealth. 


needed  an  experienced  manager  to  run 
the  business  side.  Machinist's  son,  race 
car  enthusiast;  rebuilt  engines,  restored 
antique  cars  for  pocket  money  while 
earning  graduate  degrees  in  mechanical 
engineering  at  Stanford.  Wrote  doctoral 
dissertation  on  kinematics — the  mathe- 
matics of  motion.  Should  come  in  handy 
keeping  track  of  gyrating  Internet  stocks. 

Richard  Adams 

$1  billion 

Uimet  Technologies.  Fairfax,  Va.  43. 
Founded  Uunet,  Internet  "backbone" 
communications  service  1987;  took 
public  1995.  String  of  new  owners  ever 
since:  acquired  by  MFS  Communica- 
tions for  $2  billion  1996;  MFS  then  ac- 
quired by  WorldCom;  WorldCom 
eventually  merged  with  MCI.  Buck 


stopped  there,  at  least  temporary 
MCI/WorldCom/Sprint  merger  s 
tied  this  summer.  Adams  eventual!; 
linquished  chairman  role,  focusec 
Cello  Technologies,  his  privately 
firm  that  designed  high-end  entert 
ment  and  technology  systems.  Filec 
bankruptcy  protection  in  June.  Ini 
ment  in  northern  Virginia  landi 
fared  better:  the  111  acres  he  bougl 
1997  for  $38  million  have  double 
value.  Member  since  1997. 

Margaret  Whitrm 

$900  million 

Ebay.  Palo  Alto,  Calif. 
43.  Married,  2  children 
Harvard  M.B.A.,  became  brand  a 
tant  for  Procter  &  Gamble.  Top  fj 
at  Stride  Rite,  Keds,  FTD;  led  laii 
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piette, 
istomer  service  rep 


never 

make  anyone  listen  to  Muskrat  Love  for  9  minutes 

while  I  check  with  the  shipping  department  again. 


tomers  are  less  and  less  willing  to  put  up  with  frustration.  It's  because 
the  Internet  revolution  has  increased  their  expectations.  When  your  employees  have  realtime, 
accurate  information  at  their  fingertips,  they  can  give  the  right  answers,  quickly. 
That's  because  IBM  and  Siebel  have  teamed  up  to  provide  the  most 

comprehensive  customer  focused  e-business  solutions. 


customer  relationships 


1.888.917.8884  ibm-siebel.com 
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impany's  Internet  strategy.  Presi- 
dent of  Playskool  when  tapped  to  fill 
chit .  executive  spot  at  Ebay  in  Febru- 
!_anded  legendary  compen- 

n  package:  options  to  buy  14.4 
million  shares  at  3.5  cents  a  piece. 
Took  company  public  6  months  later. 
Ebay  now  the  Internet's  leading  auc- 
tion house,  but  often  plagued  by  tech- 
nical problems;  forced  to  halt  auctions 
twice  in  June  of  1999,  once  for  21 
hours.  This  August  had  to  switch  to 
backup  servers  after  auctions  were 
stopped  for  35  minutes.  Stock  down 
49%  from  March  high  of  $127.50,  but 
Meg's  pay  rose  37%  this  year. 

1 


James  Clark 

$875  million 

Netscape.  Palm  Beach,  Fla.  ' 
56.  Married,  2  children 
A  change  of  heart  is  the  former 
Netscape  chief  s  new,  new  thing.  Once  a 
complainant  in  the  Microsoft  antitrust 
suit,  recently  admitted  he  had  pur- 
chased 1  million  shares  of  his  browser- 
war  nemesis.  Around  the  same  time, 
sold  nearly  all  of  the  America  Online 
shares  awarded  when  AOL  purchased 
Netscape.  Touted  as  the  only  man  in 
history  to  usher  3  companies  to  billion- 
dollar  market  caps — Silicon  Graphics, 


Netscape,  Healtheon/WebMD— 
unlikely  that  he'll  repeat  the  feat 
current  project  Shutterfly.com, 1 
firm  that  turns  digital  photos 
35mm  prints.  Also  chairs  MyCfo.c 
provider  of  financial  advice  to  the 
perrich.  Born  dirt-poor  in  Plainv 
Tex.,  muddled  through  high  sch 
joined  the  Navy,  embraced  technol 
Eventually  earned  computer  science 
gree  from  U.  Utah  1974.  First  appe 
in  1995. 


Jay  Walker 

His  Priceline.com  now  sells  groceries, 
may  not  have  a  monopoly  on  the  marke 
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IT  SPENDING 


COMDISCO 


ryone  appreciates  the  difficulty  and  uncertainty  of  IT  spending  decisions.  Comdisco  IT  Control  and  Predictability  Solutions  has 

3xpertise  in  establishing  the  value  of  IT  to  your  business  -  in  hard  numbers.  After  years  of  managing  technology  and  finance  initiatives, 

\      '  -V  .  '  •  v  •>'••  ,',  ■'      v  .  '.  ;' :', -k^'i' 'ii-/^ 

Ip  you  make  the  right  decisions  for  your  business.  1-800-272-9792.  www.comdisco.com.  Delivering  the  promise  of  technology. 


What  are  you  looking  for  in  a  mobile  commerce  site?  For  starters,  something  that  will  help  you  create  a  whole 
new  channel  to  reach  your  customers.  (Because  m-commerce  isn't  about  squeezing  a  watered-down  version  of 
your  Web  site  onto  a  smaller  device;  it's  about  building  a  personalized  solution  —  incorporating  what  we  call 
m-logic  —  that  adds  value  to  your  customers  and  your  business.)  You  want  a  secure,  scalable  mobile  platform 
that  leverages  the  unique  capabilities  of  mobile  devices,  such  as  alerts  and  location  identification.  You  want  a 
solution  that  gets  you  to  market  fast,  without  requiring  resources  you  don't  have.  Which  is  why  you  should  think 
of  the  symbol  above  as  shorthand  for  everything  an  m-commerce  solution  truly  should  be  —  and  then  some. 


\  M-COMMERCE  THAT  WORKS. 


TO  FIND  OUT  WHAT  THE  INDUSTRY'S  ONE,  TRUE  M-COMMERCE  PLATFORM 
CAN  DO  FOR  YOUR  BUSINESS,  CALL  1-877-533-MORF  OR  VISIT  NETMORF.COM. 


NETMORF 


Copyright  ©  2000.  NetMorf  is  a  trademark  of  NetMorf,  Inc. 


Julian  Robertson  Jr. 

Fleeing  investors  and  two 
years  of  losses  have 
declawed  his  Tiger  Fund. 


Abigail  (Abby) 
Johnson 

$10  billion 

Mutual  funds.  Boston. 
38.  Married,  2  children 

Edward  (Ned) 
Crosby  Johnson  III 

$5  billion 

Mutual  funds.  Boston. 
70.  Married,  3  children 
Father-daughter  team  control  49%  of 
mutual  fund  giant  Fidelity  Investments. 
Pressed  to  find  ways  to  retain  star  fund 
managers,  top  execs,  but  making  do: 
now  $1  trillion  in  assets  under  manage- 
ment in  290  funds.  Top  performers:  Fi- 
delity Canada,  up  56%  in  past  year; 
Growth  Company,  up  54%.  Fidelity 
holding  company,  Fidelity  Management 
&  Research,  through  venture  capital  arm 
owns  stakes  in  the  TriZetto  Internet 
medical  site  and  a  Boston  car  service, 
but  crown  jewel  is  $10  billion  stake  in 
British  Telecom's  Colt  Technology. 
Ned's  father,  Edward  II,  acquired  FMR 
1946.  Ned  chief  executive  1972.  Reduced 
ownership  for  estate  planning  1995.  Pri- 
mary beneficiaries:  employees,  Abigail — 
now  FMR's  largest  shareholder.  Abby  a 
member  since  1995;  Ned  a  member 
since  1985. 


George  Soros 

$5  billion 

Hedge  funds.  Bedford,  N.Y. 
70.  Divorced,  remarried;  5  children 
Lives  and  bestows  favors  like  king, 
sometimes  thinks  like  young  activist. 
This  year  recanted  1998  prediction  that 
global  capitalism  would  disintegrate  in 
2  years,  but  still  worries  globalism  is 
threat  to  democracy.  Investors  have 
more  prosaic  concerns  about  his  sto- 
ried hedge  funds:  Lost  $2  billion  during 


A  rough  spring  wounded  some  of  Wall  Street's 
marquee  names,  but  didn't  knock  them  out 
completely.  Meanwhile,  others  have  increased  theii 
asset  bases,  and  new  funds  are  rising  from  the  ashi 
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www.metiom.com 


Enabling  suppliers  of  all  sizes 
for  your  e-Marketplace.  It's  child's  play. 

(Practically.) 


PROCUREMENT  , 


?hsys  is  now  Metiom. 
d  soon,  Metiom  will  help  you 
ig  every  supplier,  large  and  small, 
3  your  e-Marketplace  or  e-Procurement  system, 
nerate  new  revenue  streams 
H  cut  purchasing  costs  faster 
connecting  many  suppliers  with  many  buyers  — 
n  under  60  days. 

the  Metiom  Connect/Trade'"  solution. 

're  powering  e-Marketplaces 

msored  by  Chase,  First  Union,  Intuit  and  others 

t  reach  6  million  businesses. 

'  game  is  many-to-many  B2B. 

you  ready  to  play? 


MARKETPLACES 


X 


1 


9 


metiom 


JLRE-FftHMS^QO  J  MILNE Y  MOVERS 


1998  Russian  economic  cohapse,  addi- 
tional $3  billion  this  year  during  spring 
Nasdaq  drop.  Retrenching:  Now  relying 
on  outside  money  managers  for  advice 
after  departure  of  chief  strategist  and 
Quantum  Fund  manager  Stanley 
Druckenmiller  (see).  Soros  counseling 
investors  to  expect  more  modest  gains. 
Flagship  Quantum  Fund  renamed 
Quantum  Endowment  Fund;  Soros  says 
his  proceeds  will  be  used  to  pay  for  his 
philanthropic  pursuits.  Last  June  told 
British  press  that  he,  family  own  60% 
of  group's  $11  billion  under  manage- 
ment; hedge  fund  rivals  think  numbers 
may  be  inflated.  Member  since  1986. 


George  Soros 

April  challenged  his  Quantum  theory,  but 
his  funds  still  boast  $11  billion  in  assets. 


Fayez  Shalaby 
Sarofim 

$2  billion 

Money  management.  Houston. 
71.  Twice  divorced,  5  children 
Investment  manager  extraordinaire's 
motto:  "Never  sell."  But  word  on  Wall 
Street  is  Egyptian-born  financier  may 
float  firm.  "The  Sphinx"  remains  coy, 
lately  attending  to  scandal-tinged  per- 
sonal life.  If  he  does  sell,  insists  price 
would  be  rich:  "I  plan  to  keep  working 
as  long  as  I  can.  The  value  of  the  fran- 
chise depends  a  great  deal  on  my  pres- 
ence." Says  eldest  son,  Christopher,  is 
likely  heir.  Harvard  M.B.A.,  started  in- 
vestment company  1958  with  $100,000 
of  father's  money.  Now  manages  $45 
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billion,  down  25%  from  year  ago.  E 
for  long-term  growth  and  earn! 
Early  investor  in  Intel,  Teledyne.  1 
ber  since  1986. 

Charles  B.  j 
Johnson 

$1.7  billion 

Mutual  funds.  San  Mateo,  Calif. 
67.  Married,  6  children 

Rupert 
Johnson  Jr. 

$1.4  billion 

Mutual  funds.  San  Mateo,  Calif. 
60.  Married 

Half  brothers  head  Franklin  Reso1 
seventh-largest  U.S.  money  mar 
Charles:  Yale  grad,  Franklin  chief  e 
tive.  Rupert:  Washington  &  Lee 
ex-Marine,  Franklin's  vice  chair 
Shares  up  21%  this  year,  but  famil 
looking  for  outside  advice:  thougl 
4  office-of-the-president  titles 
been  given  to  Charles'  sons,  no  gu 
tees  on  top  spot  when  dad  retires, 
unlikely  to  come  from  star  money 
ager  Michael  Price  (see),  who  still 
a  salary  but  doesn't  work  full 
Members  since  1992. 


James  Stowers  ■ 

$1.6  billion 

Mutual  funds.  Kansas  City,  Mo. 
76.  Married,  4  children 
Cancer  survivor  plans  to  give  all  c 
tune  to  Stowers  Institute  of  Medic 
search,  a  cancer  research  center.  < 
nal  $220  million  endowment  will 
flagship  building  this  fall  in  Kansa 
WWII  fighter  pilot  started  mutua 
company  1 958  with  $100,000, 24 
holders.  Tracked  stocks  with  calcu 
developed  computer  model 
American  Century  Investment- 
manages  $116  billion.  Sold  45% 
for  $900  million  to  J.P.  Morgan 
Son  James  Stowers  III  chief  exec 
Member  since  1993. 


Hyundai  Electronics  - 

Not  Just  A  Chip  Company 

A  Blue  Chip  Company 


New  Commitments  of  Hyundai  Electronics 


Synergy  through  Integration 

Hyundai  Electronics  Industries  (HEI)  is  creating  an  integration- 
based  synergy  effect  to  leverage  its  economies  of  scale  and 
upside  potential,  as  well  as  to  optimize  the  contribution  of  R&D. 

Business  structure  rationalization 

HEI  is  making  its  company  structure  more  flexible  by  undertaking 
decisive  spin-offs,  by  aggressively  attracting  outside  investment, 
and  by  de-emphasizing  its  DRAM  business. 


Profit-oriented  Management 

HEI  is  maximizing  its  shareholder  value  by  continuously  improving 
its  financial  structure,  as  well  as  by  developing  a  profit-oriented 
management  culture  and  introducing  regular  IR  activities. 

Enhancement  of  Managerial  Transparency 

HEI  is  becoming  more  transparent  by  introducing  the  most  advanced 
management  skills  available  and  by  expanding  the  number  of 
Outside  Directors  to  make  up  50%  of  Company  Managing  Directors. 


Stanley 
Druckenmiller 

$1  billion 

Money  management.  New  York  City. 
48.  Married,  3  children 
Left  Soros  Fund  Management  last  June 
after  Quantum  Fund  he  managed  took 
$3  billion  beating.  Druckenmiller's  bad 
bet — he  had  been  long  on  tech,  biotech 
stocks — a  marked  contrast  to  earlier 
track  record  at  Soros'  right  hand.  Started 
managing  Quantum  1988,  earned  30% 
returns  through  mid-1990s.  Still  run- 
ning $3  billion  at  Duquesne  Capital 
Management,  which  founded  1981. 
Member  since  1995. 

Julian 

Robertson  Jr. 

$1  billion 

Tiger  Management.  New  York  City. 
68.  Married,  3  children 
Legendary  hedge  fund  manager 
watched  investors  flee  from  underper- 
forming  Tiger  Fund  after  2  years  of 
losses.  With  just  $2  billion  left  under 
management,  end  is  near.  North  Car- 
olina native  got  start  at  Kidder,  Peabody, 
age  25.  Felt  constrained,  moved  family 
to  New  Zealand  to  write.  Abandoned 
book,  moved  back  to  New  York  next 
year.  Raised  $8.8  billion  to  start  Tiger. 
Returns  frequently  to  New  Zealand 
where  he  golfs  at  his  new  Kauri  Cliffs 
club.  Active  philanthropy  with  wife, 
Josie,  including  combined  $25  million 
gift  to  Duke  and  U.  of  North  Carolina, 
$25  million  for  the  new  Josie  Robert- 
son fountain  at  Lincoln  Center,  New 
York  City.  Member  since  1997. 

Bruce  Kovner 

$900  million 

Money  manager.  New  York  City. 
55.  Divorced,  3  children 
Shrank  hedge  fund  in  mid-1990s  be- 
cause it  was  too  unwieldy,  but  high  re- 
turns pushing  back  up  again:  his  Cax- 
ton  Corp.  now  has  more  than  $3.5 
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Ted  Forstmann 

Has  no  time  for  junk  bonds,  but  plenty  for 
education  reform  and  Elizabeth  Hurley. 

billion  under  management.  Son  of  a 
trade  unionist,  dropped  out  of  Har- 
vard Ph.D.  program  because  of  writer's 
block.  Drove  New  York  City  cab,  played 
harpsichord.  Borrowed  $3,000  to  start 
trading  commodities  age  31;  founded 
Caxton  1983.  Active  in  school  reform 
movement,  raised  millions  for  New 
York  City  scholarship  fund.  With  artist 
Barry  Moser  produced  an  illustrated 
Bible  released  last  fall:  limited  editions 
of  Pennyroyal  Caxton  Bible  sold  for  up 
to  $30,000  each;  trade  editions  $65. 


Charles  Johnson 

Fund  manager  promoted  two  sons  to  top 
spots,  but  still  looking  for  outside  help. 


Thomas  Lee 

$900  million 

LBOs.  New  York  City. 
56.  Divorced,  remarried;  4  children 
Skill  at  reselling  distressed  asse 
huge  profits  leaves  some  buyers 
remorse.  Quaker  Oats  had  hard 
swallowing  $1.7  billion  Snapple 
chase;  Mattel  feels  same  way  a 
$3.5  billion  for  the  Learning  Co. 
manager  Putnam  Investments 
sumably  did  due  diligence  before 
ing  25%  of  Lee's  LBO  firm  last 
Two  companies  now  raising  $1. 
lion  venture  fund.  Separately,  pi 
together  buyout  fund  likely  to 
$5.5  billion.  Securities  analys 
L.F.  Rothschild,  started  own  firm 
$100,000  savings  1974.  Bought 
50  companies  in  first  10  years.  J 
ber  since  1993. 

Michael  F.  Price 

$880  million 

Money  management.  Far  Hills,  N.j 
49.  Divorced,  3  children 
Savvy  money  manager  cashed  on 
hasn't  retired.  Sold  Heine  Securil 
Franklin  Resources  in  1996.  Hisi 
$120  million  in  shares,  $550  ml 
in  cash  and  5-year  employment 
tract.  One  year  left  to  collect  potl 
$130  million  bonus.  Meantime: 
ning  new  private  investment 
MFP  Investors.  Learned  finance 
search  assistant  under  Max  Heii 
1988).  Bought  firm  at  bargaim 
founder's  death.  Earned  reputati 
buying  undervalued  companies^ 
ing  hell.  Great  success  with  C 
Chemical,  less  at  Sunbeam  (Al 
lap  was  his  hire).  Donated  $18  m 
to  alma  mater  U.  of  Oklahoma,  f 
ber  since  1996. 

Richard  Strong 

$850  million 

Money  management.  Brookfield,  V 
58.  Married,  1  child 
Press-shy  owner  of  Strong  Investn 
which  manages  $45  billion,  up  31 


loseph  K.  Sluarl  III.  Chairman 


To  Our  Shareholders 


This  year,  I'm  pleased  to  report... OK... so  the  merger  didn't  go 
as  well  as  it  should  have.  It  took  too  long  to  get  our  companies 
working  together,  and  the  delayed  integration  sent  our  share 
price  right  down  the  tubes.  But  hey,  why  dwell  on  the  past. 
You  guys  are  still  with  me,  right?  Hello?  Guys? 


V 


seph  K.  Stuart  III,  Chairman 
TeledekWommunications 


If  you'd  rather  have  a  successful  merger,  talk  to  us.  At  Hewitt, 
we  focus  on  the  synergies  and  potential  conflicts  between  companies 
to  help  you  quickly  align  business  objectives,  people  strategies  and 
HR  programs.  Because  the  faster  your  people  are  aligned  with  your 
goals,  the  sooner  those  goals  will  be  realized.  So  take  advantage  of  our 
global  expertise  and  proven  methodology.  And  increase  the  chances 
that  in  the  next  annual  report,  your  CEO  will  be  wearing  a  smile. 


Hewitt 


www.hewitt.com 


Improving  Business  Results  Through  People 


IRE  FORBES  400  J  MOHEY  M OVERS 


2  years.  Sales,  mergers  occasionally  ru- 
mored, but  never  consummated; 
Strong  owns  85%  of  the  company  he 
founded  in  1974  by  drumming  up 
business  out  of  Chevy  Impala.  Born  in 
Mohall,  N.D.,  orphaned  at  age  17.  Pro 
basketball  dreams  fizzled,  earned 
M.B.A.  instead.  Cofounded  fund  com- 
pany with  Albert  Nicholas  (owns 
Nicholas  Funds)  1968.  First  appeared 
on  list  in  1997. 

Theodore 
Forstmann 

$800  million 

Forstmann  Little  &  Co.  New  York  City. 
60.  Single 

Tabloid  fodder  after  turning  up  with 
actress  Elizabeth  Hurley,  financial-sec- 
tion fare  with  blockbuster  leveraged 
buyouts.  Cofounder  of  leveraged  buy- 
out firm  shuns  junk  bonds,  prefers 
deals  with  equity  and  low-interest  sub- 
ordinated debt.  Since  1978  invested 
nearly  $10  billion  in  28  acquisitions. 
Firm  typically  takes  20%  of  half  the 
profits.  Past  hits:  Ziff-Davis  Publishing, 
General  Instrument,  Gulfstream  Aero- 
space. Current  plays:  Yankee  Candle, 
McLeodUSA,  Nextlink  Communica- 
tions. Active  education  reformer,  with 
John  Walton  (see),  pledged  $100  mil- 
lion to  scholarships  for  children  of  low- 
income  families  to  attend  school  of 
choice.  Member  since  1998. 


Leon  Levy 

$750  million 

Investments.  New  York  City. 
75.  Divorced,  remarried;  1  child 
Sociable,  skeptical  investor  unim- 
pressed with  "New  Economy"  talk. 
"Strange  things  are  going  on  that  look 
to  me  more  ephemeral  and  cyclical 
than  long  term.  I  think  we're  going 
through  a  period  that  has  some  of  the 
fantasies  of  the  1920s."  Wealth  stems 
from  decidedly  unexciting  investments: 
made  first  fortune  in  the  1950s  with 
railroad  bonds,  then  discovered  lever- 
aged buyouts.  Cofounded  Odyssey 


Thomas  Lee 

On  raising  $6.6  billion  for 
new  funds:  "That's  more 
than  Kravis  ever  raised." 


m 


Partners  1982,  liquidated  $3  billion 
hedge  fund  in  1997.  Investing  in  several 
smaller  ones  in  its  place.  Owns  one  of 
the  world's  largest  ancient-art  collec- 
tions. Member  since  1994. 


Thomas  F. 
Marsico 

$750  million 

45.  Mutual  funds.  Englewood,  Colo. 
Married,  3  children 
Star  manager  at  Janus 


his  growth 


fund  posted  36%  returns  1995, 
in  1996 — wanted  to  buy  the  m 
fund  company  from  Kansas 
Southern  Industries  with  othe: 
ployees,  go  public.  When 
stymied  he  bolted  in  1997.  With 
million  from  NationsBank  and 
of  America  (now  merged),  st 
Marsico  Capital  Management.  Ir 
agreed  to  sell  his  50%  stake  to 
for  $950  million.  Marsico  fun 
vestors  still  have  to  approve 
slated  to  close  in  January.  Marsiq 
stay  on  as  fund  manager. 
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JVC  introduces  a  home  theater  system  so  beautiful,  you 
may  end  up  watching  it  instead  of  the  action!  Our 
Executive  Home  Theater's  innovative  design  enhances  any 
entertainment  environment  with  a  sleek,  brushed  aluminum 
console  and  five  solid  aluminum  speaker  cabinets.  Plus  a 
high-performance  subwoofer  with  100  watts  of  bottom  end 
for  a  high-end  DVD  experience.  And  it's  all  as  easy  to 
connect  as  it  is  to  watch.  JVC's  Executive  Home  Theater  - 
almost  as  exciting  as  the  movies  themselves. 


gant  brushed  aluminum 
sole  fits  any  decor 

)lid  aluminum  speaker 

inets  for  crisp  surround  sound 

It-in  Dolby  Digital  &  DTS 
:oders  for  a  riveting  home 
3ter  experience 


Complete  home  theater  system: 
DVD,  CD,  AM/FM  tuner 

Easy,  single  cable  connection 
between  console  and  subwoofer 

Includes  speaker  cables  with 
mini-plugs  for  one  touch  connection 


Dramatic  10",  100  watt 
powered  subwoofer 


For  your  nearest  authorized  JVC  dealer  call  1-800-252-5722 

or  visit  our  web  site  at:  www.jvc.com 


JVC 


Irwin  Jacobs 

Qualcomm  founder  is  a 
science  teacher  turned 
technology  preacher. 


Satellite  television  and  cellular  phones  used  to  be 
exotic  rarities.  Not  anymore.  Blame  these  guys  when 
a  phone  call  interrupts  your  vacation  or  your  intimate 
dinner.  Praise  them  if  you're  a  shareholder. 


Charles  W.  Ergen 

$11  billion 

Satellite  television.  Denver. 
47.  Married,  5  children 
Started  as  a  Frito-Lay  financial  analyst, 
became  a  billionaire  in  another  seg- 
ment of  the  couch-potato  industry: 
satellite  TV.  Originally  launched 
EchoStar  1980  to  deliver  television  to 
rural  residents  using  large  C-band 
dishes.  Worked,  but  real  growth  came 
from  shift  to  smaller  direct-broadcast 
satellite  dishes.  Now  beams  more  than 
500  channels  to  4.3  million  subscribers, 
up  from  3  million  less  than  a  year  ago. 


Sales,  stock  are  way  up,  too:  revenues  up 
84%  in  a  year,  stock  price  up  1 19%.  But 
still  boasts  less  than  half  the  subscribers 
of  chief  rival,  Hughes  Electronics' 
DirecTV.  Sued  Rupert  Murdoch's  News 
Corp.  for  $5  billion  after  proposed 
merger  failed  1997,  settied  1998.  News 
Corp.  now  an  investor. 

Craig  0.  McCaw 

$7.7  billion 

Telephony.  Bellevue,  Wash. 
51.  Divorced,  remarried;  2  children 
Inherited  ill-managed  radio  and  cable  TV 
properties  after  his  father,  John  Elroy 


McCaw,  died  in  1969.  Untangled 
panded  the  empire.  Sold  cable  sys 
for  $790  million  in  1987;  built  the 
nationwide  cellular-phone  network 
the  proceeds.  Strapped  with  debt, 
McCaw  Cellular  to  AT&T  for  $1 1 
Hon  in  1993.  Heartbroken  when  A 
took  part  of  the  division — rena 
AT&T  Wireless— public  in  a  $73  bl 
offering  earlier  this  year.  Spent  little 
sulking:  his  broadband  provider  Nei 
now  has  a  16,000-mile  fiber  backbo 
a  major  Internet  access  provider. 
12.5%  stake  in  Nextel,  nation's  1 
largest  wireless  network,  and  Nextel 
ners,  which  went  public  in  Februar 
cent  move:  Merging  debt- ridden  sa 
service  provider  ICO  Global  wit 
satellite-based  "Internet  in  the  sky' 
ture,  Teledesic.  No  aversion  to  risk 
ing  money  isn't  the  thing  I  mind  as  i 
as  giving  up  on  companies.  It's  a 
to  see  how  much  you  can  do." 
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Walter  Scott  Jr. 

$3.5  billion 

Construction,  telephony. 
Omaha,  Nebr. 

69.  Widowed,  remarried;  6  children 
Father  longtime  engineer  for  Omaha 
construction  company  Peter  Kiewit 
Sons'.  Walter  joined  after  earning  civil 
engineering  degree  at  Colorado  State 
U.,  took  over  firm  1979.  With  Donald 
Sturm  (see)  moved  company  into  in- 
formation age  by  bankrolling  telecom- 
munications division  MFS  Com- 
munications, sold  to  WorldCom  for 
$15.4  billion  1996.  Now  known  for 
philanthropic  efforts  in  education,  civic 
projects,  but  still  active  in  business: 
chairman  emeritus  for  Kiewit,  also 
chairman  of  Level  3.  With  investor 
group  led  by  childhood  friend  Warren 
Buffett  recently  closed  deal  to  buy  and 
take  private  Des  Moines-based  public 
utility  MidAmerican  Energy  Holdings 
Co.  Also  partners  with  Buffett  on  less 
ambitious  investment:  the  two  co-own 
minor  league  baseball's  Omaha  Golden 
Spikes. 


Donald  Sturm 

$2.8  billion 

Telecommunications.  Denver. 
68.  Divorced,  remarried;  4  children 
Tax  attorney  turned  telecom  king.  GI 
bill  paid  Brooklyn  native's  college  tu- 
ition; law  degrees  from  NYU,  Denver 
U.  Worked  as  IRS  tax  attorney,  then  for 
Peter  Kiewit  Sons'  1963.  Steered  Kiewit 
into  telecoms  1986  by  creating  MFS; 
later  sold  to  WorldCom.  After  nearly 
30  years,  struck  out  on  his  own.  Chief 
executive  of  Firstworld  Communica- 
tions, an  ISP  and  local  access  provider. 
Went  public  in  March,  just  in  time  for 
tech  stock  crash;  shares  down  87%. 
Good  thing  he  has  other  investments: 
Continental  Airlines,  Northwest  Air- 
lines, banks  and  real  estate.  Bid  for  pro 
basketball's  Denver  Nuggets  and 
hockey's  Colorado  Avalanche  soured  in 
December  when  Denver  city  officials 
changed  contract  terms;  deal  scuttled. 
Member  since  1998. 


Michael  Birck 

$2.3  billion 

Tellabs.  Hinsdale,  III. 
62.  Married,  3  children 
His  telecom  equipment  company  pun- 
ished by  investors  more  interested  in 
fiber-optic  technology  and  worried 
about  delays  of  promised  new  products. 
But  Montana-born  engineer's  9%  stake 
in  Tellabs  still  makes  him  a  billionaire 
twice  over.  Son  of  letter  carrier  remains 
humble.  Married  to  a  nurse,  gives  to 
United  Way,  Hinsdale  Hospital,  Purdue 
University  and  Catholic  causes.  Member 
since  1996. 


Lawrence  Flinn  Jr. 

$1.8  billion 

United  Video  Satellite  Group. 
Greenwich,  Conn. 
65.  Married,  3  children 
Former  investment  banker  bought 
cable  TV  operator  UVSG  in  1976. 
Turned  into  satellite  distributor.  Pro- 
vided TV  listings  via  Prevue  Network 
Channel.  IPO  in  1993.  Sold  half  to 
TCI  in  1996,  the  rest  in  1998;  both 
times  for  TCI  stock.  Now  owns  shares 


Craig  McCaw 

Missed  out  on  extra  billions  by  selling  his  pi- 
oneering cell-phone  company  too  early. 


of  AT8cT,  Liberty  Media  Group 
TCI  merged  with  AT8<T.  Mei 
since  1995. 


Bruce  McCaw 

$1.6  billion 

Telephony.  Bellevue,  Wash. 
53.  Married,  2  children 


John  McCaw  Jr. 

$1.6  billion 

Telephony.  Seattle. 
49.  Married,  3  children 


Keith  McCaw 

$1.6  billion 

Telephony.  Seattle. 
46.  Married,  2  children 
Sons  of  radio  and  cable  TV  pioneei 
Elroy  McCaw.  Joined  brother  1 
McCaw  (see)  in  launching  McCav 
lular.  Made  their  fortunes  after  / 
bought  company  for  $11.5  bilfi 
1993.  Also  hold  stakes  in  Nextel  < 
munications.  While  Craig  builds  his 
less  empire,  brothers  follow  theii 
pursuits.  Bruce:  buys,  races  cars;  pre 
of  PacWest  Racing  Group;  sits  a 
board  of  Championship  Racing  T 
With  wife,  Jolene,  gave  $25  million 
laris  Research  Institute  to  study  he 
brain  works  in  young  children.  1 
struck  recent  partnership  with  ski 
owner  Harbor  Properties.  John:  toe 
tune  to  Canada,  bought  a  majority 
in  Vancouver-based  Orca  Bay  Spc 
Entertainment  (pro  hockey's  Vane 
Canucks).  Sold  basketball's  money 
Vancouver  Grizzlies  for  $160  milli 
May  the  4  brothers  donated  $20  n 
toward  the  redesign  and  renovat 
the  Seattle  Opera  House,  which  v 
renamed  Marion  Oliver  McCaw  I 
honor  of  their  mother. 


Stanley  Hubbarc 

$1.5  billion 

Broadcasting.  St.  Mary's  Point,  Mi 

67.  Married,  5  children 

Father  built  one  of  country's  first 
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business  in  the  Internet  Age  is  a  loving, 
urturing,  non- competitive  environment. 


Yeah,  right.  What  battlefield  are  you  on? 


Is  your  business  combat-ready  with 
eLearning  to  succeed  in  the  age  of  the  Internet? 


Let's  face  it,  business  is  a  battlefield. 
And  the  war  of  business  requires 
having  the  right  information  at  the 
right  time  to  stay  ahead  of  the 
competition  and  deliver  impact  to 
the  bottom-line.  Docent  Inc.'s 
Knowledge  Exchange  Platform  is  rapidly 
becoming  the  business-critical  application 
that  thrusts  companies  forward  through 
the   effective   application  of  knowledge. 


Over  100  companies  have  achieved 
their  business  goals  by  using 
Docent's  award-winning  applica- 
tions for  eLearning  to  launch  new 
products  quickly  and  efficiently, 
bring  new  sales  people  up  to  speed, 
and  increase  customer  satisfaction.  Choose  your 
business  arsenal  wisely  and  choose  Docent!  Call 
us  today  at  1-888-DOCENT5,  1-650-934-9500 
or  email  us  today  at  infoCy 'docent.com. 


www.docent.com 


©  Copyright  2000  Docent,  Inc.  All  rights  reserved. 
Docent  and  the  Docent  logo  are  trademarks  of  Docent,  Inc. 
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Bernard  Ebbers 

Made  millions  on  MCI/WorldCom,  but 
couldn't  hook  up  with  Sprint. 

stations  in  1923,  added  TV.  Stanley  took 
over  Hubbard  Broadcasting  1981,  now 
owns  10  TV  stations,  2  radio  stations. 
Continuing  to  expand,  looking  to  add 
another  Twin  Cities  FM  station.  Satel- 
lite television  pioneer  took  United 
States  Satellite  Broadcasting  company 
public  in  1996,  watched  stock  rocket, 
plummet.  Sold  to  General  Motors' 
Hughes  Electronics  last  year,  now  tak- 
ing off  again:  Hubbard's  shares  worth 
$1.25  billion.  With  sons  started  Hub- 
bard Media  Group,  putting  3  DirecTV 
stations  together.  "I  can't  discuss.  I 
don't  want  others  stealing  our  ideas." 
Also  tight-lipped  about  donations.  "I 
don't  like  to  talk  about  my  charitable 
contributions."  Owns  small  stake  in 
pro  hockey's  Minnesota  Wild.  Member 
since  1984. 


Irwin  Jacobs 

$1.5  billion 

Qualcomm.  San  Diego. 
67.  Married,  4  children 
College  professor  now  telecom  evange- 
list, preaching  the  benefits  of  his  com- 
pany's patented  wireless  communication 
technology:  code  division  multiple  ac- 
cess. Now  the  third-most-used  technol- 
ogy and  growing  quickly.  Investors  grew 


giddy  over  Qualcomm  prospects  last 
year,  with  1  analyst  predicting  $1,000  per 
share  price.  Stock  promptly  plummeted; 
still  dropping,  down  67%  since  January. 
Trying  to  regain  ground:  teaming  up 
with  Ford  in  new  outfit  Wingcast,  carry- 
ing information  superhighway  to  vehi- 
cles; spinning  off  chip-design  subsidiary 
to  public.  Jacobs:  New  Bedford,  Mass.  na- 
tive went  west  to  teach  computer  science 
at  UC  San  Diego.  Left  1969  to  cofound 
Linkabit,  telecommunications-equip- 
ment maker.  Merger  with  M/ACom  in 
1980  led  to  development  of  Air  Force 
Dual  Modem.  Retired  on  April  Fool's 
Day,  1985.  With  no  product  in  mind, 
launched  Qualcomm  3  months  later.  "I 
wasn't  very  good  at  being  retired."  Still 
close  links  to  academia  and  hometown: 
Cornell  and  MIT  grad  gave  $15  million 
to  UCSD's  engineering  school  1999,  and 
this  year  $1  million  to  New  Bedford 
Whaling  Museum.  We  ran  the  wrong 
photo  last  year,  got  it  right  this  go-round. 
Member  since  1999. 

Rajendra  Singh 

$1.4  billion 

Telephony.  Alexandria,  Va. 

45.  Married,  2  children 

Raised  in  Rajasthan,  India,  without 

telephones.  Now  overseeing  a  growing 

stable  of  telecom  investments.  Studied 

engineering  in  India;  doctorate  SMU. 


Founder  of  Telcom  Ventures  andl 
ital  Service  Corp.,  which  be 
Teligent;  sold  41%  stake  to  John 
one's  (see)  Liberty  Media  Groui| 
year.  Also  holds  stakes  in  Aelhei 
terns,  XM  Satellite  Radio  Holdj 
Ubiquitel  PCS  and  Nextel  Comrl 
cations.  Through  Telcom  Venl 
owns  stakes  in  private  wireless! 
tures  in  Latin  America,  India, 
wife,  Neera,  devised  software  fo 
cellular  telephone  systems:  firsl 
tomer  paid  $1,500.  Then  designei 
phone-system  antenna  grids, 
customers:  Craig  McCaw,  Airtol 
Sam  Ginn.  Occasionally  water-sl 
office  in  Old  Town  Alexandria. 

Kenny  A.  Troutt 

$1.3  billion 

Excel  Communications.  Dallas. 
52.  Divorced,  remarried;  3  children 
Born  salesman  raised  in  Illinois  hcl 
project.  Peddled  insurance,  then  wl 
in  oil,  construction,  telecom:  fovl 
Excel  Communications  1988  as  Avcl 
multilevel  sales  organization.  Indl 
dent  sales  representatives  sell  lonl 
tance  phone  service,  recruit  newl 
Merged  with  Teleglobe  in  1998,  gav 
executive  tide  to  Avon  veteran  Ch  I 
Gold.  Now  serves  as  company's  ml 
tional  speaker,  also  back  in  thel 
ranks,  recruiting  new  prospects: 
work  very  hard  to  get  into  a  positl 
that  they  can  do  what  they  want  I 
and  not  what  they  have  to  do." 

DavidS.  Oros  I 

$1.1  billion 

Aether  Systems.  Owings  Mills,  Md 
Physics  grad  spent  12  years  at 
inghouse,  headed  research  oi 
vanced  airborne  radar  design 
wireless  data  group.  Holds  pate 
a  multifunction  radar  sy 
Founded  Aether  in  1996.  Provic 
formation  and  transaction  se 
like  online  trading  for  wirele 
vices.  Also  links  large  corporate 
puter  networks  to  handheld  co: 
ers,  cell  phones,  digital  orgar 
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ustry  leaders  are  today 
>imply  connecting  to  suppliers  and  customers  won't  guarantee 
four  place  in  the  new  economy 

fou'll  get  there  by  working  with  your  suppliers'  suppliers.  You'll 
*et  there  by  improving  the  efficiency  of  your  extended  supply 
:hain.  You'll  get  there  by  making  your  organization  more 
rofitable.  And  Atlas  Commerce  will  help  you  make  it  happen. 

et  beyond  the  bubble.  Learn  hpw  Atlas  Commerce  is  revolution- 
ing  the  way  supply  chains  operate.  Sign  up  now  for  our  webcast 
n  Supply  Chain  Innovation  at  www.ebusinessevolved.com/frb 


ATlAS^tOHnERT 


ARO  SCIENTIFICS 
ER  COMPANY 


Satellite  of  love:  EchoStar 
founder  dropped  lawsuit,  recon 
nected  with  Rupert  Murdoch. 


Took  public  last  year;  now  has  market 
cap  of  $5.5  billion,  despite  paltry  $6.3 
million  in  sales. 


John  W. 
Stanton 
and  family 


$1.1  billion 

VoiceStream  Wireless.  Bellevue,  Wash. 
45.  Married,  2  children 
Fast-moving  telecom  maverick  who 
launched  VoiceStream  by  buying  licenses 
in  second-tier  cities.  Now  holds  licenses 
in  23  of  nation's  top  25  markets;  pro- 
posed sale  of  the  company  to  Deutsche 
Telekom  values  VoiceStream's  2.6  million 
customers  at  $19,500  per  subscriber. 
Stanton:  Whitman  College,  Harvard 
Business  graduate;  started  as  telecom 
consultant  for  Ernst  &  Whinney.  Left  to 


work  for  cellular  pioneer  Craig  McCaw 
(see)  in  1982.  With  money  earned  work- 
ing with  McCaw,  founded  Pacific  North- 
west Cellular  1992.  With  wife,  Theresa, 
merged  with  General  Cellular  to  form 
Western  Wireless  1994.  Started  buying. 
Bought  less-desirable  wireless  licenses  in 
midsize  cities:  Albuquerque,  Portland, 
Honolulu  and  Salt  Lake  and  far-flung 
countries  Latvia,  Georgia  and  Ghana. 
Spun  off  VoiceStream  1999,  now  running 
2  companies.  Snapped  up  smaller  wire- 
less players  Omnipoint  for  $2  billion, 
Aerial  Communications  for  $3  billion.- 
Collects  wine,  also  vintage  (mid-1980s) 
cell  phones. 

Clark  McLeod 

$1  billion 

Telephony.  Cedar  Rapids,  Iowa. 
53.  Married,  2  children 
Iowa-born-and-bred  entrepreneur 


makes  money  selling  phone  book 
phone  service  to  the  Midwesl 
Rocky  Mountain  region.  Son 
school  teachers:  followed  their 
steps,  taught  junior  high  school 
and  science.  Dabbled  in  local  upj 
quickly  gained  reputation  for  inte 
ditched  blackboard  for  struggling 
phone    equipment  outfit, 
Founded  McLeod  Telecommunic; 
1991;  year  later  landed  lucrative 
tract  to  maintain  home  state's 
optic  network.  Granted  right  tc 
phone  service  to  businesses  in  low 
Illinois,  1993.  IPO  June  1996. 
jumped  54%  to  $620  million  in  th 
half  of  this  year,  losses  increasec 
to  $184  million.  Now  824,000  loca 
in  21  states,  but  expanding  data  c 
ity  with  $2.1  billion  acquisition 
ternet-traffic  carrier  Splitrock. 
not  following  "push-it-until 
break-it-and-then-fix-it"  mantr 
fly-fishing. 

Bernard  J.  Ebbe 

$780  million 

Telephony.  Jackson,  Miss. 
59.  Married 

His  MCI/WorldCom  expansion 
hung  up  by  antitrust  regulations: 
to  scrap  $115  billion  purchase  o 
Sprint  in  July.  Nation's  second-1 
long-distance  provider  still  boasts 
Internet,  data  transmission  capab 
Will  expand  Web  business  witl 
posed  $3  billion  purchase  of  Inter 
Communications.  Ebbers  has  oil 
but  investors  unimpressed:  stock 
44%  since  January.  Started  out  in 
dustry  without  a  "last  mile"  prob 
door-to-door  milk  delivery.  Left 
Canada  because  "delivering  mill- 
degrees  below  zero  isn't  a  real  in 
ing  thing  to  do  with  the  rest  o 
life."  Degree  in  physical  educal 
Mississippi  College,  bought  small 
in  1974;  added  more.  Invested  ir 
bankrupt  long-distance  company 
1983;  started  acquisition  binge,  c 
with  $37  billion  MCI  deal  1998. 5 
school  teacher  wears  jeans,  c\ 
boots,  turquoise  jewelry. 
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"ARAMARK  gives  our 
employees  a  24/7  perk." 


David  Tricaso, 
Excite@Home 


Unlimited  Partnership  with: 

Excite@Home  - 
The  leader  in  broadband  services 

Since: 

1999 

Managed  Services: 

-  Coffee  and  other  beverages 

-  Vending 

Value  Created: 

1999  2000 

Sites  1  7 

Employees  400   2,500 

Deliveries         3/week  Daily 

David  Tricaso, 
Director,  Real  Estate  &  Facilities, 
Excite@Home: 

"We  work  in  cybertime.  Coffee  is  fuel. 
We  need  a  partner  who  is  here  before  we 
know  we  need  them.  Wlw  can  not  only 
keep  pace  with  our  growth  but  help  fuel  it. 
ARAMARK  is  a  true  cyber  partner" 

John  Niklewicz,  ARAMARK 
General  Manager: 

"David  made  it  clear  from  the  get-go: 
'This  is  about  our  people;  know  what 
they  want,  where  they  want  it,  and  when 
they  want  it.  Then  deliver  it.  And  keep 
delivering  it'  We  do.  Our  reporting  system 
tracks  every  coffee  service  transaction. 
The  service  centers  are  within  steps 
of  employees.  We've  even  bottled 
Excite@Home  water  for  them  with 
strange,  mystical  powers." 

To  learn  more  about  ARAMARK 
Unlimited  Partnerships  visit  our 
website  at  www.aramark.com 
or  call  1-800-ARAMARK. 

ARAMARK®  Managed  Services  for 
Business,  Government,  Healthcare, 
Sports  and  Entertainment, 
and  Educational  Institutions  include: 
Food  and  Support  Services, 
Uniform  and  Career  Apparel, 
Child  Care  and  Early  Education. 


ARAMARK 

Managed  Services,  Managed  Better. 
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Philip  Knight 

$4.3  billion 

Nike.  Beaverton,  Ore. 
62.  Married,  2  sons 

Recently  returned  to  post  as  president 
for  the  third  time  in  company's  28-year 
history,  already  held  chairman,  chief  ex- 
ecutive titles.  Nike  battered  in  recent 
years,  but  climbing  back:  earnings  up 
24%.  Tiger  Woods  endorsements  helped, 
as  should  Swoosh-clad  jocks  competing 
in  this  year's  Olympics.  But  Knight's  still 
in  a  sour  mood  due  to  ongoing  needling 
from  human  rights  groups  about  low- 
wage  Asian  workers  he  employs.  Stopped 
donations  to  alma  mater  University  of 
Oregon  after  school  joined  ranks  with 
antisweatshop  organization.  "The  bonds 
of  trust,  which  allowed  me  to  give  at  a 
high  level,  have  been  shredded."  Lost 
mentor,  former  running  coach,  Bill  Bow- 
erman,  to  natural  causes  December 
1999.  The  duo  ponied  up  $500  each  in 
1968  to  sell  Bowerman's  waffle-design 
running  shoe.  Member  since  1982. 


Leonard  Lauder 

$3.8  billion 

Cosmetics.  New  York  City. 
67.  Married,  2  sons 


Ronald  Lauder 

$3.2  billion 

Cosmetics.  New  York  City. 
56.  Married,  2  daughters 
Sons  of  makeup  matron  Estee  Lauder, 
who  founded  her  eponymous  com- 
pany in  1946.  Brothers  key  figures  in 
the  cadre  of  family  insiders  who  still 
control  more  than  90%  of  the  cosmetic 
giant's  voting  stock,  even  after  selling  8 
million  shares  worth  $348  million  last 


spring.  Estee  Lauder  controls  nearly 
50%  of  the  prestige  makeup  market  in 
the  U.S.,  selling  brands  like  Clinique, 
Aveda  and  Bobbi  Brown.  With  partners 
Chanel  and  Clarins,  set  to  sell  cosmet- 
ics on  the  Web  at  Gloss.com.  Leonard: 
chairs  Lauder,  the  Whitney  museum, 
served  as  a  member  of  the  White 
House  Advisory  Committee  on  Trade 
Policy  and  Negotiations  under  Reagan. 
Younger  brother  Ronald:  deputy  assis- 
tant secretary  of  defense  for  European 
and  NATO  affairs  under  Reagan,  spent 
a  year  as  ambassador  to  Austria.  His  in- 
vestment in  Central  European  Media 
Enterprises  is  complicated  by  a  bitter 
legal  battle  with  his  former  Czech  part- 
ner. The  dispute  now  tied  up  in  local 
and  international  courts. 


Leslie  Wexner 

$2.9  billion 

The  Limited.  New  Albany,  Ohio. 
63.  Married,  4  children 
Ohio  State  law  school  dropout  started 
Limited  in  1963  after  quarrel  with  fa- 
ther over  family's  small  department 
store;  used  $5,000  loan  from  aunt. 
Limited  now  $9.7  billion  in  sales,  2,833 
stores:  Express,  Lerner  NY,  Lane 
Bryant,  Structure,  Henry  Bendel.  Also 
owns  84%  of  Intimate  Brands:  Victo- 
ria's Secret,  Bath  8c  Body  Works,  White 
Barn  Candle  Company.  Continues  to 
spin  off  successful  brands:  fraternity 
favorite  Abercrombie  &  Fitch  1998, 
teenybopper  line  Limited  Too  1999. 
Last  year  sold  8  million  shares  worth 
$240  million;  this  year,  another  6  mil- 
lion worth  $172  million.  Paid  $45  mil- 
lion for  Picasso's  "Nude  on  a  Black 
Armchair,"  gifted  to  Wexner  Center  for 
the  Arts,  to  which  he  also  donated  $25 
million  for  construction. 


Haute  couture  generates  all  the  spotlight,  but  accou- 
trements are  where  the  real  bucks  are  made.  For  these 
Forbes  400  members,  fashion's  never  out  of  season. 


FORBES*  October  9,  2000  235 


THE  FnMiS  aPB  j 


Donald  Fisher 

$2.7  biilion 

72.  Married,  3  children 


Doris  Fisher 

$2.7  biilion 

69.  Married,  3  children 


Robert  Fisher 

$1.5  billion 

46.  Married,  3  children 


John  Fisher 

$1.3  billion 

39.  Married,  4  children 


William  Fisher 

$760  million 

43.  Married,  3  children 
The  Gap.  Donald  and  Doris  opened  first 
store  1969  in  San  Francisco  as  cozy 
records-and-jeans  outfit;  ditched  vinyl  for 
denim  only  three  months  later.  Went 
public  1976.  Acquired  Banana  Republic 
1983,  added  GapKids  1986,  BabyGap 
1990,  Old  Navy  1994,  GapBody  1998; 
GapMaternity  this  year.  Advocates,  bene- 
ficiaries of  switch  to  casual  wear,  but  lately 
struggling  to  keep  up  with  consumer 
tastes;  stock  down  30%  this  year.  Son 
Robert  resigned  as  Gap  vice  president  last 
November,  1  of  3  top  executives  to  leave 
in  the  last  year.  Robert  now  on  board  of 
San  Francisco's  Rosewood  Venture 
Group.  Other  brothers  also  finding  for- 
tunes elsewhere:  John  founded  invest- 
ment outfit  Pisces;  William  left  position 
running  Gap's  international  stores  1998. 


Ralph  Lauren 

$1.8  billion 

Fashion.  New  York  City. 
61.  Married,  3  children 
Bronx  native  clerked  for  Brooks  Broth- 
ers. Started  designing  neckwear  for 
Beau  Brummel  before  launching  Polo 
in  1967  with  $50,000.  Initially 
menswear,  then  expanded  to  women's 

236     FORBES"  October  9,  2000 


clothes.  Nimble  marketer  turned  his 
name  into  a  brand  that  now  encom- 
passes fragrances,  accessories,  linens 
and  paint.  Polo.com,  where  son  David 
Lauren  is  creative  director,  to  launch 
this  fall.  Antique  car  and  motorcycle 
collector;  owns  homes  in  Colorado,  Ja- 
maica and  New  York.  This  year  com- 
pany donated  $5  million  to  create  the 
Ralph  Lauren  Center  for  Cancer  Care 
and  Prevention  in  Harlem.  Appeared — 
as  himself — on  NBC  sitcom  Friends  last 
year.  Episode  was  one  of  the  highest- 
rated  of  the  season. 


Richard  T.  Farmer 

$1.6  billion 

Cintas  Corp.  Cincinnati,  Ohio. 
66.  Married,  3  children 
Keeps  America  clothed,  or  at  least  the 
4.3  million  workers  who  wear  Cintas 
uniforms  at  work.  Now  the  country's 
largest  uniform  supplier  after  last  year's 
acquisition  of  Unitog.  Annual  sales: 
$1.9  billion.  Corporate-casual  move- 
ment hasn't  hurt  business:  stock  up 
12.7%  in  past  year.  Grandfather  owned 
industrial  rag-cleaning  business  1920s. 
Ex-Marine  Richard  became  chief  exec- 
utive 1968;  took  public  1983;  stepped 
down  1995.  Remains  chairman. 


Richard  Goldman 

$1.5  billion 

Inheritance.  San  Francisco. 
80.  Widowed,  3  children 
Widower  of  Rhoda  Haas  Goldman  (d. 
1996),  one  of  estimated  200  heirs  to 
Levi  Strauss  fortune.  Only  major 
shareholder  who  took  cash  in  family's 
1996  LBO  of  Levi  Haas.  Good  call: 
147-year-old  blue  jeans  company  lately 
battered.  Richard  active  in  social 
causes,  oversees  the  Goldman  Envi- 
ronmental Foundation. 


Jim  Jannard 

$1.3  billion 

Sunglasses.  San  Juan  Islands,  Wash. 
51.  Divorced,  remarried;  7  children 
Elusive  sunglasses  maker  founded 


Oakley  1975.  Started  with  moton 
and  ski  goggles,  then  sunglasses  1) 
Shunned  advertising,  but  became 
fashion  accessory  when  high-pr 
athletes  favored  the  hip  designs.  D| 
sified:  now  sells  shoes,  apparel 
watches;  just  launched  first-ever  | 
campaign  in  mainstream  consu 
magazines.  Metal  eyewear  feature 
summer  blockbusters  Mission  Imp 
hie  2  and  X  Men.  Added  chief  exect 
to  chairman,  founder  titles  in  Oct 
of  last  year,  stock  up  160%  since  I 
continues  to  buy  back  shares.  Rer, 
edly  purchased  $7  million  Newi 
coast,  Calif,  vacation  home  near  Oi 
headquarters. 


Sydell  Miller 

$1.2  billion 

Hair  products. 

Cleveland,  Palm  Beach,  Fla. 

62.  Widowed,  2  children 

Met  hairdresser  husband  Arnoh 

1992)  after  friend  recommended 


Donald  Fisher 

The  Gap  cofounder  can't  afford  to  be  cs 


<j£>  Kinetics  Mutual  Funds,  Inc. 


^  The  Medical  Fund 

investing  in 

scientific 

discovery  @ 


Available  through 


.60 


°/ 

/o 


Total  return  since  inception:  9.30.99-6.30.00 

Performance  shown  occurred  during  a  period  of  extremely 
favorable  market  conditions  for  medical  related  stocks,  which 
may  or  may  not  continue.  Due  to  market  volatility  current 
performance  may  be  more  or  less  than  the  figures  shown. 


100%  no  load 


i88.386.3999  www.kineticsfunds.com 


data  quoted  represents  past  performance  and  does  not  guarantee  future  results.  Figures  include  changes  in  principal  value,  reinvested  dividends,  and  capital  gains  distributions.  Investment  return  and  principal 
y,  and  shares  may  be  worth  more  or  less  at  redemption  than  original  purchase. 

Fund  invests  in  a  single  industry,  its  shares  do  not  represent  a  complete  investment  program.  Biotech  and  pharmaceutical  stocks  are  subject  to  a  rate  of  change  in  technology,  obsolescence  and  competition  which 
igher  than  that  of  other  industries,  and  have  experienced  extreme  price  and  volume  fluctuations.  As  a  non-diversified  and  single  industry  fund,  the  value  of  its  shares  may  fluctuate  more  than  shares  invested  in  a 
e  of  industries  and  companies. 

rmation,  including  fees  and  expenses,  call  for  a  prospectus.  Read  it  carefully  before  investing.  Distributor:  10.  Richardson  Securities,  Inc.  is  not  an  affiliate  of  Kinetics  Mutual  Funds,  Inc. 
ab  &  Co.,  Inc.,  member  SIPC/NYSE,  provide  recordkeeping  and  shareholder  services  for  shares  purchased  through  its  Mutual  Fund  OneSource "  Service  (0000-8012) 


etics  Mutual  Funds,  Inc. 
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for  haircut.  Together  started  eyelash- 
products  firm  in  1971.  Sold  for  $3  mil- 
lion 1984.  Then  Matrix  Essentials: 
high-end  hair-care  and  beauty  prod- 
uct company  started  out  of  their  Cleve- 
land basement.  Sold  to  Bristol-Myers 
Squibb  in  1994  for  stock;  still  thought 
to  own  20  million  shares.  Spends  time 
in  Palm  Beach,  building  37,000-square- 
foot  dream  house;  land  alone  cost  $26 
million.  In  April  donated  $10  million 
to  Case  Western  Reserve  University's 
Weatherhead  School  to  build  center  for 
entrepreneurship. 


Ronald  Lauder 

The  Lauder  brothers  apply  their  esthetics 
to  faces  around  the  world  and  in  fine  art. 

Sidney  Kimmel 

$880  million 

Jones  Apparel  Group.  Philadelphia. 
71.  Single 

College  dropout  built  fortune  selling 
women's  clothes,  intends  to  give  it  all 
away.  Still  has  some  work  ahead  of  him: 
donations  so  far  total  just  $80  million. 
Worked  his  way  up  the  ladder  from 
knitting  mill  at  Grace  &  Co.'s  Jones  Ap- 


parel, eventually  bought  company 
chairman  and  chief  executive.  Nc 
lines:  Jones  New  York,  Evan-Pi 
Rena  Rowan,  Todd  Oldham.  AI 
censing  for  Lauren,  Ralph  and 
Jeans,  all  by  Ralph  Lauren.  Acqj 
Nine  West  last  year;  since  close< 
stores,  with  plans  to  close  60  mc 
year-end.  Side  ventures  include  r 
production  company  (9 'A  Weeks, 
of  the  Cave  Bear),  Wall  Street  hotel, 
stake  in  pro  basketball's  Miami 
Gives  to  cancer  research,  the  arts, . 
Holocaust  museum. 
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W  Call  it  a  gift.  But  when  disaster 
strikes,  I'm  always  around.  Whether 
it's  a  hurricane,  fire  or  any  other 
catastrophic  event,  I'm  there  to  help 
my  customers  when  they  need  it 
most.  That's  because  I  get  to  know 
each  business  from  the  ground  up, 
so  I  understand  what  it  takes  to  keep 
them  running  when  something  goes 
wrong.  I  help  prepare  for  storms.  I 
arrange  for  backup  production  facilities 
when  plants  go  down.  It's  all  about 
anticipating  my  customers'  concerns. 
Some  might  say  my  life  is  one  disaster 
after  another.  But  if  it  helps  my 
customers,  it's  OK  by  me.  // 


Our  "Severe  Weather  Alert 
System"  provides  our  customers  with  warnings  of  incoming 
storms  and  step-by-step  checklists  on  how  to  prepare  for  them. 


Liberty 
Mutual 


a  ai  :i  km  u  as 


Money  doesn't  always  buy  a  winning  team,  but  it 
didn't  stop  these  heavy  hitters  from  buying  their  ov 
personal  dream  teams.  Unfortunately  most  of  them 
have  better  records  off  the  playing  field  than  on. 


Alfred  Lerner 

$4.6  billion 

Banks.  Shaker  Heights,  Ohio. 
67.  Married,  2  children 
King  of  the  association-sponsored 
credit  card  brought  football  back  to 
Cleveland  last  year  after  paying  $530 
million  for  a  new  Browns  franchise.  But 
an  ugly  season  gave  little  reason  to 
cheer.  MBNA  stock  faring  better:  after 
being  sacked  earlier  in  the  year,  now 
near  an  alltime  high.  Native  New 
Yorker,  Columbia  grad  joined  Marines, 
then  sold  furniture  for  $75  a  week.  In- 
vested in  Cleveland  apartment  build- 
ings, REITs,  then  banks.  Now  MBNA 
chairman.  Company  is  nation's  single 
largest  contributor  to  George  W.  Bush's 
presidential  bid.  Past  donations:  $25 
million  for  new  student  center  at  Co- 
lumbia University,  $100  million  for  re- 
search center  at  the  Cleveland  Clinic. 
Member  since  1988. 


Micky  Arison 

$2.7  billion 

Carnival.  Bal  Harbour,  Fla. 
51.  Married,  2  children 
Carnival  stock  in  murky  waters:  earn- 
ings shortfalls,  lawsuits  over  false  busi- 
ness statements  and  safety  violations 
have  pushed  stock  down  56%  this  year. 
Fires  and  an  electrical  failure  cut  3  Car- 
nival cruises  short  this  year;  planned 
ventures  with  Star  Cruises  and  Fairfield 
Communities  were  scuttled.  But  plans 
to  launch  Eleisure  Network,  an  online 
vacation-booking  system,  full  steam 
ahead.  Father  and  Carnival  founder, 
Ted,  died  October  1999  in  Israel,  where 
the  family  maintains  substantial  stakes 
in  banks,  telecom,  tech  companies. 
Micky,  Carnival  chief  executive,  also 
owns  majority  stake  in  pro  basketball's 
Miami  Heat.  Team  recently  moved  into 
new  boat-shaped  arena,  but  Arison's 
luck  didn't  improve — fined  for  criticiz- 
ing the  refs. 


Wayne  Huizenga 

$1.8  billion 

Entrepreneur.  Fort  Lauderdale,  Fla. 
61.  Divorced,  remarried;  4  children 
Shifting  gears  again:  closed  23  used  car 
megastores  in  the  past  year,  spun  off 
moneylosing  AutoNation  rental  busi- 
ness, including  Alamo,  National, 
CarTemps  USA.  World's  largest  car  re- 
tailer focusing  solely  on  new  cars, 
using  fixed,  "no-haggle"  prices.  Going 
online  with  partner  AOL.  Mixed  re- 
sults: First  six  months  of  this  year  sales 
up  1 0%  to  $  1 . 1  billion,  but  stock  price 
down  31%.  College  dropout  launched 
Waste  Management  1962  with  single 
used  garbage  truck.  Dumped  garbage 
1984,  bought  19-store  video  rental 
chain  Blockbuster.  Sold  to  Viacom  for 
$8.4  billion  1994.  Won  baseball's 
World  Series  with  nascent  franchise 
Florida  Marlins  1997;  sold  a  year  later. 
Still  owns  football's  Miami  Dolphins, 
but  considering  selling  stake  in  pub- 
licly traded  Florida  Panthers  hockey 
team.  Member  since  1991. 


Carl  Pohlad 

$1.8  billion 

Banking.  Minneapolis,  Minn. 
85.  Married,  3  children 
Raised  in  Iowa;  father  a  railroad  brake- 
man,  mother  a  laundress.  Quit  college, 
sold  used  cars,  served  in  World  War  II. 
Took  over  brother-in-law's  troubled 
bank  in  1955,  turned  around,  built 
banking  empire.  Now  18  million  shares 
US  Bancorp;  also  bottling  companies, 
real  estate,  new  tech  outfits.  Owner  of 
pro  baseball's  Minnesota  Twins. 
Threatened  to  move  moneylosing  team 


unless  new  stadium  was  built, 
payers  called  bluff;  team  stayed 
runs  on  a  shoestring  payroll. 


Robert  McNair 

$1.4  billion 

Energy.  Houston. 
63.  Married,  4  children 
Last  year  the  power  magnate  be 
a  pigskin  maverick  after  sa 
Cogen  Technologies,  the  nat 
largest  privately  held  power 
pany,  to  Enron  for  $1.45  billion 
out  Ed  Roski  (see),  Michael  C 
other  Los  Angeles  luminaries  tc 
pro  football  franchise  in  Hou 
"We  just  wanted  it  worse  than 
Paid  $700  million  in  franchise 
raised  another  $117  million  to 
finance  new  $310  million  stac 
Team  set  to  play  in  2002,  bu 
likely  to  outperform  other  spor 
vestment:  race  horses.  Owns 
Belmont  Stakes  winner,  Touch  • 
Filly  Chilukki  was  last  year's  c 
pion  among  2-year-olds.  Doesn 
exclusively  on  sports:  investec 
million  in  VC  company  Co 
BioTech  Ventures. 

Robert 
Dedman  Sr. 

$1  billion 

Country  clubs.  Dallas. 
74.  Married,  2  children 
King  of  clubs  expanding  glol 
ClubCorp  opened  Swiss  golf  cc 
this  year,  bought  others  in  Aus 
and  Mexico,  adding  to  clut 
South  Africa,  Canada.  All  told: 


240     FORBES-  October  9,  2000 


IHOOJlBIS  AOflLLS£flfiIS_STAfiS_ 


i 


Takes  More  Than  Money 


Rich  people  do  a  lousy  job  running  sports  teams.  Among  the  22  members  of  The  Forbes  400  who  are  owners,  only  4  have  wo 
with  their  current  team:  Carl  Pohlad,  Jerry  Jones,  Thomas  Hicks  and  William  Davidson.  —Michael  K.  Ozanian  and  Kurt  Badenl 


Team/League 


Current  value1 
($■«) 


Winning 
percentage2 


Principal  owner(s)     The  Skinny 


Dallas  Cowboys/NFL 


$713 


Cleveland  Brawns/NFL 


557 


50%         Jerry  W  Jones  only  owner  that  doubles  as  general  manag 

13  Alfred  Lerner  Dawg  Pound  had  little  to  cheer  about 


Tampa  Bay  Bnccaaeers/NFL 


532 


69 


Malcolm  Glazer 


fell  one  win  shy  of  reaching  Super  Bowl 


Miami  Dolphins/NFL 


472 


56 


H  Wayne  Huizenga       no  Johnson  and  Marino  spells  trouble 


Seattle  Seahawks/NFL 


407 


56 


Paul  Allen 


McCombs 


San  Diego  Chargers/NFL 


393 


50 


Alex  Spanos 


doing  better  recently  than  Microsoft  stock 
wasted  their  top  pick  in  1998  on  brat  Rya 


Detroit  Lions/NFL 


378 


50 


William  Clay  Ford 


made  playoffs  despite  Sanders'  retiremen 


Minnesota  Vikings/NFL 


322 


63 


Billy  Joe  McCombs       run  out  of  playoffs  by  St.  Louis  Rams 


Huizenga 


Texas  Rangers/MLB 


Houston  Astros/MLB 


294 


59 


Thomas  0  Hicks 


from  first  to  worst  in  2000 


280 


60 


Drayton  McLane  Jr      team  ill-suited  for  new  stadium 


Portland  Trail  Blazers/NBA 


257 


72 


Paul  Allen 


rotisserie  all-stars  were  NBA  s  2nd  best 


Detroit  Pistons/NBA 


226 


51 


William  Davidson 


superstar  Grant  Hill  has  bolted  for  Orland 


Florida  Panthers/NHL 


163 


57 


H  Wayne  Huizenga       owner  has  "for  sale"  sign  on  team 


Miami  Heat/NBA 


162 


63 


Micky  Arisen 


consistently  get  beaten  by  Knicks  in  playo 


Colorado  Avalanche/NHL 


160 


59 


Stanley  Kroenke 


perennial  powerhouse  won  Stanley  Cup  in 


Orland*  Magic/NBA 


159 


50 


Richard  DeVos 


Doc  Rivers  coach  of  the  year 


Dallas  Stars/NHL 


149 


60 


Thomas  0  Hicks 


two  straight  Stanley  Cup  finals 


Minnesota  Timberwolves/NBA  146 


61 


Glen  Taylor 


last  season  was  best  in  franchise  history 


New  York  Islanders/NHL 


142 


33 


Charles  Wang 


once  stellar  franchise  in  shambles 


Alison 


Dallas  Mavericks/NBA 


141 


49 


Mark  Cuban 


ten  assistant  coaches  for  12  players 


St.  Louis  Blnes/NHL 


137 


72 


Bill  and  Nancy  Laurie     bullied  out  of  playoffs  early  by  San  Jose  S 


Nuggets/NBA 


124 


43 


Stanley  Kroenke 


cash-rich  Pepsi  Center  should  lure  better 


BayUgntning/NHL 


112 


26 


William  Davidson 


consistently  one  of  hockey's  worst  teams 


Us  Angeles  Kings/NHL 


109 


56 


Philip  Anschutz, 
Edward  Roski  Jr 


never  recovered  since  Gretzky's  departun 


Canucks/NHL 


96 


45 


John  McCaw  Jr 


shipped  Mark  Messier  back  to  New  York 


Minnesota  Twins/MLB 


91 


39 


Carl  Pohlad 


smallest  payroll  in  baseball 


Kroenke 


Value  of  team  without  deduction  of  debt  (other  than  stadium  debt). 

'Wins  divided  by  total  games  (excluding  ties),  multiplied  by  IOO.  for  most  recently  completed  regular  season. 


than  230  resorts  and  golf  clubs,  some 
500,000  members.  Arkansas  native  sold 
insurance  after  Navy,  built  first  country 
club  1957.  Son  Bob  Jr.  runs  the  business, 
spearheading  new  B2B  golf-supply  ven- 
ture. Father  prefers  tennis  in  morning, 
afternoon  tee  times.  "The  more  people 
do  and  the  less  I  do,  the  better  we  do." 

Robert  Drayton 
McLane  Jr. 

$1  billion 

Wal-Mart.  Temple,  Tex. 
64.  Married,  2  sons 

Grandfather  opened  grocery  1894  in 
Cameron,  Tex.,  began  wholesaling  1904. 
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Robert  inherited  company  from  his  fa- 
ther 1965.  Expanded;  sold  McLane  Co. 
in  1991  to  friend,  tennis  partner  Sam 
Walton  for  cash  and  Wal-Mart  stock; 
now  nation's  largest  cigarette  distributor. 
Today  oversees  private  holding  company 
McLane  Group:  grocery  distribution, 
computer  software,  food  manufacturing. 
Small  stake  in  Internet  grocer  Peapod.' 
Owner  of  pro  baseball's  Houston  Astros. 

William  Clay  Ford 

$960  million 

Ford  Motor  Co. 

Grosse  Pointe  Shores,  Mich. 

75.  Married,  4  children 

Grandson  of  Ford  Motor  Co.  founder 


Henry  Ford.  After  production  ce 
1927  under  presidency  of  Henrj 
Edsel,  older  brother  Henry  II : 
empire  after  WWII  (d.  1987).  V 
on  executive  committee,  stepped 
as  finance  committee  chair  in  15 
mains  an  active  board  membe 
William  Jr.  named  chairman 
Company  slimming  down,  reti 
$10  billion  to  shareholders  this  yi 
swerved  off  course  with  Firesto 
recall;  stock  down  20%  from  5\ 
high.  Expanding  roster  of  acquii 
Jaguar,  Aston  Martin,  Volvo  an« 
Rover.  Sister  Josephine  marrie 
renowned  Detroit  banking  fam 
tive  philanthropist.  William  ow 
football's  Detroit  Lions. 


ill  to  Jet  Aviation  for  worldwide  business  aircraft  or 
harter  means  that  the  entire  world  is  yours  for  the  asking, 
-four  hours  a  day,  seven  days  a  week.  Jet  Aviation,  your 
)mpassing  source  for  all  your  global  charter  service  needs 


JEW  HVMTIOIU 

THE  ONLY  GLOBAL  BUSINESS  AVIATION  SERVICE  COMPANY 


For  aircraft  charter  call: 
(1-800)  736  8538 

www.jetaviation.com/charter 


For  yacht  charter  call: 
(1-561)  233  7233 

www.primeyachting.com 


9  9 


f 


Concert  in  London  (Underground) 


Decibels  (energy) 


Relaxing  on  the  beach  (train) 


■       -  ,  " ■: 

Kate,  23,  musician 


MORE  AND  MORE  PEOPLE  NEED  ALSTOM 


ergy  and  transport  solutions  brought  to  you  each  day  by  a  world  leader. 

www.alstbm.com 


0.  Bruton  Smith 

$890  million 

Speedway  Motorsports.  Charlotte,  I 
73.  Divorced,  4  children 
Stock-car  racing  veteran  who 
Speedway  (6  tracks,  10  Winston 
events),  faces  renewed  competition 
International  Speedway/Penske; 
down  33%  in  past  year.  Got  start 
Charlotte  Motor  Speedway  in  \ 
bankrupt  1962.  Regained  control 
unlikely,  successful  IPO  1995.  Ban 
style  promoter,  legendary  for  pre 
shows:  parachuting  Elvis  impersonj 
a  car-eating,  fire-spitting  "robosaU 


Alexander  Spanc 

$850  million 

Construction.  Stockton,  Calif. 
77.  Married,  4  children 
Slung  hash  in  father's  diner  in  In 
college.  Founded  catering  serviced 
sandwiches  to  migrant  farmworj 
Started  building  apartments  1960 


elping  to  deplete  the  world's  supply  of 


, Meiers 


Mercedes-Benz  continued  its  tradition  of  winning  by  capturing  the  1998  and  1999  Formula  One  World  Charr: 
the  most  prestigious  title  in  motor  racing.  And  be  sure  to  watch  for  our  "Silver  Arrow"  cars  as  we  race  i 
Grand  Prix  this  September  24th.  For  information,  call  1-800-FOR-MERCEDES  or  visit  us  at  www.MBUSA.com.  Mo 


Please  drive  safely. 


5  some  4,000  units  in  southern  Cal- 
lia.  Owner  pro  football's  San  Diego 
gers,  Republican  Party  backer.  Con- 
ted  $250,000  to  the  Republican  Na- 
il Committee. 


rry  Jones 


)  million 

mil,  investments.  Dallas, 
tarried,  3  children 
)therwise  mediocre  investment 
folio  bolstered  by  NFL  team:  "I 
1  get  $1  billion  for  the  Dallas  Cow- 
."  He  may  be  right:  new  football 
hise  in  Houston  recendy  went  for 
million,  Washington's  sold  for 
i  million  last  year.  Any  sale  would 
r,  a  nice  return  on  the  $140  million 
id  for  the  team  and  its  stadium  1 1 
:  ago.  Off  the  gridiron,  he  invests  in 
iid  gas,  real  estate,  chickens.  But  his 
iaitous  presence  on  the  Cowboys 
jnes  and  his  renegade  endorsement 
(make  him  one  of  the  most  recog- 
rle  owners  in  sports. 


Thomas  Hicks 

$750  million 

Leveraged  buyouts.  Dallas. 
54.  Divorced,  remarried;  6  children 
Father  was  small-time  Texas  radio  en- 
trepreneur; Tom,  three  brothers, 
worked  at  stations.  USC  business 
school,  longed  for  Wall  Street  but  du- 
tifully returned  to  family  business. 
Quit  when  father  refused  to  expand; 
started  leveraged-buyout  firm  Hicks, 
Muse,  Tate  &  Furst.  Early  scores  with 
soda  pop:  Dr  Pepper,  Seven-Up;  in- 
vested $45  million,  returned  nearly 
$700  million.  Returned  to  radio  with 
buyout  of  Capstar,  then  merger  with 
Chancellor  Media  1999.  Renamed 
AMFM,  became  one  of  nation's  largest 
radio  broadcasters  with  465  stations 
in  105  markets.  Sold  to  Clear  Channel 
Communications  for  $17.1  billion. 
Other  investments:  Regal  Cinemas, 
computer  wholesaler  Globix,  Triton 
Energy.  Conagra  trying  to  buy  his  In- 
ternational Foods.  Owns  pro  hockey's 


Dallas  Stars,  pro  baseball's  Texas 
Rangers;  part  owner  of  new  American 
Airlines  stadium  in  downtown  Dallas. 
Works  both  sides  of  political  fence: 
this  year  gave  $56,475  to  Republicans, 
$10,000  to  Democrats. 

Malcom  Glazer 

$725  million 

Investments.  Palm  Beach,  Via. 
72.  Married,  5  sons,  1  daughter 
Purchased  Tampa  Bay  Buccaneers  in 
1995  for  $192  million;  team  now  worth 
$532  million.  Born  in  Rochester,  at  8 
worked  in  dad's  watch-repair  shop;  took 
over  at  15  after  father's  death.  Invested  in 
mobile-home  parks  1970s,  then  hostile 
takeovers  1980s:  acquired  nearly  bank- 
rupt Zapata  (oil  and  energy  company 
founded  by  former  president  George 
Bush);  Speciality  Equipment  Cos.  Sons 
Bryan,  Joel  and  Ed  run  the  Bucs;  son 
Avram,  Zapata;  son  Kevin  oversees  fam- 
ily's holding  company,  First  Allied. 
Daughter,  Darcy,  a  fashion  designer. 


'C.2000  Mercedes-Benz  USA,  LLC.  A  DaimlerChrysler  Company. 


Helen  Robson 
Walton 

$17  billion 

Bentonville,  Ark. 

81.  Widowed,  4  children 

Jim  C.  Walton 

$17  billion 

Bentonville,  Ark. 

52.  Married,  4  children 


John  T.  Walton      S.  Robson  Walto 


$17  billion 

Durango,  Colo. 
54.  Married,  1  child 


Alice  Louise 
Walton 

$17  billion 

Fort  Worth  area,  Tex. 

51.  Divorced  twice,  childless 


$17  billion 

Bentonville,  Ark. 
56.  Divorced,  remarried;  5  children 
Widow  and  children  of  Wal- 
founder  Sam  Walton  (d.  1992) 
endary  merchant  who  started  wit] 
general  store  in  Arkansas  in  1962. 
world's  largest  retailer  with  SI 65  b 
in  sales  and  more  than  4,000  s 
across  the  globe.  Relaunched  e- 
merce  site  Walmart.com  last  Jan 
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The  internet  is  no  genius.  It's  just  technology. 
Your  people  -  your  customers,  employees,  and 
suppliers  -  have  the  ideas.  Give  them 
PeopleSoft's  new  generation  of  e-business 
applications,  and  they  may  have  a  few  thoughts 
about  making  your  company  more  competitive. 


CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


People  power  the  internet: 


w.peoplesoft.com  1.888.773.8277 


JCjaJE-f  UREIS  400  REIA1LIRS_ 


Unlike  competitors,  barred  from  offer- 
ing its  own  banking  services,  but  still 
found  a  way  to  profit  from  banks-in- 
stqres  trend:  banks  renting  Wal-Mart 
store  space  include  Arkansas-based  Ar- 
vest  Bank  where  Jim  is  chief  executive. 
Robson:  Wal-Mart  chairman.  John:  di- 
rector. Alice:  manages  investments, 
horses.  Sam's  Walton  Family  Founda- 
tion, launched  1989  with  $1,000,  now 
worth  $550  million;  major  donations  to 
schools,  hospitals. 

Bernard  Marcus 

$3.2  billion 

Home  Depot.  Atlanta. 
71.  Married,  3  children 


Arthur  Blank 

$1.8  billion 

Home  Depot.  Atlanta 
58.  Divorced,  remarried;  4  children 
Home-improvement  chain's  stock  growth 
has  finally  slowed — down  27%  in  2000 — 
but  expansion  plans  haven't.  Today  1,002 
stores  in  the  U.S.,  Canada,  Puerto  Rico 


Bernard  Marcus 

Getting  fired  in  1978  was  a  stroke  of  luck: 
He  cofounded  Home  Depot  a  year  later. 


Stan  Kroenke 

Combined  his  real  estate  empire 
with  his  wife's  Wal-Mart  fortune. 
Now  they  buy  sports  teams. 


and  Chile;  by  the  end  of  2003,  1,900. 
Stores  opening  at  rate  of  one  every  43 
hours.  Replaced  Sears,  Roebuck  on  the 
Dow  Jones  industrial  average  this  year. 
Blank  and  Marcus  pooled  resources  in 
1978  after  being  fired  from  now-defunct 
Handy  Dan  Improvement  Centers. 
Opened  first  Home  Depot  year  later.  Pub- 
lic 1981.  Blank,  president/chief  executive, 
and  Marcus,  chairman,  find  time  to  star  in 
chain's  commercials,  donate  money. 
Blank  a  top  donor  to  United  Way  Atlanta; 
Marcus'  past  gifts  include  $45  million  to 
a  program  for  children  with  brain  disor- 
ders. 


Richard  Schulze 

$2.9  billion 

Best  Buy.  Edina,  Minn. 
59.  Married,  4  children 
Vanity  plates  on  his  green  BMW  that 
read  "Driven"  aren't  meaningless  boast: 
expansion  plans  for  electronics  retail 
chain  call  for  60  new  stores  a  year  for  the 
next  4  years.  Now  more  than  350  loca- 
tions in  40  states,  $12.5  billion  annual 
sales.  Started  as  electronics  salesman  in 
father's  distribution  company;  opened 
own  stores,  Sound  of  Music,  1966.  First- 


year  sales:  $173,000.  Built  chain  oi 
frills,  low-cost  superstores,  took  p 
1985.  Overexpanded,  drowning  in 
by  1997.  Consultant-led  team  h< 
shape  inventory  control,  restore  ean 
No  college,  but  recently  made  $5C 
lion  donation  to  University  of  St.  Th 
in  St.  Paul,  Minn. 

Ann  Walton 
Kroenke 

$2.8  billion 

Inheritance.  Columbia,  Mo. 
50.  Married,  2  children 

E.  Stanley 
Kroenke 

$900  million 

Real  estate.  Columbia,  Mo. 
53.  Married,  2  children 
Wife  and  husband,  newly  cro 
sports  magnates.  Ann's  father,  Jar 
(Bud)  Walton,  pooled  assets  with 
brother,  Sam,  to  start  Wal-Mart.  F 
shares  to  daughters  after  death  in 
Ann,  a  registered  nurse.  Stanley  si 
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PeopleSoft  Customer  Relationship  Management  is  about  knowing  what  your  customers 
want  -  even  before  they  do.  By  tracking  your  customers'  behavior  and  history,  PeopleSoft's  new 
generation  of  e-business  applications  gets  information  into  the  hands  of  the  people  in  your 
company  who  need  it,  when  they  need  it.  Now,  armed  with  Vantive's  best  of  breed  CRM  technology, 
everyone  can  proactively  forge  and  develop  profitable  customer  relationships  like  never  before. 
Which  is  exactly  the  competitive  advantage  your  people  need  to  successfully  lead  your  business. 


PeopleSoft  CRM  powered  by  CUSTOMERS  ■  EMPLOYEES  •  SUPPLIERS 


.peoplesoft.com/crm 


1.888.773.8277 


HE  FORBES  400  RETAILERS 


Richard  Schulze 

Best  Buy's  founder  has  recharged  his  chain 
of  consumer  electronics  stores. 


as  a  partner  in  a  clothing  store  at  19, 
now  a  nationwide  real  estate  developer 
and  shopping-center  owner — many 
with  Wal-Mart  as  anchor  tenant.  Cou- 
ple recently  paid  $404  million  for  pro- 
fessional basketball's  Denver  Nuggets, 
hockey's  Colorado  Avalanche  and 
Denver's  Pepsi  Center  arena.  Unsuc- 
cessful bidders  for  the  teams  included 
Ann's  sister  Nancy  (see)  and  husband, 
Bill.  Also  own  40%  of  Super  Bowl 
champions  St.  Louis  Rams. 


John  Menard  Jr. 

$2  billion 

Home  improvement  stores. 
Eau  Claire,  Wis. 
60.  Twice  divorced,  6  children 
Eldest  of  8  children  of  farming  fam- 
ily, built  barns  to  pay  college  tuition. 
Opened  first  home  improvement  store 
in  1972.  Now  150  stores,  sales  of  $4.5 
billion.  Holding  own  against  Home 
Depot:  "We'll  do  anything  that's  not 
immoral,  illegal  or  unethical."  Big 
Indy-500  backer;  races  own  studded- 
tire  car  across  frozen  Wisconsin  lakes. 
Member  since  1994. 


Nancy  Walton 
Laurie 

$2  billion 

Inheritance.  Columbia,  Mo. 
48.  Married,  1  child 

Sister  of  Ann  Kroenke  (see).  Received 
Wal-Mart  shares  from  father,  James  L. 
(Bud)  Walton.  Breeds  horses  on  350- 
acre  Crown  Center  Farms.  With  hus- 
band, Bill,  shares  Kroenkes'  interest  in 
sports  teams.  Last  year  bought  profes- 
sional hockey's  St.  Louis  Blues  and  its 
Sawis  Center  arena.  Tried  to  buy  bas- 
ketball's Denver  Nuggets  and  hockey's 
Colorado  Avalanche;  lost  out  to  sis- 
ter Ann. 


Richard  DeVos 

$1.6  billion 

Amway.  Ada,  Mich. 
73.  Married,  4  children 


Jay  Van  Andel 

$1.4  billion 

Amway.  Ada,  Mich. 
76.  Married,  4  children 
Partners,  high  school  pals  who 
founded  flight  school,  drive-in  restau- 
rant after  WWII.  Sold  business  1948  to 
become  sales  reps  for  Nutrilite.  Left  to 
start  company  selling  biodegradable 
soap.  Amway  now  deploys  3  million 
sales  reps  in  more  than  80  countries 
selling  personal  care,  nutrition,  home 
care  products,  even  natural  gas. 
Richard   retired    1993;   Jay  1995. 


Founders'  sons  Richard  Jr.  and 
run  company.  Took  Asia  Amwa? 
private  1999,  Japan  Amway  Cos 
vate  2000.  New  online  division  Q 
rang  up  $250  million  sales  in  fir 
days.  Families  back  education, 
Christian  causes. 


William  Kellogg 

$1.2  billion 

Kohl's.  Oconomowoc,  Wis. 
57.  Married,  2  children 
Discount  retailer  with  midwe 
roots  now  expanding  into  D< 
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Recruiting  doesn't  stop  when  people  get  hired. 


PeopleSoft  Human  Resources  Management  gives  you  the  ability  to  assess  each  and  every 
employee's  job  satisfaction  in  real  time.  Our  new  Workforce  Analytics  products  help  you  gauge 
how  satisfied  an  employee  might  be  in  terms  of  compensation,  benefits  and  work  environment. 
You  can  even  add  learning,  professional  growth,  and  industry  benchmark  data  into  the  mix.  And 
because  our  new  generation  of  e-business  applications  is  built  to  run  purely  on  the  internet,  you 
can  take  action  on  the  analysis  on  any  web  browser.  So  you'll  always  have  what  you  need  to  keep 
recruiting  your  best  people  —  which  means  you  won't  lose  them  to  your  competition. 

CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


People  power  the  internet: 


www.peoplesoft.com/hrms  1.888.773.8277 


„  JJItJt.UJIIlfcA.. 


S.  Robson  Walton 

An  original  member  of  Sam's  Club,  he 
chairs  the  retailer  his  dad  founded  in 


children  with  multiple  disabilit 
the  Pennfield  Children's 
Member  since  1998. 


Dallas,  St.  Louis,  New  York,  Atlanta; 
will  have  320  stores  by  year-end.  Hold- 
ing up  against  high-profile  competi- 
tors Target,  Kmart,  Wal-Mart:  stock 
up  76%  in  past  year.  Started  as  a  buyer 
for  Federated  Department  Stores  in 


1962.  Hired  as  store  manager  for  Max 
Kohl  in  1967;  CEO  by  1978.  When 
company  was  put  up  for  sale  in  1986, 
led  management  buyout,  took  public 
in  1992.  Stepped  down  as  CEO  last 
year,  remains  chairman.  Major  cause: 


Michael  Krasny 

$1.2  billion 

CDW  Computer  Centers. 
Vernon  Hills,  III. 
47.  Married,  1  child 
Former  car  salesman's  net  worth 
than  doubled  in  past  year,  now  he's 
ping  down  as  chief  executive  at 
order  computer  and  electronics 
Sold  Toyotas  for  dad  for  7  years,  q 
1982.  Forced  to  sell  his  computi 
cash.  So  many  people  responded  to 
ran  in  Chicago  Tribune  that  he  I 
buying  computers  to  resell.  Took « 
puter  Discount  Warehouse  pub 
1993.  First  caller  (1982)  is  still  a  cust 


argaret  (Maggie) 
irdy  Magerko 

>  million 

umber.  Eightyfour,  Pa. 
tarried,  1  son 

in  7th  year  running  84  Lumber, 
lation's  largest  privately  owned 
jeryard  chain,  founded  by  father, 
ph  Hardy  Sr.,  in  1956.  Tomboy, 
:  Virginia  University,  dropout.  She 
led  business  at  his  knee,  tagged 
g  to  scout  new  properties,  visit 
is.  Joe  famously  testy,  penny- 
hing,  successful.  Daughter  inher- 
qualities.  Chain  now  406  stores, 
billion  sales,  75%  of  which  are  to 
essional  contractors.  Jazzed  up 
itionally  barren,  warehouse-style 
;s  with  some  amenities:  air-condi- 
ing,  heating.  Also  watches  over 
h  family-owned  Nemacolin 
dlands  golf  resort,  spa  in  Farm- 
>n,  Pa. 


Greasing  the  Wheel 

For  The  Forbes  400  member  who  has  everything,  how  about  some  political  influence? 
Direct  contributions  to  candidates  are  limited,  but  "soft  money"  gifts  to  political  parties 
and  groups  are  wide  open.  As  of  June  30  these  400  listers  account  for  3%  of  the  $256 
million  collected  for  this  year's  federal  election.  —Mary  Ellen  Egan 


TM 


REPUBLICANS 

DEMOCRATS 

Donors 

Donors 

SamWyly 

$2,755,000 

Daaiel  S.  Ahrahaa 

$993,000 

Richard  Farmer 

645,000 

Walter  Shorenstein 

365,198 

JUexaiier  Spans 

477,000 

Leooard  Laider 

255.000 

Marvin  Davis 

299,000 

John  Doerr 

250,000 

Alfred  Lerner 

250,000 

RraaM  Darkle 

250.000 

Charles  Dotal 

250.000 

Lew  Wassernao 

215.000 

RabertHcNair 

235,000 

Charles  Ergea 

200,000 

David  Koch 

225.000 

Irwin  Jacobs 

160.000 

Charles  Ergea 

149.000 

Edgar  Broafaua 

150.000 

DaiielSAbraJuun 

275 

Pail  Allen 

130.000 

executive  team  work  like  they  never  left  the  office.  The  Boeing  Business  Jet. 


Boeing  Business  Jets 

Boeing  &  General  Eleclric 


THE  FORBES 


Charles  Schwab 

$10  billion 

Stock  brokerage.  Atherton,  Calif. 
63.  Divorced,  remarried;  5  children 
Founder  of  nation's  largest  discoun 
ker  tapped  into  online  world  earl) 
his  own  against  competitors  di 
charging  premium  $30  commij 
Today  80%  of  Schwab  customers 
equities,  mutual  funds  and  bonds  a 
using  personalized  "My  Schwab' 
pages.  Weekly  online  transaction: 
billion.  Expanding  other  services 
cards,  bill  payment,  First  Boston  res 
Recent  $3.2  billion  merger  with 
Trust  brings  in  private  banking, 
planning.  Reliable  customer  servic 
the  Gap  (where  he's  a  director),  low 
head  (fewer  brokers),  should  b 
presence  in  Europe,  Japan.  Unde 
golf  scholarship;  spends  tee  time  in 
tana.  Dyslexic  founded  Schwab  Foi 
tion  for  Learning.  Member  since  1 

Jack  Taylor 

$2.8  billion 

Enterprise  Rent-A-Car.  St.  Louis,  A 
78.  Divorced,  remarried;  2  children 
Dropped  out  of  Washington  U,  St  ] 
to  fly  Navy  fighters  during  WWII 
cars  after  war,  became  regional  disl 
tor  for  Cadillac.  Started  own  bu; 
with  financial  backing  from  bossi 
failed,  I  figured  I  could  do  some 
else."  Offered  rentals  as  temporal 
placement  for  stolen,  damaged  cars, 
ness  took  off  in  1 970s  when  courts 
insurance  companies  pay  for  rej 
ment  rentals.  Son  Andrew,  52,  ov« 
business  with  fleet  of  580,000  leas© 
rental  vehicles.  Sales:  $5.6  billion.  I 
ber  since  1990. 


Even  the  wired  world  needs  good  old-fashioned 
people  who  can  offer  simple  services.  They  store  our    Roger  Sant 
data,  deliver  our  packages,  even  make  sure  the  lights 
go  on  when  we  come  home  from  a  long  day  at  work. 


$2.2  billion 

AES  Corp.  Middleburg,  Va. 
69.  Married,  4  children 
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nnis  Bakke 

lion 

Zorp.  Arlington,  Va. 
arried,  5  children 

lers  who  run  the  world's  largest 
1  power  company  continue  to 
it  larger:  recent  acquisitions  in 
|  Brazil,  Argentina,  Australia  and 
inican  Republic.  Now  run  128 
s  in  17  countries,  produce  more 
(40,000  megawatts  annually.  Re- 
high-power  deals:  bought 
in's  Drax  power  station  for  $3 
,n,  in  June  spent  $1.5  billion  for 
of  Venezuela's  EDC.  In  midst  of 
nment  deregulation,  new  AES 
y  retailing  subsidiaries  (NewEn- 
Cilcorp,  Power  Direct)  targeting 
ize  and  small  customers.  Sant 
ler  Stanford  B-school  lecturer) 
Jakke  (Harvard  M.B.A.)  during 
•>  energy  crisis  when  Sant  ran 
;rvation  programs  for  Federal 
IY  Administration.  Sant  chairs 
I  Wildlife  Fund,  Bakke  the  Mus- 
Seed  Foundation,  a  Christian 


Thomas 
lisano 


lion 

ex.  Rochester,  N.  Y. 
[vorced;  2  children,  2  stepchildren 
:  $20  million  on  two  New  York 
natorial  races  but  now  says  he's 
,  bucks  have  stopped  until  he  sees 
,i  sort  of  finance  reform.  Candi- 

are  spending  way  too  much 
,y  on  their  campaigns."  Parents 
tor  bankruptcy  when  he  was  in 
school;  started  Paychex  payroll 
£ss  with  $3,000  1971,  focusing  on 

companies.  IPO  in  1983  made 
naires  of  all  18  original  partners, 
pore  than  6,000  employees  han- 
ooks  for  more  than  350,000 
s.  Relaxed  strict  dress  code,  but 
isists  on  "clean  desk"  policy  for 
byees.  Also  working  to  clean  up 
;  Rochester,  backing  antidrug 
ams,  teen  pregnancy  prevention. 


Helped  found  city's  "drug  court,"  re- 
habilitation program  promoting  treat- 
ment rather  than  prison  time  for  non- 
violent offenders. 


Henry  Yuen 

$1.9  billion 

Gemstar -TV Guide.  Pasadena,  Calif. 
52.  Divorced,  2  children 
Epiphany  after  failing  to  record  Red 
Sox  game  on  VCR  sparked  Gemstar 
VCR  Plus:  electronic  coding  system  lets 
couch  spuds  tape  shows  by  entering 
code  with  remote  control.  Landed  lu- 


crative deals  with  AOL,  NBC,  Mi- 
crosoft; launched  on-screen,  interac- 
tive TV-program  listings.  Branching 
out:  acquired  TV  Guide,  Inc.  this  year 
to  focus  on  people  who  really,  really 
like  television.  "They're  willing  to  pay 
for  information  they  can  get  for  free." 
Figures  he  can  turn  viewers  into  inter- 
active TV  shoppers,  turn  Gemstar's 
electronic  program  guide  into  televi- 
sion gateway.  Also  addressing  Amer- 


Charles  Schwab 

The  brokerage  king  went  online  early.  Now 
weekly  Web  transactions  total  $20  billion. 
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ica's  second-favorite  pastime:  acquired 
2  e-book  outfits  for  $400  million;  new 
"readers"  this  year  backed  by  $100  mil- 
lion marketing  blitz.  Shanghai  native 
came  to  U.S.  1966,  earned  law  degree 
from  Loyola  Marymount,  often  in  liti- 
gation to  protect  patents.  He  has  50, 
Gemstar  has  another  300.  Holds  half 
his  worth  in  options. 

Glen  Taylor 

$1.8  billion 

Printing.  Mankato,  Minn. 
59.  Divorced,  remarried;  5  children 
Signed,  sealed,  delivered,  you're  his: 
With  $1.8  billion  in  annual  sales,  Taylor 
Corp.  dominates  the  formal-invitation 
market,  continues  to  expand.  Recent  ac- 
quisitions include  Colorado  Springs  di- 
rect mail  firm,  Ft.  Lauderdale,  Fla. 
newsletter  publisher.  Second  of  7  chil- 
dren raised  on  southern  Minnesota 
farm,  bought  small  printing  company 
for  $2  million  1975.  Served  as  Republi- 
can state  senator,  minority  leader.  Also 


Dennis  Bakke 

With  AES  cof oundcr 
Roger  Sanf,  tapping  the 
global  power  market. 


owns  pro  basketball's  Minnesota  Tim- 
berwolves,  7,000  acres  farmland:  do- 
nates land  to  soybean,  corn  farmers. 
"It's  the  only  way  some  of  these 
guys  can  afford  to  farm."  Member 
since  1997. 


William  Levine 

$1.4  billion 

Billboards.  Phoenix 
68.  Widowed,  3  children 


Arturo  Moreno 

$1.4  billion 

Billboards.  Phoenix 
54.  Married,  3  children. 
Partners  sold  Outdoor  Systems  business 
to  Infinity  Broadcasting  for  stock  in  De- 
cember, now  own  Viacom  shares  fol- 
lowing Viacom's  $15.5  billion  acquisi- 
tion of  Infinity.  Levine:  Phoenix 
entrepreneur,  founded  Outdoor  1980. 
Started  with  ads  in  bus  shelters,  sub- 
ways, stadiums,  malls,  airports;  then 


billboards.  Moreno:  Vietnam  vet 
company  1984.  Owns  stakes  in  pn 
ball's  Arizona  Diamondbacks,  b 
ball's  Phoenix  Suns;  also  coache 
Little  League  teams.  Gives  to  Cj 
schools,  American  Heart  Assoc 
Phoenix  symphony  and  mus 
Members  since  1999. 


Marilyn  Carlson 
Nelson  and  fam 

$1.3  billion 

Inheritance.  Minneapolis,  Minn. 
61.  Married,  3  children 


Barbara  Carlsor 
Gage  and  family 

$1.3  billion 

Inheritance.  Minneapolis,  Minn. 
58.  Married,  4  children 
With  help  from  mom,  Arleen, 
steer  marketing,  travel  and  hos 
conglomerate  built  by  father 
Carlson  (d.  1999).  So  far  success 
been  smooth:  annual  sales  $31.4 
up  43%.  Father  invested  $50  t 
Gold  Bond  Trading  Stamps  19; 
cursor  to  frequent-flier,  other  cu; 
loyalty  programs.  Expanded:  R; 
Hotels;  Country  Inns  &  Suites 
Friday's;  Carlson  Marketing  < 
Carlson  Wagonlit  Travel.  Of 
handed  company  to  eldest  da 
Marilyn  1998,  who  split  it  in  tv 
Curtis  Nelson  runs  business-t 
sumer  division — restaurants, 
leisure  travel — while  veteran  en 
James  Ryan  heads  business-to-b 
sector — marketing  group,  b 
travel.  Barbara:  heads  family  f 
tion.  Clan  plays  together,  too:  r 
at  lodge  in  northern  Wisconsi 
Wyoming  ski  retreat. 


i 


B.  Wayne  Hugh 

$1.2  billion 

Public  Storage.  Bel  Air,  Calif. 
67.  Divorced,  2  children,  1  deceas 
With  family,  owns  36%  of  n|i< 
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Govberg  J.  Roberta 

Jewelers 

Celebrate  Your  Style 

Bala  Cynwyd  •  Philadelphia  •  Marlton,  NJ 

1«888«828«TIME 


Turn  your  back 
on  time 
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Reverso  |J|| 

With  its  pure  Jf 
Art  Deco  / 
features, 
unchanged 
since  1931  the  mtm/ 
Reverso  has  a  unique 
identity.  Especially 
when  we  add  the  final 
touch  by  engraving 
your  initials  on  its  pivoting 
case.  We  invite  you 
to  turn  your  back 
on  time  as  elegantly 
as  you  face  it. 


«Jaeger-leCoultrp» 


_liLCJEMflES  4QH LENA BLERS 


largest  self-storage  company:  1,400 
facilities  in  38  states,  Canada.  Former 
exec  at  real  estate  syndicate  Property 
Research  Corp,  started  storage  busi- 
ness 1972,  merged  with  Storage  Eq- 
uities, took  public  1995.  Not  entirely 
consumed  with  "renting  out  garage 
space."  Owns  100  race  horses,  some 
on  farm  in  Malibu.  Most  interested  in 
cancer  research,  patient  care  funded 
through  his  Hughes  Institute.  In  May 
opened  Parker  Hughes  Cancer  Cen- 
ter, named  for  his  late  son,  in  St.  Paul, 
Minn,  with  $200  million  endowment. 
"It's  the  most  important  thing  I 
have  going  right  now."  Member 
since  1996. 

Roger  Marino 

$1.2  billion 

Storage  Networks.  Sherborn,  Mass. 
62.  Divorced,  remarried;  5  children 


Marilyn  Carlson  Nelson 

With  her  sister,  Barbara  Carlson  Gage, 
holds  the  reins  to  the  marketing  and  travel 
company  their  father  Curt  founded  in  1938 

Harold  Dixon 

$875  million 

Storage  Networks.  Waltham,  Mass. 
37.  Married 

EMC  veterans  getting  rich  using  old 
company's  equipment,  employees.  Elec- 
trical engineer  Marino  the  "M"  in  data 
storage  giant,  founded  with  college 
buddy  Richard  Egan  (see)  1979.  Dixon: 
U.  of  Rhode  Island  finance  major,  EMC 
employee  number  30.  Marino  retired 
1991:  "I  can't  stay  in  one  place  too  long." 
Pursued  private  investments,  mainly 
technology.  Dixon  stayed  on  until  Jan- 
uary 2000.  Pair  kept  in  touch,  in  1998 
bankrolled  fellow  EMC  vet  Peter  Bell's 
data  storage  service.  Marino:  "We  talked 
a  little,  and  it  sounded  like  a  hell  of  an 


idea."  Marino  invested  $20  mill 
Dixon,  $25,000.  Today  Storage  Netv 
sells  data  warehousing  to  Merrill  L) 
Yahoo,  Lycos.  Stock  up  240%  since 
IPO.  Marino  commuted  to  North 
ern  U.  in  used  Beede  to  save  dorm  c 
made  money  charging  for  rides.  No 
occasional  spendthrift:  racked  up 
million  in  losses  in  the  two  years 
owned  pro  hockey's  Pittsburgh 
guins.  Now  funding  independent 
"I  heard  you  can  lose  a  lot  of  mi 
doing  that,  too."  Dixon  raised  in  ir 
city  Boston,  learned  leadership  pla 
pickup  basketball.  "Functional  ski 
life  are  relatively  commonplace 
cheap." 

Richard  Marriott 

$1.2  billion 

Hotels.  Potomac,  Md. 
61.  Married,  4  children 
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Hotels.  Potomac,  Md. 
68.  Married,  4  children 
Sons  of  Marriott  Hotels  founder  John 
Willard  Marriott  Sr.  (d.  1985).  Started 
9-stool  root  beer  stand,  Hot  Shoppe, 
with  wife,  Alice  (d.  2000),  in  1927;  ex- 
panded into  airline  catering,  restau- 
rants. Opened  first  Marriott  hotel 
1957;  now  2,000  properties  around 
the  world.  Devoted  Mormon;  worked 
18-hour  days.  Willard  Jr.  (Bill)  worked 
as  cook  in  high  school;  succeeded  fa- 
ther as  chief  executive  1972.  Younger 
brother  Richard:  Harvard  M.B.A.,  be- 
came Marriott  board  member  1979; 
now  chairman  of  Host  Marriott. 
Company  split  in  two  1993:  Host 
Marriott  owns,  manages  real  estate; 
Marriott  International  manages  ho- 
tels, provides  food,  facilities  manage- 
ment. Growth  prompted  another  split 
1996.  Formed  Host  Marriott  Services, 
concessions  operator  at  airports,  toll 
roads,  sports,  entertainment  venues; 
sold  to  Italian  company  Autogrill  in 
1999  for  $929  million.  Trimming  back 
other  operations:  Marriott  Interna- 
tional selling  9  hotels  for  $100  million. 
Like  their  father,  brothers  active  Mor- 
mons. First  appeared  on  list  in  1986. 


Kenneth  D. 
Tuchman 


$1.2  billion 

TeleTech  Holdings.  Denver. 
39.  Married 

Back  on  400  thanks  to  surge  in 
TeleTech  stock:  shares  up  414%  in 
past  2  years.  Son  of  Los  Angeles 
homebuilder.  Frustrated  with  suppli- 
ers, left  to  create  business  based  on 
customer  satisfaction.  Started  Tele- 
Tech 1982.  Telephone  service  handled 
customer  questions,  complaints  for 
ITT,  Greenpeace.  Quick  success,  then 
6  years  of  cash-flow  problems.  Risky 
borrowing  against  future  earnings,  re- 


William  Connor 

The  Hong  Kong  resident  has  a  collar  on 
Asian  apparel,  goods  headed  for  U.S. 

ceivables.  Turned  around;  took  pub- 
lic 1996.  Today  40  communication 
centers  around  globe  help  via  phone, 
Internet.  Stepped  down  as  CEO  1999. 
First  appeared  on  list  in  1996. 

James  Moran 

$1.2  billion 

Car  dealerships.  Hillsboro  Beach,  Via. 
82.  Widowed,  remarried;  3  children 
JM  Family  Enterprises  the  world's 
largest  franchised  Toyota  dealership. 
Career  in  cars  started  at  14  pumping 
gas;  moved  up  to  running  stations,  fix- 
ing cars.  Sold  old  Hudson  autos,  then 
Fords.  Acquired  Toyota  distributorship 
1968.  Added  financing,  leasing,  insur- 
ance; later,  petrochemical  operations. 
Daughter  Patricia  Moran  current  chief. 


Sales:  $6.6  billion.  Big  Repuh 
backer:   this  year  company 
$191,675.  Member  since  1989. 

Donald  Schneide 

$1  billion 

Schneider  National.  Green  Bay, 
64.  Married,  5  children 
North  America's  largest  trucH 
carrier  keeps  on  rolling,  despil 
tempts  by  government  to  em 
"hours  of  service"  regulations.  Fi 
Al,  started  business  1935  witfl 
truck.  Today  Schneider's  fle« 
45,000  trailers  clocks  more  than  6 
lion  miles  a  day.  Don,  presidenlj 
CEO,  joined  in  1961  as  manage: 
fused  trucking  with  technolojjl 
1998:  first  to  install  satellite-Ill 
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Computers  that 

understand 
your  business? 


Are  these 


people  crazy? 


We  don't  think  so.  effectiveness  that  would  have  been  thought  impossible 

They  are  all  highly  successful  organizations.  And  they  until  very  recently. 

□n't  get  to  be  that  way  by  trusting  their  fortunes  to  fanciful  Based  on  sophisticated  applications  of  probability  theory, 

as.  Another  thing  they  have  in  common  is  that  they  all  use  Autonomy  software  is  bringing  huge  competitive  advantages 

itonomy  software.  to  all  the  organizations  listed  above. 

Which  means  their  computers  now  do  a  great  deal  more  And  their  number  is  increasing  everyday. 

an  collect,  collate  and  store  data.  There  are  in  fact  very  few  businesses  that  couldn't 

hey  have  software  that  reads,  understands  and  makes  reap  similar  benefits  by  installing  Autonomy  products, 

ise  of  the  rapidly  increasing  amount  of  information  that  And  frankly  they'd  be  crazy  not  to. 

[essential  to  their  continuing  success.  For  more  information  on  how  Autonomy  products 

iOr,  to  put  it  another  way,  their  computers  can  now  assess  can  improve  your  business  performance  call  us  toll  free 

s  value  and  significance  of  information.  So  that  it  is  at  l-877-MYAUTONOMY  or  visit  our 

icritized,  distributed  and  acted  upon  with  a  speed  and  w  v  W  w         website  at  www.autonomy.com. 


Autonomy 


comniunication  devices  to  keep  driv- 
ers connected  to  headquarters.  Mem- 
ber since  1994. 

Dean  White 

$i  billion 

Billboards,  hotels.  Crown  Point,  Ind. 
77.  Married,  4  children 
Former  teen  ad  salesman  now  proud 
owner  of  Shanghai's  biggest  stable  of 
billboards.  Father  founded  sign  com- 
pany 1935.  Dean  left  U.  of  Nebraska  for 
Merchant  Marine  Academy.  Graduated 
1945,  took  over  billboard  business. 
Scored  with  Holiday  Inn  contract.  Tar- 
geted interstate  highway  growth;  mid- 
dle-tier markets.  Sold  Whiteco  Out- 
door to  Chancellor  for  S960  million  in 
1998.  Whiteco  Industries  kept  China 
business,  adds  to  hotels  (Marriott,  Hol- 


iday Inns),  "family  fun  centers."  Claims 
technophobia:  "I'm  in  the  dinosaur  in- 
dustries." But  not  afraid  to  use  satellites 
to  control  billboard  lights.  Member 
since  1996. 

AFbertTleltschi 

$940  million 

FlightSafety  International.  Irx'ing,  Tex. 
83.  Widowed,  4  children 
President  and  chief  executive  of  Flight- 
Safety,  world's  largest  pilot-training 
firm.  Bought  first  plane  with  $3,500 
loan,  gave  lessons  in  open-cockpit  bi- 
plane. Started  FlightSafety  in  1951 
after  10  years  with  Pan  Am.  Went  pub- 
lic 1968;  sold  to  Berkshire  Hathaway 
1996  for  SI. 5  billion.  Charity  work  up 
in  air,  too:  chairman  of  Orbis  Interna- 
tional, nonprofit  dedicated  to  reduc- 


ing Third  World  blindness  throuj 
ucation,  training  for  medical  p: 
sionals,  some  of  which  takes  pis 
world's  only  flying  eye  hospital.  I 
ber  since  1983. 


Michael  Chowdry 


The  cargo  king's  Atlas  Air  is  soaring  again 
after  some  turbulence  a  few  years  ago. 


Michael  Chowdr 

$920  million 

Atlas  Air.  Denver,  Purchase,  N.  Y. 
45.  Married,  2  children 
Left  Pakistan  for  England  at  15  aft 
ther's  death;  mother  feared  his 
would  kill  him  for  inheritance.  U 
in  U.S.  1976,  graduated  U.  of 
nesota  1978.  Founded  Atlas  1992 
realizing  air  cargo  was  stepchild  c 
ation  industry;  bought  used 
leased  planes,  crew.  Now  leases  36 
planes  servicing  101  cities,  46  cou 
for  world's  leading  airlines.  IPO 
Big  supporter  of  Denver  charities 
flier,  owns  Czech  fighter  plane. 

Frederick  Smith 

$860  million. 

Federal  Express.  Memphis,  Tenn. 
56.  Divorced,  remarried;  10  childw 
FedEx  stock  flat,  but  overnight  g 
still  growing:  expanded  to  Indi; 
year,  now  delivering  5  million  ] 
ages  a  day,  in  210  countries.  S 
outlined  FedEx  idea  in  Yale  senioi 
sis  1965.  Earned  a  C.  Decorated 
rine  Corps  officer,  started  com 
after  tour  in  Vietnam.  Now  deliv 
movies  through  his  investmei 
Alcon  Entertainment  (My  Dog  i 
Recently  signed  5-year,  10-pictun 
tribution  deal  with  Warner 
Elected  to  U.S.-China  Business  C 
cil.  Cochairman  of  the  National  V 
War  II  Memorial  Campaign. 

William  E.  (Chip) 
Connor  II 

$850  million 

Exports.  Hong  Kong. 
50.  Married,  3  sons 
Japanese-speaking  father  served  in 
army  intelligence  WWII,  move 
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lapan  as  civilian  in  1945.  Founded  trad- 
ing company  in  Tokyo  1 949,  first  han- 
brest  products,  then  textiles  and 
other  consumer  goods.  Chip  (B.A. 
Stanford  M.B.A.  USC,  J.D.  U.  of  Santa 
Clara)  took  control  of  William  E.  Con- 
nor &  Associates  mid-1980s.  Moved 
headquarters  to  Hong  Kong  1986. 
"Half  of  the  world's  population  is 
within  a  5-hour  flight  from  Hong 
Kong."  Business  now  global  sourcing 
agent  and  logistics  provider  of  apparel, 
furniture,  lighting,  decorative  house- 


wares for  blue-chip  clients  like 
Williams-Sonoma,  Nordstrom,  Har- 
rods.  Estimated  sales:  $1  billion. 

Harry  V.  Quadracci 

$780  million 

Printing.  Hartland,  Wis. 

64.  Married,  4  children 

Father  Harry  R.  Quadracci  cofounded 

Milwaukee  printer  W.A.  Krueger  1934. 

Son  Harry  V.  started  own  printing  plant 

in  nearby  Pewaukee,  1971.  Funded  with 


bank  loans,  mortgages;  paid  bac 
vestors  in  2  years.  Quad/Graphics  nc 
plants,  expanding  in  international 
kets.  Legendary  party-thrower,  devel 
intense  loyalty  of  customers,  emplc 
Donated  $10  million  for  addition  tc 
waukee  Art  Museum,  other  dolla 
Milwaukee  Repertory  Theater,  Sar; 
(N.Y.)  Hospital.  Member  since  1995 


Roger  Marino 

Not  a  natural  poolside  lounger.  The  "N 
EMC  retired,  quickly  got  bored,  then  r 


■ 
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days  the  only  thing  anyone  wants  to  hear  about 
suits.  Well,  that's  perfectly  fine  with  us,  because 
got  plenty  of  them.  DoveBid  has  sold  well  over 
ion  worth  of  capital  assets  for  hundreds  of  the 
i  leading  companies  including  Packard  Bell,  Harris, 
,  Boeing,  Lockheed-Martin  and  DaimlerChrysler. 


website  for  upcoming  webcast  auctions. 


DoveBid  has  63  years  of  auction  experience,  and  has 
successfully  conducted  over  5,000  auctions  worldwide. 
Plus,  with  our  live  webcasts,  we  can  now  reach  more 
buyers  than  ever  before.  So  whatever  capital  assets 
you  want  to  buy  or  sell,  come  to  www.dovebid.com. 
Because  if  it's  results  you  want,  it's  results  you'll  get. 

DOVEBID 

Business  Auctions  Worldwide 


dovebid.com 


>m,  and  the  DoveBid  logo  are  trademarks  of  DoveBid,  Inc.  California  Bond  Number  57BSBAI7624 


He  can  download  music. 


He  can  download  video. 

He  can  download  100,000 
credit  card  numbers. 


scorn 

Simple  sets  you  free. 


Higher  crude  prices  aren't  what's  driving  most  of  these  fortunes.  They've  grown 
out  of  earlier  rounds  in  the  oil  patch  and  now  rest  on  more  diversified  portfolios. 

Father  and  3  sons  (son  Robert 
from  family  in  1983).  Perry  built  c 
fortune  inherited  from  uncle,  ty 
Sid  Richardson.  Son  Sid  took  co 
in  1968,  partnered  with  Stanford' 
mate  Richard  Rainwater.  Bought 
stakes  in  blue-chip  companies:  D: 
Texaco,  Nabisco.  Bass  Manage 
Trust  still  thought  to  own  nearly! 
Disney.  Current  investments  in> 
Human  Genome  Sciences,  Globa 


Lee  Bass 

$4.7  billion 

Oil,  investments.  Fort  Worth,  Tex. 
44.  Married 


Sid  Bass 

$4.3  billion 

Oil,  investments.  Fort  Worth,  Tex. 
57.  Divorced,  remarried;  2  children 


Perry  Bass 

$1.5  billion 

Oil,  investments.  Fort  Worth,  Tex. 
85.  Married,  4  sons 


Edward  Bass 

$1.3  billion 

0/7,  investments.  Fort  Worth,  Tex. 
55.  Married,  3  sons 


270     FORBES-  October  9,  2000 


len  the  Aswan  High  Dam  needed 
atic  increase  in  efficiency  and 
lability  -  a  real  overhaul  and 
lization  -  62  million  Egyptians 
ir  trust  in  the  hands  of  specialists 

of-a-kind  thinkers, 
e  PPL  team  from  Allentown. 
r  resolve:  a  contemporary  Nile 

by  computerizing  the  dam, 
ng  the  obsolete  electro-mechanical 
,  modernizing  the  entire  system, 
izing  the  efficiency, 
nakes  sense  to  us  that,  if  we  can 
ate  the  Aswan  High  Dam,  we 


A I lento  w 


I 


We  deliver  on  our  power.  We  deliver 
on  our  promises. 

So  to  all  the  Lawrences  of  Allentown— 
Barry,  Ray,  Charlie, Wally,  Chris- a  salute. 
Each  of  you  has  earned  our  gratitude,  the 
admiration  of  the  Egyptians,  and 
the  respect  of  the  camels. 


:enrrol  nervous  system  ol  the  dom  (microprocessor  controlled)  monitors  oil  chonges 
immediotely  so  problems  ore  avoided 
I  the  time.  In  effed,  it  sloys  awoke 
eep- 


can  help  resolve  your  problems. 

We're  one  of  the  largest  national  and 
global  resource  and  delivery  companies 
in  the  world. 


How  a  click 

of  the  mouse 

changes  the  flow 

of  the  Nile 


acquisition  system  records  all  me 
rhin  a  millisecond  of  the  occurrence, 
honge  in  the  plant's  status,  allowing 
evaluation  ol  its  performance 


orors  will  be  provided  with  the 
inest  interfaces  These  will 
neck  down  a  problem  into  several 
components  It  saves  time,  manpower,  money.  And  gets  the  opeiotoi  to  rood  before 
omes  o  moior  problem 


)0.  All  rights  reserved 


We  bring  electricity  to  the  jungles 
of  Pern,  help  Ukraine's  power  suppliers 
function  in  a  free-market  economy,  and 
operate  power  plants  in  Spain. 


Helping 
build 
a  smaller, 
wiser 
world7."" 
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Hawthorne  Financial  and  manufactur- 
ing concerns.  Edward:  peripherally  in- 
volved, attended  Yale  architecture 
school;  spent  $150  million  on  the 
doomed  Biosphere  experiment.  Sid: 
driving  force  behind  the  renovation  of 
downtown  Fort  Worth.  Lee:  Wharton 
M.B.A.,  heir  apparent. 

Charles  Koch 

$3.1  billion 

Koch  Industries.  Wichita,  Kans. 
64.  Married,  2  children 


David  Koch 

$3.1  billion 

Koch  Industries.  Wichita,  Kans. 
60.  Married,  1  child 

Two  of  4  brothers,  run  $35  billion 


(sales)  oil  conglomerate  founded  by  fa- 
ther, Fred  Koch.  Inheritance  has  been 
messy:  In  1983  paid  $1.1  billion  to  buy 
out  estranged  brothers  William  and 
Frederick — who  later  claimed  they 
were  .duped.  Epic  lawsuit  ensued, 
Charles  and  David  finally  won  in  1998. 
Bill  still  fighting.  Instigated  lawsuit  ac- 
cusing Koch  Industries  of  stealing  oil 
from  federal,  American  Indian  lands; 
now  that  Oklahoma  jury  found  his 
brothers  guilty,  stands  to  pocket  up  to 
$60  million  under  whistle-blower  laws. 
Brothers'  other  bills  include  $35  mil- 
lion EPA  settlement  for  1990s  oil  spills, 
pledge  to  spend  more  than  $60  million 
upgrading  facilities.  Company  sold  off 


feed  business,  some  pipelines,  but 
expanding:  joint  venture  with  eled 
ity  generator  Entergy. 


David  Koch 

Things  go  better  with  Koch:  his  oil  and  gas 
business  pumps  out  $35  billion  in  sales. 


Robert  Muse  Bas 

$2.8  billion 

Oil,  investments.  Fort  Worth,  Tex. 
52.  Married,  2  children 
Third  son  of  oilman  Perry  Bass.  G 
uated  from  Yale,  Stanford  Busii 
School.  Struck  out  on  his  own  whei 
ther  passed  the  reins  to  brother  Sid. 
came  active  investor:  St.  Petersl 
Times,  Wometco,  Continental  Brc 
casting.  Sold  the  Plaza  Hotel  for 
profit  to  Donald  Trump;  cable  op 
tors  Wometco  and  Georgia  Cabl 
USWest  for  $1.2  billion  in  1994.  ( 
rent  investments:  banks,  real  esl 
manufacturing. 


David 

Rockefeller  Sr. 

$2.5  billion 

Inheritance.  New  York  City. 
85.  Widower,  6  children 

Laurance 
Rockefeller 

$1.5  billion 

Inheritance.  New  York  City. 
90.  Widower;  3  daughters,  1  son 


Winthrop 
Rockefeller 

$1.2  billion 

Inheritance.  Morrilton,  Ark. 
52.  Divorced,  remarried;  7  children 
Two  grandsons  and  great-grandso 
John  D.  Rockefeller,  accounting  < 
who  made  $4,000  investment  in  Q 
1862.  Seven  years  later:  Standard 
Became  America's  first  billionaire 
infamous  oil  monopoly  broken  u 
1911.  Only  son,  John  Jr.,  father] 
children.  David:  ran  Chase  Manhq 
bank  during  period  of  internation^ 
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THEY  SAY  HE'S  INHERITED 
MY  SMILE. 

ONE  DAY  HE'LL  INHERIT 
A  LOT  MORE. 


ANNUITIES 
TRUST  SERVICES 
JTY  INCOME  INSURANCE 
LIFE  INSURANCE 
TIREMENT  SERVICES  /  401{k)  PLANS 
MUTUAL  FUNDS  /  INVESTMENTS 
LONG  TERM  CARE  INSURANCE 


Who  you  are  is  your 
business.  Life  insurance  is 
ours.  Let  us  show  you  how 
you  can  have  financial 
security  now,  as  well  as 
leave  something  behind. 
Visit  www.massmutual.com 
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pansion.  Attention  now  turned  to  phil- 
anthropy, lawsuits:  in  August  former 
shareholders  of  Rockefeller  Center 
Properties,  a  real  estate  investment 
trust,  won  a  revival  of  their  suit  against 
him  and  investment  bank  Goldman 
Sachs.  Laurance:  environmentalist, 
torchbearer  for  moderate  Republicans 
opposed  to  the  impeachment  of  Pres- 
ident Clinton.  Lifelong  venture  capi- 
talist: "It  has  been  very  rewarding. 
Came  early  and  stayed  late."  Winthrop: 
lieutenant  governor  of  Arkansas,  fo- 
cuses on  education. 

Gordon  Getty 

$2.3  billion 

Inheritance.  San  Francisco. 
64.  Married,  7  children 
Fourth  son  of  oil  tycoon  J.  Paul  Getty 
(d.  1976).  Sold  Getty  Oil  to  Texaco 
1986  for  $10  billion  cash.  Longtime 
denizen  San  Francisco  society,  art 
world;  left  family  business  to  chase 
musical  muse.  Composing  own  opera. 
Last  year  publicly  acknowledged  he 
had  secret  family  with  Los  Angeles  mis- 
tress. This  year  the  3  daughters  he  had 
with  this  woman  legally  changed 
names  to  Getty.  No  solace  at  home:  suit 
filed  July  claims  he  violated  obscure 


California  law  protecting  fine  art  when 
he  painted  over  mural  artist  had  made 
in  his  mansion. 


Ray  L.  Hunt 

$2.1  billion 

Inheritance,  oil,  real  estate.  Dallas. 
57.  Married,  5  children 
Eldest  child  of  Texas  oil  magnate  H.L. 
Hunt  and  wife  Ruth.  With  3  younger 
sisters  inherited  Hunt  Oil  upon  H.L.'s 
death,  1974.  Half-siblings,  led  by 
Bunker  Hunt,  lost  bulk  of  fortune  in 
silver  debacle  1980s,  but  Ray's  record 
mostly  untarnished.  Crude  oil  prices 
surging,  but  plan  to  export  oil  from 
Yemen  pipeline  punctured  by  politi- 
cal turmoil.  Now  expanding  his  Hunt 
Oil  closer  to  home:  this  year  bought 
Canada's  Newport  Petroleum.  With 
wife,  Nancy  Ann,  contributes  big  to 
alma  mater  Southern  Methodist  U. 
Active  in  Republican  Party.  Member 
since  1982. 

Joseph  Jamail  Jr. 

$1.2  billion 

Lawsuits.  Houston. 
74.  Married,  3  sons 

Boisterous  trial  lawyer  struck  Texas 


gold  in  the  Texaco-Pennzoil  ca| 
1987.  Estimated  fee:  $345  million 
Houston-based  firm,  Jamail  &  K< 
has  been  raking  in  millions  ham 
personal  injury  cases  ever  since^ 
year's  score:  a  $155  million  settle 
against  an  Argentinean  combine 
by  Dallas-based  Reef  Explora 
Gives  some  of  his  fortune  back  to 
mater,  University  of  Texas. 

E.  Pierce  Marsha 

$1.2  billion 

Inheritance.  Dallas. 
61.  Married,  2  children 
Father  J.  Howard  Marshall  II  inv 
in  Great  Northern  Oil  Co.  with! 
Koch.  Later  swapped  for  16%  sta 
Koch  Industries,  now  second-la 
privately  held  company  in  U.S.i 
revenues  $35  billion.  Howard  II, 
89,  married  former  stripper,  C 
Jeans  model  Anna  Nicole  Smii 
1994,  died  following  year.  Legal  1 
ensued;  grieving  widow  SI 
claimed  half  Howard  II's  estate 
E.  Pierce  immediately  denou 
claim.  Disinherited  son,  J.  Howan 
also  jumped  into  fray,  wants  his 
of  Koch  pie.  Smith  filed  bankn 
this  summer  in  Los  Angeles,  ij 


David  Rockefeller 

The  philanthropist's  paradise 
is  being  interrupted  by 
a  pesky  class  action. 


en  they  build  here,  they'll  use  our  cement 


As  a  leader  in  the  global  cement  industry, 
CEMEX  is  helping  to  build  the  world's  most 
innovative  projects.  Helping  with  an  advanced 
fleet  of  trucks  equipped  with  dashboard  computers 
and  global-positioning  satellite  technology  which 
can  deliver  to  building  sites  more  efficiently. 
Helping  with  a  35,000  metric-ton  floating  silo 
which  can  store  and  supply  cement  wherever  our 
customers  need  it.  Helping  because  we  can — as 
the  largest  trader  and  most  efficient  producer  of 
cement  on  Earth.  CEMEX  is  helping  because 
where  else  would  an  expanding  world  turn  when 
it's  time  to  build?  To  learn  more  about  CEMEX, 
visit  our  website  at  www.cemex.com. 
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Cement  for  your  world. 


to  Bayano  •  Cemento  Diamante  •  Cemento  Maya  •  Cemento  Monterrey 
to  Samper  •  Cemento  Titan  •  Cemento  Tolteca  •  Island  Cement  •  Raff  •  Rigas  •  Vencemos 
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fied  into  hotels.  Purchased  Sun> 
ski  resort  for  $12  million  1977.  ^ 
ber  since  1994. 


Anne  Getty  Earh 

$775  million 

Inheritance.  Laguna  Beach,  Calif. 
48.  Married,  2  children 


Claire  Getty  Pern 

$775  million 

Inheritance.  San  Francisco. 
46.  Married,  4  sons 

Caroline 
Marie  Getty 

$775  million 


tdge  to  hurry  estate  deliberations.  E. 
ietce  vehemently  protests  inclusion 
i  Forbes  400  list,  says  family's  stake 
orth  only  $60  million.  Legal  system 
ill  weigh  in  this  fall. 


Marc  Rich 

$1  billion 

Commodities,  tax  evasion. 

Meggen,  Switzerland. 

65.  Divorced,  remarried;  2  children 


Pincus  Green 

$1  billion 

Commodities,  tax  evasion. 
Meggen,  Switzerland. 
65.  Married,  4  children 
Former  trading  partners  indicted  1983 
on  50  counts  of  wire  fraud,  racketeer- 
ing, income  tax  evasion.  Allegedly 
bought  oil  from  Iran  in  1980  hostage 
crisis.  Fled  to  Switzerland,  remain 
wanted  by  FBI.  Rich  quite  the  globe- 
trotter: Department  of  Justice's  Web 
page  dedicated  to  him  says  he's  trav- 
eled to  Jamaica,  Portugal,  Britain,  east- 
ern Europe,  Russia  and  Israel  in  recent 
years.  Usually  accompanied  by  2  body- 
guards. Said  to  have  moved  recently 
from  Zug  to  mansion  in  Meggen  over- 
looking Lake  Lucerne;  reportedly 
made  rare  public  appearance  this  year 
to  donate  computers  to  Israeli  busi- 
ness school.  Through  his  secretary,  de- 
clined comment  to  FORBES.  Members 
since  1985. 


George  Mitchell 

$980  million 

Oil  and  gas.  Houston. 
81.  Married,  10  children 
With  surging  oil  prices,  Mitchell  En- 
ergy &  Development  stock  up  47%. 
Son  of  Greek  immigrant,  graduated 
Texas  A&M,  took  job  with  Amoco  in 
1940.  Army  engineer  WWII;  came 
home,  became  north  Texas  wildcatter. 
Founded  own  company  in  1946;  dis- 
covered huge  natural  gas  fields.  De- 
veloped Woodlands,  25,000-acre 
planned  community  north  of  Hous- 


Gordon  Getty 

Sold  the  family  oil  business  to  pursue 
the  arts.  Now  a  local  artist  is  pursuing  him. 

ton  in  1970s  and  1980s;  sold  1997. 
Historic  preservationist;  revived 
Mardi  Gras  festival  in  native  Galves- 
ton. Member  since  1982. 

Robert  Earl 
Holding 

$925  million 

Refining,  gas  stations,  real  estate. 
Salt  Lake  City. 
73.  Married,  3  children 
Stepped  down  from  Olympic  organiz- 
ing committee  last  year  because  of 
conflicts  of  interest.  But  Olympic  con- 
nections still  haunt  the  ski  resort 
owner.  His  Sun  Valley,  Idaho  resort  of- 
fered medal-winning  skier  Picabo 
Street  a  lifetime  ski  pass  in  her  home- 
town, but  she  turned  down  the  offer 
for  another  job.  The  skier  then  sued 
after  his  Idaho  resort  used  her  name 
without  permission.  Son  of  Mormon 
apartment  caretakers,  got  job  manag- 
ing a  hotel/gas  station  complex  after 
college  in  Little  America,  Wyo.  Bought 
10%  stake  in  operation,  added  stations 
in  Utah,  Arizona.  Expanded  into  re- 
fining as  business  grew,  then  diversi- 


Inheritance.  San  Francisco. 
42.  Single 

Sisters.  Granddaughters  of  J.  Paul 
Sr.  (d.  1976);  father,  George 
(d.  1973),  was  his  eldest  son.  Eao 
herited  $400  million  when  Getl 
was  sold  to  Texaco  1986.  All  3  ma 
low  profiles;  Caroline  big  suppor 
National  Fish  &  Wildlife  Found; 
Members  since  1989. 


Max  Fisher 

$760  million 

Oil,  gas.  Franklin,  Mich. 
92.  Widowed,  remarried;  5  childret 
Comerica  Inc.  director  is  exempt 
mandatory  retirement  age.  Grfl 
in  Ohio,  son  of  Russian  immi 
peddler  who  built  small  oil  reel 
tion  plant.  Graduated  Ohio 
1930,  joined  father's  business, 
burned  down  2  years  later;  Max 
vinced  oil  brokers  to  finance  ref 
Built  business  barrel  by  barrel;  n 
rewards  during  WWII.  Sold  rei 
1959  for  Marathon  Oil  stock; 
shares  to  U.S.  Steel  for  $150  m 
1982.  Reinvested  in  Com' 
Sotheby's  and  real  estate.  Big  Re{ 
can  Party  backer.  "Oh,  no — not ; 
I  love  FORBES,  but  I  don't  lik) 
list."  Member  since  1982. 
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-nhanced  f  ber  opt.cs  networks,  nght  down  the  road  from  dozens  of  federal  R&D  laboratories.  That's  why  our  fftffll 
n  is  home  to  the  nation's  greatest  number  of  technology  firms  outside  of  Silicon  Valley.  Then  again  maybe  it's    |m.  I 
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00  area  golf  courses. 
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USinternetworking,  Inc 


US/ 


"Locating  a  technology  company  in  Annapolis,  Maryland, 
instead  of  northern  Virginia  may  seem  like  a  contrarian  strat- 
egy," says  USinternetworking's  Steve  McManus,  "but  we  felt 
that  the  quality  of  life  and  the  reverse  commute  to  Anne  Arun- 
del County  would  enable  us  to  attract  and  retain  a  high-quaiity 
technical  workforce."  Considering  the  company's  growth,  going 
against  the  flow  was  a  wise  decision. 

McManus,  president  of  USi's  e-com- 
merce  business  unit,  and  Chris  McCleary, 
chairman,  co-founded  the  company  in 
January  1998.  By  the  end  of  1998,  the 
application  service  provider  had  seven 
clients.  Within  a  year,  its  client  base  had 
grown  to  150.  USi  became  a  public  com- 
pany in  April  1999  and  secured  its  first  international  client  in 
the  second  quarter  of  2000.  The  company  now  employs 
1,400  nationwide,  with  60%  of  those  at  its  Annapolis  head- 
quarters, and  has  a  roster  of  blue-chip  Fortune  1000  clients 
like  Hershey,  Rohm  and  Haas,  and  U  S  West. 

USi  is  helping  companies  navigate  the  Internet's  ready  rev- 
enue stream.  "Software  providers  are  investing  heavily  to  see 
that  their  application  software  is  Web  enabled,"  says 
McManus.  "Because  there's  a  shortage  of  technical  people 
everywhere,  those  companies  are  looking  to  USi.  In  many 
cases,  it's  more  cost-effective  for  them  to  outsource  their 
technology  projects  and  services  to  us 
instead  of  doing  it  themselves. 
"We  provide  24/7  management  of  our 


clients'  applications  and  all  network  connectivity  on  a  a 
month  contract  basis  for  a  flat  monthly  fee,"  McMan 
explains.  "We  just  brought  up  an  e-commerce  site  for  AA 
and  we're  doing  work  for  Hewlett-Packard  and  Samsung  Sei 
conductor.  Most  of  our  clients  are  commercial  enterpris 
that  want  e-commerce,  financial  management  or  humi 
resources  systems  based  on  popular  software  packages.  \ 
manage  that  part  of  the  business  for  them  as  a  full-servi 
provider.  What  sets  us  apart  is  our  ability  to  handle  one  'tr< 
ble  ticket'  for  all  parts  of  our  clients'  Web  business,  ever 
they  have  multiple  providers,  their  own  data  centers  and  th 
own  consulting  teams." 

USi's  proximity  to  Chesapeake  Bay  helps  it  attract  and  ret; 
highly  qualified  technical  workers.  "We  like  to  think  Annapc 
is  a  lot  like  Sausalito,  California,"  says  McManus.  "It  has 
wonderful  waterfront  lifestyle  and  affordable  housing.  \i 
make  the  most  of  our  location  by  maintaining  a  corpore 
membership  at  a  local  sailing  club, 
our  employees  can  take  sailing  lessa 
and  experience  America's  sailing  ca 
tal."  The  company  also  keeps  a  fleet; 
personal  watercraft  and  powerboal 
making  them  available  for  employee  u 
via  the  company  intranet.  The  nautio 
approach  to  employee  satisfaction! 
especially  apt,  because  at  last  count,  the  company  hadto 
dozen  graduates  of  the  U.S.  Naval  Academy  on  staff. 

As  USi  sets  its  sails  to  capture  a  larger  market  share' 
has  plenty  of  expansion  room.  The  company's  headquarte 
building  is  a  former  call  center  facility  that  had  been  vaca 
for  seven  years.  With  financing  assistance  from  the  sta 
of  Maryland  and  funds  raised  in  its  public  offering,  USi  pi 
chased  and  renovated  the  building  and  the  10-acre  pare 
it  occupies.  The  company  moved  into  the  facility  la 
November.  "We  now  have  a  world-class  facility  in  a  gre 
location,  which  will  enable  our  continued  growth,"  sa 
McManus.  Going  against  the  flow  in  Annapolis,  Marylan 
looks  like  the  perfect  course  to  carry  USi  into  the  mai 
stream  of  the  New  Economy. 


Bklng  software  simple.1" 


For  more  information  on  ^internetworking,  Inc.  call  410-897-4400,  or  visit  our  Web  site  at  www.usi.B 


iter  Baltimore 

ting  the  War  for  Talent 


me  Arundel  County,  located  in  the  Greater  Baltimore 
*ion,  boasts  that  four  signers  of  the  Declaration  of  Inde- 
ndence  once  lived  in  Annapolis,  the  state  capital  of  Mary- 
id.  These  patriots  declared  their  desire  for  freedom  from 
nnarchial  rule.  Now,  technology  workers  are  declaring  their 
rsire  for  freedom  from  heavy  traffic  and  long  commutes  by 
inning  on  with  area  employers  such  as  NSA,  Northrop 
rumman  and  CIENA. 

(They  are  also  embracing  the  region's  spectacular  natural 
iauty,  rich  heritage  and  quick  access  to  D.C.  and  the  world 
ipitals,  says  Anne  Arundel  Executive  Janet  Owens.  Highly 
lilled  employees  are  attracted  to  technology  innovators  like 
bse  below  who  are  creating  new  wealth  in  the  region. 

"We've  grown  from  50  to  300  em- 
ployees within  three  years,"  says 
Robert  Pozgar,  president  of  The  Win- 
dermere Group.  As  demand  for  the 
(npany's  information  security  and  techno-crime  prevention 
td  detection  services  increases,  Windermere  is  well  posi- 
ined.  "Our  success  is  based  on  our  ability  to  attract  and 
jain  a  highly  skilled  workforce,  and  we've  found  a  wealth  of 
f;h-tech  resources  and  business  growth  potential  here. 
,iployees  are  attracted  by  historic  Annapolis,  the  Chesa- 
ake  Bay  and  the  shorter  commutes,"  says  Pozgar. 


Telecommunication 
Systems 

Enabling  Convergent  Technologies  m 


ileCommunication  Systems,  Inc.  started  with  communica- 
ps  network  and  software  contract  work  for  various  federal 
sncies  in  our  area,  enabling  us  to  assemble  a  team  of 
:eptionally  skilled  professionals,"  says  Maurice  Tose, 
nder  and  CEO.  "This  talent  core  has  allowed  us  to  devel- 
innovative  proprietary  products  for  the  exploding  wireless 
a  market,  and  the  quality  of  Annapolis  life  is  helping  us  to 
rapidly  expand  here." 


US/ 


"A  diverse  and  technically  qualified 
workforce  is  important  to  us,  and 
we've  been  able  to  find  it  locally," 
says  Steve  McManus,  president  of 
Making  software  simpler  the  e-commerce  business  unit  of 
USinternetworking,  Inc.  The  Annapolis-based  application  ser- 
vice provider  also  relies  on  the  area's  extensive  telecommu- 
nications infrastructure.  "The  fiber  coming  into  this  area  is 
sufficient  for  our  business  now,  and  it  will  accommodate 
future  growth,"  McManus  adds.  "Those  factors  contribute  to 
our  ability  to  support  our  major  clients. 


EZ2ZZD 


CIENA  Corporation  helped  define  the 
Baltimore  area  as  a  high-tech  center 
in  1994,  just  as  it  pioneered  the  optical  networking  industry. 
Today,  the  company  employs  nearly  3,000  individuals  to  engi- 
neer, manufacture  and  market  the  intelligent  optical  net- 
working systems  that  form  the  core  for  next-generation  net- 
works and  services  worldwide. 

Watch  for  Anne  Arundel  and  Greater  Baltimore  to  continue 
making  history,  building  on  a  heritage  of  leadership  and  out- 
standing climate  for  living  and  working.  ■ 

Anne  Arundel  Economic  Development  Corporation  (AAEDC) 
is  a  not-for-profit  corporation  that  provides  economic  develop- 
ment services  for  Anne  Arundel  County,  Maryland.  AAEDC  man- 
ages local  revitalization  projects,  supports  existing  employers, 
recruits  new  employers,  provides  and  facilitates  loans  to  new 
and  expanding  businesses,  and  provides  advice,  information 
and  services  related  to  business  and  economic  development 
in  Anne  Arundel  County,  Maryland. 

The  Greater  Baltimore  Alliance  (GBA)  is  the  exclusive  region- 
al economic  development  corporation  charged  with  providing 
a  single  point  of  contact  to  existing,  newly  locating  and  expand- 
ing companies  in  the  Greater  Baltimore  region.  The  Alliance  is 
a  partnership  of  the  City  of  Baltimore  and  Anne  Arundel,  Bal- 
timore, Carroll,  Harford  and  Howard  counties. 


ipment 


The  Windermere  Group  •  www.windermeregroup.com  •  CIENA  Corporation  •  www.ciena.com 
Telecommunication  Systems,  inc.  •  www.tcs-inc.com  •  USinternetworking,  Inc.  •  www.usi.net 


For  information  about  AAEDC.  visit  www.aaedc.org.  For  information  about  GBA,  visit  www.yesbaltimore.org. 


Greater 
Baltimore 
Alliance 


d  Your  Own  Bilbao 


•/one  can  get  an  edifice  built  in  their 
same— nearly  anyone,  that  is,  on  The  Forbes 
400.  But  only  a  few  can  get  a  Frank  Gehry 
buiiding.  The  star  architect,  best  known  for  his 
Guggenheim  Museum  in  Bilbao,  Spain,  is  a  hot 
property.  His  distinctive  designs,  featuring 
folded  metal  exteriors  in  free-form  shapes,  are  a 
billionaire's  latest  status  symbol. 

Microsoft  cofounder  Paul  Allen  has  one; 
Bill  Gates  has  another  one  under  construction 
at  MIT's  new  computer  center.  Global  Crossing 
founder  Gary  Winnick  just  gave  $40  million  for 
one,  a  museum  of  tolerance  in  Jerusalem. 

Gehry  won't  work  for  just  anyone.  "The  net 
worth  of  a  client  has  nothing  to  do  with  our  se- 
lection process— the  ambitions  and  intentions 
of  the  client  have  everything  to  do  with  it," 
claims  James  Glymph,  a  principal  of  Frank  0. 
Gehry  &  Associates,  based  in  Santa  Monica, 
Calif.  But  if  you've  got  big  ambitions,  he  allows, 
being  a  billionaire  doesn't  hurt. 

Allen  had  big  dreams  for  his  Experience 
Music  Project,  the  Seattle  rock  'n'  roll  museum 
that  opened  in  June.  He  also  had  the  cash  to 
foot  the  entire  bill:  $240  million.  Allen  and 
Gehry  met  early  on  to  talk  about  how  to  design 
an  institution  for  an  anti-institutional  art  form, 
and  Gehry  was  hooked  by  Allen's  excitement. 
The  result  is  a  psychedelic  sprawl  in  electric 
colors,  a  tribute  to  Allen's  idol  Jimi  Hendrix. 

Not  all  of  Gehry's  clients  are  billionaires. 
Peter  Lewis,  chief  executive  of  the  insurer  Pro- 
gressive Corp.,  is  worth  a  mere  $600  million. 
But  he  has  something  more  valuable  than  cash: 
a  long-term  relationship  with  the  architect.  For 
12  years  Lewis  paid  Gehry  to  toy  with  models  for 
a  bachelor  pad  he  wanted  in  the  Cleveland  sub- 
urbs. The  house  never  got  off  the  ground,  but 
the  ideas  led  to  Gehry's  surreal,  titanium-clad 
Bilbao  design.  So  did  the  fees:  Gehry  calls  the 
Lewis  house  his  MacArthur  Grant. 

Lewis  hasn't  stopped  bankrolling  Gehry. 
His  latest  dream  is  the  "Manhattan  Project." 
That's  the  code  name  for  a  new  Guggenheim  off 
Wall  Street  on  the  East  River— a  potential  mas- 
terpiece that  may  lose  out  to  more  conventional 
proposals.  "If  it  in  fact  rolls  forward,  and  I  still 
have  the  net  worth  to  afford  it,  I'm  probably 
good  for  the  life  of  the  project,"  Lewis  says.  "It's 
the  kind  of  quixotic  effort  that  charms  me." 

—Ashlea  Ebeling 
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When  customers  are  unhappy,  they  don't  stay  customers  for  long.  So  if  you're  finding  it  tougher  to  keep  up  with 
our  customers'  increasing  demands  for  service,  talk  to  /'SKY. 

With  over  15  years'  experience  providing  outsourced  customer  care  for  the  world's  leading  brands, '/SKY  knows 
ow  to  build  loyalty  and  increase  customer  profitability.  Acting  expertlyon  your  behalf,  our  highly  trained  customer 
Bpresentatives  work  with  your  customers  via  e-mail,  text  chat,  voice  over  IP,  telephone, 

r  fax  to  deliver  top  individual  care  that  creates  long-term  satisfaction.  Plus,  our  data  m  pHMHH 
lining  and  analysis  provide  the  insight  to  anticipate  customers'  needs  and  address  -m  |24  ' 
lem  early.  Which  means  with  /SKY  you'll  keep  your  customers  just  where  you  want  them.      ^  ^S^d^U 


Real  customer  care  for  real  customers.' 


THE  FORBES  1 


Maurice  Raymond 
Greenberg 

$4.4  billion 

American  International  Group.  NYC. 
75.  Married,  5  children 
Raised  on  upstate  New  York  dairy  farm. 
Left  high  school  to  join  Army  in  WWII; 
college,  law  school  on  GI  bill.  "Hank" 
(nicknamed  after  his  favorite  baseball 


player)  joined  Cornelius  Vander  Starr's 
insurance  company,  American  Interna- 
tional (now  AIG)  early  1960s;  chief  exec- 
utive 8  years  later,  succeeding  heirless 
Starr.  Took  public  1969,  now  offices  in 
China,  Poland,  Hungary,  Romania.  In- 
surance and  underwriting  giant  gener- 
ates $5  billion  annual  profits.  Granted  re- 
turn to  Vietnam  after  25-year  absence. 
Acquired  SunAmerica  for  $18  billion 
1998;  specialty  insurance  HSB  Group, 


$1.2  billion  this  year.  Son  Evan) 
AIG  president,  heir  apparent.  Meii 
since  1983. 


James  Sorenson 

$2.6  billion 

Medical  devices.  Salt  Lake  City. 
79.  Married,  8  children 
Stethoscope  salesman  re-creating 
as  digital-era  entrepreneur.  This 


Sanford  Weill 

Continues  to  gather 
.businesses  under  the 
Citigroup  umbrella. 
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What  good  is  monev 
if  you  don't  have  goi 
health  to  enjoy  it? 
These  entrepreneur! 
.  create  the  tools  thai 
heal  us,  and  provid* 
the  insurance  to  coi 
our  bets  when 
the  stakes  are  high i 


'  ■■■  -       \  V 

jfo  which, 
your  heirs  will  miss 
your  wit,  your 
wisdom  and  up 

to  55% 

of  your  estate. 


^  Your  wit  and  wisdom  may  be 
irreplaceable,  but  the  55%  of  your 
estate  can,  and  should,  be  preserved. 
At  Jefferson  Pilot  Financial,  we  can 
help  you  make  sure  that  the  epilogue 
to  your  life  story  is  satisfying  reading. 
Let  our  trained  professionals  help 
you  devise  a  plan  for  the  efficient 
transfer  of  your  estate  to  your  heirs 
—  rather  than  primarily  to  Uncle 
Sam.  By  so  doing,  the  memory  of 
your  wit,  and  especially  of  your 
wisdom,  will  never  be  dimmed. 


Jefferson  Pilot 

Helping  you  write  the  story  of  your  life.® 


split  Sorenson  Vision,  his  privately 
held  digital-video  company,  four 
ways:  Sorenson  Media,  Vision,  Visual 
Communications,  Technologies.  Still 
trying  to  boost  face-to-face  video- 
conferencing but  compression  tech- 
nology more  successful:  powers  Apple 
QuickTime  to  transmit  movie  trail- 
ers, videos,  etc.  Lord  of  the  Rings  pre- 
view broke  records:  1.7  million  down- 
loads in  first  24  hours.  Other 
high-profile  clients:  Nike,  both  presi- 
dential nominating  conventions, 
NBC's  Sydney  Olympic  coverage.  Per- 
formed missionary  work  before  ca- 
reer. Sold  medical-devices  business  to 
Abbott  Labs  1980  for  $100  million  in 
Abbott  stock — now  worth  20  times 
that.  Hobby:  property;  prefers  devel- 


opments to  ranchlands.  "I  love  to  play 
with  land."  Putting  final  touches  on 
The  Science  of  Innovation,  a  personal- 
philosophy  tome. 


Ernest  Stempel 

$2.1  billion 

American  International  Group. 
Hamilton,  Bermuda. 
84.  Widowed,  remarried; 
4  children,  2  stepchildren 
Uncle's  referral  got  him  job  as  assistant 
manager  at  small  insurance  company 
in  1938.  Law  school  by  night.  Shipped 
to  Bermuda  by  founder  Cornelius  Van- 
der  Starr  in  1953  to  run  general  insur- 
ance operations  for  AIG  predecessor. 
President  by  1963;  chairman  1979.  Re- 


tired 1997.  Seasoned  traveler;  pi 
most  days  in  Bermuda  playing  t« 
with  wife,  Brendalyn,  ex-head  of 
rior  design  at  AIG.  His  founds 
funds  education  in  Bermuda,  bey 
Member  since  1994. 


Sanford  Weill 

$1.8  billion 

Citigroup.  NYC;  Greenwich,  Conn. 
67.  Married,  2  children 
Inveterate  dealmaker  merged  Tr 
ers  with  Citicorp  two  years  ago,  s 
no  signs  of  slowing  down:  now  < 
buy  Associates  First  Capital  foi 
billion.  Busy  in  boardroom,  to 
past  year  hired  ex-treasury  seer 
Robert  Rubin,  said  good-bye  tc 
mer  Citicorp  head  John  Reed.  Bi 
lyn  born,  started  as  Bear  Stearns 
for  $150  a  month.  Founded  own 
kerage  with  3  partners  1960;  late 
came  Shearson  Lehman  Brothers 
to  American  Express  1981;  t{ 
president  through  1985.  Took 
Commercial  Credit,  rebuilt  fina 
empire  with  series  of  acquisit 
Pledged  $100  million  to  med  s« 
at  alma  mater  Cornell  Universit* 


Arthur  L.  Williarr 

$1.8  billion 

Insurance.  Palm  Beach,  Fla. 
58.  Married,  2  children 
Son  of  pickle  factory  worker  be 
high  school  football  coach,  st 
selling  term  life  insurance  part 
1967.  Opened  insurer  A.L.  Willia 
Associates  1977.  Convinced  pros 
to  switch  from  whole-life  insurai 
term  policies,  invest  difference; 
time  agents  paid  high  commis: 
Sold  to  Primerica  for  $90  milli 
stock  1989.  Travelers  Group  be 
Primerica  1994,  merged  with  Cil 
1998.  Now  owns  18  million  s 
Citigroup;  stock  up  38%  in  pas) 
Donated  $70  million  to  friend 
Falwell's  Liberty  University.  Pure 
hockey's  Tampa  Bay  Lightning 
sold  to  William  Davidson  (see, 
later.  Member  since  1998. 
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Make  that  447%,  to  be  exact.  They  did  it  simply  by  providing 

("  better  customer  relationship  management.  State  Street,  one  of 
I  the  world's  largest  financial  services  providers,  created  OnCourse, 
I  a  powerful  suite  of  integrated  applications  using  Lotus  Notes" 
and  Domino™  R5.  This  unified  system  gives  employees  shared  access 
I  to  data  on  their  clients.  Employees  use  this  data  to  provide 
customized  solutions  to  fit  their  clients'  needs.  It's  just  one  of  the  ways 
super.human.software  helps  e-business  people  work  together.  I 
To  learn  more,  visit  www.lotus.com/superhumansoftware 

SUPER.HUMAN.SOFTWARE 


An  IBM  Company 


IRL£flBfl£S-AaQ_«  JLfl  0  Q  HAN  DS 


$1.6  billion 

Inventor,  investor.  Los  Angeles. 
74.  Divorced,  6  children 
Son  of  English  immigrant  grocer  sold 
lemonade  during  Depression,  maga- 
zines door-to-door.  Portland,  Ore.  na- 
tive went  to  California  with  family, 
earned  master's  in  physics  UCLA;  sub- 
sidized studies  with  photography. 
Founded,  later  sold,  aerospace  compa- 
nies Spectrolab  and  Heliotek  in  1960s. 
Switch  to  biomedicine,  bankrolled  up- 
starts. Biggest  score:  publicly  traded 
MiniMed,  maker  of  insulin  pumps  for 
diabetes  patients.  Also  Pacesetter  Sys- 
tems (rechargeable  pacemakers),  Ad- 
vanced Bionics  (cochlear  implants  for 
deaf,  neurosimulators),  Second  Sight 
(restoring  vision).  Home  reflects  in- 
novative bent:  22-zone  air  conditioner 
heats  pool  and  triggers  water  fountain. 
Pledged  $270  million  to  USC,  UCLA, 
Johns  Hopkins.  Still  has  a  dozen 
patents  pending:  "I'll  retire  sooner 
or  later,  like  in  30  years."  Member 
since  1999. 


John  Abele 

Boston  Scientific  cofounder's  products  get 
to  the  heart  of  the  matter. 


John  E.  Abele 

$1.2  billion 

Boston  Scientific.  Boston. 
62.  Married,  3  children 

Peter  Nicholas 

$1.2  billion 

Boston  Scientific.  Boston. 
59.  Married,  3  children 
Cofounders  started  medical-device 
maker  Boston  Scientific  in  1979  after 
meeting  at  kids'  soccer  match: 
catheters,  stents,  balloons,  other  de- 
vices dedicated  to  minimally  invasive 
therapy.  Sales:  $2.8  billion.  Nicholas 
stepped  down  as  chief  executive  last 
year,  remains  chairman;  Abele,  a  di- 
rector. Currently  testing  device  for  re- 
pairing main  artery  from  heart.  Oth- 
erwise, entangled  in  web  of  patent 
suits:  Medtronic  and  Johnson  & 
Johnson,  outstanding;  Guidant  Corp. 
settled.  Company's  coronary  stent,  re- 
called from  market  two  years  ago, 
reapproved  in  March.  Members 
since  1994. 

William  Cook 

$1.1  billion 

Catheters,  medical  supplies. 
Bloomington,  Ind. 
69.  Married,  1  son 

Northwestern  University  graduate 
started  as  Chicago  cabbie,  switched 
to  medical  supply  sales.  Quit,  headed 
to  Indiana  to  start  own  medical  in- 
struments firm  1963.  Spent  $1,500 
on  blowtorch,  soldering  iron  and 
plastic  tubing;  created  new  cardio- 
vascular catheter.  Moved  on  to  pace- 
makers, syringes,  stents.  Privately 
owned  Cook  Inc.  competes  against 
giants  Baxter  International,  Boston 
Scientific.  Cook  Group  holding  com- 
pany, with  sales  of  $1.4  billion,  in- 
cludes airport  services,  Star  of  Indi- 
ana Brass  &  Percussion  Group.  With 
wife,  Gayle  Karch  Cook,  donated  $20 
million  to  renovate  historic  West 
Baden  Springs  Hotel  in  Indiana. 
Member  since  1988. 


0* 


Maurice  Greenberg 

Raised  on  a  dairy  farm,  now  he  milks 
$5  billion  in  annual  profits  from  insurer 

Patrick  Ryan 

$1.1  billion 

Insurance.  Winnetka,  III. 
63.  Married,  3  children 
Started  out  selling  insurance  pa 
out  of  dad's  car  dealership  1964. 
Insurance  Group  went  public 
Merged  with  Combined  Internal 
Corp.  in  1982.  Renamed  company 
Gaelic  for  unity.  Built  by  acquisii 
Expanding  globally,  stock  up  V, 
past  year.  Current  chairman,  chief) 
utive;  directorships  at  Sears,  Tri 
Co.  Minority  stake  in  pro  foot 
Chicago  Bears.  Big  donor  to  Nl 
western  U.,  where  he  played  foi 
freshman  year  on  scholarship, 
now  home  of  Ryan  Field  and  V 
Ryan  Arena. 

Leonard  Abrams 

$850  million 

US  Healthcare.  Jupiter,  Fla. 
67.  Married,  3  daughters 
Former  Parke-Davis  salesman 
when  denied  promotion,  starte< 
Healthcare  HMO  1975.  Sold  to 
for  $8.3  billion  in  1986.  Aetna': 
struggling,  but  former  cab  driver 
fine.  Busy  with  his  Maine  Mer 
Bank,  LLC  and  stake  in  Bank  Hap< 
Israel's  largest  bank,  through  A 
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change  your  VIEW 

'desmolnesmetro.com 


The  lowest  cost  of  doing  business 
and  highest  worker  productivity  in 
the  Midwest. 

Potential  employees  who  scored  big 
on  their  college  entrance  exams. 

Business-friendly  real  estate  prices. 

A  thriving,  economically  diverse 
Des  Moines  metro  area  of  more  than 
half  a  million. 

The  second-highest  business 
retention  rate  in  the  nation. 

See  for  yourself.  Just  call 
1-800-245-IOWA  or  e-mail 
SmartState@ided.  state,  ia.  us. 


IOWfr 

THE  SMART  STATE  FOR  BUSINESS' 

www.smart.state.ia.us/forbes 


O    W    A         BUSINESS  PARTNERSHIP 


i  kwell 
bllins 


financial 
Iroufj 


£3 

rmiii'in^ 


MidAmerican 

ENERGY 

OBSESSIVELY,  RELENTLESSLY  AT  YOUR  SERVICE  ' 


PIONEER  HI-BRED 
INTERNATIONAL,  INC. 


ALCOA 


flnn  THE  greater  des  moines 

[Ol1  partnership 

ALLIANT  energy 


SOME  OF  THE  MOST  NOTABLE 


RETURNS  IN  INVESTMENT 


HISTORY  ARE  NOT  LISTED 


IN  ANY  STOCK  TABLES. 


Bessemer  Client  Private  Investments  vs.  Public  Market  Indices 
(Annualized  Returns  10/1/87-  12/31/99) 


37.93°' 


5.27% 


^  16.27% 

|  7.760/°  I 


I.ehman  EAFE 
Gov't/Corp  Index 
Index 


S8P500 
Index 


'The  average  net  annualized  returns  achieved  by  private  investments  in  which  Bessemer  Trust 
Company  clients  have  invested.  Past  performance  is  not  indicative  of  future  results 


Bessemer  Trust 

ENHANCING  PRIVATE  WEALTH  FOR  GENERATIONS 


New  York  (212)  708-9141  •  Washington,  DC  (202)  659-3330  •  Chicago  (312)  220-9898 

Palm  Beach  ( 561 )  655-4030  •  Miami  (305)  372-5005  •  Naples  (941)  435-0034 
Atlanta  (404)  965-9300  •  Los  Angeles  (213)  892-0900  •  San  Francisco  (415)  291-1810 

630  Fifth  Avenue,  New  York,  New  York  10111 
www.bessemer.com  •  wealtli@bessemer.com 


PRIVATE  INVESTIN 
PRODUCES  SUPERH 
LONG-TERM 
PERFORMANCE. 

Wealthy  investors  enjoy  a  un\ 
position,  in  that  they  need 
focus  all  their  efforts  on 
Street  alone.  These  individ 
can  and  should  consider  pn 
investments  as  part  of  their  / 
investment  program.  M< 
substantial  investors  fail  to 
advantage  of  their  asset  mass 
leverage  to  participate  in  verk 
capital  and  buyout  opportunt 

Our  93  years  of  experit 
have  taught  us  that  a  subs/at 
commitment  to  these  investm 
is  one  of  the  key  contrihn 
to  superior  results  over  the  l\ 
term,  helping  to  ensure 
a  family's  ivealth  spans  gen 
tions.  Bessemer  clients  are  ofjl 
unique  access  to  a  variety  of 
vate  investment  alternatives. 


1 

A  Guide 

TO  INVESTING  FOR 
THE  WEALTHY 


If  you  have  $5  million  or  fl| 
to  invest  and  would  like  to  rec 
our  booklet,  "A  Gu 
to  Investing  for  the  Weak 
please  write  or  call. 
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jier  investment  group.  Resigned 
Aetna  board  in  June,  but  holds 
ilting  contract  through  next  year, 
nnsylvania  continues  to  draw  on 
00  million  gift,  pledged  in  1997  to 
•  the  Leonard  and  Madlyn  Abram- 
amily  Cancer  Research  Institute, 
ber  since  1992. 


illip  Frost 

million 

:ine.  Miami  Beach, 
arried 

atologist  studied  at  U.  Pennsylva- 
Ibert  Einstein  College  of  Medicine, 
ted  disposable  biopsy  device  1971. 
over  struggling  Key  Pharmaceuti- 
Isold  to  Schering-Plough  1986. 
jded  generic  drugmaker  Ivax  in 
year.  Scuttled  1997  plans  to  sell 
any  to  Bergen  Brunswig  Corp. 
vants  to  move  company  into  pro- 
ry  drugs  for  asthma,  emphysema, 
Big  Democratic  contributor;  re- 
hosted  fundraiser  for  Florida  con- 
3nal  candidate  Elaine  Bloom  that 
President  Clinton.  With  wife,  Pa- 
:  supporter  of  Smithsonian  Ameri- 
!rt  Museum. 


3mas  R  Frist  Jr. 

million 

Healthcare.  Nashville, 
.irried,  3  children 

d  out  of  semiretirement  in  1997 
i  rse  Columbia/HCA  (since  re- 
nd HCA  Healthcare)  through 

:are  billing-fraud  investigation. 
I'.iere  until  we've  got  everything 

right  again."  Might  take  a  while: 
>y  agreed  to  pay  feds  $745  million 
I i  ;e  claims.  With  other  insiders,  con- 
i  g  to  buy  back  shares.  Expanding 
:  I,  acquiring  London  hospitals.  So 

Dck's  up  36%  since  last  year, 
ijille  native  and  medical  doctor, 
i  !;d  Hospital  Corp.  of  America  with 
i  after  stint  as  Air  Force  flight  sur- 
]  Public  1969;  took  private  in  $5.1 
i|  LBO  1988.  Merged  with  Colum- 

ealthcare  Corp.  1994.  Brother 
.  jm  U.S.  Senator  (R-Tenn.),  also 
:  al  doctor.  Member  since  1992. 


A  SMILE  AND  A  FROWN 


www.flexjet.com 


SOUND  EXACTLY  THE  SAME 
OVER  A  SPEAKERPHONE 


Some  things  just  can't  be  communicated  over 
fiber  optic  cable.  A  Learjet®  or  Challenger® 
business  jet  from  Flexjet  enables  the  modern 
CEO  to  capitalize  on  the  kind  of  face-to-face 
interaction  that  moves  business  forward.  We 
offer  the  most  complete  range  of  latest 
technology  aircraft  available  today.  So  while 
there  may  be  other  options  to  Flexjet,  there 
can  only  be  one  choice.  Flexjet.  For  more 
information  on  the  many  affordable  benefits 
of  fractional  ownership  and  our  unprecedented 
level  of  personal  service  and  attention  to 
detail,  call  1-800-FLEXJET. 


FLEXJET 

we  build  the  aircraft 


375  Park  Avenue,  New  York,  NY  10152  (212)  754-2000 
Keefe  &  Keefe  International  Inc. 


Forrest  Mars  Jr. 

$7  billion 

Candy. 

McLean,  Va. 

69.  Married,  4  daughters 

John  Mars 

$7  billion 

Candy. 

Arlington,  Va. 

64.  Married,  2  children 


Wine  and  spirits  sectors  show  growth,  consolidatic 
as  beer  and  soda  remain  cash  cows  at  end  of  pipeli 
Supermarkets  keep  ringing  up  riches  for  familiar  fe 


Jacqueline  Mars 

$7  billion 

Candy.  Bedminster,  N.J. 
61.  Twice  divorced,  3  children 
Family-owned  confectionery  empire 
rumored  to  be  on  the  block  after  death 


of  patriarch,  Forrest  Mars  Sr.,  last 
but  secretive  owners  haven't  tai 
Grandparents  Frank  and  Ethel . 
started  making  candy  in  1911;  str 
national  sweet  tooth  in  1923 
Milky  Way.  Malt-flavored  nougat  p 
the  way  for  Snickers,  3  Musketeers! 
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the  leap  to  the  Internet. 


now,  so  can  your  call  center. 


Hve  Voice  for  eBusiness.  If  you're  looking  for  a  way  to  build  customer  loyalty 
Hid  drive  sales  on  your  website,  you  needn't  look  any  further  than  your  existing  call 
inter.  By  adding  the  power  of  Live  Voice™  to  your  website,  online  customers  can 
Hlk  in  real  time  through  their  PCs  directly  to  your  phone  agents.  In  addition  to 
Iving  online  customers  and  customer  service  reps  a  natural  way  to  communicate 
Ith  each  other,  Live  Voice  also  provides  CSRs  the  opportunity  to  close  sales 
Ister,  up-sell,  and  extend  the  human  contact  that  builds  brand  loyalty.  To  find  out  Get  a  real  voice™. 

Iw  your  call  center  can  jump  on  the  Internet,  visit  us  at  www.lipstream.com/live; ; 


Lipstream  Networks,  Inc.  "Lipslream"  is  a  registered  trademark  and  "Live  Voice"  and  "Get  a  Real  Voice"  are  trademarks  and/or  service 
of  Lipstream  Networks,  Inc.  All  other  trademarks  or  registered  trademarks  mentioned  herein  belong  to  their  respective  holders. 


•    •    •  * 


tpsfream 


Lending  leadership 
for  business  leadership 


"Good  rates  can  make  you  competitive,  but  to  be  a  leader  for 
over  90  years  you 've  got  to  have  specialized  knowledge  and 
experience.  We  give  our  customers  more  than  a  good  deal, 
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Over  90  years  of  lending  experience. 

The  world's  largest  publicly  held 
commercial  finance  company. 

Over  $50  billion  in  managed  assets. 

International  capabilities  throughout 
26  countries. 

Leading  positions  in  equipment 
finance,  vendor  finance,  project 
financing,  technology  financing, 
merchant  banking,  factoring,  small 
business  lending,  commercial  aircraft, 
rail,  general,  aviation,  sales  finance, 
commercial  and  consumer  finance. 

A  new  and  higher  level  of  scale 
and  strength  to  meet  the  challenges 
of  the  next  century. 

Join  us  online  at  www.cit.com 


Today's  business  leaders  put 

their  trust  in  today's  financing  leader. 


www.cit.com 
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rest  Sr.  responsible  for  phenomenal 
growth.  After  telling  father  to  "stick  his 
business"  elsewhere,  Forrest  moved  to 
Europe  and  built  own  business.  Re- 
turned to  U.S.  after  Dad's  death  1934. 
Developed  M&Ms  after  seeing  soldiers 
eating  candy-coated  chocolate  drops  in 
Spanish  Civil  War.  Diversified  into  pet 
food  (Whiskas,  Katkins,  Pedigree)  and 
prepared  foods  (Uncle  Ben's  Rice,  Suzi 
Wan's  Chinese  food).  Eldest  child,  For- 
rest Jr.,  set  up  Dutch  operations  in 
1960s,  now  copresident.  Second  son, 
John,  founded  Australian  operations, 
also  co-president.  Sister  Jacqueline, 
Mars  vice  president. 

John  Richard 
Simplot  and  family 

$4.7  billion 

Potatoes,  microchips.  Boise,  Idaho. 
91.  Divorced,  remarried;  4  children 
(1  deceased) 

Empire  based  on  fast  food,  fast  micro- 
processors. Dropped  out  of  school,  ran 
away  from  home  in  8th  grade,  became 
millionaire  by  30.  Started  out  as  potato 
sorter  while  living  in  boardinghouse. 
Saved  up  to  buy  hogs,  then  potatoes, 
vegetables,  fertilizer,  cattle.  Supplied 
U.S.  troops  with  potatoes,  vegetables 
during  World  War  II.  Pay  dirt:  develop- 
ing, patenting  frozen  french  fry  1950s, 
then  teaming  up  with  McDonald's 
1960s.  Still  supplies  chain  with  more 
than  half  its  fries.  Early  investor  in  chip- 
maker  Micron  Technologies,  controls 
15  million  shares.  Children,  grandchil- 
dren now  run  company,  embroiled  in 
battle  with  IRS:  Heirs  of  J.R.'s  deceased 
son,  Richard,  say  1993  Tax  Court  ruling 
overvalued  his  stake  in  company. 


Edgar  M, 
Bronfman  Sr. 

$4.1  billion 

Seagram  Co.  New  York  City. 
71.  Twice  divorced,  remarried;  7  children 
In  process  of  selling  family  business 
founded  1924  to  French  media,  utility 


conglomerate  Vivendi  for  estimated  $34 
billion  in  stock.  Father  Sam  (d.  1971)  left 
Russia  1899,  founded  Distillers  Corp.  in 
Montreal  in  1924,  peddled  product 
along  US./Canada  border  during  Pro- 
hibition. Edgar  Sr.  inherited  U.S.  assets; 
in  1994  passed  Seagram  reins  to  son 
Edgar  Jr.,  who  transformed  it  into  enter- 
tainment giant.  Sold  156  million  DuPont 
shares  worth  $7.7  billion  to  finance  pur- 
chase of  MCA/  Universal.  Sold  Tropi- 
cana  juice  to  Pepsi  for  $3.3  billion.  Be- 
came world's  largest  music  company 


Ernest  Gallo 

Longtime  ruler  of  E&J 
Gallo  finally  letting  his 
heirs  squeeze  the  grapes. 


William  Wrigley 

$2.4  billion 

Chewing  gum.  Lake  Forest,  III. 
37.  Married,  3  children 
Runs  fourth-generation  chewini 
empire  founded  in  1891  by  his 
grandfather.  Resolved  sticky  sit! 
last  year  after  father  William  Vl 
died  while  simultaneously  recij 
ing  from  fractured  hip  and  div 
third  wife  Julie  Ann  Wrigley.  \ 
contested  his  estate,  settled 


1998  by  buying  PolyGram  for  $10.4  bil- 
lion. Edgar  Jr.  doesn't  speak  French,  but 
he  is  to  be  vice  chairman  of  Vivendi  Uni- 
versal, overseeing  music,  Internet.  Edgar 
Sr.,  president  of  World  Jewish  Congress, 
concentrating  on  philanthropy,  has  been 
spearheading  efforts  to  win  restitution 
for  Holocaust  victims.  Awarded  Presi- 
dential Medal  of  Freedom. 


court.  Wrigley  family  kept  con 
shares  in  gum  company,  Julie  t 
to  have  received  property,  cash 
pany  founded  as  soap  busine: 
away  chewing  gum  as  premiui 
proved  more  popular  than  soap 
duced  Wrigley's  Spearmint  189: 
country's  largest  gum  produc 
billion  in  sales  in  past  year. 
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S.  Daniel 
Abraham 


$1.8  billion 

Slim-Fast.  Palm  Beach,  Via. 
76.  Married,  4  children 
Long  Beach,  New  Yorker  enlisted  in 
U.S.  Army,  served  3  years  in  Europe 
during  WWII.  Bought,  sold  Thompson 
Medical  for  $200  million  profit.  Then 
Slim-Fast:  drinkable  nutritional  supple- 
ment. Rode  fitness  craze:  "I  believe  that 
Slim-Fast  is  the  surest,  safest,  healthiest 
way  for  people  to  lose  weight  and  keep 
it  off  and  live  a  happier,  healthier  life." 
Sold  to  Unilever  for  $2.3  billion  in  May. 
Still  sips  Slim-Fast  every  day. 

Charles  Butt 

$1.8  billion 

Supermarkets,  San  Antonio. 
62.  Single 

Third-generation  grocer.  Grandmother 


Edgar  Bronfman 

Family's  long  control  over  Seagram  came 
to  a  close  when  Vivendi  came  knocking. 

started  small  grocery  1905  to  support 
sick  husband,  3  children.  Privately  held 
H-E-B  Grocery  now  275  stores  in  Texas 
and  northern  Mexico,  $8.2  billion 
sales.  Charles:  Wharton  grad,  started 
bagging  in  family  business  at  age  8;  H- 
E-B  president  1971.  Company  donates 
5%  of  pretax  profits  to  charity.  Mem- 
ber since  1988. 

Clayton  Mathile 

$1.7  billion 

Petfood.  Dayton,  Ohio. 
59.  Married,  5  children 
Former  Campbell  soup  executive 
hired  by  Paul  lams,  maker  of  premium 
cat  and  dog  food  1970.  Bought  out 
lams  in  1982.  Focused  on  high-end 
breeder  business,  veterinarians  and 
cosseting  pet  owners.  Sold  lams  to 
Procter  &  Gamble  for  $2.3  billion  in 


1999;  days  later  pledged  a  $10Q 
lion  endowment  for  Dayton-area 
anthropy.  One  gift  he  likely  wish 
hadn't  given:  a  $32,000  loan  toi 
ther  of  a  U.  of  Dayton  basketba 
cruit.  Ensuing  NCAA  violatiorj 
school  scholarships. 

Mary  Alice  Maloi 

$1.6  billion 

Inheritance.  Coatesville,  Pa. 
50.  Married,  2  children 

Bennett  Dorranc 

$1.4  billion 

Inheritance.  Paradise  Valley,  Ariz. 
53.  Married,  2  children 


Dorrance  Hill 
Hamilton 

$1  billion 

Inheritance.  Wayne,  Pa.;  Newport, 
72.  Married,  3  children 


Charlotte  Colket 
Weber  I 

$1  billion 

Inheritance.  Ocala,  Fla.;  NYC. 
57.  Divorced,  3  children 

Hope  Hill 

van  Beuren  I 

$980  million 

Inheritance.  Middletown,  R.I. 
66.  Married,  3  children 
Grandchildren  of  Campbell  J 
founder  John  T.  Dorrance,  chej 
who  invented  process  for  making 
densed  canned  soup,  bought  ud 
Campbell  Soup  company  1914J 
John  Jr.  inherited  half  of  fortune 
split  among  3  daughters.  John  Jr. 
1989,   family   fight  ensued 
whether  to  sell  shares.  John's  chili 
won;  family  estimated  to  own  hd 
outstanding  shares.  Campbell  s 
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Walker.  For  us,  success  means  staking  our  claim 
to  e-business.  In  fact,  Walker  rules  the  e-business 
territory  by  offering  Global  2000  enterprises  an 
array  of  Deep  e-business  solutions™  including: 

•  Walker  e-procurement -  to  reduce  costs  by 
streamlining  your  company's  buying  processes. 

•  Walker  e-insight-  to  give  your  data  meaning 
so  you  can  make  informed  decisions. 

•  Walker  e-revenue  -  to  extend  the  reach  of  your 
billing,  credit  and  accounts  receivables. 

•  Walker  e-technology  -  to  help  build  a  cost- 
effective,  scalable  e-business  infrastructure. 

•  Walker  e-services  -  to  offer  technical  support 
for  your  e-business  implementation. 

To  transform  your  business  into  an  e-business, 
nothing  can  help  you  succeed  quite  like  Walker. 

To  schedule  a  meeting  or  for  more  information, 
visit  www.walker.com  or  call  1-800-PICK-WALKER. 


©  2000  Walker  Interactive  Systems  Inc  Walker  and  design,  and  "Deep  e-business 
solutions"  are  trademarks  and/or  registered  trademarks  ot  Walker  Interactive  Systems, 
Inc.  AH  other  brand  and  product  names  are  trademarks  of  their  respective  owners. 


e-business  rules. 
And  we  rule  e-business 


( )  W  A  L  K  e  R 

We  mean  e-business 
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cold:  down  41%  in  past  year.  Heirs  re- 
ceived stake  in  Vlasic  when  Campbell 
spun  off  pickle  company  1998;  agreed 
not  to  sell  shares  until  last  March. 
John  III,  eldest  son  of  chemist  John  Jr. 
became  Irish  citizen  to  avoid  U.S. 
taxes.  Mary  Alice:  horse  breeder.  Ben- 
nett: Phoenix  real  estate  developer. 
Dorrance:  gardener,  led  dissident 
shareholders.  Hope:  only  son, 
Archibald,  is  sole  family  member  still 
working  full  time  at  Campbell.  Char- 
lotte: donated  $20  million  in  art  to 
New  York  City's  Metropolitan  Mu- 
seum of  Art. 


Robert  Rich  Sr. 

$1.6  billion 

Nondairy  topping. 
Palm  Beach,  Fla.;  Buffalo,  N.Y. 
87.  Widowed,  remarried;  3  children 
Made  fortune  with  Coffee  Rich,  liquid 
nondairy  creamer.  Diversified  into 
frozen  breads,  cookies,  cakes.  Son  of 
dairy  processor,  served  as  milk  admin- 
istrator during  World  War  II.  Annual 
sales  $1.5  billion,  expanding  through 
acquisition:  recently  bought  bakery 
outfit  JW  Allen  and  invested  in  Italian 
food  company  Kodap.  Sold  minority 
stake  in  pro  hockey's  Buffalo  Sabres 
this  year.  All  3  kids  active  in  family 
business.  Son  Robert  Jr.  runs  day-to- 
day operations:  "We've  been  very 
blessed." 


Ronald  Burkle 

$1.6  billion 

Supermarkets.  Los  Angeles. 
47.  Married,  3  children 
Spent  most  of  his  life  in  the  supermar- 
ket business,  now  trying  out  more  ex- 
otic investments:  with  Michael  Ovitz, 
stabs  at  e-commerce  via  CheckOut.com, 
Napster-like  Scour.com.  Latter  now 
dogged  by  copyright-violations  suit. 
Groceries  were  simpler:  started  as  bag- 
boy  in  dad's  supermarket,  dropped  out 
of  dental  school  after  1  year;  with  father, 
tried  failed  bid  for  grocery  chain  Stater 
Brothers.  Formed  Yucaipa  LBO  firm 
1986.  Bought  Jurgensen's  gourmet 
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chain,  Ralphs  Supermarkets,  Do- 
minick's  Finer  Foods.  Purchased  Fred 
Meyer  chain  1998;  sold  a  year  later  to 
Kroger.  Prominent  in  L.A.  political 
scene,  big  fundraiser. 


Stonestreet 
Jackson 

$1.3  billion 

Wine.  Healdsburg,  Calif. 
70.  Divorced,  remarried;  5  children 
San  Francisco  lawyer  planted  20  acres 
of  grapes  in  1974;  buyers  of  early  wine 
got  bag  of  walnuts  from  nearby  grove. 
First  bottled  under  Kendall-Jackson 
label  1982;  its  blended  chardonnay 
suited  tastes  of  affluent  masses,  grew 
dominant  at  popular  restaurants,  gro- 
cers. Closely  held  KJ  shipped  1  million 


Charles  Butt 

H-E-B  Grocery  has  branched  out  to  Mexico 
from  its  century-old  stronghold  in  Texas. 


cases  in  1992,  3  million  by  1998.  C 
pany  may  be  sold  soon.  He  and  fa 
will  keep  separate  arm  with  sm 
wineries  like  Matanzas  Creek 
Cambria,  plus  rich  vineyard  hole 
in  California.  Headstrong  but  sel 
facing,  he  fought  Gallos  but  other 
let  brands  have  spotlight.  Opporti 
tic  buys,  control  of  inputs  led  to  e\ 
ordinary  margins.  History  buff) 
mands  to  know  details  of 
operations.  Spending  more  time  afl 
(homes  in  Tuscany,  on  Kauai)  witlj 
ond  wife  (first  was  Kendall) 
teenage  daughters;  adding  to  vinej 
abroad. 

Christopher 
Goldsbury 

$1.1  billion 

Salsa.  San  Antonio. 
57.  Divorced;  2  children,  1  deceased 
Saucy  moves  earned  him  a  life 
supply  of  chips.  Political  science  n 
Trinity  U.  in  San  Antonio.  Ma) 
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d  of  help  you  need  to  build  your  Microsoft®  Windows  2000  business  case, 
line  its  ROI  and  justify  migration. 

ban  make  migrating  to  Microsoft  Windows  2000  easy  efficient  and 
Inical  with  our  hands-on  approach  including  strategic 
jng,  design  and  deployment,  and  desktop  migration 
im're  considering  migrating,  contact  the 
my  that  half  the  Fortune  100  companies  rely 
ry  day  for  insightful  distributed  computing 


ns. 


be  IT  Service,  providing  innovative 
ting  solutions  worldwide. 


IT  Service 


A  Siemens  Company 


Entex.coiti 

us  at:  877-Entex4it  (877-368-3944)  or  email:  Win2K@ENTEX.com 

ENTEX  IT  Se/vice  are  either  registered  trademarks  or  trademarks  of  ENTEX  IT  Service,  Inc.  Microsoft  and  Windows  are  registered  trademarks  of  Microsoft  Corporation 


daughter  of  David  Pace,  inventor  of 
"Syrup  of  Southwest."  Joined  Pace, 
foods  in  1969.  Started  in  production, 
then  sales.  Bought  out  father-in-law  in 
1982;  wife  in  1991  divorce.  Sold  Pace 
in  1995  to  Campbell  Soup  for  $1.1  bil- 
lion in  cash.  Reportedly  paid  $20  mil- 
lion to  have  6  town  homes  torn  down 
to  preserve  his  Aspen,  Colo.  view.  In- 
vests in  food  companies  through  ven- 
ture capital  firm  Silver  Brands.  Mem- 
ber since  1995. 

Joyce  Raley  Teel 

$900  million 

Supermarkets,  Sacramento,  Calif. 
69.  Married,  5  children 
Daughter  of  Raley's  grocery  chain 
founder  Tom  Raley.  Worked  in  store 
during  teens,  married  co-worker 
Jim  Teel  at  age  19,  quit  to  raise  5  chil- 
dren. Returned  to  Raley's  in  1985, 
took  over  when  Tom  died  in  1 99 1 ,  ex- 


panded. Now  151  stores,  $3  billion  an- 
nual sales.  Celebrated  50th  wedding 
anniversary  in  August.  Son  Michael, 
49,  is  chief  executive  officer.  Member 
since  1994. 

James  Cargill 

$850  million 

Inheritance.  Minneapolis,  Minn. 
76.  Married,  3  children 

Margaret  Anne 
Cargill 

$850  million 

Inheritance.  La  Jolla,  Calif. 
80.  Single 

Scions  of  William  W.  Cargill,  founder 
of  U.S.'  largest  private  company.  Com- 
pany is  slowly  recovering  from 
wretched  agricultural  economy  after 
selling  off  and  closing  some  divisions. 


Now  $48  billion  in  sales,  up  4%  ill 
last  year.  Operating  earnings  ai 
200%.  The  company  was  found 
1865,  family  fortune  is  now  div 
into  3  branches.  James,  sister  Mar 
have  largest  share.  James  with  C 
since  1947,  retired  as  senior  vice  j 
dent  1990.  Margaret:  reclusive,  i 
married. 

Harold  Honickmi 

$850  million 

Soft-drink  bottler.  NYC;  Philadelph 
66.  Married,  2  children 
Father  talked  Pepsi  into  giving  Hi 
bottling  and  distribution  righ 
southern  New  Jersey.  Father-in 
built  him  a  bottling  plant  in  1 
Harold  took  it  from  there.  Hi 
quired  struggling  Canada  Dry 
tling  operations  in  New  York 
Pittsburgh.  Also  owns  Pepsi-Cola 
tling  of  New  York,  Coors  of  New 
Snapple  distributor  in  Baltin 
Rhode  Island  and  suburban  Phil 
phia.  Annual  revenues  are  flat 
billion.  Avid  sailor,  photogra] 
Member  since  1996. 


Marvin  Herb 

$825  million 

Bottling.  Chicago. 
63.  Married,  2  children 
Born  upstate  New  York,  Unive 
of  Buffalo,  University  of  Ti 
M.B.A.  Bronx  plant  manager 
PepsiCo;  then  head  of  Indiana] 
Pepsi  bottler  1972,  off  to  run  Bon 
consumer  division  same  year.  Bo 
Coke  bottling  operations  in  1 
anapolis,  Chicago  1981.  Added  p) 
in  Rochester,  N.Y.,  Milwaukee, 
one  of  the  largest  independent 
tiers  in  country;  recently  won  co' 
contract  with  Chicago  public  sfl 
system.  Intensely  private.  Estim 
revenues:  $975  million.  First  app< 
on  list  in  1991. 


Jess  Jackson 


Bridged  popular  and  good  tastes  in  wi 
now  has  life  made  in  the  shade. 


Velcome  to  the  new  economy.  And  welcome  to  the  new  Fannie  Mae.  We're  using  the 
>ower  of  the  Internet  to  quickiy  become  one  of  the  world's  largest  e-businesses. 
Vith  the  click  of  a  mouse,  we  can  span  continents  and  leap  oceans  to  find 
Dw-cost  mortgage  funds. 

>f  course,  we're  old  hands  at  searching  the  international  capital  markets 
or  the  lowest-cost  financing  for  American  home  buyers.  During  the 
990s,  we  raised  over  $145  billion  from  international  investors.  And 
noving  these  processes  to  the  Internet  will  continue  to  help  us  ensure 
ffordable  mortgage  funds  for  American  families. 

i  fact,  last  year  alone,  we  issued  $48  billion  of  debt  securities  through  our 
Veb  site.  Which  explains  why  we're  among  the  world's  largest  e-businesses. 
anniemae.com.  It's  how  we  do  business.  Period. 


£J  FannieMae 

www.fanniemae.com 
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you  may  think  it  takes  a  bloodhound  to 

track  down  global  Sources  of  low-cost  funds, 
But  it's  amazing  what  you  can  do  with  a  mouse. 
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$800  million 

Coca-Cola.  Columbus,  Ga. 
77.  Married,  6  children 


Sarah  Turner 
Butler 

$800  million 

Coca-Cola.  Columbus,  Ga. 
80.  Married,  3  children 

Elizabeth  Turner 
Corn 

$800  million 

Coca-Cola.  Columbus,  Ga. 
74.  Married,  5  children 
Siblings.  Grandpa  W.C.  Bradley  founded 
eponymous  company  1885,  also  made 
fortuitous  investment  in  Coke.  Now 
W.C.'s  great-grandsons,  Stephen  Turner 
Butler  and  William  B.  Turner  Jr.,  use 
company  to  oversee  family  investments 
in  Char- Broil  barbecue  grills,  real  estate, 
banks.  Family  still  believed  to  hold  nearly 
30  million  Coke  shares.  Members  since 
1993. 


Ernest  Gallo 

$800  million 

Wine.  Modesto,  Calif. 
91.  Widower,  1  child 
The  "E"  of  E.  &  J.  Gallo,  started  wine- 
making  business  with  brother  Julio  in 
1933.  Built  reputation  as  ruthless  tyrant, 
but  lately  loosening  grip.  Third  genera- 
tion, "The  G3s,"  gaining  more  sway  in 
decisions  from  winemaking  to  market- 
ing, opening  up  long-secretive  empire: 
hired  public  relations  director,  increasing 
number  of  tours  (though  still  by  invita- 
tion only)  of  winemaking  facilities.  Once 
known  for  rotgut  like  Ripple  and  Thun- 
derbird,  now  winning  awards  for  top- 
shelf  pinot  noirs  and  chardonnays.  Julio's 
granddaughter,  Gina  Gallo,  now  regarded 
as  one  of  the  more  skilled  winemakers  in 
California.  Gallo  today  sells  64  million 
cases  a  year,  consuming  30%  of  annual 
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Land  of  Opportunity  ! 

Since  1985  the  number  of  immigrants  on  The  Forbes  400  has  grown  129%,  from 
at  least  32.  Among  the  47  new  entries  this  year,  9  are  immigrants.  The  common  thi 
All  of  them  derive  their  fortunes  from  technology.  Their  combined  net  worth:  $21 
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NET  WORTH 

COUNTRY 

NAME 

($  MIL) 

COMPANY/INDUSTRY 

OF  ORIGIN 

Gururaj  Deshpande 

$7,600 

Sycamore  Networks/fiber  optics 

India 

James  Kim 

2,700 

Amkor  Technologies/microchips 

Korea 

Pradeep  Sindhu 

2,500 

Juniper  Networks/fiber  optics 

India 

Jing  Jong  Pan 

1,900 

fiber  optics 

Taiwan 

Theresa  Pan 

1,800 

fiber  optics 

Taiwan 

PehongChen 

1,700 

Broadvision/software 

Taiwan 

Romesh  Wadhwani 

1,300 

Aspect  Development/software 

India 

JoMei  Chang 

825 

Vitria  Technology/software 

Taiwan 

Walter  Alessandrini 

770 

Avanex/fiber  optics 

Italy 

California  wine-grape  harvest.  Nonage- 
narian still  enjoys  the  juice:  "With  great 
wines  like  these  to  drink  every  night,  who 
wouldn't?"  Member  since  1982. 

John  Edward 
Anderson 

$750  million 

Investments.  Bel  Air,  Calif. 
83.  Married,  4  children 
Western  Union  delivery  boy,  played 
hockey  at  UCLA.  Harvard  M.B.A.;  got 
law  degree  at  night  school.  Cofounded 
law  firm  Kindel  &  Anderson  1953. 
Clients  included  beverage  distributors. 
Liked  business,  started  Ace  Beverage  Co. 


William  Wrigley  Jr. 

Now  that  sticky  estate  battle  is  over,  he's 
free  to  chew  over  family's  gum  business. 


Early  distributor  of  Budweiser.  Div< 
fied  into  banks,  insurance,  real  esi 
Sold  1st  Business  Bank  to  Mellon 
$268  million  1998;  made  $180  mill 
This  year  acquired  2  coffee  compa 
in  Hawaii,  expanded  beer-distribui 
territories  in  downtown  L.A.;  also 
distributorships  in  Hawaii,  Virgir 
lands.  Conservative  investor:  "I  dl 
have  a  lot  of  tech  stocks." 

John  Lupton 

$750  million 

Bottling.  Lookout  Mountain,  Tenn. 
74.  Married,  4  children 


Elizabeth  Lupton 
Davenport  I 

$750  million 

Bottling.  Lookout  Mountain,  Tenn. 
67.  Divorced,  remarried;  3  children 
Siblings.  Grandfather  John  T.  Lufl 
landed  distribution  rights  for  Coca-<j 
in  1899.  Father  Thomas  bought,: 
'  franchises  constantly.  John  joined  fai 
business  as  bottle  washer  1954,  ran  i 
ily's  Great  Western  Coca-Cola  Botl 
Co.  after  Dad's  death  1977.  Sold  to  C 
for  $1.4  billion  in  1986.  John  investe| 
Arnold  Palmer  Golf  Co.,  took  oni 
million  of  troubled  firm's  debt  199* 
then  took  company  private.  Now  a 
63%  of  company.  Elizabeth:  quiet,  f 
anthropic.  Members  since  1986. 
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Your  Northwestern  Mutual  Financial 
Network  Representative  can  play  a 
valued  role  in  your  family's  financial 
life,  bringing  you  expert  guidance  in 
Estate  Planning  and  the  specialists 
you  need  to  make  sure  that  what 
you  want  to  leave  your  family ... 
actually  reaches  them. 

Northwestern  Mutual 

FINANCIAL  NETWORK™ 


ovative  solutions  for  estate,  retirement,  insurance,  and  personal  finance.   At©  y  O  U  t  h  ©  f  6  y  6 1  ? 


www.northwesternmutual.com 


rn  Mutual  Life  Insurance  Co..  Milwaukee,  Wl 
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>ome  Forbes  400  members  assemble  fortunes  from  disparate  pieces  that  don't  fi 
neatly  into  one  particular  industry.  One  common  theme:  it  all  makes  them  rich. 


Robert  Pritzker 

$5.5  billion 

Hotels,  investments.  Chicago. 

74.  Twice  divorced,  remarried;  5  children 


Thomas  Pritzker 

$5.5  billion 

Hotels,  investments.  Chicago. 
50.  Married,  3  children 


Robert  and  brother  Jay  (d.  1999)  inher- 
ited, expanded  Chicago  empire  started 
by  grandfather  Nicholas  in  1902. 
Robert  oversees  Marmon  Group,  a 
conglomerate  of  worldwide  manufac- 
turing and  service  companies;  Jay's  son 
Thomas  chief  of  Hyatt  hotel  chain. 
Family  former  owners  of  failed  Braniff 
Airlines,  back  in  the  air  with  private  jet 
manufacturer  Galaxy  Aerospace.  Other 
holdings  include  Royal  Caribbean 


Cruises,  Conwood  tobacco,  real  ea 
This  year  added  insurer  First  Hea 
Group  and  Southern  Peru  Copper. 

Jon  Huntsman 

$4.1  billion 

Petrochemicals.  Salt  Lake  City. 
63.  Married,  9  children 
While  big  chemical  concerns  like  0 
and  Union  Carbide  struggle  with  si 


Jon  Huntsman 

His  giant  chemical 
conglomerate  was 
assembled  piece  by  piece 
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And  live  happily  ever  after,  we  might  add.  Because  we're  taking  eBusiness  to  a  whole 
new  level.  With  a  portfolio  of  customer  relationship  solutions  we've  developed 
that  enables  businesses  to  integrate  their  sales,  marketing  and  service 
ties  with  the  new,  high-performance  Internet.  And  uses  every  point  of  customer 
ion  to  create  stronger,  more  profitable  and  longer-lasting  customer 
ships.  Just  one  more  way  we're  evolving  eBusiness  into  the  way  you  do 

every  day.  So  come  together,  right  now  with  Nortel  Networks™ 
ce  the  Internet  whatever  you  want  it  to  be.  nortelnetworks.com     &  7  NETWORKS 

.he  Norte!  Networks  logo  and  the  Globemark  are  trademarks  of  Nortel  Networks  "What  do  you  want  the  Internet  to  be?"  is  a  service 
tworks.  ©2000  Nortel  Networks  All  rights  reserved. 


NORTEL 


THE  FORBES  400    GRAB  BAGS 


ing  oil  prices,  less  oil-dependent  Hunts- 
man Corp.  carries  on.  In  May  sold 
packaging  business  for  estimated  $1.1 
billion.  Sales:  $8  billion.  Wharton  grad, 
M.B.A.  from  USC;  ran  wife's  uncle's 
egg-processing  plant,  formed  poly- 
styrene egg-carton  venture  with  Dow 
Chemical  in  1965.  Broke  out  on  his 
own  with  brother;  nearly  went  broke. 
Started  over  with  Huntsman  Chemical 
in  1982.  Amassed  huge  chemical  con- 
cern through  acquisition,  loads  of  debt. 
Devout  Mormon;  big  backer  of 
Catholic,  Armenian  charities.  Two-time 
cancer  survivor,  recently  donated  $125 
million  for  new  clinical  cancer  research 
hospital.  Member  since  1989. 

Henry  Hillman 

$3  billion 

Industrialist,  venture  capitalist. 
Pittsburgh. 

81.  Married,  4  children 
Father,  John  Hartwell  Hillman  Jr.,  built 
fortune  on  coal,  steel  and  gas  via  Pitts- 
burgh Coke  &  Chemical,  Texas  Gas 
Transmission.  Henry  took  over  at  fa- 
ther's death  in  1959.  Shifted  focus  to  real 
estate,  light  industry.  Early  backer  in 
Kleiner  Perkins  venture  capital  firm. 
Now  invested  in  natural  resources,  dis- 
tribution companies,  medical  technol- 
ogy and  high  tech.  Owns  more  than  3 
million  square  feet  of  commercial  and 
residential  property  Developing  4,000 
acres  in  St.  Augustine,  Fla.;  building 
homes  next  to  World  Golf  Hall  of  Fame. 
Big  backer  of  cancer  research.  Broke 
ground  this  year  for  new  Hillman  Can- 
cer Center  in  conjunction  with  Univer- 
sity of  Pittsburgh  Cancer  Institute. 

Lester  Crown 
and  family 

$2.8  billion 

Investments.  Wilmette,  III. 
75.  Married,  7  children 
Made  mark  by  buying  large  stake  in 
General  Dynamics,  booting  manage- 
ment, turning  company  around.  En- 
core? Controls  6.7%,  sits  on  board  of 


troubled  appliance  maker  Maytag,  now 
rumored  to  be  on  the  block.  Son  of 
Chicago  financier  Henry  Crown 
(d.  1990),  who  created  Material  Service 
Corp.  with  two  brothers  1919.  Merged 
with  General  Dynamics  1959,  sold 
stock  1966,  bought  back  1970;  family 
still  owns  16.5  million  shares.  Also 


on  heading  the  family's  financial 
folio.  Says  Leonard:  "It's  not  som 
I  would  have  done  if  I  were  151 
younger,  but  if  the  family  doesn' 
to  own  it,  I  have  to  agree  with  Edl 
decision."  Once  sold,  the  compai 
no  longer  be  in  the  hands  of  the 
that  controlled  it  for  74  years.  Steu 


Tom  Pritzker 

Chicago  scion  helps  keep 
family's  Hyatt  hotel  chain 
hospitable,  profitable. 


stakes  in  Vulcan  Materials,  Alltel,  pieces 
of  New  York  Yankees,  Chicago  Bulls. 
Member  since  1982. 

Leonard  Stern 

$2.6  billion 

Pet  supplies,  real  estate,  publishing.  NYC. 
62.  Divorced,  remarried;  3  children 
Consolidating  empire  to  focus  on  real 
estate  and  financial  investments:  sold 
the  Village  Voice,  6  other  weekly  news- 
papers for  $  1 50  million;  now  shopping 
Hartz  Mountain  pet-supply  company. 
Son  Edward,  former  Hartz  Mountain 
president,  decided  he  wanted  to  focus 


ther  emigrated  from  German) 
5,000  singing  canaries  in  1926.  Le 
took  over  Hartz  Mountain  in  195 
ing  the  company  public  in  1972 
private  in  1979.  Also  owns  33  n 
square  feet  of  commercial  real 
This  year  opened  the  TriBeCa  < 
Hotel  in  New  York  City,  sister  to  h 
SoHo  Grand. 


Edmund  Littlefie 

$2.3  billion 

Utah  International.  Burlingatne,  C 
86.  Married,  3  children 
Grandson  of  Edmund  O.  Wattil 
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Real  Estate 
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Advisors 
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Credit 
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isors  combines  exhaustive  research,  unparalleled  investment 
e,  and  personalized  service  to  help  our  clients  achieve  their  personal 
goals.  How  have  we  done?  Ask  the  10,000  millionaires  among  our 
r  more  information,  call  1-888-PNC-7030,  or  visit  www.pnc.com. 


©P1NC 


The  Thinking  Behind  The  Money 


C  Financial  Services  Group.  Inc.  PMC  Advisors  is  a  service  mark  of  The  PNC  financial  Services  Group,  Inc..  for  investment  management,  banking  and  fiduciary  services. 


Dennis 
Washington 

High-stakes  builder  takes 
on  challenges  as  big  as 
the  Western  sky. 


founder  of  Utah  Construction  (Hoover 
Dam,  San  Francisco-Oakland  Bay 
Bridge);  young  Edmund  was  water  boy 
for  Utah  International  workers.  Became 
general  manager  1958;  discovered  met- 
allurgical coal  deposit  in  Queensland, 
Australia  early  1960s.  Sold  construction 
business  to  Fluor  Corp.  1969;  UI 
merged  with  General  Electric  1976. 
Kept  GE  stake  he  earned  in  deal,  but 
kids  won't  inherit  all  the  shares: 
"They're  already  pretty  damn  wealthy!" 


Now  gives  to  alma  mater,  Stanford,  sec- 
ondary education.  Golfs  at  ultraexclu- 
sive  Vintage  Club  in  Palm  Springs;' 
lunches  with  best  friend  George  Shultz. 

Dennis  Washington 

$1.7  billion 

Construction,  railroads,  mining. 
Missoula,  Mont. 
66.  Married,  2  sons 

Rescued  Morrison  Knudsen  from 


bankruptcy  1996,  14  consecutive 
itable  quarters  since.  Recently  rer 
construction  conglomerate  Washj 
International  Group:  $5  billion 
$6.4  billion  project  backlog.  Enai 
of  heavy-construction  equipmei 
child,  left  Montana  to  work  on  A| 
construction  crews.  Returned 
mortgaged  everything  to  finance 
way  construction  company 
British  Nuclear  Fuels  Ltd.  bought 
inghouse  Electric's  nuclear  enerj 
erations  from  CBS  for  $1.15  b| 
1999.  This  year  acquired  Raytl 
engineering  and  construction  uj 
$500  million  in  cash  and  debt.  M 
since  1989. 


George  Kaiser 

$1.7  billion 

Oil  &  gas,  banking,  real  estate. 
Tulsa,  Okla. 
58.  Married,  3  children 
His  75%  stake  in  banking  concen 
Financial  made  him  a  billionaire, 
and  gas  still  make  up  his  primar 
ness.  Through  Kaiser-Francis  anc 
entities  owns  stakes  in  several 
ration  and  production  outfits  in  tl 
and  Canada.  Also  real  estate:  24 
ment  communities,  6  shopping  c 
7  office  complexes.  Contrarian  ir 
bought  drilling  business,  real  estai 
ing  1980s  downswings.  Foundec 
Community  Foundation  in  1998 
philanthropists  set  up  charities 
charitable  efforts  focus  on  "the  g 
tional  cycle  of  poverty."  Helps  poi 
ents  with  prenatal  health  care, 
rearing  skills,  job  training 
placement.  Plans  to  donate  his  es 
charity.  Member  since  1992. 


Harold  Simmon* 

$1.5  billion 

Investments.  Dallas. 
69.  Twice  divorced,  remarried; 
4  daughters,  2  stepchildren 
Son  of  Texas  teachers;  saved  !  * 
and  bought  a  Dallas  drugstore] 
Built  100-store  chain;  sold  to 
Corp.  for  $50  million  1973. 
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name  in  1980s  with  hostile  takeovers, 
mmail.  Made  $89  million  on  Sea- 
Land  bid,  another  $125  million  from 
GAF.  Most  assets  now  in  Valhi  public 
holding  company  and  Keystone  Con- 
solidated, steel  rod  and  wire-products 
manufacturer.  Two  of  4  daughters  ac- 
cused him  of  spending  family  trust 
funds  on  3rd  wife,  political  contribu- 
tions they  opposed.  Daughters  settled 
for  $50  million  each  1998.  Contributes 
to  cancer  research,  University  of  Texas 
Southwestern  Medical  Center.  Mem- 
ber since  1983. 


Mitchell  Rales 

$1.3  billion 

Danaher  Corp.  Washington,  D.C. 
43.  Married,  2  children 


Steven  Rales 

$1.3  billion 

Danaher  Corp.  Washington,  D.C. 
48.  Married,  3  children 
Brothers  who  left  dad's  real  estate  busi- 
ness, started  Danaher  Corp.  1982.  Named 
after  Montana  fishing  stream.  Created 
manufacturing  conglomerate:  tools, 
components,  process-environmental 


controls.  Annual  sales  of  $3.2  billion,  con- 
tinues to  expand  through  acquisitions. 
Recent  purchases:  Kollmorgen  Corp., 
American  Precision  Industries  and  Atlas 
Copco  Controls.  Described  skeptically  in 
FORBES  as  "raiders  in  short  pants,"  but 
shareholders  have  enjoyed  29%  annual 
return  for  past  10  years. 

George  Lindemann 
and  family 

$1.2  billion 

Natural  gas,  media.  Palm  Beach,  Via.; 
Greenwich,  Conn. 
64.  Married,  3  children 
Wharton  grad  made  initial  fortune  sell- 
ing contact-lens  design  to  Cooper  Labs 
for  $60  million  in  1971.  Acquired  New 
Jersey  cable  TV  licenses;  sold  Vision 
Cable  for  $220  million  in  1982.  Later 
built  cellular  phone  business  Metro 
Mobile,  sold  to  Bell  Adantic  for  $2.6  bil- 
lion in  1992.  With  wife  and  children, 
now  holds  28%  of  natural  gas  distribu- 
tor Southern  Union.  Retracted  bid  to 
buy  Las  Vegas  utility  Southwest  Gas  ear- 
lier this  year;  claimed  company  and 
rival  bidder  Oneok  didn't  play  fair.  Deal 
now  dead,  but  lawsuits  linger.  "We  think 


we'll  have  a  major  victory."  Other 
ture:  radio.  Owns  19  Spanish-speaj 
radio  stations  along  the  East  C(j 
plans  to  launch  24-hour  news  sta 
in  New  York.  Member  since  1 989. 


David  H.  Murdoc: 

$1  billion 

Real  estate,  finance.  Bel  Air,  Calif,  j 
77.  Twice  divorced,  widowed,  remat\ 
2  sons 

High  school  dropout  made  fori 
building  homes  after  WWII;  lost  i) 
of  it  in  real  estate  crash  of  1964. 1 
last  million  and  moved  to  L.A.  Rej 
fortune  with  California  real  estate,  j 
takeovers.  Current  chairman  of  1 
Food  Co.,  Castle  &  Cooke.  Strug 
with  $285  million  investment  in 
scale  country  club  community  in  S 
wood,  Calif.  Showed  little  worry! 
one  point  in  time  every  great  ma; 
history  has  said,  'Damn  the  toil 
does.'"  Member  since  1982. 


Charles  Gates  Jr 

$950  million 

Manufacturing.  Denver. 
79.  Married,  2  children 
Charles  Sr.  (d.  1961)  and  brother,] 
went  West  during  gold  rush,  bought 
cover  business  191 1.  John  invented 
V-belt  in  1917,  jump-started  familj 
tomotive  products  business.  Charll 
with  4  sisters  inherited  family  coral 
1961.  Expanded  into  car  batteries 
and  oil.  Bought  Learjet  1967,  soldi 
years  later.  Sold  core  rubber-prodm 
business  to  British  conglonu 
Tomkins  Pic.  in  1996  for  more  tha 
billion.  Member  since  1982. 


Richard  Wendt 

$750  million 

Building  supplies,  resorts. 
Klamath  Falls,  Ore. 
69.  Married,  3  children 
Secretive  owner  of  Jeld-Wen  cong 
erate:  building  materials  manufac 
with  more  than  150  businesses,  sal 
$2  billion  (see  story,  p.  82). 


Leonard  Stern 

Wanted  to  hand  down  pet 
supply  business  to  kids, 
but  family  wouldn't  bite. 
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With  the  pace  of  e-business  today,  swift  decision 
making  has  never  been  more  important.  Or  more 
challenging.  Yet  most  decision-support  software 
remains  too  narrowly  focused  on  one  discipline 
or  another  to  provide  a  broad  view  of  your  total 
organization.  But  with  e-Intelligence  from  SAS, 
you  can  track  information  from  anywhere  across 
your  enterprise,  providing  the  framework  for  real 
performance  management.  Enabling  you  to  align 
your  company  around  common  goals.  Measure 
progress  daily,  even  hourly.  Deliver  information 
into  the  right  hands,  at  the  right  time.  And  make 
decisions  while  they  still  can  make  a  difference. 
For  more  details  about  how  e-Intelligence  from 
SAS  can  improve  your  company's  performance, 
call  1-800-727-0025  or  stop  by  www.sas.com. 


The  Power  to  Know,, 


SAS  inshluie  inc  product  or  service  names  are  registered,  trademarks  or  trademarks  of  SAS  Institute 
nd  omec  countries  &  indicates  USA  registration.  @  200Q  SAS  Institute  Inc    35626US  0900 
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Samuel  C. 
Johnson 

$4.5  billion 

SC  Johnson  &  Son.  Racine,  Wis. 
72.  Married,  4  children 
Controls  family  business  founded 
1886  by  great-grandfather,  who  sold 
parquet  floors  before  venturing  into 
floor  wax.  Company  blossomed  1950s 
when  Sam,  then  26,  developed  first 
water-based  insecticide  safe  for  plants. 
Diversified  company  in  1970s;  bought 
outdoor  equipment  manufacturers, 
took  public  1987  as  Johnson  World- 
wide Associates.  Also  owns  modest 
($1.9  billion  assets)  Johnson  Bank. 
Sam's  children  now  running  day-to- 
day operations:  Herbert  Fisk  Johnson 
runs  $5  billion  SC  Johnson  consumer 
products  division  (repellent  Raid, 
freshener  Glade);  Curt  Johnson  heads 
industrial  cleaning  products  division; 
daughter  Helen  Johnson-Leipold  chief 
executive  of  Johnson  World  Wide. 
Member  since  1982. 


H.Ty  Warner 

$4.5  billion 

Beanie  Babies.  Chicago. 
56.  Single 

Elusive  toymaker  created  frenzy  for 
plush  Beanie  Babies  with  carefully 
timed  news  leaks,  limited  distribution. 
Tactics  continue:  Ty  halted  all  Beanie 
production  for  three  months  until 
customers  "voted"  to  put  back  on 
shelves  (new  white  bear  named  The 
Beginning).  Collectors  clamored  for 
cuddly  creatures,  but  store  owners  re- 
port kids'  ardor  has  cooled.  Solution: 
expand  brand  with  new  lines  (Beanie 
Kids,  Baby  Ty),  retail  outlets  (Japan, 
Germany),  licensing  (McDonald's 
Happy  Meals).  Reinvesting  profits 
into  real  estate:  hotels  (Four  Seasons 
in  Manhattan,  Biltmore  in  Santa  Bar- 
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Now  it's  easy  to  get  the  communications  capacity  you  need  to 
SmartWave™  technology  gives  any  size  company  many  of  the  advantages  of  a  fiber-optic 
connection,  all  from  our  small  antenna  on  the  roof  of  your  office  building.  You  get  Internet  access 
up  to  100  times  faster  than  a  dial-up  connection.  Enough  power  for  full-motion  videoconferencing. 
Plus  high-quality  local  and  long  distance  phone  service.  And  our  pricing  is  equally  amazing.  For  local 
calls  and  the  Internet,  it's  a  flat  monthly  charge  that's  up  to  30%  less      ft  ~"n^ 
than  you  currently  pay.  And  for  long  distance,  your  interstate  calls  are      h  ■■ 
as  low  as  5.5c  a  minute.  Contact  us.  After  all,  we  know  how  much  you  IwHQGlYl 
appreciate  a  good  idea.  For  more  information,  visit  www.  teligent.com.        The  Smart  Way  To  Communicate! 


©2000  Teligent,  Inc.  Teligent,  SmartWave  and  The  Smart  Way  To  Communicate  are  exclusive  trademarks  of  Teligent,  Inc. 
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bara,  Calif,  and  San  Ysidro  Ranch). 
Philanthropic:  celebrity-autographed 
Beanies  to  raise  $5  million  for  Eliza- 
beth Glaser  Pediatric  AIDS  Founda- 
tion. Member  since  1999. 


Donald  Hall 

$1.8  billion 

Hallmark  Cards.  Mission  Hills,  Kans. 
72.  Married,  3  children 


Barbara  Marshall 

$900  million 

Hallmark  Cards.  Kansas  City,  Mo. 
76.  Widowed,  3  children 


Elizabeth  Reid 

$900  million 

Hallmark  Cards.  Fort  Worth,  Tex. 
78.  Divorced,  5  children 
Siblings.  Father  Joyce  Hall  (d.  1982) 
started  selling  postcards  out  of  Kansas 
City  YMCA  room  as  teenager.  Today 
Hallmark  accounts  for  55%  of  all 
greeting  cards  sold  in  U.S.  Donald 
took  over  1966,  expanded  holdings: 
Crayola  crayons,  television  produc- 
tion, photography  studios,  real  estate. 
Stepped  down  as  chief  executive  1986, 
remains  chairman;  sons  active  in  busi- 
ness. Sisters  not  involved  in  opera- 
tions. Members  since  1982. 


John  H. 
Krehbiel  Jr. 

$1.6  billion 

Molex.  Lake  Forest,  III. 
63.  Married,  3  children 

Frederick  A. 
Krehbiel 

$1.9  billion 

Molex.  Hinsdale,  III. 
59.  Married,  2  children 
Brothers,  co-chief  executives  and 
cochairmen  of  company  their  grand- 
father founded  1938  after  inventing 


Dick  Haworth 

Sits  at  the  head  of  the  office  furniture 
company  his  father  founded  in  1948. 

Molex,  a  cheap  plastic  used  for  toys 
and  flowerpots.  Their  father,  John  Sr., 
took  company  into  electrical  compo- 
nents 1960.  Now  world's  second- 
largest  manufacturer  of  fiber-optic 
and  electrical  connectors,  projected 
2000  sales  of  $2.2  billion.  Beneficia- 
ries of  investor  interest  in  all  things" 
fiber:  stock  up  87%  in  past  12 
months.  Both  earned  B.A.s  (John, 
business;  Fred,  government)  from 
Lake  Forest  College.  Shun  extrava- 
gance, work  in  cubicles.  Both  support 
science,  education:  John  on  board  of 
Dartmouth  engineering  school;  Fred 
trustee  of  Rush-Presbyterian-St. 
Luke's  Medical  Center;  director  at 


Tellabs,  Northern  Trust,  DeVryJ 
a  member  since  1986;  Fred  firl 
peared  on  list  same  year. 

Robert  W.  Galvin 

$1.5  billion 

Motorola.  Barrington  Hills,  III. 
78.  Married,  4  children 
Father  founded  Galvin  Manufact 
in  1928  as  producer  of  car  radioi 
came  Motorola  in  1947.  Roberts! 
on  1940,  employed  in  stockroomj 
ident  16  years  later.  Now  world's! 
largest  chipmaker.  Largest  foreig 
vestor  in  China.  Building  wireless 
network  with  Cisco;  joint  venturfi 
Symbol  Technologies  to  coupl' 
phones,  other  Web-ready  devices; 
bar-code  scanners  will  give  consij 
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access  to  product  information  via  In- 
ternet. Watched  satellite-telephone 
brainchild,  Iridium,  crash  and  burn,' 
but  Motorola  stock  up  anyway. 
Stepped  down  as  CEO  1990;  son, 
Christopher,  chief  executive  1997. 
Member  since  1982. 


John  Charles  Haas 

$1  billion 

Rohm  &  Haas.  Villanova,  Pa. 
82.  Married,  5  children 
Father,  Otto  Haas,  and  partner  Otto 
Rohm  founded  leather, products  com- 
pany in  Germany  1907.  Technologically 
superior  leather  treatment  instant  suc- 
cess: set  up  American  branch  1909.  Ex- 
panded into  specialty  chemicals,  paint, 
paper,  coatings,  adhesives,  electronic 
materials.  Made  breakthrough  in  Plexi- 


glas  1932.  John  chairman  1974  to  1978, 
retired  from  board  1988.  John  and 
three  nephews  together  control  31%. 
Member  since  1986. 

John  Orin  Edson 

$960  million 

Leisure  craft.  Seattle. 
68.  Divorced,  remarried;  2  children 
Yachting  fanatic  founded  Bayliner  Ma- 
rine, boatmaker  for  "everyman,"  1955. 
Cut  prices  on  custom  yachts  by  stream- 
lining production:  boats  came  in  blue, 
red  and  gray  only.  Sales  doubled  every 
three  years.  Sold  to  Brunswick  Corp. 
1986  for  $425  million.  Invested  proceeds 
in  stocks,  bonds,  Arizona  real  estate,  in- 
cluding large  industrial  airport  plot  near 
Scottsdale.  Desert  holdings  don't  keep 
him  away  from  water:  spends  plenty  of 


time  on  161 -foot  yacht,  also  consul) 
shipbuilders.  Member  since  1986. 

Roger  Milliken 

$850  million 

Textiles.  Spartanburg,  S.C. 
84.  Married,  5  children 
Textile  manufacturer  Milliken  81 
cofounded  in  1865  by  grandfather 
Milliken  and  William  Deerfield.  / 
years  later  Deerfield  left  to  start 
would  become  International  Harv 
now  Navistar.  Roger  joined  comi 
in  1939,  took  over  in  1947.  H) 
backer  of  conservative  politics,  he 
start  Heritage  Foundation  1974,  h« 
finance  Pat  Buchanan's,  other  tB 
protectionist  campaigns  in  IS 
Member  since  1982. 


Patrizio  Vinciarel 

$800  million 

Vicor  Corp.  Boston. 
53.  Divorced 
Native  Italian  earned  Ph.D.  in  ph 
from  U.  of  Rome.  Immigrated  toi 
1970;  taught  physics  at  Princeton.  Bel 
"most  significant  developments  ha] 
by  accident."  Founded  Vicor  1 98 1 ,  gc 
spiration  in  1974  after  portable  st 
"failed  him."  Dissected  power  sour 
stereo;  his  modular  designs  replacee 
power-supply  units.  Early  investor 
eluded  friends,  colleagues,  Nobel 
winners.  Took  Vicor  public  1991.  T 
manufactures  electronics  for  comrr 
cations,  data  processing,  medical,  def 
First  appeared  on  list  in  1995. 


Norman  Hascoe 

$775  million 

Semiconductor  materials,  investmen 
Greenwich,  Conn. 
71.  Married,  3  children 
Engineer  started  1957  with  $8,000,  a 
mulated  more  than  100  patents  foi 
vanced-chip  materials.  Sold  part  of  S 
Alloys  business  1969,  bought  back; 
In  1983  sold  large  portion  for  cash 
AlliedSignal  shares.  Sons  Lloyd  and, 
drew  manage  proceeds  from  sale,  o 
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naJly  estimated  at  $100  million.  Sold  Al- 
liedSignal  shares  liigh;  money  now  in  real 
estate,  direct  investments,  mutual  funds, 
bonds.  Member  since  1993. 

Herbert  Kohler 

$750  million 

Plumbing  fixtures.  Kohler,  Wis. 
61.  Divorced,  remarried;  3  children 

Ruth  Kohler  ^ 

$750  million 

Plumbing  fixtures.  Kohler,  Wis. 
59.  Single 

Brother  and  sister  own  most  of  Kohler 
Co.,  maker  of  faucets,  household  ac- 
cessories and  generators  founded  by 
John  Michael  Kohler  in  1873.  Now 
run  by  third-generation  Herb.  Sales: 
$3  billion.  Ownership  once  spread 
among  300  shareholders;  Herb  and 
Ruth  bid  to  buy  out  others  1998.  En- 
suing lawsuit  over  share  price  settled 


this  year;  siblings  now  own  80%  of 
company.  Herb's  3  children  from  first 
marriage  work  for  company.  Ruth 
runs  John  Michael  Kohler  Arts  Cen- 
ter in  Sheboygan,  Wis.  Company  also 
owns  luxury  hotel,  2  golf  courses. 


Richard 
Manoogian 


$750  million 

Masco.  Grosse  Pointe  Farms,  Mich. 
64.  Married,  3  children 
Father  Alex  Manoogian  (d.  1996)  em- 
igrated from  Armenia  and  founded 
Masco  Corp.  in  1929.  Made  building 
products,  then  the  single-handle  Delta 
faucet.  Richard  now  runs  company 
with  $6.3  billion  in  sales;  busy  acquir- 
ing small  home-product  makers.  But 
selling  MascoTech,  $1.6  billion  indus- 
trial parts  manufacturer.  Pays  himself 
$1  salary,  makes  do  selling  stock — 
past  sales  worth  more  than  current 


equity  stakes.  Passionate  collecto 
19th-century  American  art,  don 
to  museums,  cultural  groups.  Ml 
ber  since  1986. 

Richard  HawortN 

$725  million 

Office  furniture.  Holland,  Mich. 
58.  Married,  3  children 
Runs  firm  founded  as  Modern  Pr| 
ucts  1948  by  father  Gerrard,  hi 
school  shop  teacher.  Richard  stai 
out  cleaning  wood-cutting  machirj 
in  the  family  business.  Took  off 
when  pioneered  mobile  office  pa 
with  internal  wiring.  Son  took  a 
1976,  renamed  company  Hawoj 
Inc.  Growth  sluggish  in  recent  yd 
Annual  revenues:  $1.6  billion.  Mi 
competitors  public,  but  family  has 
such  intention.  Richard:  "I'm  not 
this  to  maximize  my  net  worth." 
owns  majority  stake;  remainder  s 
among  four  sisters. 


Introducing 


Stoc  K^Solutions 

v  From  Montgomery 


An  investment  innovation  designed  to  meet  the  needs  of  today's  savvy  investor. 

Stock  Solutions  from  The  Montgomery  Funds  combines  our  experts'  top  stock  picks 
with  fast  access  to  up-to-date  stock  information  online. 

The  first  offering  in  the  Stock  Solutions  series,  Montgomery  U.S.  Select  20.  is  a  con- 
centrated stock  portfolio  containing  20  to  30  of  the  best  ideas  from  Montgomery's 
highly  respected  experts.  You  can  access  current  details  about  those  holdings  along 
with  our  buy-and-sell  rationale — right  from  your  desktop,  24/7. 

Visit  www.montgomeryfunds.com  or  call  1 -800-572-FUND  [3863] 

for  a  current  prospectus  and  account  application* 


Invest  wisely. 
Tut  Montgomery  Ki  nds 


www-montgomeryfunds-com 


800.572.FUND  [3863] 


For  more-complete  information  about  Montgomery  U  S  Select  20  Portfol'O,  including  fees,  charges  and  expenses,  visit  our  Web  site  or  coll  for  a  prospectus  to  read  carefully  before  you  invest  Portfolios 
that  concentrate  their  investments  in  a  specific  industry,  sector  or  relatively  small  number  of  stocks  are  subject  to  a  higher  degree  of  risk  than  more-diversified  portfolios  Stock  Solutions  portfolios  may 

not  be  suitable  for  all  investors. 

Montgomery  intends  to  post  portfolio  holdings  every  week,  which  could  pose  the  risk  of  investors  using  such  information  to  the  detriment  of  the  Portfolio  In  order  to  help  mitigate  this  potential  risk,  tnfl 
information  will  only  be  provided  to  the  Portfolio's  current  shareholders  and  will  be  posted  on  a  time-delayed  basis  of  approximately  two  weeks 

'Investments  in  Stock  Solutions  portfolios  can  only  be  mode  directly  through  The  Montgomery  Funds.  FUNDS  DISTRIBUTOR.  INC  04/0C| 


seeing  that  it  works? 


There's  ho  going  back  once  you  start 
running  your  business  on  the  Internet. 
Fortunately,  you  can  rely  on  Lawson  to 
simplify  your  business  processes.  We've 
helped  thousands  of  organizations  like 
yours  develop  and  implement  effective 


Internet  solutions.  We'd  like  to  earn 


your  confidence,  too.  So  before  you 
take  the  leap,  take  a  look  at  our  fact- 
filled  e-Business  Success  Kit.  Just  visit 
www.lawson.com/success504b  or 
call  1-800-477-135?  code  504b. 


LAWSON 
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Donald  Trump 

Took  a  bath  in  the  1990s, 
but  surging  real  estate 
market  helped  him  dry  off, 


When  the  going  gets  good, 
the  best  bets  may  be  in 
real  estate.  Several  of  our 
property  barons  are  toting 
up  big  gains  as  America's 
metropolitan  areas  boom. 
Anybody  recall  the  1990s? 

Donald  Bren 

$4  billion 

Real  estate.  Newport  Beach,  Calif. 
68.  Twice  divorced,  remarried; 
4  children 

Irvine  Co.  chief  is  extending  his  reach 
into  Silicon  Valley,  L.A.  and  San 
Diego.  Career  began  after  stint  in 
Marines  when  he  built  first  house  in 
1958.  Started  home-building  com- 
pany, sold  1970  to  International  Paper 
for  $34  million.  Bought  back  2  years 
later  for  $22  million.  Bought  Irvine 
Ranch  in  1977  with  Al  Taubman, 
Herb  Allen  (see)  and  Max  Fisher  (see). 
Paid  $337  million;  Bren  purchased 
majority  interest  1983.  Took  public 
Irvine  Apartment  Communities  as 
REIT  in  1993,  bought  back  in  1999. 
Irvine  Co.  largest  landowner  in  Or- 
ange County,  Calif.,  estimated  value 
of  $4.6  billion.  Has  donated  $138  mil- 
lion for  local  educational  programs 
since  1980;  recently  announced  a  $25 
million  donation  for  K-12  education. 
Has  donated  33,600  acres  of  Irvine 
land  to  create  permanent  open  space 
with  hope  of  ultimately  building  on 
what's  left.  Member  since  1982. 

Stephen 
Bechtel  Jr. 

$3  billion 

Engineering,  construction.  SF. 
75.  Married,  5  children 
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Siley  Bechtel 

S3  billion 

Engineering,  construction.  SF. 
48.  Married,  3  children 
Riley  now  runs  the  construction  giant 
founded  by  Warren  Bechtel,  who  built 
railroads  in  Oklahoma  Territory  in  the 
1890s;  headed  to  Oakland  1904.  Bought 
own  steam  shovel;  started  Bechtel 
Group.  Built  reputation  on  projects  like 
Hoover  Dam  and  Oakland  Bay  Bridge. 
Stephen  Jr.  took  over  1960,  responsible 
for  push  into  nuclear  facilities  and  over- 
saw Alaskan  pipeline,  S.F.  rapid  transit 
(BART),  Chunnel  and  airports.  Contin- 
ued international  construction;  diversi- 
fied into  real  estate,  venture  capital, 
managing  small  power  plants.  Stephen 
Jr.  now  chairman  emeritus,  son  Riley 
chief  executive.  Revenues  of  $15.1  bil- 
lion, some  future  dollars  likely  to  come 
from  e-commerce:  signed  on  to  build 
facilities  for  Webvan,  Equinix,  and  Imo- 
tors.com.  Current  projects  include 
Egyptian  energy  plant,  Malaysian 
chemical  plant  and  $615  million  light- 
rail  system  in  New  Jersey. 

Samuel  LeFrak 
and  family 

$2.7  billion 

Real  estate.  New  York  City. 
82.  Married,  4  children 
Dream  of  turning  600  abandoned  acres 
of  New  Jersey  rail  yards  into  $10  billion 
commercial,  residential  complex  be- 
coming reality.  His  Newport  complex 
across  the  Hudson  River  from  Manhat- 
tan has  already  rented  4,000  apart- 
ments, 5  million  feet  of  office  space. 
Chase  Manhattan  taking  1.2  million 
feet  to  house  9%  of  its  New  York  City 
work  force.  In  works:  5,000  more  apart- 
ments. Graduated  University  of  Mary- 
land, joined  family's  construction  busi- 
ness. Built  thousands  of  middle-class 
apartments  in  New  York  City,  nation. 
Son,  Richard,  55,  runs  day-to-day  oper- 
ation; grandsons  Harrison,  Jamie  also 
aboard.  Collects  royalties  from  1,000 
copyrighted  songs  (Barbra  Streisand, 


EdDeBartolo 

Out  of  football  but  not  to  pasture;  Still . 
owns  most  of  dad's  teal  estate  empire. 


Dolly  Parton).  "Sir  Samuel,"  knighted 
in  5  countries,  is  happy  man:  "Thank 
God  I'm  alive  to  see  it." 


Robert  Rowling 

$2.4  billion 

Hotels,  investments.  Dallas. 
47.  Married,  2  sons 

Father  Reese  was  a  geologist  for  oil  com- 
panies; started  Tana  Oil  &  Gas  in  1972. 
Robert,  corporate  lawyer  who  got  bored 
sitting  behind  desk,  joined  Tana  in  1980. 
Sold  oil  and  gas  production  units  to 
Texaco  1989.  Last  year  sold  Tana  off- 
shore exploration  business  to  Unocal  for 
$114  million.  "We're  less  focused  on  en- 
ergy." Premier  holding:  Omni  Hotels. 
Constructing  new  units  in  San  Fran- 
cisco, Atlanta  and  Florida.  Also  invested 
in  Pacific  Gas  &  Electric,  Bank  of  Amer- 
ica, real  estate.  Donates  to  Christian 
youth  organization  Young  Life  and  drug 
rehab  centers.  Member  since  1997. 


Samuel  Zell 

$2  billion 

Real  estate,  investments.  Chicago. 
59.  Divorced,  remarried;  3  children 
Earned  vulture  reputation  buying 
tressed  properties,  fixing,  then  flipp 
to  flush  buyers.  But  with  fewer  bo 
to  pick  these  days,  forced  to  pay 
dollar  like  everybody  else:  this  su 
mer  his  Equity  Office  Properties  R] 
shelled  out  $400  per  square  foot 
New  York  City  office  tower.  May 
for  Rockefeller  Center:  "Why  not?  J 
body  knows  it  better  than  I  do  ot 
than  the  guys  running  it  today."  i 
of  Polish  immigrants,  sold  Playboy 
grade  school  for  200%  profit.  W 
University  of  Michigan  frat  brotl 
Robert  Lurie  (d.  1990)  bought  ail 
Sunbelt,  Midwest  real  estate  in  197 
eventually  sold  for  big  gains.  Fan 
motorcycles,  throws  big  birthday  p 
ties  for  himself. 
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WILMINGTON 

TRUST 

Recognizing  worth. 


London 
New  York 
Palm  Beach 
Philadelphia 
Santa  Monica 
Las  Vegas 
Wilmington 


52  0  Madison  Avenue,  2  1  2.751.9500 
2000  PGA  Boulevard,  561.630.1477 
One  Liberty  Place,  61  0.520.1  430 
1  00  Wilshire  Boulevard,  31  0.899.7000 
3773  Howard  Hughes  Parkway,  702.866.2200 
1100  North  Market  Street,  877.836.9206 


Donald  Trump 

$1.7  billion 

Real  estate.  New  York  City. 
54.  Twice  divorced,  4  children 
In  the  Donald's  world,  worth  more 
than  $5  billion.  Back  on  Earth,  worth 
considerably  less — undeveloped  land 
can't  be  valued  as  if  teeming  with  lux- 
ury properties,  or  full  credit  given  for 
partly  owned  buildings.  But  has  more 
pressing  work  than  bickering  with  us. 
New  York  state  officials  investigating 
illegal  lobbying  charges.  Did  win  an- 
other legal  battle:  construction  under 


Samuel  LeFrak 

Bring  on  the  huddled  masses:  His  Jersey 
City  buildings  soak  up  New  York's  sprawl. 

way  on  Trump's  World  Tower  across 
from  the  U.N.  after  judge  ruled.  "Hey, 
that  created  value  for  me — the  people 
suing  were  all  saying  World  Tower 
would  steal  all  their  great  views."  Ap- 
parently convinced  Bill  Gates  to  plunk 
down  $20  million  for  spot  there.  Also 
generated  publicity — without  paying 
attorney's  fees — by  flirting  with  a 
presidential  run.  "I  was  not  very  seri- 
ous." Still  serious  about  revamping 
West  Side  rail  yards  into  80-acre  resi- 


dential/retail complex.  Most  ar 
deal  to  date:  buying  40  Wall  Sti 
tower  for  $1  million  on  eve  of  real 
tate  rebound.  Now  worth  hundred 
times  that.  Most  ambitious:  tur 
Palm  Beach  estate  Mar-A-Lago  i 
exclusive  club  with  $100,000  adr 
sion.  "I  love  what  I  do."  So  do 
Donald. 

John  Arrillaga 

$1.5  billion 

Real  estate.  Palo  Alto,  Calif. 
63.  Widowed;  1  son,  1  daughter 
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Truth  is,  it  can  be  a  lot  of  fun. 

Especially  when  you're  creating 
breakaway  opportunities.The  kind 
that  transform  companies  and 
launch  careers.  At  Acxiom,  we  help 
you  invent  exciting  new  ways  to 
build  more  meaningful  customer 
relationships  every  day. 

We  do  it  through  innovative  data 
services  and  technologies  such  as 
Solvitur ,  InfoBase,  the  Acxiom  Data 
Network  and  our  exciting,  new 
AbiliTec.  A  linking  technology  that 
gives  your  entire  organization  the 
most  accurate  picture  of  your 
customer  ever  assembled. 

Join  us  in  a  very  bright  future. 
One  where  we  reach  the  top 
together  and  just  keep  climbing. 

Acxiom.  Innovations  through 
Customer  Data  Integration. 
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Richard  Peery 

$9.5  billion 

Real  estate.  Palo  Alto,  Calif. 
60.  Married,  3  sons,  1  daughter 
Developer  duo  bought  cheap  Silicon  Val- 
ley farmland  1960s,  built  high-end  office 
space  for  nascent  tech  business.  Now  one 
of  area's  largest  landlords.  Sold  big  chunk 
at  top  of  1980s  market;  built  more.  Sitting 
on  nest  egg  this  year;  no  major  transac- 
tions. John:  avid  gardener;  master  sales- 
man. Son  of  Basque  immigrant  grocer, 
landscaped  during  college,  won  Stanford 
basketball  scholarship.  Dick:  Mormon, 
straight-laced,  got  started  managing  Bay 
Area  real  estate  for  Bank  of  America  exec 
dad.  Stanford  M.B.A.;  writes  leases,  runs 
the  business.  Members  since  1986. 


Carl  Berg 

$1.5  billion 


Real  estate,  venture  capital.  ■ 
Atherton,  Calif. 
63.  Married,  1  child 

Since  1960s  has  2  best  seats  in  Silicon 
Valley  money  game.  "It's  a  hard  combi- 
nation to  beat."  Born  Tucumcari,  N.M. 
(pop.  6,800);  father  killed  in  construc- 
tion-site mishap.  Sold  Dr  Pepper  to  local 
stores.  Paid  college  tuition  repairing 
vending  machines,  working  hotel  night 
shift.  Started  in  Silicon  Valley  real  estate 
as  loan  processor,  then  mortgage  broker. 
Cut  commercial  deals  with  John  Sobrato 
(see)  1960s.  Accidental  investor:  took 
warrants,  stock  for  rent.  Liked  returns, 
bankrolled  some  successes:  initial  $1 


Neil  Bluhm 

Windy  City  property  prince  dethroned  in  the 
1990s.  Now  fortune  blows  his  way  again. 


million  bet  on  Integrated  Device ' 
nologies  1 98 1  paid  out  this  year  wh 
sold  nearly  60%  of  holdings  for 
million.  "I  like  to  get  involved  fror 
ground  floor  where  there's  lots  of 
Most  of  wealth  still  in  buildings. 
Mission  West  Properties  REIT  inc 
82  buildings. 


John  Albert 
Sobrato 

$1.5  billion 

Real  estate.  San  Jose,  Calif. 
61.  Married,  3  children 
Started  as  a  Palo  Alto  residential  br 
1960s,  later  teamed  with  Carl  Berg 
to  build  inexpensive  commercial  fl 
ects  in  yet-undeveloped  Silicon  Vi 
Pair  parted  ways  in  late  1970s,  Son 
now  owns  10  million  feet  of  corn! 
rial  space,  plus  300  acres  of  land  in 
con  Valley.  Son,  John  Michael,  i 
business  day-to-day,  but  dad's  stil 
tive.  Donated  $4.4  million  to  a  — 
mater  Santa  Clara  University,  $1.5 
lion  to  local  education,  job  train 
Member  since  1998. 


Archie  Aldis  (Red 
Emmerson 

$1.3  billion 

Timherland,  lumber  mills. 
Redding,  Calif. 
71.  Widowed,  3  children 
Father  converted  backyard  into  sawi 
failed,  left  family  for  California.  Rebel 
sent  to  boarding  school;  earne 
working  on  school  farm.  Expelled  for 
promptu  sex  ed.  class:  hung  condom 
chalkboard.  Made  up  with  Dad,  mc 
•to  California  to  learn  logging  busir 
Worked  at  local  sawmill,  saved  up,  fon 
R.H.  Emmerson  8c  Son  with  father  1' 
Took  public  as  Sierra  Pacific  Indust 
1969,  then  private  again  1974.  Follow 
1980s  recession,  borrowed  $460  mil 
to  buy  522,000  acres  of  timberland;  va 
soon  doubled.  Now  has  1.5  million  ac 
valued  at  $2.25  billion.  Sons  Mark,  c 
financial  officer;  George,  sales,  operati< 
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ne  basket  definitely  isn't  the  right 
:h  For  awhile  you  could  do  well  by  put- 
rything  in  growth  stocks.  But  today's 
demands  a  broader  investment  strategy, 
due  investing  can  be  a  good  way  to  diversify, 
you  a  significant  upside  potential  because 
'  equities  when  they're  but  of  season.' 
lien  the  market  recognizes  these  stocks 
en  undervalued. . .  suddenly  their  prices 
d  low  anymore." 

Froehlich,  Vice  Chairman,  Global  Strategist 
Kemper  Funds  Group* 


.  Kemper-Dreman 
High  Return  Equity  Fund 

KDHAX 


Kemper-Dreman 
Financial  Services  Fund 


Kemper  Value  Fund 

KVLAX 


Talk  to  your  financial  representative 
about  the  long-term  thinking  behind 
every  Kemper  fund.  And  visit  us  at 
www.kemper.com  for  detailed  market 
commentaries  written  by  Bob  Froehlich. 

1-800-KEMPER5 


Jfc  KEMPER  FUNDS 

Long-term  investing  in  a  short-term  worlcP 


inions  and  forecasts  expressed  are  those  of  Bob  Froehlich  as  of  8/00  and  may  not  actually  come  to  pass.  This  information  is  subject  to 
i  at  any  time,  based  on  market  and  other  conditions,  and  should  not  be  construed  as  a  recommendation  of  any  specific  security. 

3  number  above  for  a  prospectus  containing  more  complete  information,  including  management  fees  and  expenses.  Please  read  it 
ly  before  you  invest  or  send  money. 

ids'  share  prices  fluctuate  with  changing  market  conditions, 
iness  Unit  of  Scudder  Kemper  Investments,  Inc. 
3kens  (or  eggs)  were  harmed  in  the  making  of  this  ad. 
1  Kemper  Distributors,  Inc.  1121080  (10/9/00) 
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Mort  Zuckerman 

$1.2  billion 

Real  estate,  publishing. 

New  York  City;  Washington,  D.C. 

63.  Married,  1  child 

Time  of  consolidation:  sold  his  $75  mil- 
lion stake  in  pro  football's  Washington 
Redskins,  also  Atlantic  Monthly  maga- 
zine. Dismisses  rumors  he  wants  to  sell 
U.S.  News  &  World  Report;  turning 
down  offers  to  sell  Fast  Company  mag- 
azine. Probably  should  part  with  New 
York  Daily  News— it  lost  $127,000  1998 
even  after  he  sank  $19  million  into  it — 
but  insists  paper,  with  new  free  after- 
noon run,  is  now  profitable:  "We're 
going  to  have  the  best  year  we've  ever 
had."  Parted  with  wife,  Maria  Prather, 
this  year.  Biggest  salve:  performance  of 
Boston  Properties  REIT,  up  30%  this 
year;  also  mulling  buyout  of  Rockefeller 
Center.  Son  of  Montreal  tobacco  and 
confections  wholesaler  earned  law  de- 
grees at  McGill,  Harvard. 

Thomas  Flatley 

$1.1  billion 

Real  estate.  Milton,  Mass. 
68.  Married,  5  children 
Born  County  Mayo,  Ireland.  Moved  to 
U.S.  1950  at  18.  First  job  in  German  deli 
in  Bronx.  Moved  to  Boston.  After  night 
school  started  electrical  installation  com- 
pany. At  26  founded  developer  Flatley  Co. 
Began  with  apartments,  moved  into  sub- 
urban office  buildings,  hotels,  industrial 
space.  Continued  powerhouse  in  Boston. 
Latest  project  Crown  Colony  Office  Park 
in  Quincy.  Includes  Marriott  Hotel.  Both 
reportedly  being  built  without  debt  for 
2001  opening.  Charitable:  underwrote 
Boston  Irish  Famine  Memorial,  big  con- 
tributor to  Irish  American  Fund,  New 
England  Shelter  for  Homeless  Veterans. 


Sheldon  Adelson 

$1  billion 

Casinos,  hotels.  Las  Vegas. 
67.  Divorced,  remarried;  5  children 
After  disastrous  opening,  themed  Venet- 
ian casino/resort  in  Las  Vegas  enjoying 


modest  renaissance.  Son  of  Boston  cab 
driver;  studied  court  reporting  at  junior 
college.  Lost  money  in  venture  capital, 
real  estate,  before  making  lots  in  trade 
shows.  Sold  popular  Comdex — Com- 
puter Dealer  Expo  1995  for  more  than 
$800  million.  Bought  Sands  Hotel  1989 
for  $128  million,  used  100  pounds  of  dy- 
namite to  demolish  1996.  Kept  neigh- 
boring Expo  and  Convention  Center  to 
fill  Venetian.  Also  senior  partner  in 
Boston  tour  operator.  With  physician 
wife  opened  drug  treatment  clinics  in  Las 
Vegas  and  Israel. 

Walter 
Shorenstein 

$900  million 

Real  estate.  San  Francisco. 
85.  Widowed,  1  son,  1  daughter 
Long  Island-born  mogul  served  in 
WWII,  then  joined  a  San  Francisco  com- 
mercial real  estate  brokerage  1946. 


Sheldon  Adelson 

Borrowed  big  to  finance  his  Venetian  a 
but  Vegas  gamblers  keep  him  above  wa 

Bought  out  boss  1960,  renamed 
Shorenstein  Co.  Now  controls  more: 
25%  of  downtown  S.F.  office  space; 
manages  30  major  buildings  in 
York,   Chicago,   Boston,  Hous 
Phoenix,  Kansas  City,  New  Orleans 
Nashville.  Steadfast  Democratic  F 
supporter;  received  DNC's  Life! 
Achievement  Award  1997.  In  memo 
daughter  Joan,  he  and  late  wife  four 
Harvard  center  on  press,  politics. 
Douglas,  is  Shorenstein  chief  execu 
daughter  Carol,  a  Tony  Award-win 
theatrical  producer.  Member  since  1 

Sheldon  Solow 

$850  million 

Real  estate.  New  York  City. 
72.  Married,  2  sons 
Old-school  developer  trying  clicks-£ 
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mortar  play  with  investment  in  Edifice- 
Rex.com,  "virtual"  building  superinten- 
dent. But  fortune  still  firmly  grounded: 
owns  Manhattan  trophy  building  9  West 
57th,  home  to  Chanel,  Cendant,  Bank  of 
America  and  275-seat  restaurant, 
Brasserie  8  lh.  With  Fisher  Brothers  beat 
out  Mort  Zuckerman  (see)  to  buy  9 
prime  acres  near  the  U.N.  Site  now  home 
to  steam  plant,  but  can  fit  5  million  feet  of 
office,  residential,  retail.  Also  starting  con- 
struction on  a  couple  of  Upper  East  Side 
apartment  towers.  Private  art  collection 
includes  Botticelli  painting. 


Neil  Bluhm 


$800  million 

Real  estate.  Chicago. 
62.  Divorced,  3  children 
Climbed  up  real  estate  ladder  from 
Chicago's  blue-collar  North  Side,  slid  off, 
now  up  again.  Argues  rise,  fall  were  ex- 
aggerated: "The  bottom  line  is,  we 
weren't  nearly  as  good  as  everyone  said 
we  were,  and  when  the  market  crashed 
we  weren't  doing  nearly  as  bad."  With 
partner,  Judd  Malkin,  ran  powerhouse 


Samuel  Zell 

Chicago's  famed  grave  dancer  now  cutting 
a  rug  on  more  expensive  real  estate. 

JMB  Realty  during  1980s,  eventually 
managed  $26  billion  in  office  buildings, 
shopping  malls,  apartments,  hotels.  Pum- 
meled  by  property-market  bust,  now 
climbing  back  as  real  estate  recovers.  JMB 
still  owns  big  stake  in  REIT  Urban  Shop- 
ping Centers,  which  controls  Four  Sea- 
sons Chicago.  New  venture  is  Walton 
Street  Capital:  owns  Houston  Galleria, 
Four  Seasons  in  Scottsdale,  Ariz.  First  ap- 
peared on  list  in  1985. 

Eddie  DeBartolo 

$780  million 

Shopping  centers.  Tampa,  Fla. 
53.  Married,  3  daughters 
After  4-year  duke-out  with  sister 
Denise  DeBartolo  York  over  family  es- 
tate, settled  this  year.  Ed  seemingly  got 
more  lucrative  deal:  family's  Simon 
Property  stock,  worth  $570  million, 
various  private  real  estate  estimated  at 
$60  million;  sister  keeps  stake  in  pro 
football's  San  Francisco  49ers,  Lear  jet, 


handful  of  properties,  rights  to  fa 
Edward  DeBartolo  Sr.'s  (d.  1) 
name.  Ed  Jr.'s  tarnished  in 
Louisiana  gambling  scandal; 
guilty,  paid  NFL  $1  million  fine,  j 
years'  probation.  Headed  south, 
runs  Tampa-based  developer  De 
tolo  and  Associates. 

Guilford  Glazer 

$750  million 

Real  Estate.  Beverly  Hills. 
79.  Divorced,  remarried;  2  children 
Son  of  Knoxsville,  Tenn.  welder.  Se 
in  WWII,  then  built  apartment  buL 
for  widowed  mother.  Graduated  to 
ger  projects:  Built  Oak  Ridge  shop 
center  1950;  sold  for  $45  million 
Moved  to  L.A  1960.  Built  3-million 
Del  Amo  shopping  mall  1971.  Owr 
dustrial,  office,  retail  space  in  Atl; 
Pittsburgh.  Doubts  Internet  poses  r 
threat  to  real  estate  business:  "Brick 
mortar  retailers  won't  change  drar 
cally.  People  still  want  to  try  on 
clothes."  Active  in  Jewish  causes.  Offi 
"retired"  1996  to  play  golf,  spend 
with  grandkids. 


Christel 
DeHaan 


$725  million 

Time  shares.  Indianapolis,  Ind. 
57.  Twice  divorced,  3  children 
Daughter  of  German  soldier  who  di 
WWII,  left  home  at  16  to  become 
erness  in  U.K.  Immigrated  to  U.S.  4 
later.  Married  Jon  DeHaan,  founder  o 
sort  Condominiums  International  1 
Divorced  1987;  court  awarded  her  h; 
company.  Bought  remainder  from  ex- 
.  band  2  years  later  for  $67.5  million 
panded,  sold  to  HFS  (now  Cendan 
1996  for  $825  million.  After  visiting  d 
idated  orphanage  outside  Mexico 
1998,  decided  to  devote  herself  to  ] 
children  in  underdeveloped  countries 
since  poured  $25  million  into  Chi 
House  charity,  opened  first  learning 
ter  last  year.  Plans  to  build  more  in  h 
Venezuela,  Romania. 
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TAIWAN 


A  PARTNER  FOR  PEACE  AND  PROGRESS 


Taiwan  has  entered  a  new  era.  At  the  historic  election  last  March,  the 
people  of  Taiwan  voted  for  change,  demonstrating  to  the  world  an  exem- 
plary transition  to  a  democracy.  Acting  on  its  pledge  to  build  a  nation  of  free- 
dom and  vitality,  the  new  government  is  determined  to  ensure  a  continuation  of 
peace  in  this  key  part  of  the  Asia-Pacific  region,  while  mobilizing  Taiwan's  prodi- 
gious resources  to  promote  sustainable  progress  at  home  and  abroad. 
To  foster  an  environment  that  will  enable  Taiwan  to  further  contribute  to  peace  and  progress 
in  the  region,  the  first  priority  is  to  ensure  national  security.  This  is  not  only  essential  for  the  23 
million  people  of  Taiwan,  but  also  vital  to  regional  stability.  We  believe  that  our  security  relies  on  a 
sound  national  defense  system,  as  well  as  an  effective  cross-strait  dialogue.  This  administra- 
tion is  making  every  effort  to  reach  out  to  Beijing  with  expressions  of  goodwill  and  sincerity. 
Although  Beijing  has  yet  to  respond  positively  to  our  overtures,  we  will  continue  to  affirm  our  will- 
ingness to  explore  approaches  for  resuming  the  dialogue  and  fostering  confidence  and  trust. 

The  new  administration  is  also  committed  to  unlocking  Taiwan's  full  economic  and  political 
potential.  The  people  of  Taiwan  have  provided  a  robust  foundation,  as  demonstrated  by  the 
resilience  of  Taiwan's  economy  during  the  Asian  financial  crisis  and  the  peaceful  transfer  of  power 
following  the  direct  presidential  election.  The  challenge  will  be  to  achieve  progress  of  a  higher 
order.  Politics  in  Taiwan  will  be  swept  clean  of  corruption  and  monetary  influences,  and  we  will 
achieve  the  kind  of  transparency  that  fosters  healthy  democratic  development  and  increased  for- 
eign investment. 

This  administration  is  determined  to  make  Taiwan  a  "green  silicon  island,"  where  the  environ- 
ment is  protected  while  our  high-technology  industries  stay  on  the  cutting  edge.  I  have  pledged  to 
improve  the  legal  code  of  human  rights  in  this  country  to  reach  the  highest  international  standards. 
And  Taiwan's  nongovernmental  organizations  (NGOs)  are  being  encouraged  to  step  up  global  involve- 
ment in  order  to  broaden  our  people's  participation  and  raise  our  international  profile. 

This  government  has  a  mission  to  ensure  that  Taiwan  fully  embodies  the  values  of  econom- 
ic liberalization,  democracy,  rule  of  law  and  respect  for  human  rights  that  underpin  healthy  glob- 
al development  today.  We  realize  that  Taiwan's  future  involves  more  than  the  welfare  of  its  mil- 
lions; it  also  has  crucial  implications  for  regional  stability  and  prosperity.  Taiwan  will  remain  and 
must  remain  an  indispensable  partner  for  world  peace  and  progress. 


Chen  Shui-bian 


President  of  the  Republic  of  China 


\  PARTNER  FOR  PEACE  AND  PROGR 


2000  will  be  remembered  as  a  groundbreaking,  historic 
year  in  Taiwan.  Fully  democratic  and  peaceful  elections 
ushered  in  a  new  government  to  replace  the  Kuom- 
intang  (KMT),  which  had  been  the  ruling  party  of  the 
Republic  of  China  (ROC)  since  its  founding  in  1912. 


Chen  Shui-bian  of  the  Democratic  Pro- 
gressive Party  (DPP)  was  elected  Pres- 
ident of  the  ROC  to  guide  one  of 
Asia's  most  vigorous  and  upcoming 
democracies. 

"On  March  18,  2000,  Taiwan  accom- 
plished a  historic  feat  —  a  change  of 
ruling  parties.  And  on  May  20,  state 
power  was  peacefully  transferred  for 
the  first  time  in  history,"  says  President 
Chen,  a  former  city  councilor,  legislator 
and  capital  city  mayor.  "It  is  not  easy 
to  attain  the  peaceful  transfer  of  state 
power,  so  we  should  cherish  this 
change  with  all  our  hearts. 


"No  gunshots  were  heard,  and  no 
one  was  injured  or  killed  when  the 
ruling  political  party  was  replaced. 
Everyone  was  pleased  with  the  result 
of  the  presidential  election,"  adds 
Chen.  "This  was  the  warmest  encour- 
agement for  the  new  government  and 
gave  foreign  guests  an  indelible 
impression.  I  alone  could  not  accom- 
plish this.  It  is  a  political  miracle  joint- 
ly created  by  all  people  of  Taiwan." 

The  new  administration  has  prom- 
ised the  23  million  inhabitants  of  this 
island  a  long  list  of  new  policy  initia- 
tives. Chen  wants  Taiwan  to  become  a 


"green  silicon  island"  that  in  the  n 
decade  will  evolve  into  a  leading  in 
vator  in  information  applications,, 
well  as  the  navigator  of  the  inter 
tional  digital  economy.  To  this  end,  § 
ernment  funding  has  been  set  aside 
ambitious  projects  like  the  devel 
ment  of  next-generation  miniaturizat 
nanotechnology. 

Says  Chen:  "In  the  past,  'Made 
Taiwan'  stood  for  cheap  and  infei 
products.  Today,  'Made  in  Taiwan'  i 
synonym  for  world-class  quality,  es 
cially  for  Taiwan's  information  tech? 
ogy  products."  Indeed,  Taiwan  is  n 
the  world's  number  one  exporter 
terms  of  value)  of  bicycles. 

Other  initiatives  at  the  top  of  Che 
action  list  include  improving  soc 
order,  eradicating  organized  crime  a 
money  politics,  and  repairing  dame 
from  last  year's  earthquake.  Signifies 
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Taiwan  —  The  Green  Silicon* Island  -  Makes  It  Possible 


When  you  surf  the  Internet,  do  you  know  where  "the 
wave"  came  from?  The  Internet  is  a  truly  global 
medium,  but  if  not  for  Taiwan,  it  wouldn't  be  the  surfers 
delight  as  it  is  today. 

fit 

(  hances  arc  that  every  router,  motherboard,  TODAY'S 
modem,  K  chip,  or  network  card  powering  TAIVMAN 
your  Internet  experience  was  either  wholly  or 
partially  designed  or  manufactured  in  Taiwan. 
Taiwan  is  integral  to  this  worldwide  network. 


REPUBLIC 
OF  CHINA 


Taiwan  is  also  ready  for  the  next  wave.  Its  new 
government  is  working  to  make  Taiwan  a  "green  silicon 
island,"  where  the  environment  is  protected  while  high 
technology  industries  remain  at  the  forefront 
of  digital  age  innovation. 

When  the  surfing's  good,  just  remember 
where  the  wave  began.  Taiwan,  the  Green 
Silicon  Island. 


progress  has  been  made  —  including 
more  than  230  rounds  of  bilateral 
market-access  negotiations  —  to  clear 
the  way  for  Taiwan's  eventual  accession 
to  the  World  Trade  Organization  (WTO), 
which  in  turn  will  help  end  the  country's 
international  obscurity.  (Because  of  a 
diplomatic  blockade  imposed  by  Bei- 
jing, Taiwan  is  not  a  member  of  the 
United  Nations,  and  only  29  states  rec- 
ognize the  island's  government.) 

Chen,  who  is  operating  on  a  princi- 
ple of  "government  for  all  the  people," 
acknowledges  he  will  have  to  work 
closely  with  the  KMT  to  pass  new 
laws:  The  DPP  holds  only  one-third  of 
the  seats  in  the  legislature,  while  the 
KMT  has  a  majority. 


Aside  from  its  astonishing  strides 
in  democratization,  Taiwan,  which  is 
sligntly  smaller  than  Holland,  is  an 
economic  miracle  in  its  own  right.  It  is 
the  world's  14th-largest  trading  power, 


despite  growing  competition  from 
neighboring  countries  in  such  areas 
as  wages  and  labor  supply.  For  the 
month  of  June  2000  alone,  its  export 
trade  reached  a  staggering  US$12.41 
billion,  and  its  growth  rate  this  year  is 


expected  to  be  26%.  Per  capita  GN 
is  now  officially  over  US$13,000,  arj 
nearly  6  million  Taiwanese  peopl 
travel  overseas  each  year.  After  shai 
ing  off  the  contagion  from  the  Asia 


economic  crisis,  Taiwan's  overall  ec 
nomic  growth  this  year  is  estimate 
to  be  as  high  as  6.6%,  exceeding  la: 
year's  modest  5.4%. 

As  Po  Chih  Chen,  chairman  of  tH 
Council  for  Economic  Planning  an 


"In  the  pasty  Made  in  Taiwan  stood  for  cheap 
and  inferior  products.  Today,  'Made  in  Taiwan 
is  a  synonym  for  world-class  quality, " 
says  President  Chen  Shui-bian. 


Tel:886-2-2349-1 635  http://www.tbroc.gov.tw 


ADVERTISEMENT  5 

'■  ■■ 

■    v."'-'.'  .          .      ■'  3?  '. :'.  ■ 

jvelopment,  points  out,  there 
e  several  economic  proe- 
ms to  fix  before  Taiwan  will  be 

hie  to  resume  the  almost 
juble-digit  growth  rates  seen 
the  last  decade.  Its  more  tra- 
tional  industries  are  strug- 
ing  to  keep  pace  with  the 
pid  change,  and  many  Taiwan 
impanies  that  had  invest- 
ents  in  countries  hardest  hit 

If  the  Asian  economic  crisis 

i'e  still  hurting. 

'Says  Chung  Chin,  director 
Ineral  of  the  Government  Infor- 
ation  Office,  "Our  companies 
te  very  flexible  and  proactive." 
iLast  year's  devastating  earthquake 
icked  the  global  market  and  demon- 
rated  how  integrated  Taiwan  is  in 
e  global  economy.  Taiwan  manufac- 
Irers  build  almost  40%  of  the  note- 
nok  PCs  sold  in  the  world,  two-thirds 
|  the  motherboards,  keyboards  and 
touse  devices,  and  almost  60%  of 
e  monitors.  In  the  days  following 
e  quake,  the  cost  of  semiconduc- 
rs  shot  up,  causing  an  immediate 
op  in  the  stock  prices  of  leading 
gh-tech  manufacturers  like  Texas 
struments  and  Applied  Materials. 

i  Asian  Trading  Tiger 

cording  to  the  China  External  Trade 
jvelopment  Council  (CETRA),  Taiwan 
gistered  its  strongest  export  growth 
electronics,  IT,  machinery,  steel  and 
)tical  equipment.  Together  these 
dustries  accounted  for  70%  of  the 
land's  total  exports. 
Taiwan  is  an  important  trading  part- 
ir  of  the  U.S.,  ranking  seventh  in 


Taiwan  produces  many  high-quality  goods. 


two-way  trade.  According  to  the  Min- 
istry of  Finance,  Taiwan's  shipments 
to  the  U.S.  showed  an  increase  of 
11.9%,  reaching  US$16.61  billion  in 
the  first  six  months  of  2000,  while 
U.S.  exports  to  Taiwan  posted  an 
annual  growth  of  28.9%,  reaching 
US$11.76  billion  in  the  same  period. 

The  two  countries  are  also  closeiy 
linked  via  Original  Equipment  Manu- 
facture/Original Design  Manufacture 
(OEM/ODM)  agreements.  Several  Tai- 
wanese companies  manufacture 
chipsets,  integrated  circuits  (ICs),  net- 
working products  and  notebook  com- 
puters for  IT  industry  leaders  Compaq, 
Hewlett-Packard,  Dell  and  IBM. 

In  1999,  the  IT  hardware  industry 
produced  US$39.88  billion  worth  of 
products,  up  18.1%  over  1998,  includ- 
ing US$21.02  billion  in  products  man- 
ufactured domestically.  Taiwan  is  the 
third-largest  IT  manufacturer  in  the 
world,  after  the  U.S.  and  Japan. 

The  level  of  foreign  purchasing  from 


Taiwan  has  grown  rapidly,  with 
1  the  top  10  foreign  buyers 
M  importing  US$20.14  billion  in 
computer  and  information  hard- 
ware this  year,  a  50.9%  increase 
over  last  year. 

"These  IPOs  (International 
Procurement   Offices)  trust 
Taiwan's  sophisticated  manu- 
facturing abilities,  global  logis- 
tics expertise,  and  research 
and  design  acumen.  Taiwanese 
companies  are  involved  in  the 
design  of  a  new  Compaq  note- 
book, for  example,  right  from 
the  start.  Taiwanese  companies 
are  bringing  the  ideas  to  market," 
says  Ricky  Kao  of  CETRA,  which  was 
founded  to  help  promote  Taiwanese 
foreign  trade. 

In  the  last  two  decades,  Taiwan's 
industry  has  developed  rapidly  from 
manufacturing  cheap  electronics  and 
consumer  items  to  state-of-the-art 
semiconductor  chips  and  computers. 
One  indicator  of  the  innovation  is  the 


Scientists  test  cuttir 
satellite  technology. 


The  compact  Ac 
For  more  Innovalue  Pro 


lnnovalueSM  gives  you 
added  value  through  innovation. 
That's  the  Taiwan  Advantage. 


You've  just  moved  into  new  offices:  24  employees, 
24  computers,  24  needs  to  exchange  files  and  access  the  Internet. 
No  problem.  Acer  Netxus  has  just  introduced 

the  Acer  SOHO  Series,  a  network  system 
no  bigger  than  a  breadbox.  Flexible,  stackable, 
Acer's  dual-speed  Fast  Ethernet  hubs  and  switches 
let  your  system  expand  as  you  expand. 
Better  yet.  Through  clever  circuit  and  fabrication  design, 
ACER  has  created  another  Innovalue  product. 
You'll  find  Innovalue  in  many  IT  products  from  Taiwan: 
LEO's  function-filled  Palm-sized  PC.  Twinhead's 
ultra-slim  notebooks.  And  in  other  product  areas,  including  yours. 
To  learn  more,  reach  us  by  fax  or  E-Mail. 
See  us  at  the  CETRA  booth  at  CeBIT,  Computex,  Comdex. 


Taiwan's  Mount  Jade  is  the  tallest  mountain  in  East  Asia. 


growing  number  of  patents  being  filed. 
In  terms  of  U.S.  patents  filed,  Taiwan's 
ranking  in  the  world  has  risen  steadily 
from  sixth  place  in  1997  to  fourth  in 


1998  and  then  to  third  in  1999. 

Says  Kao:  "Patents  are  a  major 
index  of  a  country's  international 
competitiveness  and  technological 
development.  Taiwan  has  worked  very 
hard  to  improve  intellectual  property 
rights  protection,  which  is  evidenced 
by  the  steady  increase  in  the  number 
of  U.S.  patents  granted  to  local  com- 
panies and  research  institutes." 


Taiwan  is  developing  its  service  and 
R&D  industries,  with  firms  typically 
retaining  their  marketing  and  devel- 
opment base  and  high  value-added 


production  in  Taiwan,  while  shifting 
lower-end  production  offshore  to 
cheaper  labor  markets  such  as  Main- 
land China  and  Southeast  Asia.  Tai- 
wanese companies  are  also  setting 
up  manufacturing  and  marketing 
bases  inside  the  EU,  especially  in 
Ireland  and  Scotland. 

"This  global  expansion  by  Tai- 
wanese manufacturers  actually  helps 


us  grow  more  than  if  we  didn't  util 
overseas  bases,"  says  Kao.  "Analys 
have  called  this  the  'Greater  Taiwa 
era,  with  high-end  production  faciliti 
and  headquarters  in  Taiwan,  prodi 
tion  in  China  and  OEM/ODM  orde 
from  the  U.S." 

The  expansion  of  the  New  Econoi 
will  further  strengthen  Taiwan's  sha 
of  the  IT  market.  The  wafer  found! 
integrated  circuit  (IC)  packaging  a 
assembly  materials,  notebook  co 
puters.  optical  storage  cards,  netwc 
cards,  interface  cards,  modems,  tra 
sistors,  capacitors,  resistors,  switc 
ing  power  supplies  and  printed  circ 
boards  industries  are  all  experienci 
growth.  In  addition,  the  country 
quickly  moving  into  higher-end  tec 
nologies  such  as  networking  ai 
telecommunications,  IC  design,  d 
play  technology,  Internet  appliano 
and  software. 

"Taiwan  is  providing  the  backboi 
for  the  New  Economy,"  says  Kao,  "at 
the  opportunities  are  almost  endless 

llha  Formosa  —  Beautiful  Island 

To  many  visitors,  Taiwan  is  just  er 
less  urban  sprawl,  punctuated 
state-of-the-art  high-tech  factories.  B 
outside  the  capital,  there  are  maje 
tic  gorges,  towering  mountains,  pri 
tine  lakes  and  even  tropical  beache 

Hiking,  mountain  climbing,  river  ra 
ing,  diving,  whale  and  dolphin  watc 
ing,  fishing  and  golfing  are  all  popul 
tourist  activities. 

Roughly  two-thirds  of  the  island 
mountainous,  and  more  than  half  of  tr 
land  area  is  covered  by  forests  teemir 
with  highly  diversified  flora  and  faun 


Roughly  two-thirds  of  the  island  is  mountainous, 
and  more  than  half  of  the  land  area  is 
covered  by  forests  teeming  with  highly 
diversified flora  and  fauna. 
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?  island  boasts  one  of  Asia's  most 
autiful  mountain  ranges,  the  great 
ntral  Mountain  Range,  which  inc- 
,es  Mount  Jade,  East  Asia's  tallest 
ak,  soaring  13,113  feet  above  sea 
el.  Mist-shrouded  lakes  in  central 
wan  —  including  Sun  Moon  Lake, 
f  site  of  a  popular  honeymoon 
iiiort  —  have  attracted  travelers 
I  decades  because  of  their  serenity 
m  beauty.  The  marble  canyons  of 
|'oko  Gorge,  with  cliffs  towering 
,arly  3,000  feet,  are  a  popular  attrac- 
tn  located  in  eastern  Taiwan  that 
iws  over  1  million  visitors  a  year. 
i'Every  time  I  look  down  from  my  air- 
ine,  I  am  amazed  at  the  beauty  of 
jwan,"  says  President  Chen  Shui- 
|an.  "Our  rivers,  mountains  and 
;idscapes  are  certainly  majestic." 
-The  Tourism  Bureau  urges  busi- 


ness travelers  —  who  comprise  about 
80%  of  U.S.  visitors  —  to  stay  an  extra 
day  or  two  after  their  work  is  complet- 
ed to  enjoy  Taiwan's  hidden  beauty. 
Reasonably  priced  international-class 
resorts  are  a  short  drive  from  Taipei 
and  Kaohsiung,  Taiwan's  largest  cities. 


Cantonese  dim  sum  and  spicy  Szech- 
uan  dishes  to  Shanghai  seafood  and 
Peking  duck,  the  culinary  choices  here 
are  endless.  "This  is  a  paradise  for 
the  gourmet,"  notes  Su. 

Visitors  also  get  a  taste  of  ancient 
Chinese  culture  with  such  attractions 


The  quality  of  life  in  Taipei  is  constantly 
improving,  in  large  part  due  to  completion 
of  mass-transit  systems. 


e  Mucha  Line  of  Taipei's  Mass  Rapid  Transit  System 


C.T  Su,  deputy  director  general  of 
the  Tourism  Bureau  says,  "We  like  to 
encourage  our  visitors  not  just  to  do 
business,  but  to  also  take  a  break 
in  Taiwan.  They  should  take  time 
to  enjoy  the  island's  beauty.  Once 
named  Formosa  ('beautiful'  in  Por- 
tuguese), Taiwan  has  another  face 
than  the  one  they  are 
used  to,  and  it  is  a  beau- 
tiful face." 

The  quality  of  life  in 
Taipei  is  constantly  im- 
proving, in  large  part  due 
to  the  completion  of 
mass-transit  systems.  "I 
don't  know  of  any  other 
large  capital  city  in  the 
world  where  you  can  get 
to  a  beach,  to  the  moun- 
tains or  to  as  many  as  30 
golf  courses  within  one 
hour.  It's  very  convenient 
here.  Taipei  is  not  just  a 
city  for  business,  but  also 
for  vacationing,"  says  Su. 

Taiwan  offers  a  wide 
diversity  of  the  finest 
Chinese  cuisine.  From 


as  the  National  Palace  Museum, 
which  houses  the  world's  largest  col- 
lection of  Chinese  art  and  royal 
antiques.  In  addition,  there  are  many 
temples,  as  well  as  displays  and 
shows  by  members  of  Taiwan's  indige- 
nous tribes.  "If  you  are  at  all  inter- 
ested in  Chinese  culture,  you  must 
come  to  Taiwan,"  says  Su. 

He  adds  that  the  island  is  becom- 
ing a  popular  location  for  internation- 
al meetings,  conventions  and  trade 
shows.  From  November  2  to  5,  Taipei 
will  host  International  Travel  Fair 
2000,  followed  by  the  Lantern  Festi- 
val in  Kaohsiung  next  February. 

While  last  year's  earthquake  caused 
severe  damage  to  the  central  counties 
of  Nantou  and  Taichung,  Taiwan's  land- 
scape remains  as  beautiful  as  ever, 
assures  Su.  "The  natural  beauty  is  still 
there,"  he  says,  adding  that  people 
interested  in  seeing  the  power  of 
nature  can  visit  the  60km  fault  line  — 
a  tourist  attraction  in  itself. 

For  more  information  on  Taiwan's 
tourist  attractions,  hotels  and  resorts, 
as  well  as  resources  on  doing  business 
in  Taiwan,  visit  www.tbroc.gov.tw.  ■ 


The  High  Life 


Selieve  it  or  not,  not  every  Forbes  400  member  opens  wide  the  front  gate,  forcing  us  to  use  other  methods  to  assess  their  ho 
These  photos,  from  Space  Imaging's  IK0N0S  satellite,  were  taken  423  miles  above  Earth.  — Research  by  Victoria  Murphy 


LEFT:  When  Michael  Dell's  security  team 
wouldn't  let  Travis  County  (Tex.)  appraiser; 
the  front  gates  of  his  60-acre  estate  in  199 
taxmen  took  to  the  sky  and  used  aerial  sholl 
value  the  property  at  $22.5  million.  Dell's  b 
haggling  over  the  value  ever  since,  but  seen 
be  winning:  This  year  the  county  values  the 
property  at  $11.3  million. 

TOP  LEFT:  You'd  think  the  world's  richest  ml 
could  at  least  buy  himself  some  privacy.  Bui 
only  is  Bill  Gates'  $53  million,  45-room  mar 
a  stone's  throw  from  his  Medina  neighbors, 
several  enterprising  Lake  Washington  tour  I 
operators  promise  views  from  300  feet. 

TOP  RIGHT:  Oracle  founder  Larry  Ellison  lid 
fast  boats  and  even  faster  jets,  but  he's  taki 
his  time  building  his  house.  He's  spent  at  lei 
years  and  $40  million  building  his  new  hom 
23  acres  south  of  San  Francisco,  modeled  o 
estates  owned  by  16th-century  Japanese  no  I 
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And  saving  your  company  up  to 


Sprint  ION  simplifies  your  network  by  uniting  voice,  video,  data,  and  high-speed  Internet. 
'Try  it  for  four  months.  Plus,  get  the  opportunity  to  save  your  company  up  to  $250,000. 


Because  it's  true  convergence,  not  merely  a  bundled  solution,  Sprint  ION,  Integrated  On-Demand  Network, 
provides  broadband  power  and  flexibility  that  can  dramatically  simplify  the  way  you  do  business.  Sprint  ION 
can  improve  productivity,  control  costs,  and  help  you  communicate  more  effectively  than  ever.  Now  you  can 
expenence  this  technological  breakthrough  for  up  to  two  months  free.  That  could  save  you  up  to  $250,000. 
Sprint  ION.  Imagine  what  power  like  this  could  do  for  your  business. 


Get  Sprint  ION  free  for  up  to  two 
months  (up  to  a  $250,000  total  credit). 

Try  Sprint  ION  for  four  months,  and  if 
you  are  not  satisfied,  Sprint  will  pay 
hardware,  software,  and  installation 
costs  to  switch  you  back.** 


Let's  make  contact: 

Call  1  877  778-4251,  ext.  104,  now  to  start  saving,  or  visit  www.sprint.com/tryion4 


Sprint 


The  point  of  contact* 


e  following  qualification  criteria  and  restrictions  apply.  First  month  of  credit  must  be  used  during  the  first  four  months.  The  second  month  of  credit  can  be  used  anytime  after  the  end  of  the 
jrth  month  Total  credit  for  the  two  free  months  of  service  not  to  exceed  $250,000.  New  Sprint  ION  prospects  only;  two  or  more  sites  with  NxT1  access  or  above,  $25,000  MRC, 
nimum  two-year  contract  The  four-month  trial  begins  on  the  day  Sprint  begins  billing  the  customer  for  service.  Offer  expires  12/31/00  ""Certain  restrictions  apply.  Switching  costs  are  capped 
10%  of  estimated  first-year  contract  revenue,  applies  to  previous  carrier  only  and  replacement  of  previous  or  comparable  hardware/software.  Copyright  ©  Sprint  2000.  All  rights  reserved 


This  year  there  are  46  women  on  The  Forbes  400.  Only  7  are  entirely  self-made) 
The  rest  either  inherited  their  money  or  earned  it  through  death  and  divorce. 


Joan  Kmc 


$2.5  billion 

Inheritance.  Rancho  Santa  Fe,  Calif. 
72.  Divorced,  widowed;  1  child 
Widow,  third  wife  of  McDonald's 
founder,  Ray  Kroc  (d.  1984).  Met  Ray, 
former  milk  shake  machine  salesman, 
in  St.  Paul,  Minn.  1956;  married  13 
years  later.  Inherited  huge  stake  of  Mc- 
Donald's on  husband's  death.  Former 


political  junkie,  now  hooked  on  phil- 
anthropy: has  given  more  than  $10Q 
million  to  various  Ronald  McDonald 
charities,  $80  million  to  Salvation 
Army,  $25  million  to  University  of  San 
Diego,  and  millions  more  to  various 
hospitals,  humanitarian  causes. 
Dubbed  "Angel  of  Grand  Forks"  after 
large,  initially  anonymous  donations 
to  North  Dakota  flood  victims.  Mem- 
ber since  1984. 


Martha  Ingram 

$2.4  billion 

Inheritance.  Nashville. 
65.  Widowed;  3  sons,  1  daughter 
Charleston,  S.C.-born  Vassar  gn 
Princeton  grad  Bronson  Ingnf 
blind  date  in  New  York  City.  Bi 
inherited  father's  business  of  oi] 
ing,  marketing,  barges  1963;  s 
textbook  supplies,  distribution^ 
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will 
be  next? 


ome  companies  are  really  on  the  ball. 

|     ?OWp/s        Some  of  the  world's  most  forward-thinking  companies  have  transformed  their  Web  sites  into  live  meeting 

k  «p     rooms.  They  have  discovered  the  speed,  reliability  and  scalability  of  the  WebEx  Interactive  Network.  Their 
^^J^^f        Web  sites  no/  hum  with  people  conducting  business  right  in  their  browsers,  without  any  hardware  or  software 

changes.  Now  you  can  give  presentations.  Share  software  and  desktops.  Tour  the  Web.  Voice  and  video  conference, 
(l  real-time.  All  on  the  Web.  Talk  about  ROI.  Isn't  it  time  your  company  got  on  the  ball?  Visit  webex.com  or  call  1-877-50-WebEx 


;e  how  great  minds  meet  online. 


eat  minds  meet  online  at  webex.com 


:  and  the  WebEx  logo  are  trademarks  of  Webtx  Communications,  Inc.  ©2000  WebEx  Communications,  Inc.  Alt  rights 
ed.  All  other  names  and  logos  are  registered  trademarks  of  their  respective  owners. 


webex 


Dept.  84005 


GALLERY 


AND  ART  ADVISORY  SERVICES 


Located  at  Worth  Avenue  and  Hibiscus,  in  the  heart  of  Palm  Beach  s 
prestigious  shopping  district.  Gasiunasen  Gallery  features  works  of  art 
by  Modern  and  Contemporary  Masters.  For  26  years,  art  dealer  Ari 
Gasiunasen  has  been  satisfying  an  enthusiasts"  particular  needs,  finding  the 
perfect  match,  thus  creating  the  ultimate  union  in  taste,  appreciation  and 
format. 

Outside  of  the  gallery  venue.  Ari  Gasiunasen  has  a  strong  art  advisory  divi- 
sion educating  new  art  collectors  in  the  value  of  buving  art  -  whether  it  at 
auction  in  Geneva  or  from  a  private  estate  in  Philadelphia.  For  the  astute 
connoisseur,  services  range  from  upgrading  collections  to  researching  and 
authenticating  works  of  art.  All  services  have  competitive  rates,  allowing 
buyers  to  acquire  what  they  love  at  the  correct  price. 

The  Gasiunasen  Gallery  itself  boasts  a  wide  range  of  international  artists, 
such  as  Picasso.  Magritte.  Chagall.  Giacometti.  Flanagan.  Dubuffet. 
Moore.  Matisse,  and  Van  Dongen.  as  well  as  American  Masters  such  as 
Hopper.  Glackens.  Avery.  Louis.  Hofmann.  Frankenthaler.  Calder.  Warhol, 
and  Marsh.  Hav  ing  hosted  one-man  shows  of  works  by  Jim  Dine.  George 
Segal.  Louise  Nevelson.  Karel  Appel.  Fernando  Botero  and  Robert 
Mapplethorpe.  Gasiunasen  Gallery  has  become  a  showcase  of  the  best  and 
brightest  artists,  and  has  taken  its  place  as  a  premier  focus  for  outstanding 
art  forms,  such  as  paintings,  works  on  paper,  sculpture  and  statuary. 

415  Hibiscus  Avenue,  at  Worth  Avenue 
Palm  Beach,  Florida  33480 
Tel:  561.820.8920  Fax:  561.820.8918 


inL  runota  iuu  .  wiJt_t3L_iu 

Built  company  into  $1  billion  ju( 
naut:  distribution,  barges,  insurl 
books.  Martha  spent  16  years  as 
pany's  public  affairs  director;  inhi 
business  after  Bronson's  death 
Took  computer-distributor  Inj 
Micro  public  1996.  Split  rest  oi 
vately  held  empire  among  3  . 
Orrin,  recently  appointed  preside 
Ingram  Industries;  David,  Ingran) 
tertainment;  John,  Ingram  1 
Group.  Daughter  Robin  Ingram  PI 
sits  on  board.  Martha  first  fej 
member  of  board  of  Nashville  Cl 
ber  of  Commerce,  1975;  big  supp 
of  Nashville  Symphony  Orchestra, 

Barbara  (Basia) 
Johnson 

$2.1  billion 

Inheritance.  Princeton,  N.J. 
63.  Widowed 

Basia  immigrated  to  U.S.  from  Pc 
1968,  worked  as  a  chambermaid  0 
tate  of  Johnson  &  Johnson  foil) 
John  Seward  Johnson.  Became  J^ 
son's  third  wife  3  years  later  (8 
after  his  divorce).  After  Johnson's  0 
in  1983  Barbara  and  children  f 
Johnson's  first  marriage  fought  ova 
tate  in  nasty  courtroom  battle.  Se 
ment  gave  her  sizable  chunk  of 
stock.  Member  since  1986. 


Susan  Thompsor 
Buffett  | 

$2  billion 

Inheritance.  San  Francisco. 
68.  Married,  3  children 
Her  parents  knew  Warren  Buffett's. 
she  didn't  meet  him  until  she  rooi 
with  his  sister  at  Northwestern  U.;  r 
ried  1952.  Civil  rights  activist,  voi 
teered  in  Omaha  housing  projects, 
president  of  Buffett  Foundation,  ( 
tributor  to  population  control,  al 
tion  rights  causes.  Separated  from  \ 
ren  1977.  They  remain  close — Su 
inherits  his  money  if  she  outlives  \ 
Member  since  1991. 


Oil  Q»T     OF  DIGITAL     LL  V^l  feL& 


magazine 


lit  Product  Picks 


Blaupunkt's  TravelPilot®  DX-N  Car  Navigation  System 


Blaupunkt's  new  Travel  Pilot  DX-N  car  navigation  and 
route  guidance  system  uses  a  clear,  pleasant-sounding 
voice  to  provide  precise  turn-by-turn  directions  to 
street  addresses,  intersections,  town  centers,  or  various 
of  points  of  interest,  such  as  gas  stations,  restaurants, 
airports,  hospitals,  parks,  theaters,  shopping  centers, 
etc.  A  video  display  supplements  the  voice  guidance 
system  with  directional  arrows,  a  moving-map  display, 
distance  to  next  turn,  and  estimated  time  of  arrival. 

iifi.com 


Intelligence  is  often  artificial,  and  there's  nothing  wrong 
with  that.  So  if  it's  electronics  that  your  honey  craves, 
you  can  visit  the  "Help  me  choose"  section  on 
www.hifi.com  and  browse  the  Gift  Guide  to  audio,  video 
and  home  theater  products,  do  comparison  shopping 
and  have  your  technology-related  questions  answered  in 


The  display  can  also  be  used  for  in-car  video.  An  option- 
al steering  wheel  mounted  remote  control  is  available  to 
operate  both  the  navigation  system  and  a  Blaupunkt  car 
audio  system.  Blaupunkt's  Travel  Pilot  technology  has 
aiready  been  proven  in  over  300,000  car  navigation 
systems  sold  worldwide  by  Blaupunkt  and  under  license 
by  several  of  the  world's  most  respected  auto-makers, 
including  Audi  and  Mercedes  Benz.  Call  800-950-BLAU 
or  visit  www.blaupunkt.com  today. 


plain  English.  The  comparison-shopping  section  con- 
tains expert  advice,  reviews,  editorials  and  a  "Popular 
Products"  section.  You  can  narrow  your  choices  by  get- 
ting guidelines  for  choosing  this  product  within  a  specif- 
ic price  range.  While  you're  at  it,  submit  your  own  prod- 
uct review  in  the  "I  am  an  enthusiast"  section. 


JVC  3.3  Megapixel  CCD  Digital  Camera 


JVC  Company  of  America  will  be  first  to  market  with 
a  3.3  Megapixel  CCD  digital  still  camera,  offering 
the  highest  image  resolution  available  in  a  consumer 
model.  The  GC-QX3  digital  still  camera  will  be  avail- 
able in  stores  this  February. 

JVC's  GC-QX3  delivers  remarkably  sharp,  color-rich 
images  in  a  fun,  easy-to-use  package  packed  with  pro- 
fessional-style features  that  makes  taking  pictures  with 


this  camera  a  thrill.  Designed  for  rapid  readiness,  this 
digital  still  camera  also  produces  moving  video  e-mail, 
creates  a  multiple  layer  collage,  and  has  high  storage 
capacity  on  a  small,  high  speed  Smart  Media  card. 

The  JVC  GC-QX3  will  have  a  nationally  advertised 
value  of  $1,099.  For  more  information,  visit  JVC's 
web  page  at  www.jvc.com  or  call  Rob  Payesko  of 
JVC  at  1-800-526-5308. 


Belkin  Gold  Series  Retractable  Hands  Free  Kit 

Get  hands-free  convenience  and  the  added  benefit 
of  tangle-proof  portability  with  the  Belkin  Gold 
Series  Retractable  Hands  Free  Kit.  It's  the  ultimate 
wireless  phone  enhancement.  Designed  to  work  with 
the  Nokia  51/6100  series,  as  well  as  with  2.5mm 
universal  series  phones,  the  Retractable  Hands  Free 
Kits  makes  an  ideal  accompaniment  for  most  all 

Brother's  CopyPoint  2000 

Brother's  CopyPoint  2000  is  a  write  on/wipe  off  elec- 
tronic whiteboard  with  a  built-in  printer.  Its  PC  Link 
option  allows  you  to  export  information  written  on  the 
surfaces  to  your  computer.  The  rotating  one-touch  panel 
provides  a  generous  writing  surface  and  is  conveniently 
housed  in  a  compact  frame.  With  CopyPoint  2000 


wireless  phones.  Simply  attach  it  to  your  belt  and 
place  the  earpiece  comfortably  in  your  ear.  At  the 
touch  of  a  button,  the  earpiece  retracts  for  com- 
pact storage.  The  unit  acts  as  a  swivel  clip  holder 
for  your  phone,  keeping  everything  safe  and  within 
reach.  Ordering  is  simple  to-  just  log  on  to 
www.belkin.com. 


graphs,  charts  and  text  are  quickly  printed,  taking  it  eas- 
ier for  listeners  to  participate  in  meetings  without  the 
distraction  of  note  taking.  It  can  be  wall-mounted,  parti- 
tion-mounted or  easel-mounted  and  sells  for  an  estimat- 
ed street  price  of  $699.95.  For  more  information  con- 
tact Brother  at  www.brother.com  or  800-276-7746. 


CD 


Gear.  Play.  Compete. 


www.e-gear.com 


he  web  never  sleep 

:o  lunch. 


web  hosting  is  no  job  for  9-to-5ers.  at  intel'-  online  services,  the  people  are 
as  exacting  as  the  technology  they  work  with,  they  have  to  be.  the  web  is 
utterly  relentless,  completely  unforgiving,  to  stay  in  control  of  it  you  have  to  be 
that  and  more,  we've  drawn  on  all  of  intel's  vast  resources  to  bring  uniquely 
specialized  skills,  methodologies  and  technologies  to  your  e-business,  every  hour 
we  take  over  2,000  measurements  of  website  performance,  monitoring  the  entire 
path  from  you  to  your  customers  in  over  40  countries,  because  in  the  surge 
economy,  there  are  no  coffee  breaks,  to  take  the  first  step,  visit  us  online  or  call 
1-877-320-2662.  (^web  hosting  for  the  surge  economy  -»  intelonlineservices.com/info^) 
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Vltenc^McCaw 

o  *i  utllion  •  • 

Inheritance.  Santa  Barbara,  Calif. 
48.  Divorced 

Ex-wife  of  Craig  McCaw  (see).  Met 
Craig  while  attending  Stanford;  walked 
away  from  23-year  marriage  1997  with 
what  is  now  billions  of  dollars  in  Nextel 
and  Nextlink  stock.  Still  invests  in  her 
ex's  companies:  "We're  still  friends  and 
active  business  partners."  Through  her 
investment  arm,  Ampersand  Holdings, 
putting  money  in  satellite  firm,  avia- 
tion, telecommunications,  real  estate, 
"environmental  technologies."  Bought 
Santa  Barbara  News- Press  from  New 
York  Times  Co.  in  July.  Vegetarian,  ani- 
mal lover;  her  foundation's  causes:  en- 
vironment, wildlife. 


Leona  Helmsley 

$1.9  billion 

Inheritance.  New  York  City. 
80.  Divorced,  widowed 
Queen  of  Mean  continues  dismantling 
legendary  real  estate  empire  built  by 
late  husband,  Harry  (d.  1997).  Recently 
sold  7  Manhattan  buildings  compris- 
ing 1,500  apartments,  known  as  Park 
West  Village,  for  estimated  $120  mil- 
lion. This  on  top  of  some  $2  billion  in 


Susan  Buffett 

A  tale  of  two  cities.  She  lives  in  San 
Francisco;  husband  Warren  lives  in  Omaha. 


real  estate  sold  last  year,  including 
Harley  Hotel  chain,  San  Francisco's 
Parkmerced  apartments.  Married 
Harry  1972.  Served  18  months  in  jail 
for  tax  evasion;  $8  million  in  fines. 
Member  since  1997. 

Marguerite 
Harbert 

$1.2  billion 

Inheritance.  Birmingham,  Ala. 
77.  Widowed,  3  children 
Widow  of  John  Murdoch  Harbert  III 
(d.  1995),  who  took  $6,000  in  craps 
winnings  to  start  construction  business. 
Went  bust  3  times  before  succeeding 
with  high-risk  ventures;  e.g.,  water-sup- 
ply systems  in  Abu  Dhabi.  Bought  Ken- 
tucky, Tennessee  coal  reserves  1960s, 
1970s;  sold  for  Amoco  stock  during  en- 
ergy crisis.  Son  Raymond  now  manages 
collection  of  energy  companies,  real  es- 
tate, merchant  banks,  some  10  million 
shares  in  Amoco  stock.  Marguerite 
prefers  needlepoint,  quail-  and  turkey- 
hunting.  Member  since  1996. 


Mary  Anselmo 

$1.1  billion 

PanAmSat.  Greenwich,  Conn. 
71.  Widowed,  3  children 
Widow  of  Reynold  Anselmo,  who  died 
2  days  before  his  PanAmSat  went  pub- 
lic in  1995.  Boston  native,  he  moved  to 
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Marguerite  Harbert 

Seems  sedate,  but  this  billionaire  put 
on  the  table.  Hunts  turkey  and  quail. 


Mexico,  met  Televisia  media  ei 
heir  Emilio  Azcarraga  Milmo,  ren 
to  U.S.  1963  to  run  Milmo's  Sps 
language  TV  network.  Forced  to 
quish  equity  stake  after  FCC  iro 
foreign-ownership  rules,  made 
million  on  sale.  Used  proceeds  tc 
PanAmSat,  nation's  first  privatel) 
communications  satellite.  Corn 
now  controlled  by  GM,  but  Mai 
tains  8%  stake. 


Courtney  I 
Ross  Hoist 

$800  million 

Time  Warner.  New  York  City. 
52.  Widowed,  remarried;  1  child 
Third  wife  of  visionary  entrepre 
Steve  Ross  (d.  1993),  who  parlayed 
funeral  and  parking-lot  businesses 
Warner  Communications,  orchest 
merger  with  Time  Inc.  in  1988.  Cou 
inherited  some  14  million  options  ( 
adjusted)  at  Ross'  death,  all  of  whic 
pending  Time  Warner's  merger 
AOL.  Newly  remarried,  now  focus* 
her  elite  Ross  Institute  educationa 
ter  in  East  Hampton,  N.Y. 


-  «  oov\e8.AsSOC4ateS 
MM\nston,  1W5 

VP  NWk^,0i'J,  food  ^'nSStot.^  „r 


Multi-Function  Centers  that 
work  the  way  you  do 

We  know  how  you  feel.  These  days  no  matter  how  much  you  do,  it's  never  enough, 
lat's  why  our  Multi-Function  Centers  are  designed  for  maximum  performance  and 
; rsatility — so  that  they  can  keep  pace  with  your  hectic  work  schedule. 

j  Just  like  you,  our  Multi-Function  Centers  are  multi-talented;  their  skills  include  plain 
iper  faxing,  laser  or  color  printing,  copying,  scanning,  PC  faxing,  and  video  capture,  some 
en  have  flatbed  copying  or  scanning  for  books  and  magazines!  And  there  are  over  a 
,jzen  Multi-Function  Centers  to  choose  from,  so  you  know  you'll  find  the  model  that 
Drks  for  you...  no  matter  how  you  work. 

A  VARIETY  OF  MODELS  AVAILABLE  AT: 

ice  Depot,  OfficeMax,  Staples,  Comp  USA,  J&R  ComputerWorld,  MicroCenter,  Fry's  Electronics, 
Global  Computer  Supplies,  PC  Connection,  MicroWarehouse  and  CDW 


MFC-4600 
5-IN-1  LASER 
MULTI-FUNCTION  CENTER 


Plain  Paper  Fax,  Laser  Printer, 
Copier,  Scanner,  PC  Fax 
About  $349. 


MFC-7300 
5JN-1  12PPM  COLOR 
MULTIFUNCTION  CENTER 


Color  Printer,  Color  Fax,  Color  Copier, 
Color  Scanner,  Video  Capture 
About  $299. 


MFC-8300 
3-IN-1 
12PPM  LASER 
MULTI-FUNCTION 
CENTER 


MFC-8600 
if|r  644-1 
12PPM  LASER 
MULTI-FUNCTION 
CENTER 


Plain  Paper  Fax,  Laser  Printer,  Copier 
About  $399. 

Fax,  Printer,  Copier,  Scanner,  PC  Fax,  Video  Capture 
About  $499. 


MFC-9200C 
6-IN-1 
COLOR  FLATBED 
MULTI-FUNCTION  CENTER 


Color  Printer,  Color  Fax,  Color  Copier, 
Color  Scanner,  PC  Fax,  Photo  Capture  Center 
About  $499. 


MFC-9600 
6-IN-1 
LASER  FLATBED 
MULTI-FUNCTION  CENTER 


Plain  Paper  Fax,  Digital  Copier,  Laser  Printer, 
Color  Scanner,  PC  Fax,  Video  Capture 
About  $i99. 


©2000  Brother  International  Corporation,  Bridgewater,  NJ   Brother  International  Corporation,  Nagoya,  Japan 

For  more  information  please  call  the  Brother  Fax-Back  System  at  800-521-2846  or  visit  our  web  site  at  www.brother.com 
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0  GLOBETROTTING 


j  Bigger  Than  Texas 

The  total  net  worth  of  The  Forbes  400  is  up  20%  this  year,  to  $1.2  trillion.  That's  a  little  less  than  the  gross  domestic 

f  of  the  United  Kingdom.  Here's  how  some  of  the  nation's  wealthiest  measure  up  around  the  world.  —Victoria  Murphy 


Paul  Allen  $36B  < 
Romania  $38  2B 


Warren  Buffett  $28B  > 
Kuwait  $25  2B 
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Martha  Stewart  $IB  > 
Mauritania  S989M 


Ronald  Perelman  S3  3B 
Madagascar  $3.7B 


Because  tomorrow's  here  sooner 
than  you  think 


Remember  TIAA-CREF. 

TIAA-CREF  has  been  the  retirement  system  of  choice  for  millions  of 
educators  and  researchers  for  over  80  years.  The  TIAA-CREF  group  of 
companies  has  a  proven  history  of  helping  people  plan  for  tomorrow.  Today, 
our  mutual  funds,  IRAs,  personal  retirement  annuities/  trust  services  and 
tuition  plans  are  available  to  everyone. 

The  TIAA-CREF  pension  accounts  have  some  of  the  lowest  expense 
charges  in  the  financial  services  industry,  one  of  the  reasons  why 
Morningstar  says  that  "TIAA-CREF  sets  the  standard  in  the  financial 
services  industry."* 

Call  800  226-0147  for  more  information  about  TIAA-CREF's  products  and 
services,  including  charges  and  expenses,  or  for  mutual  fund  and  personal 
annuity  prospectuses.  Please  read  them  carefully  before  you  invest  or 
send  money. 

Isn't  that  a  tomorrow  you  can't  live  without? 


Ensuring  the  future  for 
those  who  shape  it. 


REMENT         INSURANCE  MUTUAL  FUNDS  TRUST  SERVICES  TUITION  FINANCING 


nance  is  not  a  guarantee  of  future  results.  t  Availability  subject  to  state  approval.  'Source  Morningstar.  June  2000,  referring  to  the  TIAA-CREF 
:ounts'  consumer  education,  service  and  low  fees  !  TIAA-CREF  Individual  and  Institutional  Services,  Inc  distributes  CREF  and  TIAA  Real  Estate 
muities.  •  Teachers  Personal  Investor  Services,  Inc  distributes  the  Personal  Annuities  variable  annuities.  Mutual  Funds,  and  Tuition  Savings 
>  TIAA  and  TIAA-CREF  Life  Insurance  Co  issue  insurance  and  annuities.  •  TIAA-CREF  Trust  Company,  FSB  provides  Trust  Services. 
^A-CREF  and  TIAA-CREF  Life  Insurance  Companies,  NY,  NY  •  Investment  products  are  not  FDIC  insured,  may  lose  value  and  are  not 
anteed. 


8  0  0   2  2  6-0147 

www.tiaa-tref.org 


T  H  AT 

REF  proudly  sponsors  2VI0I\1EV    A  new  ant'  'n*ormat've  newsmagazine  about  money  every  week  on  PBS 
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Thomas  Monaghan 

Nbw  that  he's  popped  serving 
ui>  Domino's  pi//;«s,  works  full 
tiitv^n  his  C  «ili«)lic  charity. 


You  needed  $725  million  to  get  into  The  Forbes  400 
this  year,  and  these  folks  fell  short.  That's  not  always 
something  to  be  ashamed  of:  Thomas  Monaghan  took 
himself  out  of  contention  by  giving  away  $250  million. 
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Amar  Bose 

$720  million 

Loudspeakers.  Wayland,  Mass. 
70.  Married,  2  children 
MIT  grad  began  research  progr; 
physical  acoustics  and  psychoaco 
in  1956;  led  to  formation  in  19 
Bose  Corp.,  one  of  world's  bi 
manufacturers  of  home  hi-fi  spe 
Consumer  items  like  big-seller 
Radio  pushed  sales  up  15%  to  $1 
lion;  failed  to  capitalize  on  late 
stereo  trends  and  losing  market  sh 
home  entertainment  DVD  proc 
First  appeared  on  list  in  1994. 

A.  Alfred  Taubm; 

$720  million 

Real  estate.  Bloomfield  Hills,  Mich. 
75.  Divorced,  remarried;  3  children 
University  of  Michigan  dropou 
shopping  mall  magnate,  now  b 
known  as  owner  of  Sotheby's,  the 
erable  auction  house  under  fire  f« 
legedly  conspiring  to  fix  commi 
rates.  Rival  Christie's  has  struck 
with  the  Justice  Department.  Soth 
is  under  investigation.  Taubma 
signed  as  chairman  when  scandal 
in  February.  Still  owns  24%  of  i 
pany  he  purchased  1983.  Shares 
22%  since  resignation.  Started  ir 
estate  with  $5,000  loan,  built  oi 
country's  largest  collections  of  n 
took  public  via  REIT  in  1992.  Taut 
Centers  now  owns  and/or  manag 
malls;  son  Robert  is  chief  execu 
First  appeared  on  list  in  1982. 

Anne  Hendricks 
Bass 

$690  million 

Divorce.  Fort  Worth,  Tex. 
59.  Single,  2  daughters 
Indianapolis-born  socialite  marriet 
Bass  (see),  divorced  1989.  Her 
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Georgia 


'  <—/[  ISING  TO  THE  TOP  IS  OUR  PRIORITY  TOO. 


Convenience  and  comfort  coupled  with  an  innate  sense  of  luxury: 
The  Towers  at  The  New  York  Palace.  Private  lobby  and  elevators, 
a  personal,  multi  lingual  maitre  d'etace.  a  staff  trained  to  respond  to  the  needs 
and  pace  of  doing  business.  in-room  dining  prepared  by  lf  clrque  2000  or  sushisay. 
Your  pleasure,  your  preferences  are  paramount.  Reserve  with 
your  travel  planner  or  call  1-800-palace  t. 


N  E  W  .'CYOR  K 


THE  TOWERS  c 

455  Madison  Avenue  at  50th  Street  New  York,  New  York  10022 
www.newyorkpalace.com 


more  than  1  million  shares  of  \ 
Fifth  Avenue  apartment,  art  coll 
Graduated  Vassar  1963.  Sen 
boards  of  ballets,  libraries,  art 
urns.  "Sharing  beauty  is  a  respc 
ity."  Contributing  editor  at  Vogi\ 
appeared  on  the  list  in  1989. 


William  Bennett 

$675  million 

Gambling.  Las  Vegas 
75.  Widowed,  remarried;  2  childn 
Las  Vegas  strip  is  flush,  but 
owner's  pot  still  not  big  enough 
him  back  on  The  Forbes  401 
founded  Circus  Circus  with  V\ 
Pennington  in  1968,  first  slot 
catering  to  middle-class  tourists, 
the  ante  with  more  luxurious  c 
Excalibur  and  Luxor.  Stepped  dc 
chief  executive  in  1994,  ostens 
spend  more  time  with  wife;  ir 
contend  he  was  forced  out.  Bou§ 
hara  Hotel  for  $193  million  in 
building  224-foot-high  roller  c 
that  runs  in  and  out  of  the  bu: 
One  of  the  original  developers 
Vegas  Motor  Speedway;  sold  in  1< 
$212  million  to  O.  Bruton  Smitr 
Gave  $5  million  to  U.  of  Nevac 
Vegas  for  preschool  facility.  Fin 
peared  on  list  in  1985. 


William  Koch 

$675  million 

Inheritance.  Palm  Beach,  Fla. 
60.  Divorced,  remarried;  4  childrer 
After  1 3  years  of  legal  wranglinj 
brothers  David  and  Charles  Koch 
finally  won  a  battle.  In  Decernr. 
Oklahoma  jury  found  that  Koch  I 
tries  had  underpaid  Native  Ame 
and  the  federal  government  for 
took  from  their  lands.  Under  wj 
blower  laws  William  is  entitled  to 
30%  of  the  penalties,  estimated  a' 
million.  One  of  Koch  Indu 
founder  Fred  Koch's  four  sons;  h 
brother  Frederick  sold  their  share 
company  to  David  and  Charles  fo 
billion  in  1983.  Had  seller's  rent 
unsuccessfully  sued  claiming  t 
been  shortchanged.  Now  W  illiair 
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Business 

Credit 

Reports 


Alfred  Taubman 


Available  on  over  12  million 
U.S.  &  Canadian  Businesses 

Absolutely  FREE 
on  the  Internet! 

businessCreditUSA.com 
1-888-274-5325 

Also  Available:  Sales  Leads 
&  Mailing  Lists 

17-FBO 
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Oxbow  Corp.:  invests  in  real  estate, 
commodities  trading,  offshore  oil  and 
power  plants.  Won  America's  Cup 
yacht  race  in  1992.  Arrested  in  July  for 
allegedly  punching  wife  in  the  stomach, 
threatening  to  beat  her  and  her  son  to 
death.  "Every  marriage  has  its  prob- 
lems, and  mine  is  no  exception."  First 
appeared  on  list  in  1982. 

Gary  Comer 

$660  million 

Lands'  End.  Chicago. 
72.  Married,  2  children 
Needs  some  of  his  company's  foul- 
weather  gear  after  squall  hit  Lands'  End 
stock  last  November,  dropping  it  21% 
in  a  month.  Storm  hasn't  let  up:  catalog 
retailer  hit  52-week  low  in  September, 
as  sales,  earnings  declined.  Comer  born 
in  Chicago,  skipped  college,  left  adver- 
tising job  to  start  mail-order  catalog 
business.  Went  public  in  1986.  Resigned 
as  CEO  in  1990.  Remains  chairman. 
Fired  chief  executive  in  1998  after  earn- 
ings drop;  new  management  team 


lauded  for  e-commerce  strateg 
sales  still  flagging.  Funding  photc 
nalistic  project  hometown.  Fir; 
peared  on  list  in  1987. 

Thomas  Monagh 

$600  million 

Domino's  Pizza.  Ann  Arbor,  Mich. 
63.  Married,  4  daughters 
Fatherless  at  4,  raised  in  Cathol 
phanage.  Altar  boy,  former  serr 
ian,  Marine.  With  brother  be 
DomiNicks,  a  storefront  pizza  sh 
1960.  Bought  out  sibling  with 
the  next  year.  Renamed  Dom: 
created  pizza  powerhouse.  Sold 
pany  in  1998  to  Bain  Capital  f 
billion;  retains  7%  share  plus 
pany's  Ann  Arbor  headquarter 
300  surrounding  acres.  Strict  Cat 
Now  works  full  time  for  God.  Do 
$248  million  to  Ave  Maria  Foi 
tion;  provided  $50  million  to 
Catholic  law  school;  building  ; 
school  and  a  convent.  First  app 
on  list  in  1984. 
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TRANSAMERICA         PRE    M    IER  FUNDS 


We  know  excellence  is  the  only  goal. 


It  results  in  performance. 

How  do  we  measure  our  success?  Strictly  in  terms  of  performance.  For  us 
there  is  no  greater  measure  of  a  fund  or  of  ourselves.  You  see,  excellent 
performance  is  our  guide.  Our  passion.  Our  goal.  Past  performance  does 
not  guarantee  future  results. 

Call  1-800-892-7587,  ext.  1320,  orvisitwww.transamericafunds.com 

to  find  out  more. 

The  Premier  Funds  from  Transamerica  Investment  Management,  LLC. 
The  difference  is  performance.  Invest  in  it. 


Premier  Fund 

1-Year 

3-Year 

Since  Inception  2 

Morningstar  Ra 

Small  Company 

72.11% 

6751% 

67.51% 

★  ★★★★ 

Aggressive  Growth 

38.30% 

53.81% 

53.81% 

★  ★★★★ 

Equity 

21.59% 

2780% 

29.71% 

★  ★★★ 

Index 

6.99% 

19.39% 

22.85% 

★  ★★★ 

Balanced 

21.31% 

21.74% 

22.26% 

★  ★★★ 

Bond 

5.55% 

6.61% 

5.94% 

★  ★★★ 

Average  annual  total  returns  as  of  6/30/00.  inception  for  Small  Company  Fund  and  Aggressive 
3rowth  Fund  is  6/30/97.  Inception  for  Equity,  Index,  Balanced,  and  Bond  Funds  is  10/2/95. 
Past  performance  does  not  guarantee  future  results.  Investment  returns  and  principal  value 
/an/,  and  you  may  have  a  gain  or  loss  when  you  sell  your  shares.  For  more  complete  informa- 
tion, including  risks  and  expenses,  call  for  a  prospectus.  Read  the  prospectus  carefully  before 
nvesting.  Transamerica  Securities  Sales  Corporation,  Distributor. 

'Morningstar  3-year  ratings  as  of  6/30/00  among  3,642  domestic  equity  funds  and  1.684  tax- 
able bond  funds.  5  stars  is  the  highest  rating  representing  the  top  10%  of  funds  in  its  broad 
asset  class,  4  stars  is  the  next  highest  rating  representing  the  top  22.5%  of  funds  in  its  broad 
asset  class,  3  stars  in  the  next  highest  rating  representing  the  next  35%  of  funds  in  its  broad 
asset  class.  Morningstar  ratings  are  calculated  from  a  fund's  3-year  average  annual  returns  in 
excess  of  90-day  T-bill  returns  with  appropriate  fee  adjustments,  and  a  risk  factor  that  reflects 
oerformance  below  90-day  T-bill  returns. 


Transamerica 
premier  funds 


THE  FORBEiJ 

Kegs,  caskets  and  chemicals:  These  40  families  d  I 
their  wealth  from  varying  sources.  This  year's  b\g\  i 
gainer:  The  Houghton  family  of  Corning  Glass. 
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Designing  the  Future 

E-Business 


PUTTING 


on't  know  fab 

■pft-:'fab;less, 

>►►►►►► 

but  they  do  know  it's 
fabulous  to  see  their 
grandchildren  on  the 
Internet. 


They're  just  your  typical  adoring  grandparents, 
delighted  about  every  last  detail  in  their  grandkids' 
lives.  And  thanks  to  low  cost  Internet  access,  it's 
like  they  live  right  next  door. 

Powerful  integrated  circuits  keep  the  family 
connected,  and  more  and  more  of  these  chips 
are  being  designed  by  fabless  companies.  These 
companies  avoid  the  high  cost  of  building  and 
maintaining  semiconductor  fabrication  plants  by 
subcontracting  manufacturing  and  testing  to 
foundries.  In  turn,  the  subcontractors  rely  on 
Credence's  equipment  more  than  any    \^|". \^ 
other  supplier  to  test  the  chips.  Working 
behind  the  scenes,  we  ensure  that  the  "Tested 
by  Credence"  mark  signifies  a  chip  that's  both 
dependable  and  economical,  so  that  two  proud 
grandparents  can  maintain  their  bragging  rights. 
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▼ 


redeno 


www.credence.com/couple 


Bppyright  ©  2000  Credence  Systems  Corporation;  Alt.  rights  reserved. 
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UTTiNG  E-COMMERCE  to  work 

IFRASTRUCTURE  FOR 

HE  NEW  GLOBAL  E-CONOMY 
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An  industrial  parts  distributor  in 
Sydney  automatically  fulfills  an 
American  customer's  order  direct- 
ly from  a  manufacturer  in  Malaysia.  A 
Swiss  vacationer  books  travel  reserva- 
tions for  a  trip  to  Morocco  at  a  French 
agency's  Web  site.  A  South  African 
teenager  hears  about  a  cool  new  British 
band  while  chatting  online  with  her  new 
Canadian  friend  and  promptly  proceeds 
to  download  a  few  cuts  from  a  server 
that's,  well,  who-knows-where. 
  Welcome  to  the  new  global  economy. 

CMTC 

  The  scenarios  described  above  are  not 

NG  THE  BEAST  5  speculative.  They  are  real,  and  they're 

Ng"racE  happening  every  minute  of  every  day  on 

INNOVATION  8  the  World  Wide  Web.  From  large-scale 

E  WEB,  FOR  THE  WEB  ....12     B2B  SUPP'y  Cha'nS  t0  click-and"buy  B2C 

- — ■   impulse  shopping,  more  and  more  eco- 

NG  INFRASTRUCTURE         nomic  actjvjty  js  taking  place  over  the 

 — — — — — —  amalgamation  of  public  and  private  net- 
works we  have  come  to  refer  to  generi- 
cally  as  the  "Internet."  Like  some  kind  of 
nuclear  chain  reaction,  the  interconnect- 
edness  of  everything  has  triggered  an 
unprecedented  firestorm  of  business 
activity  —  from  the  white-hot  dotcoms  at 
ground  zero  in  Silicon  Valley  to  the  quiet 
introduction  of  cellphone-based  banking 
in  Scandinavia. 

And  this  is  just  the  beginning.  The 
market  forecasters  at  Computer 
Economics  predict  that  B2B  revenues  will 
more  than  triple  between  2000  and 
2003,  rising  from  just  over  $3  trillion 
annually  to  almost  $10  trillion.  B2C  activ- 
ity will  grow  even  more  rapidly,  expanding 
to  over  seven  times  its  current  size  to 
$342  billion  in  the  same  period. 

In  fact,  e-business  is  becoming  so 
pervasive  that  it's  no  longer  distinguish- 


able from  other  forms  of  business  activi- 
ty. "E-business  is  becoming  simply  anoth- 
er way  we  interface  with  our  customers, 
suppliers,  and  other  business  partners," 
explains  Computer  Economics  VP  of 
research  Michael  Erbschloe.  "But,  funda- 
mentally, the  same  principles  of  market 
penetration,  customer  satisfaction,  and 
bottom-line  performance  still  apply." 

While  many  observers  view  the  e-busi- 
ness market  in  terms  of  evolving  busi- 
ness models,  new  industry  alliances, 
and  leading-edge  application  develop- 
ment tools,  the  truth  is  that  the  e-biz 
boom  is  built  on  silicon.  Advances  in  chip 
design  and  fabrication  are  what  enable 
the  systems  connected  to  the  Internet  to 
perform  at  the  level  that  they  do.  It  is 
these  advances  that  empower  today's 
network  devices  to  handle  millions  upon 
billions  of  simultaneous  traffic  streams. 
And  it  will  be  continuing  advances  in 
hardware  that  will  pave  the  way  for  the 
next  generation  of  'Net-connected 
devices  —  from  super-scalable  Web 
servers  to  "smart"  phones  to  secure  e- 
tail  kiosks  —  which,  in  turn,  will  fuel  the 
future  growth  of  e-business. 

The  following  pages  explore  the  inti- 
mate connection  between  the  heady 
world  of  global  e-business  and  the  in-the- 
trenches  engineering  of  the  infrastruc- 
ture that  supports  it.  The  voices  present- 
ed in  this  special  supplement  are  direct- 
ly involved  with  the  advancement  of  that 
infrastructure.  Anyone  planning  to  partic- 
ipate in  the  future  of  e-business  —  either 
by  managing  an  actual  e-business 
endeavor  or  investing  in  the  technologies 
that  enable  those  endeavors  —  will  prof- 
it from  considering  their  insights. 
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The  new  digital  economy  is  growing  at 
a  dizzying  rate.  How  will  the  underlying 
electronic  infrastructure  needed  to  support 
this  continued  growth  be  built? 


When  most  people  think  of  successful 
e-business  plays,  they  think  of  the  Big 
Idea:  being  the  first  company  to  sell  books 
online,  creating  an  easy-to-use  search  engine  with 
a  cute  name,  offering  super-discounted  commissions 
to  Web-savvy  daytraders. 


But  anyone  working  inside 
those  companies  can  tell  you 
that  the  Big  Idea  isn't  enough. 
You  need  to  be  able  to  execute. 
And  that  execution  depends  on 
nitty-gritty  technology:  scream- 
ing servers,  lightning-fast  net- 
works, super-efficient  load  bal- 
ancers. Properly  architecting 
this  complex  electronic  infra- 
structure is  essential  for  opti- 
mizing what  analysts  refer  to  as 
"the  customer  experience." 
Business  and  consumer  users 
are  quickly  turned  off  by  slug- 
gish response.  And  they  have 
even  less  tolerance  for  site  out- 
ages. So  an  abundance  of  pro- 
cessing horsepower  and  intelli- 
gently provisioned  hardware 
redundancy  is  an  absolute  must 
in  the  e-business  space. 

At  the  same  time  as  e-busi- 
ness practitioners  are  trying  to 
make  sure  their  sites  respond 
quickly  enough  to  every  cus- 
tomer mouse-click,  they're  also 
loading  those  sites  with  richer 


and  richer  content  —  complex 
graphics,  sophisticated  data- 
base searches,  real-time  inter- 
active functions.  The  richness 
of  these  e-business  sites  has 
created  a  seemingly  insatiable 
appetite  for  processing  power. 

"The  per-unit  cost  of  con- 
sumption for  site  capacity  has 
decreased  to  about  10%  of 
what  it  was  five  years  ago," 
notes  Computer 
Economics'  Erbschloe. 
"But  if  you're  using  thir- 
ty times  as  much 
capacity  to  service 
each  individual  cus- 
tomer in  order  to  make 
that  customer's  experi- 
ence richer,  then  provi- 
sioning your  site  is  still 
going  to  become  an 
increasingly  expensive 
proposition." 

Erbschloe  empha- 
sizes that  nifty  graphics 
and  fancy  features 
aren't  just  an  issue  for 


consumer  sites.  "If  I'm  order 
equipment  for  my  company, 
chances  are  that  I'll  be  very 
interested  in  a  three-dimensil 
al  representation  of  that  equi 
ment  —  so  that  I  can  get  a  n 
feel  for  how  it's  going  fit  ont< 
my  factory  floor,"  he  suggest 
"So  B2B  sites  have  a  lot  of  < 
sons  to  enrich  the  visitor's 
experience,  too." 

He  also  points  out  that  it'! 
not  just  the  "head-end"  sites 
themselves  that  require  ever 
larger  doses  of  processing 
power.  The  networks  of  carm 
and  Internet  service  provider 
are  also  fertile  ground  for  CP 
growth,  as  more  people  visit' 
more  sites  with  more  conten 
drive  traffic  up  at  exponentia 
rates. 

Even  the  desktop  PCs  at  t 
receiving  end  of  the  transact 
have  had  to  become  more  p« 
erful  —  despite  notions  aboi 
so-called  thin  clients  that  ac 


)  ing  more  than  passive 
xitators  in  Web  transactions, 
jeiple  tend  to  focus  on  the 
Id  of  the  user's  Internet 
Section, "  Erbschloe  points 
jlfBut  we  can  only  do  what 
3  3  doing  today  because 
ij?  selling  relatively  inexpen- 
I  PCs  that  have  400MHz 
csssors,  faster  hard  drives, 
I  separate  graphics  accelera- 
r  with  32MB  to  64MB  of 
eiory." 

cidentally,  Erbschloe  likens 
e:urrent  attrition  among  dot- 
\t\i  to  the  shake-out  in  the 
H'Dnal  computer  business 
nig  the  90's.  "There  used  to 
?  ibout  50  companies  trying 

III  you  PCs,"  he  recalls. 
h\j  there  are  five  —  and  you 
ir  |et  a  pretty  good  PC  for 
ill  money."  Erbschloe's  con- 
ujon?  The  reduction  of  the  e- 
j:  ness  ranks  is  a  sign  of  the 
c:;etplace's  health,  not  its 
i  'e. 

[:  course,  it  takes  more  than 
s.silicon  to  make  e-business 
».  Determining  the  right 
i  less  model  and  the  right 
nerships  is  crucial.  Smart 
t  design,  compelling  content, 
i  scalable  application  archi- 
Kjire  are  also  essential.  As 
if\X  experience  has  demon- 
ij,ed,  operational  excellence 
I  leas  like  customer  service 
i  shipping/logistics  is  anoth- 
'  jiquirement  for  success.  And 
llyou're  going  global  —  you 
iier  be  ready  to  deal  with 
$jbs  of  language  and  culture 
stau  try  to  penetrate  markets 
iyde  the  U.S. 

Ut,  ultimately,  none  of  this 
3:>ens  without  the  underlying 
I  pn  infrastructure  that 
i  ')les  people  and  organiza- 
2 1  to  communicate  in  real 
i  across  the  'Net.  So,  while 


AT  YOUR  E-SERVICE 


WHILE  MANY  CORPORATE  MANAGERS  focus  on  the  Web  as  a  place  to  sell, 
experienced  e-business  executives  have  learned  it's  also  a  great  place  to  do 
customer  service.  By  enabling  customers  to  quickly  find  the  answers  they 
need  online,  companies  can  significantly  lower  their  operational  costs  and 
improve  customer  satisfaction. 

In  fact,  according  to  Giga  Information  Group,  the  cost  of  providing  Web- 
based  self-help  is  about  l/20th  that  of  a  conventional  call  center. 

"Some  companies  have  customers  —  Ben  &  Jerry's  has  fans,"  boasts 
Lucas  Jenson,  the  ice  cream  maker's  marketing  strategy  and  research  man- 
ager. "E-service  gives  us  one  more  way  to  increase  our  interaction  with  cus- 
tomers, whether  it's  to  hear  consumer  reactions  to  new  products  or  flavors, 
or  to  answer  a  question  from  a  shareholder." 

In  addition  to  providing  Web  pages  with  frequently  asked  questions 
(FAQs),  most  successful  e-service  implementers  use  a  variety  of  e-mail  man- 
agement tools  —  along  with  some  sort  of  real-time  communications,  such  as 
"chat,"  instant  messaging,  or  voice. 

E-service  may  actually  be  an  essential  component  of  e-business,  espe- 
cially in  the  B2C  space.  Market  research  continues  to  indicate  that  poor 
responsiveness  online 


results  in  lost  orders  and 
permanently  disenchant- 
ed customers.  So,  while 
executives  try  to  figure 
out  how  to  sell  online, 
they'd  do  well  to  plan  on 
how  to  support  and 
serve  over  the  Web  at 
the  same  time. 


Cost  of  Customer  Contact 


$10 


Live  operator 


$6 


Automated  touch-tone  response 


$3 


E-mail/fax 
]  500 

Website  self-help 


Giga  Information  Group 


software  developers  and  next- 
generation  service  providers 
battle  for  media  mindshare,  it  is 
these  infrastructure  builders 
who  continue  to  fan  the  flame 
of  the  global  economic  wildfire 
we  call  e-business. 

FEEDING  THE 
BEAST 

No  one  is  more  familiar  with 
the  infrastructure  implica- 
tions of  that  wildfire  than  David 


Squires,  director  of  product 
planning  at  San  Jose-based 
chipmaker  Xilinx,  Inc.  "The  pace 
of  change  is  staggering,  espe- 
cially when  it  comes  to  the 
demand  for  bandwidth,"  Squires 
observes.  "Service  providers 
are  deploying  thousands  of 
miles  of  fiber  optics  everyday 
and  finding  that  the  new  runs 
are  operating  at  70%  of  capaci- 
ty within  a  few  hours." 

With  such  an  insatiable 
appetite  for  capacity  to  satisfy, 
Squires  says  that  the  top  net- 
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v-.orking  hardware  vendors  —  all 
of  whom  are  Xilinx  customers 
-  are  under  incredible  pres- 
sure to  develop  and  produce 
highly  advanced  communica- 
tions equipment.  He  also  points 
out  that  the  new  infrastructure 
equipment  has  to  do  a  lot  more 
than  just  pump  packets  from 
one  point  to  another.  "There  is 
a  constant  drive  to  support 
more  intelligent  routing  proto- 
cols, implement  security 
enhancements,  and  create  a 
more  manageable  and  efficient 
networking  environment,"  he 
says.  "That  means  building  new 
features  and  functions  into  the 
hardware." 

Hardware-based  functions 
operate  at  much  higher  perfor- 
mance than  functions  pro- 
grammed into  software.  So, 
with  speed  and  scalability  so 
critical  in  the  world  of  e-busi- 
ness, the  ability  to  quickly  engi- 


neer improvements  into  device 
hardware  is  a  major  competitive 
advantage  to  both  the  makers 
of  networking  equipment  and 
those  who  use  it. 

That's  why  Xilinx's  field-pro- 
grammable gate  array  (FPGA) 
technology  has  become  so 
attractive  to  leading  companies 
in  the  e-business  infrastructure 
industry.  FPGAs  provide  a 
"blank  slate"  onto  which  new 
circuit  designs  can  be  imple- 
mented —  even  when  devices 
have  already  been  installed  on 
the  network.  "FPGAs  let  you  go 
from  the  drawing  board  to  the 
real  world  with  unprecedented 
speed,"  Squires  says.  "A  new 
feature  or  service  can  be  updat- 
ed to  devices  all  over  the  world 
within  minutes." 

Such  capabilities  aren't  just 
useful  for  bringing  new  features 
to  market.  They're  also  critical 
for  ensuring  the  reliability  that's 


CORPORATE  IT  DEPARTMENTS  may  be  high  on  the  idea  of  a  'Net  without 
wires,  but  they  don't  think  much  of  walking  a  high-wire  without  a  net.  That's 
why  many  may  be  turning  to  a  new  breed  of  wireless  Web  application  hosting 
companies  to  provide  their  employees  with  untethered  access  to  legacy  busi- 
ness applications. 

San  Mateo-based  AvantGo  Inc.,  for  example,  offers  corporate  customers 
the  choice  of  either  having  their  wireless  Web  content  hosted  on  AvantGo's 
systems,  or  licensing  the  company's  wireless  middleware  for  use  on  their 
own  machines.  "We  do  two  things,"  explains  Stuart  Read,  AvantGo's  VP  of 
marketing.  "We  take  the  customer's  HTML  content  and  'chew  it  down'  for 
WAP,  and  then  we  convert  it  to  WML  (Wireless  Markup  Language)  —  which  is 
the  language  that  WAP  devices  understand." 

FedEx  has  taken  advantage  of  the  AvantGo  solution  to  give  customers  the 
ability  to  track  their  shipments  from  handheld  PCs.  "As  the  global  business 
environment  becomes  increasingly  networked  and  fast-paced,  our  busiest 
customers  need  greater  flexibility  and  access  to  information,"  said  FedEx 
senior  VP  Laurie  Tucker.  "This  service  demonstrates  our  commitment  to 
offering  easily  accessible  shipping  information  in  the  most  convenient  form 
possible." 


essential  for  successful  e-bi 
ness  deployment.  "When  yo 
look  at  the  complexity  of 
today's  infrastructure  and  thi 
speed  with  which  it's  being 
deployed,  you  have  to  be  pre 
pared  to  experience  some  pn 
lems  with  equipment  in  the 
field,"  Squires  explains.  "Wit 
FPGAs,  you're  protected  agai 
that  risk,  since  you  can  quid 
distribute  'bug'  fixes  to  everj 
unit  on  the  'Net." 

In  addition  to  impacting  ne 
work  transport  —  including 
switches,  routers,  and  broad 
band  access  devices  —  the 
benefits  of  Xilinx  FPGAs  are 
also  helping  to  accelerate 
improvements  in  other  key  ini 
structure  areas,  such  as  ston 
age.  "Storage  has  become  a 
critical  issue  as  companies  fi 
themselves  managing  and 
archiving  greater  volumes  of 
data,  transactions,  and  graph 
cal  content,"  notes  Squires, 
a  result,  e-business  managen 
are  turning  to  new  technology 
such  as  storage  area  networH 
(SANs)  to  more  efficiently  bufl 
capacity.  "The  challenge  with) 
new  technology  like  SANs  is 
that  you  have  to  deploy  it  whil 
architectures  and  standards  < 
still  in  a  very  formative  stagei 
says  Squires.  "Because  of  thj 
flexibility  they  offer,  FPGAs 
allow  you  to  move  ahead  with 
confidence,  while  eliminating 
the  risk  of  premature  obsolea 
cence." 

The  bottom  line,  according 
Squires,  is  a  customer  experi- 
ence that's  fast,  reliable,  and 
secure.  "The  ability  for  a  cus- 
tomer anywhere  in  the  world  t« 
come  to  your  site  and  execute 
transaction  quickly  and  withou 
any  errors  —  even  though  teni 
of  thousands  of  other  visitorsi 
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TEGRATION  HEADACHES  I 


eliminates  your  roadblocks.  Need  more  licenses? 
ie  latest  electronic  design  tools  online,  as  you  need  them, 
re  compute  power?  Tap  the  near-unlimited  power  of  our 
nch.  Need  help  integrating  scattered  design  teams? 
lytime,  anywhere  to  collaborate  with  proven  design  flows, 
delivers  the  robust,  secure,  scalable  online  design 
you  can  count  on.  To  eliminate  the  roadblocks  in  your 
ocess,  visit  www.toolwire.com/expressway. 


ELECTRONIC  DESIGN  IN  INTERNET  TIME 


tool  wire 

www.toolwire.com 
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32B  E-Commerce  Sales 
(billions) 


3,164 

Worldwide 


1,420 


|  2,771 


North  America 

|l  68 

|  567 
South  America 


2,733 


Europe 

I  46 
I  148 

Middle  East  &  Africa 


767 

1 

Asia/Pacific 


are  there  at  the  same  time  — 
is  largely  dependent  on  the 
FPGAs  that  populate  all  the 
infrastructure  between  you  and 
them,"  Squires  declares. 
"Without  remotely  programma- 
ble infrastructure  components, 
e-business  simply  would  not  be 
a  viable  proposition." 

KEEPING  PACE 
WITH  INNOVATION 

Of  course,  it  takes  serious 
effort  to  keep  up  with  the 
pace  of  innovation  required  to 
meet  rapidly  evolving  e-busi- 
ness infrastructure  demands. 
"Engineers  were  the  first  to  use 
e-mail  to  share  technical  data 
and  the  Internet  for  research," 
observes  Mark  Gilbreath,  COO 
and  founder  of  Milpitas,  Calif. - 
based  Toolwire,  Inc.  "Now,  as 
product  life  cycles  for  PCs, 
routers,  and  cell  phones  have 


I     |  Year  2000 
|  Year  2003 


Computer  Economics 


shortened  by  80%,  the  design 
work  itself  is  moving  online." 

In  an  effort  to  significantly 
decrease  time-to-market  of  new 
products  and  achieve  "first 
mover"  advantages  in  competi- 
tive markets,  companies  are 
using  fast  networks  to  share  a 
design  infrastructure  that  ties 
together  dozens  of  engineering 
software  programs,  powerful 
server  farms,  and  sophisticated 
design  methods.  They  are  creat- 
ing virtual  design  teams  by 
tying  together  engineers  scat- 
tered around  the  world  and 
empowering  the  right  resources 
needed  for  major  innovation. 
This  shift  is  called  Design  Chain 
Management  (DCM)  and  it's 
redefining  how  products  are 
developed  in  the  networked 
economy. 

The  challenges  facing  e-busi- 
ness innovators  are  substantial. 
Engineering  software  changes 
constantly  to  keep  up  with  chip 
technology.  The  testing  of  new 
hardware  designs  can  use  up 
all  the  processing  power  in  a 
server  farm.  And  design  meth- 
ods must  be  coordinated 
across  engineering  teams  from 
different  companies.  DCM 
solves  these  challenges. 

"Without  DCM,  companies 
end  up  hiring  more  experts  to 


keep  their  design  infrastructi 
working  than  they  do  to  creal 
new  products,"  notes  Gilbrea 
"When  that  happens,  they  lo 
their  ability  to  be  truly  nirnblf 

That's  where  Toolwire,  a 
leading  infrastructure  provide 
for  online  electronics  design 
comes  in.  Toolwire's  Design 
Chain  Management  Network 
integrates  the  top  design  toa 
technical  information,  engine 
ing  expertise,  and  raw  proce 
ing  power  in  an  application  s 
vice  provider  (ASP)  format  — 
creating  a  universal  e-busine 
platform  for  collaboration, 
design  and  innovation. 

Engineers  tap  Toolwire's 
robust  server  farms  for  pro- 
cessing power  at  the  extrerrv 
levels  they  need  to  concurrei 
explore  more  design  alterna- 
tives. Teams  quickly  deploy  i 
share  a  common  design  infn 
structure  through  the  Web,  f 
itating  collaboration  among  e 
engineers. 

Companies  can  use 
Toolwire's  platform  with  theii 
own  design  flows  or  access 
engineering  tools  on  a  pay-a; 
you-go  basis.  Other  e-busine: 
innovators  are  building  on  th 
Toolwire  platform  to  deliver 
online  training  with  labs  whe' 
engineers  can  use  what  they 
learn.  Engineering  design  po 
tals  are  creating  demo  room 
where  engineers  can  try  soft 
ware  before  they  buy.  Soon, 
engineers  will  produce  new  v 
less  communications  produc 
by  simply  assembling  prede- 
fined components. 

"Toolwire  helps  companie: 
bring  electronics  innovations 
market  faster,"  says  Gilbreai 
"We  also  lower  the  cost  and 
time  barriers  to  enter  the  ele 
tronics  market,  which  will  he 
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HAVE  YOU  BEEN  WORKING  OUT?  Or  have 
you  been  to  the  FreeTradeZone?  It  features 
the  world's  largest  online  database 
of  electronic  components.  Pricing  and 
availability  information  are  also 
instantaneously  available.  You  can  even 
bulk  up  your  brain  with  all  the  latest  industry 
news  and  trends.       .  . 

But  this  is  a  much  bigger  idea  than  just  an 
online  catalog/This  is  the  FreeTradeZone. 
A  free  marketplace  where  you  have  the 
combined  strength  of  all  your  preferred 
vendors,  plus  thousands  of  others  working 
in  real  time,  real  fast.  It  makes  procurement 
vastly  more  easy  and  efficient.  And  it'll  make 
you  a  huge  success.  If  I  were  you,  I'd  order 
some  larger  shirts. 


fneetradezone 


IT'S  A  FREE  WORLD.  BUY  WISELY." 


Send  your  before  and  after  pictures  to  PartMfner,  Inc.  portMiner 


mission: 

make  yahoo!  the  world's 
leading  internet  network. 


critical: 

run  it  on  the  world's 
leading  internet  servers. 


before  yahoo!  created  the  internet's  most  popular  site,  they  were  faced 
with  i  a  challenge:  how  to  keep  pace  with  intense  demand  while  staying 
profitable,  yahoo!  chose  the  platform  that  drives  75%  of  all  internet  servers.1 
intel -based  servers  let  yahoo!  add  power  that's  as  effective  as  it  is 
cost-effective,  today  yahoo!  is  the  most  heavily  trafficked  site  on  the 
web  with  625  million  page  views  a  day.  companies  around  the  world 
have  considered  their  platform  options  and  have  come  to  the  same 
conclusion,  that  intel  architecture  is  the  ideal  technology  for  running  an 
e-business,  because  in  the  surge  economy,  if  you  can't  turn  on  a  dime, 
you  can't  make  one.  (^servers  for  the  surge  economy  -» intel.com/go/ebiz) 


©  2000  Intel  Corporation.  Intel  is  a  registered  trademark  of  Intel  Corporation.  All  other  brands  and  trade  names  are  the  property  of  their  respective  owners.  All  rights  reserved 
'  Based  on  1 999  l(5C  estimates  of  worldwide  Internet  server  shipments. 
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infuse  the  industry  with  a  new 
generation  of  designers  and 
electronics  companies." 

"Toolwire's  innovative  Design 
Chain  Management  Network 
provides  substantial  value  to  all 
electronics  companies  from  the 
largest  to  the  new  startup," 
says  Computer  Economies' 
Erbschloe.  "Their  approach  is 
the  blueprint  for  cracking  the 
incredibly  complex  electronics 
B2B  e-commerce  space." 

BY  THE  WEB, 
FOR  THE  WEB 


In  addition  to  offering  a  superb 
medium  for  managing  these 
"design  chains,"  the  Web  also 
turns  out  to  be  the  ideal  vehicle 
for  managing  supply  chains  — 
including,  ironically,  the  supply 
chains  through  which  the  infra- 
structure for  the  Web  itself  gets 
delivered. 

"Once  you've  successfully 
designed  a  chip  or  some  other 
component  for  a  piece  of 
Internet  hardware,  you  still  have 
to  manage  the  entire  process  of 
getting  that  component  pro- 
duced, priced,  and  delivered  to 
the  hardware  OEM,"  notes  Lori 
Hartman,  executive  VP  of  e- 
business  for  Phoenix-based 
electronics  supply  chain  integra- 
tor Avnet.  "It's  a  complex,  time- 
sensitive  process  that  requires 
precise,  real-time  movement  of 
information  between  multiple 
players.  So  the  Web  can  be 
enormously  helpful  in  facilitat- 
ing it." 

Hartman  points  out  that  the 
volatility  of  demand  in  the  e- 
business  infrastructure  market 
makes  it  especially  crucial  that 
supply  chains  are  able  to 
respond  instantly  to  changing 


Hartman  is  particularly  pr< 
of  Avnet's  sophisticated  onlil 
parametric  component  selecj 
facilities.  "If  you're  looking  fj 
chip  with  a  particular  set  of 
functional  specifications,  yoi 
can  waste  a  lot  of  time  trach 
down  the  right  source  that  cj 
give  you  the  right  price,"  she 
says.  "We  add  significant  va| 
by  providing  a  fast,  one-stopj 
solution  for  precise  compone 
sourcing." 

The  Web  doesn't  just  enal 
Avnet  to  manage  the  "many-1 
many"  relationships  betweer 
suppliers,  customers,  shippe 
and  other  participants  in  the 
supply  chain.  It  also  empowe 
the  company  to  rapidly  integi 
other  companies'  resources 
into  its  end-to-end  service.  R 
example,  Avnet  has  recently 
struck  alliances  with  compan 
such  as  QuestLink  and 


ALL  BUSINESS  IS  E-BUSINESS 


WHILE  VENTURE-FUNDED  DOTCOMS  often  grab  the  e-business  spotlight, 
many  established  companies  are  quietly  racking  up  huge  bottom-line  wins 

over  the  'Net. 

These  companies  are  finding  that  by  effectively  integrating  e-business  into 
their  existing  operations,  they  can  cut  costs,  improve  customer  service,  and 
position  themselves  for  significant  growth. 

Eric  Boelter,  VP  of  sales  and  marketing  for  $80  million  food  service  and 
brewery  supplies  distributor  Boelter  Companies  Inc.  of  Milwaukee,  empha 
sizes  that  B2B  Web  sites  must  function  as  integrated  extensions  of  existing 
business  systems.  "If  you  put  up  a  site  and  someone  in  the  warehouse  still 
has  to  re-key  orders,  you've  wasted  your  time,"  he  declares. 

Boelter's  online  catalog  has  delivered  immediate,  quantifiable  benefits. 
One  is  a  major  reduction  in  order  entry  errors,  which  eliminates  the  costs 
that  result  from  shipping  mistakes  and  raises  the  company's  level  of  cus- 
tomer  satisfaction. 

Another  major  benefit  that  Boelter  has  reaped  from  linking  its  B2B  site  tc 
its  back-end  SAP  R/3  systems  is  that  it  no  longer  has  to  print  a  huge  catalog 
every  year.  "That  used  to  cost  us  over  $100,000  annually  to  produce  and  dis* 
tribute,"  he  says.  "With  our  new  site,  we  don't  have  to  go  through  that  any 
more.  Plus,  all  of  our  online  information  is  always  totally  up-to-date." 


requirements.  "If  you're  selling 
a  switch  and  a  bunch  of  service 
providers  tell  you  they  like  it, 
you  can't  keep  them  waiting 
around  for  it,"  Hartman 
explains.  "This  market  will  real- 
ly punish  you  for  slow  delivery." 

Avnet's  job  as  a  primary  dis- 
tribution channel,  therefore,  is 
to  facilitate  the  multiple  rela- 
tionships between  the  270-plus 
suppliers  it  supports  and  its 
diverse  customer  base  —  which 
ranges  from  top  networking 
players  such  as  Cisco,  Lucent, 
and  Nortel  to  smaller  niche 
hardware  companies.  Avnet's 
integrated  service  gives  these 
infrastructure  companies  a  sin- 
gle online  point-of-control  to 
solicit  bids,  evaluate  suppliers, 
buy  components,  specify  time- 
lines, track  orders,  and  perform 
other  supply  chain  management 
tasks. 
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i  "enter,  which  further 
I- ice  Avnet's  ability  to  act 
I  "infomediary"  and 
pive  customers'  ability  to 
i(  ly  identify  components  that 
3  oth  available  and  appropri- 
3  )r  new  products.  "One  of 
;  lost  powerful  benefits  of  e- 
s  ess  is  the  ability  it  gives 
j b  quickly  activate  value- 
dd  business  relationships," 
eiays.  "We've  gotten  very 

0  at  that,  and  it's  resulted 
s;nificant  competitive  advan- 
fj\;  for  us." 

lie  Toolwire's  Gilbreath, 
man  believes  that  the  ser- 
:(i  her  company  offers  can 
ra  big  role  in  helping  new 
n  anies  enter  the  infrastruc- 
( orovisioning  fray.  "These 
t  preneurial  ventures  just 
r  have  the  resources  to 
if  the  kind  of  online  supply 

1  they  need  to  compete 
cjssfully,"  she  says.  "Avnet 

;  hem  'build'  what  they  need 
j.raction  of  the  time  with  a 
(  on  of  the  capital." 

JTING 

INFRASTRUCTURE 
[ITHE  TEST 

I^cause  the  construction  of 
-business  infrastructure  is 
(  ning  an  increasingly  collab- 
:i/e  affair  —  with  indepen- 
i;  designers,  chip/compo- 
i  suppliers,  off-shore 
.  iries,  and  hardware  ven- 
all  linked  across  virtual 
ly  chains  —  quality  assur- 
is  now  a  strategic  consid- 
3n.  "As  more  companies 
list  their  brands  to  out- 
ing partners  such  as 
l^n  firms  and  foundries,  the 
I  of  testing  has  become  criti- 
observes  David  Ranhoff, 
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chief  operating  officer  at 
Credence  Systems  Corp.,  the 
Fremont,  Calif.-based  supplier 
of  automated  test  solutions  for 
the  global  semiconductor  indus- 
try. "QA  testing  is  really  the 
glue  that  holds  these  business 
partnerships  together." 

That's  because  the  market's 
tolerance  for  error  continues  to 
fall.  "It  doesn't  matter  whether 
you're  executing  a  million-dollar 
B2B  transaction  online  or  just 
ordering  a  gift  for  your  spouse," 
Ranhoff  says.  "You're  going  to 
be  very  upset." 

Ranhoff  also  points  out  that 
the  economics  of  the  electron- 
ics industry  make  testing  an 
integral  aspect  of  the  entire  roll- 
out process  —  from  design  to 
volume  production.  "You  don't 
want  to  discover  problems  when 
you've  already  geared  up  pro- 
duction," he  explains.  "By  that 
time,  you've  already  invested 
too  much  money  and  lost  too 


342,525 


170,399 


r~1  Year  2000 
|  Year  2003 
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much  time." 

Instead,  he  says,  supply- 
chain  partners  are  continuously 
and  rigorously  verifying  the 
integrity  of  components  from 
the  earliest  stages  of  the 
process,  through  prototyping 
and  production.  That's  why 
Credence's  testing  portfolio 
spans  the  entire  product  life- 
cycle.  "If  you're  going  to  win  at 
this  game,  you  really  have  to 
build  the  ability  to  test  your 
product  right  into  the  design 
itself  —  what  we  call  'design- 
for-test'  or  DFT,"  Ranhoff 
insists.  "It's  an  all-encompass- 
ing approach  to  QA  that  lets  you 
compress  your  timeline  and 
costs  from  concept  to  volume 
production." 

Ranhoff  aiso  argues  for  a 
broad  definition  of  e-business 
infrastructure.  He  sees  that 
infrastructure  as  including  not 
only  network  switching  hardware 
and  Web  server  CPUs,  but  also 
chipsets  such  as  PC  graphics 
accelerators  and  digital  signal 
processors.  "The  ultimate  per- 
formance of  any  electronic  inter- 
action is  contingent  upon  the 
slowest  link  in  the  chain,"  he 
says.  "You  can  give  a  consumer 
a  big  broadband  connection  to 
the  Internet  and  a  screaming 
fast  microprocessor  inside  his 
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qt  her  PC.  But  if  the  other  com- 
ponents inside  that  PC  or  on 
the  'Net  don't  have  enough 
bandwidth,  they'll  still  wind  up 
staring  at  their  screen  waiting 
for  something  to  happen." 

Unfortunately,  there's 
tremendous  price  sensitivity  for 
such  device  components.  So,  in 
addition  to  ensuring  quality 
throughout  the  design-to-vol- 
ume-production process,  supply 
chain  partners  also  have  to 
keep  their  testing  costs  under 
strict  control. 

That's  where  Ranhoff  says 
Credence's  testing  solutions 
provide  particularly  powerful 
advantages.  "Credence  enables 
e-business  infrastructure  com- 
panies to  execute  essential 
testing  tasks  in  the  least  time 
and  with  the  least  disruption  to 
their  operations,"  he  claims. 
"This  efficiency  substantially 
lowers  their  cost-of-goods, 
resulting  in  competitively  superi- 


or pricing." 

As  a  result,  Credence's  cus- 
tomers can  continue  to  build 
higher  capacity,  higher  perfor- 
mance e-business  infrastructure 
—  thereby  attracting  more  e- 
business  activity,  which,  in  turn, 
drives  the  demand  for  even 
more  robust  infrastructure. 
"The  compelling  thing  about  e- 
business  is  that  it  fuels  itself, 
like  the  automobile  industry  did 
in  the  first  half  of  the  century," 
muses  Ranhoff.  "You  build 
roads.  People  drive  more.  So 
you  build  more  roads." 

That  self-sustaining  growth 
makes  Ranhoff  very  bullish  on 
the  prospects  for  his  company 
and  his  company's  customers. 
"This  is  just  the  beginning  for  e- 
business  and  the  infrastructure 
that  supports  it,"  he  declares. 
"As  cliched  as  it  may  sound,  we 
ain't  seen  nothing  yet." 

If  Ranhoff's  assessment  is 
correct  —  if  the  buildout  of  e- 


business  infrastructure  fro 
most  mammoth  service  pr< 
network  backbone  switches 
the  smallest  processor  ins 
Web-enabled  pager  has,  in 
only  just  begun  —  then  the 
nomic  and  operational  intei 
of  the  electronics  marketpl 
are  going  to  reach  truly  sta 
ing  proportions  in  the  next 
years.  This  intensity  will  re< 
entirely  new  ways  of  manag 
production,  leveraging  intel 
al  property,  and  activating 
strategic  relationships. 

Fortunately,  Internet  tech 
ogy  itself  is  providing  a  me< 
for  fulfilling  these  requiremi 
That  technology,  combined  • 
the  creativity,  adaptability,  ? 
sheer  aggressiveness  alrea 
demonstrated  by  the  indust 
top  infrastructure  players,  vi 
set  the  stage  for  a  global  d 
marketplace  whose  size  anc 
nature  we  can  only  guess  ai 
today. 


FOR  MORE  INFORMATION 


Avnet 

2211  South  47th  Street 
Phoenix,  AZ  85034 
Tel:  (800)  332-8638 
Web:  www.avnet.com 


Credence  Systems 
Corporation 

215  Fourier  Avenue 
Fremont,  CA  94539 
Tel:  (510)  657-7400 
Fax:  (510)  623-2560 
Web:  www.credence.com 


Intel  Corporation 

2200  Mission  College  Blvd. 
Santa  Clara,  CA  95052-8119 
USA 

Tel:  (408)  765-8080 
Fax:  (408)  765-9904 
Web:  www.intel.com 


PartMiner,  Inc. 

432  Park  Avenue  South,  12th  Floor 

New  York,  NY  10016 

Tel:  (212)  725-8884 

Fax:  (212)  592-5859 

Web:  www.freetradezone.com 

E-mail:  info@partminer.com 


Toolwire,  Inc. 

1533  California  Circle 
Milpitas,  CA  95035-3023 
Tel:  (408)  980-8551 
Fax:  (408)  980-8554 
Web:  www.toolwire.com 
E-mail:  info@toolwire.com 


Xilinx 

2100  Logic  Drive 
San  Jose,  CA  95124 
Tel:  (408)  559-7778 
Fax:  (408)  559-7114 
Web:  www.Xilinx.com 
E-mail:  literature@Xilinx.com 


ees  help  make  more  than  100,000  customers  more  competitive  in  over  60 
countries  through  three  global  brand  services: 

Core  Value  Services  offers  the  industry's  largest  electronic  components 
inventory  which  translates  into  one-stop  shopping  for  a  complete  bill 
of  materials. 

Avnet  Design  Services  supplies  the  complex  design  tools  and  engineering 
staffs  customers  need  to  design  technologically  capable,  supply-chain 
friendly  products. 

Avnet  Integrated  Material  Services,  the  industry  leader  in  supply-chain 
integration,  provides  logistics/supply-chain  management  services. 

Plus,  all  services  are  backed  by  a  global  IT  infrastructure  with  real-time 
access  to  worldwide  inventory  and  delivery  information.  What's  more, 
we  give  our  customers  easy  online  access  to  our  entire  inventory  for  quick 
and  convenient  product  research  and  purchasing  through  our  Web  sites, 
as  well  as  through  strategic  alliances  with  Internet  companies  from 
Beijing  to  the  Silicon  Valley. 

World-class  products,  design  assistance  and  logistics  support  ...  with  ser- 
vices that  span  the  entire  supply  chain,  Avnet  makes  the  world  a  smaller, 
more  manageable  place.  800-332-8638  www.em.avnet.com 


>ly-Chain  Integration  ... 


Knows  ^o  East  or  West 


Jmm AVNET 

electronics  marketing 

More  Power  to  You 


It's  the  word  that's  on  everyone's  lips  That's  beca 
programmable  logic  is  one  of  the  fastest  groi 
industries  in  the  world,  and  Xilinx  (pronounced  zy'H 
has  led  this  technology  to  new  market  heights. 

Supporting  everything  from  telecommunication 
networks,  from  satellites  to  cellular.  Xilinx  is  the  gld 
leader  in  programmable  solutions. 

Our  memory-rich  silicon  chips  are  powered  by| 
industry's  fastest  software  And  Xilinx  devices  can  even 
upgraded  via  the  Internet. 

So  whenever  you  think  of  communications,  donl 
surprised  if  another  word  springs  to  mind 


£  XILINX® 

The  Programmable  Logic  Company* 

www.xilinx.com 


At  31  Jerry  Yang  is  The  youngest  self- 
made  member  of  The  Forbes  400. 

The  youngest  member  of  The  Forbes 
400  is  Daniel  Z iff,  28. 
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THE  FORBES  400  i  BY  THE  NUMBERS 


The  average  member  of  The  Forbes 
400  has  2.9  children. 


60  members  of  The  Forbes  400  built  their 
fortunes  on  inherited  wealth.  Their  average  net 

worth:  $2.6  billion. 

77members  of  The  Forbes  400  inherited  their 
wealth.  Their  average  net  worth:  $2.8  billion. 


263  members  of  The 
Forbes  400  are  entirely 
self-made.  Their  average 
net  worth:  $3.2  billi 
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t  Forbes  400  member  gets  divorced  0.4  times. 

102  members  of  The  Forbes 
400  have  been  divorced  at  least 


f  08  members  of  The  Forbes  400 
never  graduated  from  college.  Their 
average  net  worth:  $3.4  billion. 


FORBES"  October  9,  2000  363 


THE  FORBES  400  | BY  THE  NUMBERS 


107  members  of  The  Forbes  400  live  ir| 
California. 

46  members  of  The  Forbes  400  live  in 
New  York. 

34  members  of  The  Forbes  400  live  in 

Texas. 

17  members  of  The  Forbes  400  live  in 
Massachusetts. 

15  members  of  The  Forbes  400  live  in 
Washington  State. 

With  only  3  members,  Nebraska  has  the 
highest  average  net  worth:  $11.1  bill io 


61  members  of  The  Forbes 
derive  their  fortunes  from  n 
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marine  b2b  markets 

from  materials  to  hardware  to  electronics  and  more,  we're  the  marine  industry's  b2b  e-commerce  marketplace. 

888-451-4111  WWW.MAREX.COM 


ROPOUTS 


THE  FORBES 


This  year  55  members  left  our  list.  Some  couldn't 
pace  with  the  rising  price  of  admission,  now  at 
$725  million.  Others  saw  their  fortunes  decline,  01 
because  their  wealth  was  based  in  technology  sto 


Died 


Daniels,  Bill  I  cable  television 


Naify,  Marshall  I  movie  theaters 


Declined 


Batten,  Frank  Jr.  I  Red  Hat 


Braddock,  Richard  S.  I  Priceline.com 


Carell,  Monroe  J.  Jr.  I  parking  lots 


Comer,  Gary  I  Lands'  End 


Douglas,  Jean  W.  I  Pioneer  Hi-Bred  Intl 


Drexler,  Millard  S.  I  The  Gap 


Ewing,  Marc  I  Red  Hat 


Ford,  Josephine  F.  I  inheritance 


Geballe,  Frances  Koshland  I  Levi  Strauss 


Green,  Joshua  III  I  banking 


Haas,  Evelyn  Danzig  I  Levi  Strauss 


Haas,  Josephine  B.  I  Levi  Strauss 


Haas,  Peter  E.  Jr.  I  Levi  Strauss 


Haas,  Peter  E.  Sr.  I  Levi  Strauss 


Haas,  Robert  Douglas  I  Levi  Strauss 


Johnston,  Summerfield  K.  Jr.  I  Coca-Cola 


Karmanos,  Peter  Jr.  I  Compuware 


Leonsis,  Theodore  I  America  Online 


Lewis,  Peter  Benjamin  I  Progressive  Corp. 


Lindner,  Carl  Henry  Jr.  I  investments 


Maritz,  Paul  A.  I  Microsoft 


Monaghan,  Thomas  I  Domino's  Pizza 


Myhrvold,  Nathan  I  Microsoft 


Neukom.  William  I  Microsoft 


Noorda,  Raymond  J.  I  Novell 


Oki,  Scott  I  Microsoft 


Pittman,  Robert  I  America  Online 


Raikes,  Jeffreys.  I  Microsoft 


Riggio,  Leonard  I  Barnes  &  Noble 


Robertson,  Michael  L.  I  MP3.com 


Robinson,  Jesse  Mack  I  investments 


Schuler,  Barry  !  America  Online 


Silverman,  Henry  I  HFS 


Strawbridge,  George  Jr.  I  Campbell  Soup 


Tyson,  Donald  John  I  chicken 


Wister,  Diana  Strawbridge  I  Campba 


Young,  Robert  F.  I  Red  Hat 


Left  Behind 


Bailey,  Thomas  I  money  managemen 


Bose,  Amar  Gopal  I  audio  equipment 


Chernick,  Aubrey  I  software 


Connell,  Grover  I  equipment  leasing 


Gerstner,  Louis  V.  Jr.  I  IBM 


Koch,  Frederick  Robinson  I  oil  servic 


Koch,  William  I  oil  services 


Lee,  David  L.  I  Global  Crossing 


Lyon,  Frank  Jr.  I  investments 


McCormack,  Mark  I  sports  managen 


Park,  Raymond  P.  I  in  dustrialist 


Petersen,  Robert  Einar  I  media 


Porter,  Barry  I  Global  Crossing 


Ruffin,  Phillip  I  casinos,  investments 


Taubman,  A.  Alfred  I  real  estate 


York,  Denise  DeBartolo  I  inheritance 
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The  better  mousetrap. 


what  people  have  been  trying  to  do  for  years.  Figured  out 
Ip  you  buy  and  manage  your  natural  gas  and  electricity  smarter. 

Options  and  swaps  that  outfox  Mother  Nature,  fate,  downed 
ind  even  the  volatile  energy  market  -  if  you  can  believe  that, 
more,  call  us  at  1-800-891-3687,  or  look  us  up  on  the  Web 
ilaenergy.com.  Because  once  you  see  how  they  can  help 

costs,  you  may  have  a  little  wine  and  cheese  yourself. 


Aquila  Energy 


A  UtiliCorp  United  Company 
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Name 

Page 

Networth($mil) 

Rank 

Name 

Page 

Net  worth($mil) 

a 

Boudjakdji,  Millicent  V. 

150 

900 

Abele,  John  E. 

286 

1,200 

236 

Bren,  Donald  L. 

323 

4,000 

Abraham,  S.  Daniel* 

296 

1,800 

150 

Broad,  Eli 

165 

5,200 

Abramson,  Leonard 

286 

850 

336 

Bronfman,  Edgar  M.  Sr. 

294 

4,100 

Adams,  Richard  L. 

212 

1,000 

274 

Buff  ett,  Susan  Thompson 

346 

2,000 

Adelson,  Sheldon 

330 

1,000 

274 

Buff ett,  Warren  Edward 

126 

28,000 

Alessandrini,  Walter* 

136 

770 

370 

Burkle,  Ronald 

298 

1,600 

Allen,  Herbert  A.  Jr. 

170 

1.800 

150 

Butler,  Sarah  Turner 

302 

800 

Allen,  Paul  Gardner 

122 

36,000 

3 

Butt,  Charles  C. 

296 

1,800 

Anderson,  John  Edward 

302 

750 

302 

C 

Annenberg,  Walter  Hubert 

142 

4,000 

61 

Cargill,  James  R. 

300 

850 

Anschutz,  Philip  F. 

130 

18,000 

6 

Cargill,  Margaret  Anne 

300 

850 

Anselmo,  Mary 

350 

1,100 

260 

Case,  Stephen  M. 

210 

1,500 

Anthony,  Barbara  Cox 

140 

10,000 

10 

Chace,  Malcolm  Green  III 

176 

870 

Arison,  Micky 

240 

2,700 

34 

Chambers,  Anne  Cox 

140 

10,000 

Arrillaga,  John 

326 

1,500 

103 

Chambers,  John* 

132 

1,000 

B 

Chang,  JoMei* 

198 

825 

Bakke,  Dennis 

257 

2,000 

123 

Chen,  Pehong* 

196 

1,700 

Ballmer,  Steven  Anthony 

192 

17,000 

7 

Chowdry,  Michael 

264 

920 

Bass,  Edward  Perry 

270 

1,300 

210 

Clark,  James  H. 

214 

875 

Bass,  Lee  Marshall 

270 

4,700 

40 

Connor,  William  E.  II* 

264 

850 

Bass,  Perry  Richardson 

270 

1,500 

100 

Cook,  Scott,  D. 

198 

1,200 

Bass,  Robert  Muse 

272 

2,800 

07 

Cook,  William  Alfred 

286 

1,100 

Bass,  Sid  Richardson 

270 

4,300 

57 

Cooke,  Phoebe  Hearst 

150 

900 

Batten,  Frank  Sr. 

150 

1,900 

143 

Copley,  Helen  Kinney 

161 

825 

Bechtel,  Riley  P. 

324 

3,000 

73 

Corn,  Elizabeth  Turner 

302 

800 

Bechtel,  Stephen  Davison  Jr. 

323 

3,000 

73 

Crown,  Lester 

306 

2,800 

Benson,  Craig  Robert  0 

136 

920 

303 

Cuban,  Mark 

210 

1,900 

Berg,  Carl  Edwin 

328 

1,500 

103 

D 

Bezos,  Jeffrey  P. 

206 

4,700 

40 

Davenport,  Elizabeth  Lupton 

302 

750 

Birck,  Michael 

228 

2,300 

113 

Davidson,  William  Morse 

168 

2,100 

Blank,  Arthur  M. 

250 

1,800 

150 

Davis,  Marvin  H. 

166 

4,000 

Bloomberg,  Michael  Rubens 

142 

4,000 

61 

DeBartolo,  Edward  John  Jr. 

332 

780 

Bluhm,  Neil  Gary  0 

332 

800 

354 

Dedman,  Robert  Henry  Sr. 

240 

1,000 

Booth,  Franklin  Otis  Jr. 

174 

1,200 

236 

DeHaan,  Christel* 

332 

725 

♦  New  entry.  0  Returnee. 


The  Forbes  400.  Visit  this  site  at  www.forbes.com/tool/loolbox/rich400  or  use  your  C.A.T.  scanner  on  the 

Cue  code  to  take  you  there  instantly. 
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Everyone  is  drawn  to  a  more  interactive  Web  site. 

e  make  your  Web  site  more  engaging  with  personalization  and  point-of-interest  commerce  to 
e  impulse  purchases- all  built  on  relevant  news  No  wonder  CNNfn,  MSNBC,  Business  2.0, 
AOL/Netscape  and  Monster.com  turn  to  us.  Call  888.325.9366  or  visit  www.yellowbrix.com 


yeUowBriX 

Making  Web  Sites  Smart 
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Page 

Net  worth  ($mil) 

Rank 

OeSi,  Michael 

1  oc 
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i  c  nnn 
lb.UUU 

13 

ftcsantis,  Robert  J.  * 

iy4 

i  nnn 
1,000 

Z74 

Deshpande,  Gururaj,  E.* 

1  on 
loU 

7  enn 
/,bUU 

3Z 

DeVos,  Richard  M. 

nco 
LoL 

l.bUU 

173 

Oilier,  Barry 

1  CO 

loo 

onn 

auu 

•113 

Disney,  Roy  Edward 

1  KG 

lob 

i  i  nn 

ocn 

Dixon,  Harold  R.ir 

ocn 

07C 
0/0 

334 

Doerr,  L.  John 

1  70 

1/b 

i  nnn 
l.UUU 

Z74 

Dolan,  Charles  Francis 

1  A  A 

144 

o  nnn 
J, 000 

73 

Dorrance,  Bennett 

one 

i  a  nn 
1,4UU 

Z07 

Doyle,  David  M.ir 

li)4 

77C 
/  10 

979 

37Z 

Druckenmiller,  Stanley 

000 

i  nnn 
1,000 

OT  A 

Z74 

Dubinsky,  Donna  L.* 

i  on 

iyu 

7on 
/  oil 

397 

Duff  ield,  David  A. 

196 

1,500 

189 

C 

Earhart,  Anne  Catherine  Getty 

276 

775 

372 

Ebbers,  Bernard  J. 

232 

780 

368 

Edson,  John  Orin 

316 

960 

304 

Egan,  Richard  J. 

188 

2,600 

99 

Eisner,  Michael  D. 

161 

800 

354 

Ellison,  Lawrence  Joseph 

121 

58,000 

2 

Emmerson,  Archie  Aldis  "Red" 

328 

1,300 

218 

Ergen,  Charles 

226 

11,000 

16 

F 

Farmer,  Richard  T. 

236 

1,600 

175 

Feld,  Kenneth 

161 

775 

372 

Field,  Frederick  Woodruff 

154 

1,200 

236 

Filo,  David 

206 

6,500 

37 

Fisher,  Donald  George 

236 

2,700 

94 

Fisher,  Doris  Feigenbaum 

236 

2,700 

94 

Fisher,  John  J. 

236 

1,300 

218 

Fisher,  Max  Martin 

276 

760 

388 

Fisher,  Robert  J. 

236 

1,500 

189 

Fisher,  William  F. 

236 

760 

388 

Flatley,  Thomas  John 

330 

1,100 

268 

Flinn,  Lawrence  Jr. 

228 

1,800 

158 

Ford,  William  Clay 

242 

960 

384 

Forstmann,  Theodore 

224 

800 

354 

France,  James  C. 

244 

910 

312 

France,  William  C.  Jr. 

244 

920 

389 

Name 

Page 

Net  worth  ($mii) 

Frist,  Thomas  F.  Jr. 

289 

780 

Frost,  Phillip  O 

289 

830 

G 

uage,  Daruara  banson 
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RatDC  William  II  III 

bates,  William  n.  ■  ■  ■ 
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0A1 

795 

1  CO 

uoioman,  nicnara  n. 

99R 

COO 

i  5nn 

l.DUU 

tin Irfcn writ  r*hrictnnhail 

uoiosoury,  bnrisi  opner 

9QR 
coo 

i  1  nn 

1.1UU 

^nliconn   DIoca  Thnmic 

bonsano,  Diase  i  nomas 

9R7 
col 

9  nnn 

£,UUU 

uonoa,  Leslie  l. 

1  PR 
1DO 

i  pnn 

l,OUU 

Gonda,  Louis  L. 

168 

2,000 

Goodnight,  James 

194 

8,000 

Green,  Pincus 

276 

1,000 

Greenberg,  Jerry  A.  ★ 

212 

1,400 

Greenberg,  Maurice  Raymond 

282 

4,400 

H 

Haas,  John  Charles 

316 

1,000  S 

Hall,  Donald  Joyce 

314 

1,800  ] 

Hamilton,  Dorrance  Hill 

296 

1,000  2 

Harbert,  Marguerite 

350 

1,200  t 

Hascoe,  Norman 

316 

775  3 

Hawkins,  Jeffrey  C  * 

190 

1,300  2 

Haworth,  Richard 

318 

725  a 

Hearst,  Austin 

150 

900  a 

Hearst,  David  Whitmire  Jr. 

150 

900  a 

Hearst,  George  Randolph  Jr. 

150 

900  3 

Hearst,  Randolph  Apperson 

150 

1,800  11 

Hearst,  William  Randolph  III 

150 

1,000  2 

Helmsley,  Leona 

350 

1,900  1 

♦  New  entry.  O  Returnee. 
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>N  VALLEY,  October  16-17        WASHINGTON  DC,  November  15-16       g6.r6.gef?tC OITl 


we  start  up  startups 


.  Join  Garage. corn's  twoday  Bootcamp  for  Startups.  Learn  the  fundamentals  of  taking  your  company  from  startup  to  IPO.  Hear  from  the  high  tech  industry's 
.tors,  experts,  and  entrepreneurs.  Gain  invaluable  information  about  raising  capital,  building  a  buzz,  hiring  top  talent,  qnd  launching  your  product.  At  ease.. 
ON   TO   WWW.GARAGE.COM/BOOTCAMP  TO   LEARN   MORE   &   REGISTER  TODAY. 
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Name 

Page 

Networth($mil) 

Rank 

Herb,  Marvin  J. 

300 

fin  r 

825 

350 

Hewlett,  William  Redington 

186 

9,000 

26 

Hicks,  Thomas  0. 

n  a  "7 

247 

750 

AAA 

382 

Hillman,  Henry  Lea 

o  no 

306 

3,000- 

79 

Holding,  Robert  Earl 

276 

nor 

925 

308 

Hoist  Ross,  Courtney* 

350 

or\n 

800 

354 

Honickman,  Harold 

300 

850 

AAA 

338 

Hostetter,  Amos  Barr  Jr. 

144 

3,300 

70 

Hubbard,  Stanley  Stub 

228 

1,500 

189 

Huber,  David  R.* 

i  on 

130 

8,200 

A  A 

28 

Hughes,  Bradley  Wayne 

258 

1,200 

AAA 

236 

Huizenga,  H.  Wayne 

o  a  n 

240 

1,800 

4  r  ft 

150 

Hunt,  Ray  Lee 

274 

o  i  nn 

2,100 

124 

Huntsman,  Jon  Meade 

304 

4,100 

59 

1 

Icahn,  Carl 

165 

4,500 

53 

Ingram,  Martha  Robinson  Rivers 

344 

2,400 

108 

J 

Jackson,  Jess  Stonestrcet* 

298 

1,300 

218 

Jacobs,  Irwin  Mark 

230 

1,500 

189 

Jain,  Naveen 

208 

2,200 

121 

Jamai!,  Joseph  Dahr  Jr. 

274 

1,200 

236 

Jannard,  Jim 

236 

1,300 

218 

Jobs,  Steven  Paul 

190 

1,200 

236 

Johnson,  Abigail 

218 

10,000 

18 

Johnson,  Barbara  Piasecka 

346 

2,100 

124 

Johnson,  Bobby  R* 

134 

2,300 

113 

Johnson,  Charles  Bartlett 

220 

1,700 

167 

Johnson,  Edward  Crosby  III 

218 

5,000 

44 

Johnson,  Rupert  Jr. 

220 

1,400 

207 

Johnson,  Samuel  Curtis 

312 

4,500 

53 

Jones,  Jerral  W. 

247 

800 

354 

K 

Kaiser,  George  B. 

308 

1,700 

167 

Katzenberg,  Jeffrey 

161 

800 

354 

Kellogg,  Peter  R. 

174 

1,100 

260 

Kellogg,  WilliamS. 

252 

1,200 

236 

Kerkorian,  Kirk 

165 

7,800 

30 

Khosla,  Vinod 

176 

1,000 

274 

Kim,  James* 

188 

2,700 

94 

*New  entry.  0  Returnee. 
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Name 

Page 

Net  worth  ($mil) 

W 

Kimmel,  Sidney 

238 

880 

33 

Kluge,  John  Werner 

130 

13,000 

Knight,  Philip  H. 

235 

4.300 

1 

Koch,  Charles  de  Ganahl 

272 

3,100 

7 

Koch,  David  Hamilton 

272 

3,100 

7 

Kohlberg,  Jerome  Spiegel  Jr. 

176 

1,000 

27 

Kohler,  Herbert* 

318 

750 

30 

Kohler,  Ruth* 

318 

750 

38 

Koogle,  Timothy* 

212 

1,100 

2G 

Kovner,  Bruce 

222 

900 

3. 

Krach,  Keith,  J. 

194 

3,000 

Krasny,  Michael 

254 

1,200 

23 

Kravis,  Henry  R. 

172 

1,500 

18 

Krehbiel,  Frederick  A.  O 

314 

1,100 

26 

Krehbiel,  John  Hammond  Jr. 

314 

1,600 

17 

Kriens,  Scott 

132 

2,800 

8 

Kroc,  Joan  Beverly 

344 

2,500 

10 

Kroenke,  Ann  Walton 

250 

2,800 

8 

Kroenke,  E.  Stanley 

250 

900 

31 

L 

Lane,  Raymond,  J.* 

202 

850 

33 

Langone,  Kenneth  G. 

172 

1,300 

21 

Lauder,  Leonard  Alan 

235 

3,800 

: 

Lauder,  Ronald  Steven 

235 

3,200 

Lauren,  Ralph 

236 

1,800 

151 

Laurie,  Hancy  Walton 

252 

2,000 

12 

Lee,  Thomas  Haskell 

222 

900 

31 

LeFrak,  Samuel  Jayson 

324 

2,700 

9 

Lenf  est,  Harold  Fitzgerald 

152 

1,400 

20 

Lerner,  Alfred 

240 

4,600 

5 

Levine,  Stuart  Robert 

136 

750 

38 

Levine,  William  S. 

258 

1,400 

20 

Levinson,  Frank* 

134 

2,000 

12 

Levy,  Leon 

224 

750 

38 

Liemandt,  Joseph  A. 

196 

1,500 

18 

Lindemann,  George  L. 

310 

1,200 

23 

Little,  John  E. 

196 

1,900 

14 

Littlefield,  Edmund  Wattis 

306 

2,300 

11 

Lucas,  George 

146 

2,500 

10' 

Lupton,  John  Thomas 

302 

750 

38 

Forbes 

Enterprise  of  the  Future  Tour 


Presented  By 


I  Sybase 


Visit  this  Exhibition  of 
the  Latest  Technology, 
Tools  &  Trends 

Sybase  Presents:  }. 
•  Enterprise  Portals  as  the  digital  infrastructure 
for  the  enterprise  of  the  future 

•  Xerox:  Online  Documents:  The  future  of  the  office...  today 

•  Stamps.com:  Internet  Mailing  &  Shipping  Solutions 

•  EarthWeb:  IT  Professional  Knowledge  &  Career  Solutions 

Experience  first-hand  the  technologies  that  will  define  the  future 
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 Oct.  24-25 
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Name 

Page 

Net  worth ($mil) 

Rank 

Name 

Page 

Net  worth  (Smil)  Ft 

Mathile,  Clayton  Lee 

296 

1,700  1 

Magerko,  Maggie  Hardy 

255 

765 

379 

May,  Cordelia  Scaif  e 

174 

750  3 

Magness,  Gary 

148 

2,300 

113 

Mays,  L.  Lowry 

148 

2,300  1 

Magness,  Kim 

148 

2,300 

113 

McCaw,  Bruce  R. 

228 

1,600  1 

Malone,  John  C. 

146 

2,400 

108 

McCaw,  Craig  O. 

226 

7,700 

Maione,  Mary  Alice  Dorrance 

296 

1,600 

175 

McCaw,  John  Elroy  Jr. 

228 

1,600  1 

Mann,  Alfred 

286 

1,600 

175 

McCaw,  Keith  W. 

228 

1,600  % 

Manoogian,  Richard  Alexander 

318 

750 

382 

McCaw,  Wendy 

350 

2,000  1 

Marcus,  Bernard 

250 

3,200 

72 

McCombs,  Billy  Joe  "Red" 

152 

1,700  1 

Marino,  Roger,  M.-k 

260 

1,200 

236 

McGovern,  Patrick  Joseph 

150 

2,000  1 

Marriott,  John  Willard  Jr. 

262 

975 

382 

McKelvey,  Andrew 

208 

2,100  1 

Marriott,  Richard  Edwin 

260 

1,200 

236 

McLane,  Robert  Drayton  Jr. 

242 

1,000  2 

Mars,  Forrest  Edward  Jr. 

290 

7,000 

33 

McLeod,  Clark* 

232 

1,000  2 

Mars,  Jacqueline  Badger 

290 

7,000 

33 

McMahon,  Vincent  K.* 

154 

1,100  2 

Mars,  John  Franklyn 

290 

7,000 

33 

McHair,  Robert  C. 

240 

1,400  2 

Marshall,  Barbara  Hall 

314 

900 

313 

McNealy,  Scott  G. 

188 

3,500 

Marshall,  E.  Pierce 

274 

1,200 

236 

McVaney,  C.  Edward 

202 

820  3 

Marsico,  Thomas* 

224 

750 

382 

Menard,  John  R.  Jr. 

252 

2,000  1 

♦  New  entry.  0  Returnee. 
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Page 

Net  worth  ($mil) 

Rank 

1  soiin,  i  nomas  J.  w 

1  Qf1 
10U 

(  jU 

109 

i  en,  wiicnaei  noseri 

1  7Q 

onn 
ouu 

4  Curloll 

I  3r,  oyueii 

9TR 

1  ken,  Roger 

QIC 

Den 

'JOO 

osJU 

t  nun,  ueorge  rnyoias  v 

97R 

£  /  D 

sou 

9QQ 

£39 

l  re,  uoruon  Lane 

1  9R 
1(10 

9R  nnn 

c 
3 

■  re,  j.  »iuari^ 

91  9 

i  4nn 

4,0  1 

Jt  in    Unas  hflot'+in 

I  an,  james  mariin 

9R9 

L.0C 

i  ?nn 

1,£UU 

9115 

»  Ban,  William 

1  QQ 
loo 

9  cnn 

99 

1  Shu,  AiTUru 

9RR 

£  JO 

i  Ann 

1,4UU 

i  griage,  jonn 

1 OL 

J.uUU 

All 
4U 

I  iger,  i>naries 

1(4 

1  inn 

1,1UU 

9C(1 

,  doch,  Keith  Rupert 

140 

11,000 

16 

H  dock,  David  Howard 

310 

1,000 

274 

Name 


Page      Net  worth  ($mil)  Rank 


y,  Robert  Allen 


I  ion,  Marilyn  Carlson 


(  house,  Donald  Edward 


152 


258 


142 


1,800 


1,300 


5,000 


150 


218 


44 


Newhouse,  Samuel  Irving  Jr. 

142 

5,000 

44 

Nicholas,  Henry  T. 

186 

10,000 

18 

Nicholas,  Peter  M. 

286 

1,200 

236 

O 

Omidyar,  Pierre  M. 

208 

4,600 

51 

Opperman,  Dwight  D. 

158 

975 

302 

Oros,  David  S.* 

230 

1,100 

260 

P 

Pan,  Jing  Jong* 

134 

1,900 

143 

Pan,  Theresa* 

134 

1,800 

150 

Peery,  Richard  Taylor 

328 

1,500 

189 

Peltz,  Nelson 

176 

900 

313 

Perelman,  Ronald  Owen 

166 

3,300 

70 

Perenchio,  Andrew  Jerrold 

144 

3,100 

76 

Perot,  Henry  Ross 

166 

3,700 

67 

Perry,  Claire  Getty 

276 

775 

372 

Pohlad,  Carl 

240 

1,800 

150 

Price,  Michael  F. 

222 

880 

332 

follow  the  sighs. 

CNBC  is  the  best  source  for  business  news  and  analysis  on  TV  and  on  the  Web. 


Watch  CNBC  all  Business  Day 


Weekdays  5:00AM-8:00PM  ET. 


cnbc.com 
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Name 

Page 

Net  worth(5mit) 

Hank 

Pritzker,  Robert  Alan 

304 

5,500 

41 

Pritzker,  Thomas  J. 

304 

5.500 

41 

Q 

Quadracci,  Harry  V. 

266 

780 

368 

n 

nainwaier,  nicnaro  toward 

1  79 

LI  L 

1  rim 

1,  JUU 

1  HQ 

103 

naics.  miicneii 

ti  n 

1  inn 

91  0 
tlo 

HmIaa  Ctflunn 

naies,  oicven 

JiU 

1  inn 

1  JUU 

£111 

D&iletnno  Cnmnor  HI 
nCuSlOllc,  OUlTlRUI  m. 

1  At] 
If  U 

1  a  nnn 

If  ,UUU 

1  A 
14 

DaSfl  CliTihofh  Ann 

nciu,  Liizaocin  Ann 

11  A 
Olf 

qnn 

did 

Dauac  ftrp0nrv 
ncyuo)  ui  cgui  y  « 

1 1R 

■LOU 

1  nnn 

l.JUU 

274 

Hicn,  marc  tiavio 

97R 
LlO 

1  nnn 

OTA 
L  I  4 

men,  noDCii  Luwar  a  or. 

?QR 

LOO 

1  Rnn 

l.DUU 

17<! 
11  9 

Rirkottc    1  Inn 

LIU 

1  Rnn 

i  ouu 

13U 

nOQclTS,  Dllall  L. 

1  RR 

1  JO 

sou 

9QQ 
£33 

nuucris,  ucoi  gc  n. 

1  79 

LI  L 

1 .  uuu 

IRQ 

103 

Dnhartcnn    lulion  U  If 

noDcrison,  «juiian  n.  01 

999 
LLC 

i  nnn 

l.UUU 

97  A 

Rock,  Arthur  J. 

168 

2,000 

129 

Rockefeller,  David  Sr. 

272 

2,500 

104 

Rockefeller,  Laurance  Spelman 

272 

1,500 

189 

Rockefeller,  Winthrop  Paul 

272 

1,200 

236 

Roski,  Edward  Jr. 

244 

900 

313 

Rowling,  Robert 

324 

2,400 

108 

Ryan,  Patrick  George 

286 

1,100 

268 

S 

Sail,  John 

194 

3,900 

65 

Samueli,  Henry 

186 

10,000 

18 

Sant,  Roger  W. 

256 

2,200 

121 

Sarof  im,  Fayez  Shalaby 

220 

2,000 

129 

Saylor,  Michael 

198 

1,200 

236 

Scaife,  Richard  Mellon 

174 

1,200 

236 

Schneider,  Donald  J. 

262 

1,000 

274 

Schulze,  Richard  M. 

250 

2,900 

85 

Schwab,  Charles  R. 

256 

10,000 

18 

Scifres,  Donald  R* 

136 

1,300 

218 

Scott,  Walter  Jr. 

228 

3,500 

68 

Shirley,  Jon 

200 

900 

313 

Shorenstein,  Walter  Herbert 

330 

900 

313 

Sidhu,  Sanjiv 

192 

9,800 

24 

Siebel,  Thomas  M. 

194 

6,400 

38 

♦  New  entry.  0  Returnee. 
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Name  Page       Net  worth ($mil) 


Siegel,  Herbert*  152  1,300 


Cimmnnc  llarnlri  Rlarlr 

wlllllllUllo,  flalUIII  vial  R 

JUU 

i  ^nn 

1,  JUU 
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1  PR 

1  JO 
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l.UUU 
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nn 

7  nnn 
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?fi4 

RRG 
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L,*+U 

oon 

03U 
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2  nnn 
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wUUIalU)  wUIIII  MIUCI  1 

OLD 

1  Rnn 

1,  JUU 
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nn 

O  JU 
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LO  L 

?  Rnn 

Snrn^  Rpni-fp 

JWIUj.  ucui  51 
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1  Rnn 

1  .ouu 
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?4R 

O  JU 

Cnapr  Rnu  Mprritl 
opcui,  nuy  men  111 

1  JO 

1  inn 

1 . 1  UU 

^niplhprp*  Stpvpn  Allpn 

WUIulUGI  E|  wlwTCII  MUCH 

14R 

?  nnn 

Stantnn  John  W  + 

COL 

i  inn 

^tpmnpl  Frnpct  F 

WlClllUvl)  falllvdl  t. 

?  inn 

L.1UU 

*ttpnhrnc  .larlccnn  Thnmae 

OlcpMUIlOt  wal/H3UII  1  llUllldo 

17fl 

■W  u 

i  Rnn 

Stern  Lfinnard  Nnrman 

wivi      bcunoi  11  iiui  mail 

306 

2,600 

^tpwart  Martha^ 
wlcndl  1*  Ifldl  Ilia  W 

1 

i  nnn 

l.JUU 

^tnwprc  .lampc  Fvanc  .lr 
•jIUWCIdi  walllcd  bvalls  wit 

??n 

1  Rnn 

l.UUU  « 

Strong,  Richard  S.  0 

222 

850  : 

Sturm,  Donald  L. 

228 

2,800 

Subotnick,  Stuart 

136 

840  : 

T 

Taylor,  Glen 

258 

1,800  1 

Taylor,  Jack  Crawford 

256 

2,800 

Teel,  Joyce  Raley 

300 

900  ! 

Thorne,  Oakleigh  Blakeman  III 

161 

800  3 

Tisch,  Laurence  Alan 

168 

1,900  1 

Tisch,  Preston  Robert 

168 

2,300  1 

Troutt,  Kenny  A. 

230 

1,300  2 

Trump,  Donald  John 

326 

1,700  1 

Tuchman,  Kenneth  0 

262 

1,200  2 

Turner,  Robert  E.  (Ted) 

142 

9,100 

Turner,  William  Butler 

302 

800  3 

1 

Page 

Net  worth  ($mil) 

Rank 

Name 

Page 

Net  worth  ($mil) 

Rank 

Weill,  Sanf  ord 

284 

1,800 

150 

r-Hazy,  Steven  Ferencz 

168 

2,800 

87 

Wendt,  Richard  C* 

310 

750 

382 

;chi,  Albert  Lee 

264 

940 

307 

Wetherell,  David,  S. 

210 

1,700 

107 

Wexner,  Leslie  Herbert 

235 

2,900 

05 

Indel,  Jay 

252 

1,400 

207 

White,  Dean 

264 

1,000 

274 

leuren,  Hope  Hill 

296 

980 

299 

Whitman,  Margaret 

212 

900 

313 

arelli,  Patrizio  0 

316 

800 

354 

Williams,  Arthur  L.  Jr. 

284 

1,800 

150 

Winfrey,  Oprah 

161 

800 

354 

lwani,  noniesn  i.x 

1  QO 
iSo 

I.oUU 

Winnick,  Gary 

132 

3,200 

72 

ler,  Todd 

i  9nn 

99.C 

lob 

Wrigley,  William  Jr. 

294 

2,400 

100 

r,  Norman  w. 

1  DQ 

loo 

9  9nn 

111 

Wyly,  Samuel* 

179 

750 

302 

if  Theodore  W 

I;    ■  llwUUUI  V  WVi 

186 

8,400 

27 

er,  Jay  S. 

210 

1,600 

175 

Yang,  Jerry 

206 

6,400 

30 

on,  Alice  L. 

248 

17,000 

7 

Yuen,  Henry  C. 

257 

1,900 

143 

on,  Helen  R. 

248 

17,000 

7 

I 

ion,  Jim  C. 

248 

17,000 

7 

Zed,  Samuel 

324 

2,000 

129 

on,  John  T. 

248 

17,000 

7 

Ziff,  Daniel  Morton 

172 

1,300 

210 

ion,  S.  Robson 

248 

17,000 

7 

Ziff,  Dirk  Edward 

172 

1,300 

210 

I,  Charles  R. 

202 

890 

330 

Ziff,  Robert  David 

172 

1,300 

210 

Iier,  Ty  H. 

312 

4,500 

53 

Zuckerman,  Mortimer  Benjamin 

330 

1,200 

230 

lington,  Dennis 

308 

1,700 

107 

Zweben,  Monte* 

198 

1,400 

207 

er,  Charlotte  Colket 

296 

1,000 

274 

♦  New  entry.  O  Returnee. 

les  of  the  Chase 

I  are  only  two  requirements  to  get  on  The  Forbes  400: 
citizenship  and  a  demonstrable  net  worth  of  $725 
Ifi.  Evaluating  publicly  held  wealth  is  straightforward: 
sriced  shares  in  public  companies  using  the  Aug.  24 
lit  close.  Implied  gains  on  exercisable  stock  options  are 
j  as  income;  unexercisable  options  are  discounted  by 
!  Stakes  in  privately  held  companies  are  harder  to  nail 
i:  We  attempt  to  do  so  using  estimated  earnings  or  cash 


flow  and  prevailing  ratios  for  similar  companies  in  similar 
businesses.  We  think  we're  deliberately  conservative  when 
valuing  private  wealth.  But  not  all  list  members  agree:  Pierce 
Marshall  says  his  stake  in  Koch  Industries  is  worth  $60 
million;  we  estimate  it  at  $1.2  billion.  In  the  matter  of  trusts 
and  other  intrafamily  arrangements,  we  use  common  sense 
on  a  case-by-case  basis.  In  most  cases  the  wealth  is  credited 
to  the  person  who  created  the  fortune — or  who  controls  it. 
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arbarians  at  th 


a  e  A  L  E  s  Y  A  T  E I  Gas  up  the  jet  and  put  the  Chateau  d'Yquem  on 
Ice!  New  money  pours  into  Nantucket— maybe  a  little  too  much  of  it. 


BY  EVAN  MCGLINN 
PHOTOGRAPHS  BY  PORTER  GIFFORD 

THERE'S  A  LITTLE  JOKE  MAKING  THE  COCKTAIL  CIR- 
cuit  these  days  on  Nantucket,  and  it  goes  something 
like  this:  "The  billionaires  are  ruining  it  for  the  mil- 
lionaires." Not  everyone  is  laughing.  In  the  past  few 
years  a  wave  of  newly  minted  millionaires  has  de- 
scended on  this  once-rustic  island.  Propelled  by  Lincoln  Nav- 
igators and  Gulfstreams,  the  new  money  is  fast  transforming 
Nantucket  from  New  England  paradise  into  Miami  Beach 
North.  Century-old  Victorians  are  knocked  down,  replaced 
by  modern  monstrosities.  Quaint  streets  once  crossed  with- 


out so  much  as  a  turn  of  the  head  are  now  mired  in  tra 
Morning  pleasantries  are  usually  directed  at  cell  phones, 
next-door  neighbors.' 

For  many  of  the  island's  longtime  residents,  it's  all  a 
much  to  stomach.  LWike  its  glossier  and  less  remote  nei 
bor  Martha's  Vineyard,  which  lies  23  miles  to  the  west,  life 
Nantucket  has  always  been  simple  . . .  relaxed  . . .  unpret 
tious.  But  times  have  changed.  Nantucket  is  no  longer 
genteel  sanctuary  where  artists,  writers  and  old-money  fa 
ilies  like  the  Mellons  and  Vanderbilts  retreated  from  the : 
ors  of  big-city  life.  Today  it's  a  playground  for  the  nouves 
riches,  and  the  old  civilities  no  longer  apply. 
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Each  summer  40,000  visitors 
descend  on  Nantucket,  turning  the 
tiny  island  into  Miami  Beach  North. 


The  new  money  coming  to  the  island  has  no  respect  for  cused  of  ruining  the  lives  of  some  pint-size  customers  after 

exture  and  pace  of  the  island,"  says  David  Halberstam,  a  she  sold  them  copies  of  Harry  Potter  and  the  Goblet  of  Fire 

zer  Prize-winning  author  who  has  summered  here  since  that  had  pages  missing  because  of  a  printing  error, 
k  Even  though  the  island  still  does  not  have  a  single  stop        For  merchants  like  Beman,  the  flood  of  new  money  has 

,  walking  around  town  he  now  has  to  dodge  speeding  been  bittersweet:  They  might  abhor  their  manners,  but  they 

whizzing  down  the  small  street  on  which  he  lives.  certainly  love  their  spending  habits.  "The  day  I  opened  my 

uong  with  their  sport  utility  vehicles  and  oversize  yachts,  store  a  guy  came  in  for  a  cup  of  coffee,  a  brownie  and  a  $700 

lew  habitues  bring  a  healthy  dose  of  attitude,  says  Mimi  bottle  of  wine,"  says  Michael  Fahey,  owner  of  specialty  food 

ian,  owner  of  Mitchell's  Book  Corner  on  Main  Street,  store  Fahey  &  Fromagerie  and  a  former  sommelier  at  the 

i  ones  in  their  20s  and  30s  are  the  rudest,"  she  says,  as  Wauwinet  Inn,  where  cottages  can  fetch  up  to  $1,000  a  night 

lg  couples  babble  into  their  cell  phones  outside  of  her  in  the  high  season. 
Credit  cards  have  been  tossed  at  her.  She  was  even  ac-        Tales  of  conspicuous  consumption  make  great  fodder  for 
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the  island's  gossipmongers.  But 
nothing  grabs  their  attention 
like  the  doings  at  the  new  Nan- 
tucket Golf  Club.  Opened  just 
two  years  ago,  the  club  was 
built  because  the  new  arrivals 
had  a  tough  time  getting  into 
Sankaty  Head,  an  understated 
79-year-old  golf  club  by  the 
sea  that  boasts  such  well- 
heeled  members  as  Richard 
Mellon  Scaife  and  cable  tycoon 
Amos  Hostetter,  but  also  has 
some  year-rounders  of  the 
non-tycoon  class.  No  amount 
of  whining  or  waving  of  the 
checkbook  will  get  you  to  the 
top  of  the  ten-year  waiting  list. 

That  kind  of  egalitarianism 
isn't  found  at  the  new  club. 
When  Bill  Gates  and  Warren 
Buffett  recently  teed  off  with 
General  Electric  Chief  Jack  Welch,  even 
the  island's  stiffest  jaws  dropped. 
Groaned  one  local:  "There  goes  the 
neighborhood." 

Golf  clubs  aren't  the  only  thing 
squeezing  out  the  middle  class.  While 
Nantucket's  median  household  income 
of  $63,000  outpaces  the  national  aver- 
age, a  modest  two-bedroom  shack  can 
fetch  $500,000.  Penny  Dey,  a  broker 
with  Congdon  &  Coleman  Real  Estate, 
says  of  the  190  homes  for  sale  in  Au- 
gust, most  were  listed  at  $1.9  million  or 
more,  a  35%  hike  from  last  summer. 
Says  Dey:  "It's  not  great  if  you  are  a 
plumber  trying  to  raise  a  family." 

If  you  are  a  plumber,  chances  are 
you  don't  live  here  at  all.  Laborers  are 
flown  in  from  the  mainland  daily.  Of 
the  300  new  homes  sprouting  up  this 
year,  properties  selling  for  under 
$500,000  were  practically  nonexistent,  a 
trend  that  shows  no  signs  of  changing. 
That's  because  half  the  land  here  is  in 
conservation.  At  current  construction 
rates  buildable  land  will  be  gone  in  five 
to  ten  years. 

Which  probably  explains  the  des- 
perate antics  of  Wayne  Huizenga.  After 
The  Forbes  400  member  plunked  down 
$7.5  million  for  a  sprawling  home  on 
the  island's  exclusive  Hulbert  Avenue, 


Million-dollar  yachts,  massive  mansions 
and  Huizenga's  flag-flying  spread.  Many 
longtime  locals  can't  afford  these  goodies. 

Huizenga  apparently  began  to  feel 
cramped. 

According  to  local  lore,  early  one 
morning  Huizenga  and  his  wife, 
Martha,  strolled  next  door  and  offered 
the  owner  $7  million  for  her  New  Eng- 
land-style house.  Still  groggy  from 
sleep,  she  politely  declined.  Undaunted, 
Huizenga  proceeded  to  make  offers  to 
all  of  the  neighboring  property  owners 
but  was  turned  down  by  every  one  of 
them.  Huizenga  maintains  the  story  is  a 
fabrication. 

Aside  from  land  grabs  by  the  likes 
of  Huizenga,  other  rich  folk  are  also 
changing  the  Nantucket  landscape. 
Demibillionaire  Roger  Penske  wants 
an  observation  tower  at  his  home  on 
Pocomo  Road.  But  that's  nothing 
compared  to  the  work  Michael  Egan 
had  done  on  his  60-acre  estate  (see 
box,  p.  384). 

"All  of  us  mourn  the  passing  of 
every  old  person  on  the  island,"  says  a 
neighbor  of  Huizenga's  on  Hulbert  Av- 
enue. "Most  of  the  people  who  are 
coming  here  have  no  sense  of  the  his- 
tory or  the  beauty  of  the  place.  Some  of 
them  have  no  idea  why  they  are  here." 


"I  don't  know  what's  wrong 
these  people,"  complains  Sis  Cha{ 
distinguished-looking  longtime 
dent,  as  she  sips  her  tea  and  eat 
grits  covered  with  cheese  at  Black 
Susan's,  a  small  diner  just  of! 
quaint  cobblestone  streets  of  di 
town.  "All  they  want  to  do  is  p 


380     FORBES"  October  9,  2000 


i"ich  they  are." 

antucketers  are  no  strangers  to 
resentment  of  off-islanders  and  to 
phobia  in  general.  In  Nathaniel 
rick's  current  bestselling  book,  In 
\eart  of  the  Sea,  about  the  sinking 
p  whaleship  Essex — the  original 
of  which  inspired  Melville's 
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HAVE  YOU  SEEN  ME! 


Answers  to  the  name  cat 
"s  an  off-white  Hairless  breed 
Has  an  unusually  long,  thin  tail 
L'kes  perusing  Forbes  maga*i,lC 

!s  °tfciiy  attracted  to  black  strip 


hances  are  he's  shown  up  on  every  Forbes  subscriber's  doorstep,  so  we  hope  you  take 
im  out  of  the  box  and  put  him  to  good  use.  Because  in  every  issue  of  Forbes,  FYI  and 
SAP,  you  can  use  your  :Cue:C.A.T.  M  device,  a  new  technology  developed  by  Digital 
onvergence.xom™  to  swipe  :cues  in  selected  ads  and  articles.  Then  you'll  be  transported 
rectly  to  specific  Web  pages  for  more  information.  No  more  typing  URLs.  No  more  wading 
irough  dozens  of  Web  pages.  It's  the  beginning  of  a  technological  revolution  and  Forbes 
lbscribers  are  leading  the  charge.  So  grab  your  cat,  open  your  Forbes  and  take  a  ride. 
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Sorry,  Kids 

ALAMO  RENT-A-CAR  TYCOON  MICHAEL  EGAN 
KNOWS  ALL  too  well  how  things  come  and  go 
on  Nantucket.  Two  years  ago  Egan  purchased 
Westmoor  Farm— the  former  Vanderbilt  estate  that 
comes  with  60  acres,  33  bedrooms,  34  bathrooms,  21 
kitchens,  a  softball  diamond,  livestock,  barns  and  a 
full-time  staff  of  16.  That's  quite  a  mouthful  and  so 
was  the  price— about  $25  million.  Egan  spruced  up 
the  place,  of  course— 300,000  tons  of  dirt  were 
cleared  to  create  rolling  hills,  man-made  streams  and 
bridges.  Said  Egan:  "I  wanted  a  place  where  my  two 
boys  could  run  around  and  have  fun." 

It  looks  like  his  kids  will  have  to  play  elsewhere. 
"I'm  trying  to  sell  it,"  Egan  now  admits.  "My  two  sons 
are  getting  to  the  age  when  they  need  to  be  going  to 
camp  for  most  of  the  summer.  They  can't  be  isolated 
from  other  kids.  They  need  to  be  out  in  the  world, 
kayaking  and  rock  climbing." 

Egan's  asking  price:  $54 
million.  While  there  are  no 
takers  yet,  Bill  Gates  is  said 
to  be  interested.  But  like  a  lot 
of  the  tales  on  this  island, 
that's  just  a  rumor. 

If  Egan  does  sell,  he  may 
build  another— if  smaller- 
playhouse  on  the  30-acre 
spread  he  owns  about  a  mile  away.  "When  you  have  a 
place  like  Westmoor,  it's  a  lot  of  work,  and  you  con- 
stantly feel  the  obligation  to  fill  the  place  up,"  he  says. 
"A  lot  of  people  are  building  seaside  Taj  Mahals.  We're 
not  going  to  do  that."  —  EM. 


Moby-Dick — he  describes  how  "Nan- 
tucketers  existed  in  a  protective  bub- 
ble." Indeed.  When  one  of  their  own 
died  of  starvation,  they  buried  him  at 
sea,  but  resorted  to  cannibalism  on  the 
next  four  "coofs" — the  Nantucket  term 
for  off-islanders. 

Nor  is  Nantucket  a  stranger  to 
boom  times.  Up  until  1840  it  was  the 
whaling  capital  of  the  world.  Quaker 
captains  and  crew  would  routinely  set 
out  from  the  island's  harbor  to  make 
treacherous  journeys  around  Cape 
Horn  to  the  coast  of  Chile  to  harpoon 
massive  sperm  whales,  whose  precious 
oil  was  used  to  light  towns  across 
America. 

So  what's  to  become  of  this  island 


paradise  30  miles  off  the  coast  of  Cape 
Cod?  The  island's  government  has  no 
mayor  but  rather  is  led,  if  that  is  the 
word,  by  five  selectmen.  Their  first  step 
on  the  road  to  preservation  was  to  al- 
locate $250,000  for  the  "Nantucket 
Comprehensive  Plan,"  a  hodgepodge 
of  solutions  for  the  island's  ills,  from 
lack  of  affordable  housing  to  traffic 
jams  to  restoring  the  scallop  industry. 
For  all  the  money,  the  document  con- 
cedes "there  is  no  clear  consensus  on 
how  to  save  [Nantucket]." 

But  perhaps  the  island  will  fix  itself. 
There  are  already  signs  that  even  the 
rich  are  fed  up  with  the  prices  at 
mediocre  restaurants  like  the  Summer 
House.  Restaurant  business  was  down 


this  summer.  And  while  glam  fasl 
magazines  have  done  tantalizing  w 
ups  with  enticing  sentences  sue! 
"Winona  Ryder,  Michael  Douglas 
Brooke  Shields  have  all  been  sed'J 
by  the  island's  laid-back  style," 
sort  of  sales  pitch  has  got  a  little 
Nantucket  is  really  best  if  you  are : 
ing,  reading  or  having  dinner  \ 
friends.  That's  it. 

"It's  a  funky  place  socially," 
Halberstam,  whose  gardener  durr 
him  a  few  years  back  because  she 
more  glamorous  customers  to  teni 
"There's  no  real  pecking  order.  I  thi 
lot  of  them  will  get  bored  here." 

No  doubt  the  island's  9,000  y 
round  residents  hope  he's  right. 


384     FORBES"  October  9,  2000 


Use  your  little  cat  to  put  you  behind 
the  wheel  of  a  big  cat. 


^T^)  Take  your  :Cue:C.A.T.™device 


And  hundreds  of  thousands  of  dollars  in  additional  prizes  from  companies  including  A.T.  Cross, 
Audemars  Piguet,  EuroVacations.com,  Fodors.com,  GolfDigest.com,  and  Visteon.  Look  for  the 
SwipeStakes™  :cues  in  the  Forbes  :Cue:C.A.T.™  box  that  was  shipped  to  your  house  recently. 
Plug  it  in,  read  your  Forbes  and  take  a  chance  at  winning  big.  Now  that's  a  good  little  kitty. 


iltalM  1 1'UMI' 

000  Jaguar  Cars. 


Convergence  it*  i  n  il 


No  purchase  required.  Jaguar  prizes  are  two-year  leases.  See  official  rules  at 
www.swipestakes.com  for  complete  details.  Promotion  ends  1 1/7/2000. 
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Ben-Hur,  Almost 

the  sporting  lifei  FouHn-hand  driving 
is  the  Formula  One  of  the  horsey  set. 


BY  CARRIE  COOLIDGE 

SIXTEEN  HOOVES  RAISE  A  THUNDEROUS  CLATTER  AS 
they  race  through  an  open  field  in  the  pouring  rain. 
The  horses  swerve  so  close  to  a  6-foot-high  fence  that 
sparks  fly  when  a  stainless-steel  wheel  of  the  coach  they're 
leading  cuts  across  one  of  the  posts.  The  carriage  fishtails  to 
the  right  and  then  to  the  left  before  straightening  out. 
Chester  Weber,  the  driver,  is  completely  covered  in  mud.  He 


whips  his  team  of  four  European  \ 
bloods  to  a  gallop,  their  hooves  si 
in  the  4-inch-deep  mud  with  eacl 
It's  near  the  end  of  the  16 
marathon,  and  Weber  knows  if  1 
up,  if  only  for  a  moment,  he  will  lc 
competition.  He  doesn't,  beating 
rivals.  "It  was  hair-raising,"  sa] 
rugged  25-year-old. 

Four-in-hand  driving,  as  the  sj 
known,  consists  of  driving  a  to 
four  horses  while  sitting  atop  a 
century-style  carriage.  Carriage  d 
is  nothing  new.  Competitions  date 
before  Roman  times.  Harnessinj 
athletic  horses  to  a  magnificent 
wheeled  carriage  for  a  tour  of  the 
tryside  was  a  pastime  of  America 
Europe's  gentry  until  the  advent 
automobile. 

But  four-in-hand,  the  ultimate 
lenge  for  accomplished  horsemen: 
back  only  to  the  1970s,  when  it  wa 
ated  by  Great  Britain's  Prince  F 
After  suffering  an  injury  that  end 
polo-playing  days,  the  prince  wan 
continue  working  with  horses.  He 
the  solution  in  carriage  driving.  By 
ing  the  reins  in  one  hand  and  a  w 
the  other,  he  could  singlehandedly 
a  team  of  horses  around  the  groui 
Windsor  Palace.  Then  he  adde 
thrill  of  competition  to  his  newi 
hobby.  He  drew  up  a  series  of  rule 
mimic  a  three-day  hunter-jumper 
petition.  During  the  first  day — the 
sage,  which  takes  place  in  an  arena 
driver  shows  off  the  control  he  ha 
his  team  by  guiding  them  in  a  sen 
movements  and  different  gaits  pre 
mined  by  the  judges.  The  dri1 
graded  on  his  ability  to  contrc 
Chester  Weber  horses  as  well  aj 
*  amid  the  soup  responsivenes: 

of  the  cross-  i   . ,  •    j 

rhythmic  move 
country  marathon.  ' 

*    '  '  Thefollowii 

is  more  grueling:  a  cross-country  course  ranging  from 
16  miles  through  streams  and  over  hills.  The  horses  do 
prescribed  speeds,  ranging  from  a  trot  to  a  full  gallop 
cross-country  test  challenges  the  driver's  judgment  am 
as  well  as  the  obedience  of  his  team.  A  referee  is  seated  n 
the  driver;  two  grooms  help  navigate,  keep  track  of  tht 
ing  and  balance  the  carriage.  The  driver  and  the  grooms  i 
orize  the  course  before  the  race  because  there's  no 
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NEXT  MEE 


J    ou  get  a  different  perspective  from  up  here, 
high  in  the  Southern  Rockies  of  Colorado. 


You're  in  the  midst  of  250  magnificent 
hs  known  as  Forbes  Trinchera  -  the  perfect 
om  the  stresses  of  the  corporate  world. 


ur  accommodations,  which  include  an  experienced 


il  staff  of  fifty,  fit  perfectly  into  the  natural  set 


property. 


ire,  you're  surrounded  by  majestic  beauty. 


5  scrape  the  blue  Colorado  sky  -  the  highest 


,345  feet,  the  air  is  so  clear,  fresh  and  clean  that  you 


feel  invigorated,  revitalized  and  re-generated.  You  will  accom- 


plish much  more  at  your  meetings. 


And  after  work,  there's  play.  More  than  forty 


miles  of  trout  filled  streams.   Miles  of  trails  to  hike 


on  and  discover.  Skeet  shooting.  Horseback  riding.  And 


you're  not  that  far  from  a  challenging  golf  course.  Let  our  alti- 


tude give  your  next  meeting  a  fresher  attitude.  If  you'd 


like  a  closer  look,  call  01-719-379-3263,  or  email  us 
at  tryland@forbes.com 


FORBES  TRINCHERA  RANCH:  A  Forbes  Executive  Retreat 


to  think  at  a  20mph  gallop. 

On  the  third  and  final  day 
competitors  are  back  in  the 
arena  in  formal  dress.  They  go 
through  a  timed  obstacle  event 
that  tests  the  driver's  control 
and  the  precision  of  his  horses 
as  they  wind  through  a  course 
of  20  tightly  spaced  pairs  of 
cones  topped  by  balls.  Knock 
off  a  ball,  and  you  get  a  five- 
point  penalty. 

Four-in-hand  driving  has  a 
tremendous  following  in  Eu- 
rope, where  competitions  are  televised  and  where  there  are 
10  to  15  drivers  capable  of  winning  at  the  international  level. 
There  are  only  5  Americans  at  that  level,  including  Weber  and 
his  best  friend,  Tucker  Johnson.  Because  the  majority  of  the 
competitions  are  held  in  Europe,  American  drivers  must 
transport  their  equipment  across  the  Atlantic  and  spend  two 
to  three  months  on  the  road  there. 

Raised  in  Manhattan,  Weber  dreamed  of  being  a  jockey. 
His  love  of  horses  came  from  the  countless  weekends  and  va- 
cations he  spent  helping  out  in  the  barn  at  Live  Oak  Stud,  his 
parents'  Thoroughbred  breeding  farm  in  Ocala,  Fla.  When 
Weber  was  7,  in  1982,  Laserlight,  a  stallion  owned  by  his 
mother,  Campbell  Soup  heir  Charlotte  Colket  Weber,  placed 
second  at  the  Kentucky  Derby.  That  only  spurred  the  young 
boy's  desire  to  race. 

He  was  not  born  to  be  a  jockey.  By  the  time  he  was  14,  he 
had  grown  to  6  foot  2  and  weighed  195  pounds.  He  switched 
to  carriage  driving,  where  he  could  exploit  his  size  and 
strength. 

Tucker  Johnson  grew  up  spending  his  free  time  jumping, 
playing  polo  and  fox  hunting  at  Cedar  Lane,  the  Oldwick, 
N.J.  farm  that  belonged  to  his 
parents,  Gretchen  and  James 
Johnson,  heirs  to  the  Johnson 
&  Johnson  fortune.  In  1987  he 
picked  up  four-in-hand  car- 
riage driving  because  he  found 


I         (     *  i 

Chasing  the  brass  ring— in  a  dignified  manner:  Tucker  Johnson 
(left)  and  Weber  in  the  obstacle  and  dressage  events. 


Considered  the  ultimate  equestrian 
challenge,  the  sport  was  founded 
by  Great  Britain's  Prince  Philip.  


it  to  be  more  difficult 
scary  and  exciting,  wit 
feeling  of  danger,"  says 
son,  36,  who  once  flippec 
while  traveling  at  a  full  g 
but  was  not  injured. 

Not  a  sport  for  p| 
with  weak  stomachs — or 
bank  accounts.  To  comp| 
the  top  level  you  need  at 
six  trained  horses,  each 
ing  $50,000  (or  Si 5,00 
$20,000  untrained)  and 
sets  of  harnesses  that  co 
to  $20,000  apiece.  For  the  marathon  you'll  need  a  44 
tall,  1,100-pound  stainless  steel  carriage  that  runs  a 
$12,000.  A  fancier  6-foot-tall,  700-pound  carriage,  use 
the  dressage  and  obstacle  course,  costs  between  $7,000 
$20,000.  Shipping  this  circus  across  the  Atlantic  wil 
you  $56,000.  Add  in  the  expense  of  vet  bills,  board  and 
for  the  horses,  the  cost  of  two  trailers  (one  for  the  hi 
and  the  other  for  the  carriages)  plus  paying  the  grooms) 
you're  in  pretty  deep. 

Prize  money — which  ranges  from  $5,000  to  $10,00 
first  place — might  just  cover  your  own  hotel  expenses, 
ing  access  to  money  definitely  helps.  Johnson  is  sponsore 
his  parents  and  an  aunt,  Jennifer  Duke,  also  a  Johns<| 
Johnson  heir.  Several  other  Americans  on  the  U.S.  Eques| 
Team  are  backed  by  wealthy  patrons  like  the  Rockefellers 
philanthropist  Jane  Forbes  Clark.  Weber  doesn't  dip  into 
family  money;  he  supports  himself  by  training  horsesi 
hitting  up  corporate  sponsors  in  the  equine  business,  Ml 
max  and  Seminole  Feed  among  them.  The  U.S.  Equest 
Team  gave  him  a  $52,000  grant  this  year  for  transportat) 
But,  of  course,  money  is  only  one  variable  in  the  con 
tition.  "There  are  no  shi 
cuts  at  the  upper  level," 
serves  Weber's  father,  Jd 
"People  can't  buy  their 
into  it.  They  have  to  be  abj 
do  it." 
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ur  searc 
for  an 


*  American  original 
^      could  take  you 


to  France 


SINGLE  BARREL  ForbeS 


A  century  and  a  half  since  his  birth  in 
Lynchburg,  Tennessee  (Pop.  361), 
Jack  Daniel's  name  is  known  around  the 
world.  Some  have  even  gone  so  far  as  to  call 

him  an  American  original.  And  so,  in 
celebration  of  Mr.  Jack's  150th  birthday,  the 
distillery  and  Jack  Daniel's  Single  Barrel 
Tennessee  Whiskey  would  like  to 
recognize  other  American  originals. 
Please  visit 

www.forbes.com/jdsinglebarrel 


and  nominate  your  favorite  Americans.  For 
your  help,  we'll  single  out  one  of  you  for  a 
once  in  a  lifetime  trip  to  the  Forbes  Chateau 


de  Balleroy  in  Normandy,  France. 


NECESSARY.  To  Enter  VMj  wuw.Korhcs.com  pr  www.jdsinglcharrcl.com  anytime  between  September  4,  2000  anil  Octol>er  30,  2000,  click  on  the  sweepstakes  icoii,  complete  the  entry  form  and  cast 
inerican  I  )riginal"  in  the  selected  categories.  Or,  you  may  enter  the  sweepstakes  by  clearly  printing  your  name,  address,  city,  state,  anil  zip  coilcon  a  .V'x5"  card  and  mailing  it  to:  Jack  Daniel's  American 
s,  ).  Bon  5+4,  Marbleheail,  MA  01945.  Limit  one  online  entry  per  email  address  per  day  or  one  mail-in  entry,  per  day.  All  online  entries  must  be  received  by  1 1:5°  PM  EST,  October  50,  2000.  Mail-in 
n.n  keil  by  ( )ciober  JO,  2000  anil  received  by  November  6,  2000.  2.  Drawing:  Winner  w  ill  be  chosen  in  random  drawing(s)  from  among  all  eligible  entries  received,  by  PROMOSIS,  INC.,  an  inclepeiuleni 
whose  decisions  in  all  matters  relating  to  this  sweepstakes  are  final.  Potential  w  inner  w  ill  be  notified  via  the  email  address  supplied  during  entry  and/or  via  regular  mail,  and  will  lie  required  to  sign  an  affidav  it 
lieit\-  release-  that  must  be  returned  anil  received  w  ithin  14  days  of  the  dale  mailed  to  the  potential  winner  or  an  alternate  wiiuier  will  be  selected.  Traveling  companion  of  the  .winner  will  also  be  required  to 
Release  prior  to  participation  in  any  trig.  Knicring  incorrect  email  addresses  in  the  entry  process  will  result  in  sw  eepstakes  tlist|ualilicaiion.  Odds  of  winning  are  dependent  ujSoh  the  total  number  of  eligible 
n/e:  ( )ne  ( I )  ( iVand  Prize:  A  weekend  trip  for  two  (2)  to  the  Forbes  Chateau  de  Balleroy  in  Normandy,  France.  Prize  includes  round  trip  coach  airfare  from  the  gateway  city  closest  to,  the  w  inners  home, 
I'orlies  Chateau  de  Balleroy,  meals,  and  two  nights  accommodations  at  the  Chateau.  Approximate  retail  value  of  Orand  Prize  -  $4,000.  Prize  may  not  be  transferred  or  redeemed  for  cash.  Trip  must  be 
feted  by  November  1,  2001,  and  is  subject  to  certain  travel  restrictions  and  availability.  No  substitution  for  prize  other  than  by  sponsor  as  may  be "necessary  'due  to  unavailability-  All  taxes  on  die  value  of  the 
ponsihility  of  the  winner.  4.  Eligibility:  Void  in  California  and  where  prohibited  by  law  or  regulation.  The  sweepstakes  is  open  to  all  other  residents  of  the  United  States,  21  years  of  age  or  older.  Not  open 
Daniel  Distillery,  Korbes,  Inc.,  their  subsidiaries/affiliates,  their  advertising  and  product-ion  agencies,  PROAlOSJS,  INC.,  officers,  employees,  and  representatives  of  wholesalers  or  retailers  of  all  Jack  Daniel 
respective  (amities.  All  federal,  state  and  local  laws  and  regulations  apply.  5.  Limitation  of  Liability:  Sponsor,  'its  promotion  partners,  and  independent  judging  organization  ate  not  responsible  for  any 
to  enter  this  sweepstakes'  due  to  factors  beyond  its  control,  including  but  not  limited  to  unavailable  network,,  server  Or  other  connections;  failed  software  or  hardware  transmissions,  as  well  as  other  errors  of 
m.Hi,  mechanical,  or  electronic,  including  lost,  late,  incomplete,  damaged,  misdirected,  illegible,  or  |>ostage-due  entries  or  mail,  or  for  any  damage  to  any  computer  related  to  or  resulting  from  participation. 
Script,  macro  or  oilier  automated  entry  devices  arc  not  valid.  Sponsor  reserves  the  right  in  its  sole  discretion  to  cancel  or  suspend  the  sw  eepstakes  should  any  of  the  foregoing  occurrences  corrupt  or  impair 
i  ui  iu,  t.iirncss,  or  proper  play  ol  the  sweepstakes.  By  participating,  entrants  agree  to  l>e  IkhuiiI  by  these  official  rules.  6.  Winners  List:  Fdr  die  name  of  the  winner,  send  a  self-addressed,  stamped  envelope 
•rican  Originals  Winners  List,  P.( ).  I  Sox  .*H,  Marblehead,  MA  01945.  Do  not  send  any  other  correspondency  to  diis  address.  7.  Sponsor:  Jack  Daniel  Distillery,  Lynchburg,  TN  37552  ©2000  Promosis,  Inc. 

Your  friends  at  Jack  Danid's  remind  you  to  drink  responsibly. 

ret  Tennessee  Whiskey  Alcohol  47%  by  Volume  (94  Proof)-  Distilled  and  Bottled  by  Jack  Daniel  Distillery,  Lynchburg  (Pop.  361),  Tennessee 


*  -a  %  s  s «  n  s  i  For  some 
m  Silicon  Valley,  spending 
your  wealth  Isn't  about 
driving  a  Rolls-Royce 
or  building  the 
biggest  mansion 
It's  a  labor 

of  love.  V 

v 


BY  ERIKA  BROWN 

SOARING  5,000  FEET  ABOVE  THE  UNFURLING  SANTA  CRUZ 
mountains,  Thomas  Jermoluk  grabs  the  joystick  of 
Tango  Juliette,  his  candy-apple-red  acrobatic  stunt 
plane,  and  plunges  into  a  gravity-defying  dip.  We  rotate  left 
and  upside  down  and  around,  then  spin  right  and  into  a 
stomach-churning  "snap  roll."  Now  he  embraces  the  sky.  "It 
feels  like  you're  doing  a  ballet  in  the  air,"  he  says. 

Five  years  into  the  Internet  revolution,  Jermoluk  and 
other  new-wave  Rockefellers  are  converting  stock  options 
into  goose  bumps — using  their  newfound  riches  not  just  to 
buy  pricey  toys,  but  to  deepen  the  experiences  and  interests 
they  already  have.  For  them  it  isn't  about  buying  the  most  ex- 
pensive car  or  investing  in  things  that  will  bring  rich  returns. 
The  goal  isn't  to  own  something;  they  want  to  live. 

When  Jermoluk,  44,  ex-chairman  of  ExciteAtHome,  was 
growing  up  in  Hawaii,  he  always  dreamed  of  flying.  At  age  14 
he  flew  his  first  glider,  gazing  down  on  the  northern  coast  of 
Oahu.  Today  he  owns  a  plush  Bombardier  Challenger  jet — a 


Getting  air:  Tom  Jc 
practices  ballet  in  Juli 


mere  $9  million  to  $  1 8  million,  depending  on  options! 
well  as  a  six-seat  Beechcraft  Bonanza.  But  his  real  love  is; 
ette,  his  $200,000  stunt  plane.  The  Extra  300  aircraft  can| 
200mph  and  pull  lOgs.  "She  likes  being  upside  down  b< 
than  right  side  up,"  he  says  with  a  glint  in  his  eyes.  'Tnu 
in  it  for  the  speed,  and  I  don't  have  a  death  wish."  So  wh 
it,  then?  "It's  that  feeling  you  get  when  the  wind's  bem 
your  wings,"  he  says.  "That's  what  I'm  after." 

Others  get  it.  "Believe  it  or  not,  some  of  us  tech  execs 
tually  enjoy  living,"  says  Eric  Greenberg,  36,  founder  of  i 
ent,  a  Web  consulting  firm. 

Sometimes  play  merges  with  work.  In  his  sleek  new  1 
studio  in  San  Francisco,  Steve  Perlman,  39,  is  watching 
wife,  Sandi,  march  on  a  stage.  Her  limbs  are  wrapped  in  H 
netic  strips  that  beam  her  movements  to  a  receiver  acrossj 
room,  recording  on  3-D  film.  A  computer  monitor  displ 
parallel  actions.  Perlman  walks  over  to  the  computer  £ 
punches  a  button.  She  is  now  a  dancing  red  dragon. 
"You  can  re-create  or  create  worlds  that  don't  exist," 
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K  most  money  managers  know 
so  much  about  making  money, 

WHY  AREN'T  THEY  ON  THE 
FORBES  400  RICH  LIST? 

Yes,  money  begets  money.  But  so  does  innovation,  whether  it's  in  internal  wizardry,  telecommunications, 
or  television  production. ..Forbes  has  been  tracking  wealth  creation  for  82  years,  resulting  in  it's  most 
celebrated  list:  America's  400  Rkhesi  People.  Now  Forbes  has  uncovered  the  source  of  these  individuals' 
income  by  identifying  the  40  public  companies  which  have  contributed  most  to  their  wealth  -  and  created 
a  unique  performance  index  of  these  companies 
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1990  1991    1992   1993   1994   1995  1996   1997  1998  1999 


Forbes  Forty  Index  (1) 

S&P  500  {l)(2) 

DJIA(l)(2) 

Average  Annual  Returns  27.47% 

16.13% 

18.89% 

Compounded  Annual  Returns  25.14% 

15.31% 

18.35% 

Cumulative  Returns                      84 1 .89% 

(1)  Represents  returns  including  reinvested  dividends. 

Hypothetical  Growth  of  the  Forbes  40  Index 

Over  the  past  ten  years,  the  projected  growth  of  this  index  surpassed 
the  Dow  Jones  Industrial  Average.  *And  bettered  the  S&P  500. 


To  check  out  the  performance  of  our  up-to-the-minute  index,  visit 
WWW.Forbes40.COm.  You  might  be  surprised  at  what  you  find 


1BBFSLIFE 


WebTV  inventor  says.  He  plans  a 
"virtual  cavalry"  for  a  Civil  War 
screenplay  he's  been  writing.  It  could 
save  hundreds  of  thousands  of  dollars. 
It  will  also  entertain  him  no  end. 

Others  craft  their  homes  for  active 
pleasures.  Nathan  Myhrvold  spent  13 
years  at  Microsoft  before  quitting  last 
year.  At  one  point  he  took  a  monthlong 
leave  to  study  cooking  in  France. 

Now  he  is  spending  $1.5  million — 
on  a  new  kitchen.  Myhrvold's  cooking 
shrine,  created  by  Mark  Stech-Novak, 
who  designed  the  kitchen  of  New 
York's  posh  Le  Cirque  2000  restaurant, 
will  be  more  than  1 ,000  square  feet  and 
include  an  $80,000  custom  stove  and  a 
$40,000  smoker.  Bon  appetit. 

Jon  Shirley,  who  was  Microsoft's 
president  from  1983  to  1990,  takes 
pride  in  restoring  classic  Ferraris.  He 
wins  prizes  at  auto  shows,  but  Shirley, 
62,  gets  more  of  a  thrill  competing  in 
vintage  races  and  taking  "intense" 
driving  tours  through  Europe  with  his 
son.  "My  major  passion  is  driving  the 
cars,"  he  emphasizes. 

An  hour  outside  of  Austin,  Tex.  an- 
other former  Microsoft  president, 
Michael  Maples  (1992-95),  seeks  a 
more  primal  thrill:  hunting  with  bow 


takes  hold:  His  arms  shake,  his  hands 
sweat  and  Maples  pulls  back  on  the 
bow  and  lets  the  arrow  fly. 

"That's  the  height  of  the  adrenaline 
rush,"  he  says,  dining  on  three  kinds  of 
venison.  "This  is  the  only  place  where 
I've  ever  been  able  to  relax.  The  adven- 
ture of  hunting  doesn't  allow  me  to 
think  about  anything  else."  Most  "tech 
guys,"  Maples  laments,  don't  yet  com- 
prehend "what  it  means  to  have 
money";  they  get  rich  but  don't  change 
their  lives  to  enjoy  it.  He  has.  "Maybe 
people  mature  as  they  get  old." 

For  Richard  Kramlich,  founder  of 
the  venture  capital  firm  New  Enterprise 


Make  me  quiver  Michael 
Maples  has  bows  'n'  arrows 


"It's  the  height  of  the  adrenaline  rush.  The  hunting 
adventure  doesn't  allow  me  to  think  of  anytl 


and  arrow.  Maples,  58,  spends  a  small 
fortune  stocking  his  arid,  1,450-acre 
ranch  with  wild  game — 350  animals, 
including  13  exotic  species  from 
around  the  world;  he  and  his  guests  kill 
50  a  year. 

White-tail  deer  run  $300  a  head, 
and  rarer  species  can  cost  up  to  $3,000. 
He  owns  (and  hunts)  40  curly-horned 
Indian  Black  Buck  antelopes.  Maples 
also  owns  (but  doesn't  hunt)  endan- 
gered species,  such  as  the  North  African 
Addax  white  antelope. 

On  the  night  before  a  hunt,  Maples 
tucks  his  clothing  into  a  bag  filled  with 
scraps  of  vegetation  to  get  rid  of  his 
scent.  In  the  field,  he  crouches  behind  a 
blind  and  watches.  Then  "buck  fever" 


Associates,  the  passion  arose  not  from 
the  gut  but  from  the  heart:  He  fell  for 
an  art  lover  and  wanted  to  understand 
her  on  a  more  intimate  level. 

Now  he  is  a  leading  collector  of 
video  art.  Last  year  Kramlich,  65,  and 
his  wife,  Pamela,  56,  broke  ground  on  a 
new  home-cum-exhibit-space  in  Napa 
Valley.  Designed  by  Jacques  Herzog  and 
Pierre  de  Mueron,  architects  of  Lon- 
don's Tate  Modern,  the  home  sits  on  24 
acres,  covers  18,000  square  feet  of  space 
and  will  cost  more  than  $25  million. 

"It's  very  special-purpose.  Nobody 
would  ever  buy  this  house  from  us,"  he 
admits.  But  "there  are  only  so  many 
toys.  There  are  higher  callings  in  life." 

The  couple  met  in  1981  and  mar- 


ried after  just  seven  weeks.  Pame 
studied  art  history,  and  she  intro* 
him  to  video  art,  hoping  to  app| 
the  techie  in  him. 

His  epiphany  came  in  1995, 
he  saw  "The  Greeting,"  by  Bill 1 
The  work  is  built  around  a  video  o 
an  adapted  New  Testament  scene: 
tells  her  cousin,  Elizabeth,  thai 
both  have  become  pregnant  thd 
the  grace  of  God.  Viola's  work  sloii 
45-second  whispered  confidence 
ten-minute  study  of  facial  exprej 
and  body  language.  Kramlich  was 
merized.  "I  was  watching  some 
profound." 

He  paid  $125,000  for 
Greeting,"  now  the  hearl 
collection  that  soon  outgre 
display  space.  "In  my  in 
ments  I  was  always  lookir 
disrupting  technology,  an 
of  change,"  he  says.  "This) 
of  art  has  that  same  ability 
John  E.  Warnock,  chief 
utive  of  Adobe  Systems,  lh 
a  Silicon  Valley  home  bu 
1922 — and  with  contents  c 
back  centuries.  His  passion 
rare,  centuries-old  b 
Galileo's  Sidereus  Nuncns  { 
lished  in  1610),  in  whic 
recorded  his  observations  c 
moon,  is  worth  $400,000. 
ton's  Principia  (1687)  laic 
the  laws  of  gravity  and  phi 
it  is  valued  at  $250,000. 

"These  are  time  machines  back 
history,"  says  Warnock,  60.  "I  < 
never  sell  any  of  these.  I'll  pass 
down  to  my  children.  They  will 
the  family  for  generations." 

He  carefully  turns  the  pages 
rare,  first  English-language  editic 
Euclid's  Elements;  it  is  more  than 
years  old.  Gingerly,  he  opens  one  C 
85  hand-folded,  pop-out  origami 
grams  that  demonstrate  the  propt 
of  geometric  figures.  He  still  recall 
sense  of  awe  when  his  son  showed 
the  book  at  a  Grosvenor  House  ar 
in  London  in  1987.  "I  had  never  st 
book  from  1570  before.  It  just 
you  speechless." 
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Strictly  a  fa j 
affair:  Geoffrey 
Jorie  Kent  with! 
Joss  (bottom) 
Abercrombie  &  H 
"There  never 
an  Abercroml 
confesses  Gi 


BY  JAMES  M.  CLASH 

THE  SUN  HAS  JUST  SLIPPED  BELOW  THE  JET-BLACK  ROCK 
of  the  Ngorongoro  Crater,  spilling  yellow,  orange  and 
red  light  across  Tanzania's  western  horizon.  A  private 
safari  group,  organized  by  the  adventure-travel  company 
Abercrombie  &  Kent,  watches  in  silence. 

One  member  of  the  group  interrupts  the  quiet  by  anato- 
mizing the  sunset — how  dust  particles  in  the  atmosphere  reflect 
and  refract  the  various  light  frequencies.  Nobody  hushes  him; 
the  A&K  guides  know  better.  Their  job  is  to  enhance  a  client's  ex- 
perience, whatever  direction  it  takes.  If  Bill  Gates,  who  has  been 
on  three  A&K  trips,  has  little  interest  in  scenery,  so  be  it. 

"Each  client  is  different,  and  we  treat  them  that  way," 
stresses  A&K  founder  and  chief  executive,  Geoffrey  Kent, 
58.  (That  client  list  includes  the  likes  of  Warren  Buffett, 
Jimmy  Carter,  Prince  Charles,  Hillary  Clinton,  Gordon 
Getty,  Ralph  Lauren,  David  Rockefeller,  the  Pillsburys, 
James  Murdoch,  Ralph  Fiennes,  Gene  Hackman  and  Bar- 
bra  Streisand.)  "Gates  likes  science  and  primates.  Buffett 
plays  cards.  Jimmy  Carter  is  more  interested  in  people." 


Adventure  travel  is  a  big  busiij 
with  more  than  SI  billion  in  reve 
and  a  20%  growth  rate.  "People  1 
enough  Ferraris  in  the  garage,"  expl 
Kent.  "What  they  really  want  today  i 
experience." 

Here's  another  way  of  looking* 
Unlike  their  ancestors,  who  hun 
whales  or  saber-toothed  tigers,  Wai 
■Buffett  and  Hillary  Clinton  havei 
jobs.  So  they  need  to  buv  exciteme 
With  pretax  profit  last  year  of 
million  on  revenues  of  S290  milli 
A&K  is  providing  plenty  of  exciterrn 
Headquartered  in  Oak  Brook,  111.,  with  3,000  employ 
and  40  offices  worldwide,  it  runs  trips  to  100  countries 
seven  continents.  A&K  is  ten  times  the  size  of  its  neaj 
competitors — Mountain  Travel-Sobek,  Wilderness  Tri 
and  Geographic  Expeditions. 
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Theygot 

what  they 

Deserved. 


Founders  Award 

Bank  of  America 
Charlotte,  North  Carolina 


Leadership  Award 

Sondra  A.  Healy,  Chairman 
Turtle  Wax,  Inc. 
Chicago,  Illinois 

Commitment  Award 

Johnson  &  Johnson 

New  Brunswick,  New  Jersey 

St.  Petersburg  Times 
St.  Petersburg,  Florida 

Time  Warner  Inc. 


For  creating  exemplary  alliances  with  the  arts,  nine 
businesses  and  one  business  executive  received  the 
national  recognition  they  deserve. 


2000 

Business  in  the  Arts  Awards 

Sponsored  by  the  Business  Committee  for  the  Arts,  Inc.  and 
Forbes  Magazine 


If  you  know  a  business  or  business  executive  that 
deserves  recognition,  too,  or  if  you  would  like  to  learn 
how  you  or  your  company  can  form  an  alliance  with 
the  arts,  contact: 


mcA 

Bringing  business  and  the  arts  together  since  1967. 

Business  Committee  for  the  Arts,  Inc. 

1775  Broadway,  Suite  510 

New  York,  NY  10019-1942 

T  •  21 2  664-0600  F  •  21 2  956-5980 

www.bcainc.org 


New  York,  New  York 

William  R.  Hough  &  Co. 
St.  Petersburg,  Florida 


Innovation  Award 

Sears,  Roebuck  and  Co. 
Hoffman  Estates,  Illinois 

Shugoll  Research 
Bethesda,  Maryland 

Wieden  +  Kennedy 
Portland,  Oregon 

New  Initiative  Award 

WestShore  Plaza 
Tampa,  Florida 


PORBESLIFE 


All  this  success  is  a  far  cry  from  its  meager  roots  38  years 
ago  when  Kent,  a  native  of  Nairobi,  Kenya,  and  his  parents, 
Colonel  John  and  Valerie,  founded  A&K  with  a  single  Land 
Ro\  er,  running  animal  safaris  in  east  Africa.  The  big  develop- 
ment then  was  the  introduction  of  refrigerated  trucks,  which 
allowed  travelers  decent  meals  and  cold  drinks  in  the 
evenings  after  their  long  days  in  the  field,  and  Kent  seized 
upon  it  in  his  operations. 

A&K's  principle  now  is  the  same  as  it  was  in  1962:  adventure 
by  day — game  viewing,  trekking,  climbing,  fishing,  whatever — 
plush  comfort  by  night.  "Any  fool  can  be  uncomfortable,"  Kent 
says,  gazing  out  over  the  giant  sand  dunes  of  Namibia  on  a  re- 
cent reconnaissance  trip.  "I  learned  in  the  British  Army  that  it 
doesn't  take  much  more  effort  to  be  comfortable  than  it  does 
to  be  uncomfortable."  For  A&K  clients,  comfort  means  a  bed 
with  clean  sheets,  hot  showers,  fresh  towels,  good  wine,  gourmet 
food  and  an  accommodating  guide. 

Prince  Charles,  who's  been  on  five  A&K  trips,  enjoys  a 
contemplative  sit-down  in  pristine  landscapes.  On  a  drive 
across  the  Serengeti  Plain  in  1988,  he  asked  the  driver  to  pull 
over.  A  satchel  of  watercolors  in  hand,  the  Prince  of  Wales 
asked  the  crew  to  carry  on,  leaving  him  there  alone  to  paint; 
three  hours  later,  the  convoy  doubled  back  to  pick  him  up. 
"He  loves  the  solitude  of  getting  away  and  the  beauty  of  na- 
ture," says  Kent,  who  was  present  that  day.  "He's  a  very  unas- 
suming person." 

Generous,  too.  A  few  years  later,  the  painting  was  a  sur- 
prise present.  "[Charles]  said,  'I  have  a  little  gift  for  you.'  I 


opened  it  up  and  almost  fainted,"  says  Kent's  wife,  Jor 
was  just  beautiful.  He  knew  I  had  always  liked  that  on| 
had  the  colors,  the  fields,  miles  and  miles  of  that  golden 
on  the  Serengeti."  The  watercolor  now  hangs  abovj 
Kents'  bed  in  Vero  Beach,  Fla. 

Gordon  Getty,  the  eccentric  oil 
is  another  story.  While  on  an  A&I 
bound  for  Tanzania,  he  missed  thel 
of  Kilimanjaro  as  they  flew  by.  Em| 
ally  realizing  this,  Getty  storme 
front  and  ordered  the  pilots  to  tun 
lumbering  727  right  around.  No  0 
lem,  he  was  told.  Getty  got  his  vie*| 
photographs. 

A&K's  high  prices  and  reputatiol 
indulgence  attract  a  somewhat  <j 
(average  age,  55  or  so)  and  well-™ 
crowd.  The  prices  are  high  enoug 
the  company  to  own  its  own  cai 
much  in  the  fashion  of  Club  > 
"Many  travel  companies  are  just 
catalog  publishers,"  scoffs  Kent.  I 
don't  do  much  other  than  book 
trip,  and  you  never  see  them  again.! 

There  are  two  tiers  of  A&K  tl 
Custom  trips  range  from  a  few  thoiu 
dollars  for  Hillary  and  Chelsea  Clinl 
three-day  African  safari  to  more 


A&K  has  some 
for  everyone:  "Prince  Cho 
likes  scenery;  Bill  Gates,  sci 
and  primates.  Jimmy  C 
is  more  interested  in  peop 


iopentrpew 


To  advertise  in  this  section  call  561-686-6800 


rorking  for  Tyson  means 

opportunity 

Here,  our  team  members 


are  as 


important  as  our  customers. 
Tyson  provides  excellent  benefits, 
room  to  advance,  and 
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within  your  reach. 


i  what  your 


family 
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erves. 


www.  tyson.com 
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ore  career  opportunities  -  visit  BestJobsUSA.com 


$1  million  for  Bill  Gates  and  his  en- 
tourage's three-and-a-half-week  romp 
through  Kenya,  Tanzania  and  the  Demo- 
cratic Republic  of  the  Congo.  For  the  rest 
of  us,  there  are  catalog  trips,  which  can 
cost  as  little  as  $2, 1 00  for  a  quick  jaunt  to 
New  Zealand's  lake  district,  to  $60,000 
for  a  round-the-world  excursion. 

Privately  held  A&K  is  still  very 
much  a  family  affair.  Wife,  Jorie,  69, 
the  daughter  of  Paul  Butler  (founder 
of  Butler  Aviation),  is  vice  chairman. 
In  1972  she  bought  out  Kent's  parents' 
50%  stake.  She  pours  most  of  her  time 
and  energy  into  environmental  and 
eleemosynary  causes,  including  A&K 
Global  Foundation,  which  hands  out 
alms  in  countries  A&K  runs  trips  to,  and  Friends  of  Con- 
servation, which  funds  Kenya's  Masai  Mara  Game  Reserve. 
She  also  designs  a  line  of  A&K  clothing  and  jewelry. 

Son  Joss,  31,  a  1997  Harvard  M.B.A.  and  former  con- 


sultant at  Bain  &  Co.,  joined  in  early  1 999  as  chief  op| 
ing  officer.  After  a  near-fatal  polo  accident  in  1996 
elder  Kent  realized  he  and  Jorie  couldn't  do  it  all  th) 
selves.  The  younger  Kent,  headquartered  in  London,  is 
busy  putting  financial  controls  in  place  and  building  A 
Web  site  and  computer  systems.  Joss  says  A&K's  pn 
margin  has  doubled  to  8%  over  the  last  four  years.  M 
doing  well  enough  now  that  the  Kents  are  on  the  Lofl 
Times'  list  of  Great  Britain's  richest  people,  valued  at! 
million  by  the  paper. 

And  so  must  be  the  Abercrombies?  you  might  ask.  "t 
never  was  an  Abercrombie,"  confesses  Kent,  "at  least 
here.  We  put  that  in  our  name  because,  in  the  beginnil 
made  us  sound  bigger  and  more  prestigious  than  we  n 
were.  The  'A'  also  put  us  on  top  of  most  tour  operator  li 
The  extra  name  also  evokes  memories  of  that  safari-oi 
ter-turned-casual-clothier,  Abercrombie  &  Fitch. 

Clients,  when  they  book  a  trip,  still  occasionally  ci 
they  are  friends  of  the  Abercrombies,  laughs  Kent.  "Thej 
idently  want  special  treatment  or  a  discount.  We  just  sd 
and  tell  them  we'll  do  what  we  can." 
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My  Introductory  Offi 
to  New  Cigar  Customei 

All  UliS  lor  ONLY $29.95  (regularly a  $79  k 

It's  the  complete  package  for  the  smoker:  twenty-five  Thompson  hand 
imported  cigars,  a  dependable  windproof  lighter  (may  vary),  and  a  solidi1 
strutted  cedar-lined  divided  humidor  whose  French  quadrant  hinges,  humidif 
system  and  hygrometer  make  it  a  veritable  vault  to  protect  your  puros.  This  e 
itely  fashioned  humidor  is  handsome  enough  to  grace  any  smoker's  desk. 

At  the  low,  low  price  of  $29.95  for  a  regular  $79  value,  this 
really  is  quite  an  offer.  I'm  making  it  to  introduce  ^^^^^^ 
new  customers  to  Thompson  &  Co..  America's  ^£SSffifE&£\ 
oldest  mail  order  cigar  company.  Since  1915 
our  customers  have  enjoyed  a  rich  variety  of  I 
cigars  and  smokers'  articles. 
Only  one  order  per  customer  please. 


Display  Classified 


Swim  at  Home 


Think  Of  It  As  A 
Treadmill  For 
Swimmers! 


For  additional  offers  of  Imported  Hand  Made  Premi 
Cigars  at  prices  up  to  60%  OFF,  visit  our  website .-' 
specials.thompsoncigar.com 


1-888-234-81 

P.O.  Box  31274  «Tampa,  FL  33631-3274  •  Dept.T2284 

Send  me  one  Classic  Combo  (926855)  For  $29.95  +  S4.95  shippim 
(Florida  residents  add  6%  sales  tax  +  appropriate  county  tax)  ONE  ORDER  PER  CUSTO 


THOMPSON  CIGAR  CO.Z"ZX?J%? 


My  Name 


My  Street  Address 


Apt  .  # 


City 


State  Zip 


Daytime  phone  #  ( 


) 


□  S34.90  Enclosed.  Charge  to  my  □  VISA  J  MasterCard  J  AmExpress  J  Disc* 


Signature  for  credit  card 


/  A 


Credit  Card  No.  (Print  all  digits)  Exp.  Date 

By  responding  to  this  offer  and  signing  below,  t  certify  that  I  am  a  smoker,  21  years  of  age  or  ol 


/  I 


Signed  (Your  order  will  not  be  processed  without  signature  and  date  ot  birth)  Birth  date  -  Mo.  Day/Yea) 
OFFER  EXPIRES  1 2/31/00  •  OFFER  NOT  AVAILABLE  TO  MINORS  •  OFFER  GOOD  ONLY  IN  THE  I 


©1999  Thompson  Cigar-&  Co.,  Inc. .  Dept.  T2284  Fax:  813-882- 


Swim  or  exercise  against  a  smooth 
current  adjustable  to  any  speed  in 
a  unique  pool  measuring  only  8'x15'. 
Enjoy  the  fun  and  convenience  of  the 
world's  best  exercise  at  home  year 
'round.  Ideal  for  swimming,  water 
aerobics  and  rehabilitation. 
Compact  size  makes  the  dream  of 
pool  ownership  practical  in  small 
spaces.  The  Endless  Pool™  is  simple 
to  maintain,  economical  to  run,  and 
easy  to  install  inside  or  outdoors. 
New  system  reduces  chlorine  use 
by  90%.  Endless  Pools1"  are  sold 
factory  direct  worldwide. 

Free  Video1. 

Call  800-233-0741  Ext.  1219 

Visit  our  web  site  at 
www.endlesspools.com 
or  write  Endless  Pools,  Inc. 
200  E  Dutton  Mill  Rd,  Dept.  1219 
Aston,  PA  19014 


ENDLESS  POOLS'" 
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Watch      and      Jewelry      Review  2000 

I  We  invite  you  to  discover  these  breathtaking  collections  of  fine  jewelry  and  timepieces  from  the  world's  most  renowned  names. 

Lest  further  information,  please  circle  the  number(s)  on  the  Business  Reply  Card,  supply  all  necessary  information  and  drop  it  in  the  mail 


;OW,  family  owned  and  operated  Discover  the  world  of  CHOPARD.  The  original  AARON  BASHA  baby  shoe  charm 

features  jewelry  and  watches  from  the  For  over  1 40  years  Chopard's  exceptional  c  ollection,  1  8k  gold  with  diamonds  and  precious 

st  important  manufacturers,  as  well  as  timepieces  and  haute  jewelry  have  been  stones,  the  most  appropriate  and  emotionally 

ted  in  our  own  workshops.  Visit  us  in  created  with  a  passion  for  excellence.  expressive  gift  for  mothers,  represents  the  ultimate 

lemphis,  or  at  www.mednikow.com  Visit  us  at  www.chopard.com  personal  tribute. 


4  years,  JULES  R.  SCHUBOT  MAURICE  LACROIX  Swiss  watches... Tomorrow's  MOLINA  FINE  JEWELERS  stands  as  a 

i  committed  to  finding  timeless,  Classics.  Honest  design,  timeless  character,  simple  hallmark  of  excellence  in  the  world  of 

:l  unique  pieces.  Each  one  sure  to  elegance  in  form  and  function.  To  preview  the  exceptional  gems  and  fine  jewelry, 

tomorrow's  treasured  heirloom.  collection,  visit  us  at  www.mauricelacroix.com 


isit  us  at  www.schubot.com 


!lM'S:  For  a  spectacular  selection  of 
ptches  and  gifts  that  will  surpass  your 
pns.  Visit  us  at  www.borsheims.com 


MIKIMOTO,  the  Originator  of  Cultured  Pearls  Since 
1893,  presents  an  exc  eptional  collec  tion  of  jewelry 
of  superior  quality  and  design  artistry.  Visit 


CARRERA  y  CARRERA,  Spain's  leading  jeweler  and 
creators  of  uniquely  sculptural  jewelry,  intricately 
crafted  of  the  finest  metals  and  precious  gems.  For 


•  — IMWB—     I  ■  — — — — -^H 

"View  on  the  Bay"  S300.00 
Yves  Lanthier  32"  x  24"    "Irises"  S200.00 

Van  Gogh  24"  x  19" 

FRAMED  COLLECTION 

Choice  of  40  images,  3  different  sizes,  and  5  wood  frames 
in  Burgundy,  Brown,  Black,  Gold  and  Gold  &  Silver. 

Prices  include:  Fine  Art.Giclee, 
Frame  and  Shipping  (USA) 


GREAT  FOR  8"  x  10' 


S5995 


WEDDINGS  srrrk9=i 
10"  X  12"  79 

HOLIDAYS 


GIFFS      ir,  x  a4-  S9995  — 

Tel:  305.438.3737  .  E-mail:  inloC'Virtprintonainvcis.com 


Adv 


Around  the  World  in  8()  Ways 


Intimate  Sailing  Vessels  to  World  Class  Megayachm 

We  handle  the  world's  most  extensive  flotilla  of  cruising  \csseil 
for  private  charter  to  vacation  destinations  all  over  the  world! 

Put  your  vacation  getaway  in  ihe  hands  o(  the  yachting 
professionals.  Call  today  for  your  copy  of  our  guide  to  thij| 
"World's  Finest  C  harter  Yachts!" 


'  The  Sacks  Group 

ykeA&ig  'T'rvfcttimjdj 


I  600  SE   I  7  I  h  Sir 
Fori  Lauderdale. 
(  «  5  4  I    7*4-7742    •  FAX 

f.sacksyach  ti.com   •  in 


Sum,  418 

F  L  3  3  3  16 
1954)  523-3769 
oClivjcksvachlv.c 


Luxury  Y<k  In  Vctt  >nk>ivs ■  Y<k  111  liroki'm^r 
OwrU'r  Marketing  ■  Nov  OwisiriK  lion 


For  information  and 
rates  on  advertising 
in  the  next  Forbes 
Display  Classified  Section 
call  Media  Options 
1-800-442-6441 


KEEP  YOUR  PRIVATE 
BUSINESS  PRIVATE 


PRIVATE  L 


WITH  PRIVATEI  YOU  CAN! 

Privatel™  is  a  personal  voice  security  device,  that  connects  to  virtually  a 
telephone  !t  orotects  your  telephone  conversations  from  all  unauthorized 
listeners  by  using  the  strongest  encryption 
technology  available. 

Privatel™  features: 

•  Clear  Voice  Quality 

•  Easy  to  Install 

•  Easy  to  Use 

•  Portable 

•  Effective 

por  more  information  call  toll  free 
1 .866.GET.PRIVATEL  (1 .866.438.7748) 
or  visit  us  at  www.L-3Com.com/privatel 


..Introducing  METASeS 


challenges  of  securing  your  IT  infrastructure  ^ISfe^  ^^Kr 

Our  worldwide  team  of  industry  leading  security  and  H^^^_  -i^Hr^ 

e-commerce-  experts,  are  committed-  to  helping  you  meet  the 
challenges  of  tomorrow  -  today.  Whether  you  are  a  small,  medium  or 

large  business  we  are  committed  to  helping  organizations  like  yours  harness  ^SBI^^^.  •'• 

the  power  of  the  Internet. 

Our  revolutionary  enterprise-Avide  security  solutions  and  approach  to  threat  and  vulnerability 

management,  intrusion  detection,  security  policy  and  procedure  development  and  compliance,  incident 

response  and  computer  forensics,  make  securing  your  IT  infrastructure  easy.  We  apply  the  best  minds  in  the  industry 

to  ensuring  you  that  your  network  and  e-commerce  solutions  are  prepared  for  the  inevitable,  not  to  mention  the  unexpected. 


For  more  information  on  how  METASeS    can  assist  you  in 
securing  your  e-Foundation  visit  our  website  at  www.metases.com, 
or  call  877.908.META 


0  2000  MCTA  Scox  c  COM  SolufktfK  lot  All  r.jHs 
•  fBAIOOO.     ,    '   .  '•    ■   ,'.  •  . 


MEWSES 

Securing  the  e-Foundation  for  Today's  Business  Enterprise 


si 


<ation  and  rates  on  advertisinq  in  the  next  Forbes  Display  Classified  Section 
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Financial  Services 


Business  Opportunities 


Receive  Value  Line 
for  only  $55 

™>:iJ  An  introductory  subscription  to  The  Value  Line  Investment  Survey  brings  you  Vi 
:il  tne  2000-page  Investors  Reference  Library  —  Value  Line's  most  recent  Ratings  and  1 
jjti    Reports  on  1700  stocks  and  the  practical  guide  How  to  Invest  in  Common  Stocks.  ' 
V/     Vou  will  also  receive  analyses  of  about  130  stocks  each  week  for  10  weeks  for  S55. 
Available  only  once  every  three  years  to  any  household.  SPECIAL  BONUS:  Wall  Street 
Words,  Revised  Edition:  An  Essential  A  to  Z  Guide  for  Today's  Investor  (retail 
price.  S12.00).  In  addition  to  clear  definitions  of  4.000  terms,  this  convenient  guide 
contains:  60  case  histories  Illustrating  the  real-world  application  of  key  concepts,  as  well 
as  samples  of  technical  charts.  You  also  get  explanations  and  Ideas  from  Industry 
professionals  on  50  special  topics,  lncludlngtax  law.  financial  management  and 
accounting.  Available  while  supplies  last.  Free  with  your  subscription.  Your 
subscription  may  be  tax-deductible:  consult  your  tax  advisor.  Send  check  or  money 
order  along  with  name,  address  and  zip  code  together  with  this  ad  or: 

CALL  TOLL-FREE  1-800-535-9651 

BONUS  CODE  516NFWF09  American  Express.  MasterCard.  Visa  or  Discover 
24  hours  a  day,  7  days  a  week.  II  you  are  not  completely  satisfied  relurn  all  matenals 
In  good  condition  wilhm  30  days  from  Ihe  start  ol  your  trial  subscription  for  a  full 
refund  of  your  lee  Allow  4  weeks  lor  delivery  Foreign  rales  upon  requesl 
Online  at  www.valueline.com/ads/f5fnf 


The  Value  Line  Investment  Survey* 

PO  Box  3988.New  York  NY 
_        10008-3988  ., 


Art/Prints 


RARE  DALI  PRINTS 

If  you  own,  or  ore  considering  the  pun  hose 
of  a  Salvador  Dali  print.... 

Our  exclusive  catalog  features  full-color 
pictures  of  more  than  500  signed  limited 
edition  Salvador  Dali  prints.  Each  print  is  fully 
documented  by  Albert  Field,  curator  of  the 
Salvador  Dali  Archives,  and  guaranteed 
authentic.  The  catalog,  "Salvador  Dali:  A 
Retrospective  of  Master  Prints,"  is  a  must 
for  anvone  interested  in  works  signed  bv 
Dali.  Call  now  and  we  will  rush  vou  a  free 
copy  of  "The  SalvadorDali  Collector's 
Newsletter".  ($15  per  issue) 


Salvador  Dali 


a  retrospective 
of  Master  Prints 


l-(800)  275-3254 

ask  for  Dept.  FM 

hllp://vmw.daligallcry.c«m  •  FAX  3 10-454- 2090 
BniiuFmeAn*  15332  Amioch  St.. »  UK.  Pacific  Palisades.  CA  W27 


Forbes  Subscriber  Service... 
To  order,  change  address  or 
other  customer  service, 
call  1 -800-888-9896 


Charge  your  ad. 

VISA 


e-incorporatecomj  OFFSHOl 


•  Registered  agent  services 
•U.S.  bank  accounts  opened 
•Nominee  director  services 
Delaware  Incorporation  Handbook 
Oelaware  Business  Incorporators,  Inc. 

800.423.2993 


Legally  &  Ethically 


Own YOUR  Own 
OFFSHORE  BANK 

FREE  Report 

800-733-2191 


Buy  Foreclosed  Property. 

Use  OUR  Money.  Split  Big  Profits. 
Complete  Training.  Call  for  Free 
Information  Package. 
800-995-0049  Ext.  7675 


INCORPORATE  IN  DELAWARE 


Spedafes  fi  setling  up  Deiowore  Corporations.  General.  A«raft, 
Boot  i  Srwtf  Corporations  Ciri  or  write  for  out  FRtl  KIT* 


iffidtf  wnto  far  a 


351 1  SiWerade  Rd.  #)0S-fB  •  Wilmmgion.  OE  USA  1 9810 
302-477-9800  •  800-32KOH1  •  FAX  302-477-981 1 
E-imJ:  corp@delreg.com  •  taterutt  http://delreg.com 


Prestigious,  exciting  2nd  Career  for 
Successful  Corporate  CEO's.  Executives, 
Top  Professional  Salespeople,  Athletes. 
Coaches,  Psychologists.  Writers: 


SPEAK  PROFESSIONALLY,  EARN 
$5,000.00  to  $25,000.00  PEfl  SPEECH, 
BE  A  PUBLISHED  AUTHOR.  COACH 
CONSULTANT,  ETC. 


Leading  pro,  2C  yrs  experience,  addressing  over 
200.000  people  annually  generating  over  a  million 
dollars  annually,  author  of  8  pub'd  books, 
"crash  course'  train  and  position  you  in  this 
fascinating  business.  Limit  14  proteges/clients 
every  6  months  This  training  is  the  equivalent  of  a 
"franchise*  m  sophistication,  comprehensiveness 
and  value  FREE  INFORMATION  KIT  senl  on 
request:  call  24  hr  tree  recorded  message  at 
1-800-597-8895  or  FAX  request  to  602-788-0494. 
No  sales  representative  will  ever  call.  Application 
provided  with  Kit  Only  senous  individuals  should 
repty  Significant  fee  required. 


SMALL  ADS  BRING 

BIG 

RESULTS! 

Call:  Media  Options 

1-800-442-6441 

Forbes  Business  Classified 


C«XI  I 


♦Companies 
♦  Hanking 
♦Credit  Cards  /-> 
♦Privacy  ^J™-- 
(800)  710-0002 

Visa/MC/Amex  wwwai 


MAKE  BIG  $ 

*FM/ft/W0  CRACKS  IN  WINDS 


OPPORTUNITY  KNO 

Once  in  a  while  an  opponunin 
along  thai  will  never  repeat  its 
in  on  the  ground  tloor.  Extreme 
income.  Training,  leads,  secul 
counts  to  call  on.  Opportunity  of 
time.  Let's  talk.  (Inv  Rcq.) 

Areas  Gouts;  Fast.  J 

1-800-675-6144 


Buy  or  Sell  a  Busii 

www.bizsale.com 

Franchises  and  Businessesi 
All  types,  sizes,  prices,  andll 
Save  time  and  money 
Affiliated  Business  Consul 
719-540-2200 


OVER  TWO  BILLI 


WORTH  OF  BUSINESSES  FOR  SALE  BVM 
MAJOR  MANUFACTURING  TO  SMALL  REH 
CONVENIENCE  STORES  •  RESTAURANTS!™ 
Save  Thousands  of  Dollars  •  No  Brokei^i 
CALL  USTOLL  FREE  1-80WS 
www.gwbs.com 
NATIONWIDE  »to  Buy  am 
MANY  OFFER  OWNER  FUHT 
GREAT  WESTERN  BUSINESS  SERVICt 


Audio  Books 


World  Famous  Business  FW 
Publisher  has  a  new  line  of  excel 
audio  books  on  CD  or  Casse 
JOHV  BUGLE  •  GEORGE  SOROS  •  B4MM 

and  more 

Wiley  Audio 

CALL  1-800-748-5804 
For  a  free  catalog  or  to  order  0 
^www.pentonoverseas.ci 


For  information  and  rates  on  advertising  in  the  next  Forbes  Business  Classified  Section 
contact:  Media  Options  (1-800-442-6441  for  ad  rates  &  ad  information  only) 
Fax:  1-973-694-8371  E-mail:  mediopt@aol.com 


Advertisement 


I  STMENT  (iEMSTONES 
»ANTEED  LIQUIDITY!! 

iL^c  buv  &  sell  Diamonds 
i  Cd  all  Precious  Genisiones 
■wholesale  catalog  since  1967! 
llfmAcr:  Jewelers  Board  of 
We  &  Chamber  of  Commerce 

tflOUSE  OK  ONYX.  Inc. 
TMain  St..  Greenville.  KY  42345 
DM4-3I0O  or  FAX  270-33S-9605 


T  PROTECTION 


Mtions,  Ltd.  Partnerships,  LLCs 
(■Trusts.  Corps.,  Private  Banking 
wrisdictions  •  Maximum  Privacy 
lit  Sa\  ings  •  Lslate  Planning 

TMnJessionul  •  Confidential 
I 


3* 


d  Newsletter 


EE  TRADES! 


I  Even  triple  your  money 
i  /eek  of  great  trades! 

I I  email. 

I  <W  and  as  a  BONUS,  rocolvo 
I  lonatics.com  newsletter  FREE 
lor  three  months! 

183-366-3264 

FlONF.TIGS.roM    Code  424 


OUR  BUSINESS 

I  :adinj>  consulting  firm  in  the  country 

I00-3S8-80II 


ICi 


large  your  ad. 


Almost  as  bright  as  the  sun... 

Night  Piercer  II™ 

1  Million  CandlePower  Halogen  Spotlight 

only  $79^ 

''•'But  read  this  ad  for  an  even  better  deal! 

The  Night  Piercer  11°  casts  a  focused  beam 
that  can  be  seen  for  many  miles.  It  is  20- 
times  brighter  than  automobile  headlights, 
more  luminous  than  aircraft  landing  lights. 
This  powerful  light  is  indispensable  for  track 
ing  and  exploring  unknown  territory  and  for 
any  contingencies  at  night,  in  plane,  boat,  truck,  or  car 
With  its  red  gel,  the  Night  Piercer  II"  can  be  a  lifesaver  in 
any  emergency.  The  unit  contains  two  sealed  heavy-duty 
lead-acid  batteries  and  can  be  recharged  either  through  your 
household  current  or  through  the  cigarette  lighter  socket  of 
your    car,     RV    or    boat.    Both    adapters    are  included. 

We  import  Night  Piercers  II"  in  very  large  quantities  and  are 
therefore  able  to  bring  you  this  outstanding  accessory  for  just 
$79.95.  (Compare  with  our  competitor's  price  of  $99!).  But  we 
have  an  even  better  deal:  Buy  two  for  just  $159.90  and  we'll 
send  you  a  third  one,  with  our  compliments  —  absolutely 
FREE!  The  Night  Piercer  //  should  be  your  companion  on  all 
your  travels.  Don't  leave  home  without  it  —  order  it  today! 

You  may  order  by  toll-free  phone,  by  mail,  or  by  fax  and 
pay  by  check  or  Visa/ MasterCard.  Please  give  order 
number  #1088F757.  Add  ship. /ins.  charge  of  $9.95  for 
one  unit  or  $19.90  for  three  units  (plus  sales  tax  for  CA 
delivery).  You  have  30-day  refund  and  one-year  war- 
ranty. We  do  not  refund  postage.  For  customer  service 
or  wholesale  information,  please  call  (415)  643-2810. 


comes 
super-bright 
halogen  bulb  and  red  gel  for 
use  as  learning  light.  120- 
volt  and  12-volt  recharg- 
ers   arc   also  included 


2360  Third  St.,  San  Francisco,  CA  94107 


©  Order  by  toll-free  phone:  (800)  797-7367  or  (fastest!)  by  fax:  (415)  643-2818  © 
Visit  our  website  at  www.haverhills.com 


Capital  Available 


Executive  Gifts 


ATTORNEYS  ACCOUNTANTS 
DEALMAKERS  Public  or  private 
funds  available  for  expansion  of 
projects  with  excellent  manage- 
ment and  growth  potential. 
ARBOC  INC. 561-627-71 10 


>es  Subscriber  Service...  To  order,  change  address  or 
other  customer  service,  call  1-800-888-9896 


For  information  and  rates  on  advertising  in  the  next  Forbes  Business  Classified  Section 
contact:  Media  Options  (1-800-442-6441  for  ad  rates  &  ad  information  only) 

Fax:  1-973-694-8371  E-mail:  mediopt@aol.com 


rJIItiltlleVTCW, 

Be'-tlobsUSA.com 


To  advertise  in  this  section  call  561- 


$2000  Sign-On  Bonus 

With  ail  these  sites  on  the  Web  today,  you'd  have  to  be 
a  psychic  to  know  where  to  go  when  you're  looking  to 
change  careers.  Well,  we're  here  to  help. The  difference 
between  RCI  Employment  Solutions  and  all  those  other 
guys  is  ...  about  $2(MH). 

If  we  place  you  w  ith 
one  of  our  clients. not  only  will 
you  receive  the  career  of  your  dreams, 
but  we'll  also  give  you  up  to  a  $2000  sign- 
on  bonus  -  separate  from  whatever  your  new  em- 
ployer gives  you!  Add  on  our  2~!  years  of  experience 
and  the  fact  that  we  partner  with  the  best  employers  from 
New  York  to  San  Francisco,  and  you  have  yourself  quite  a 
bit  of  difference. 

IT  O  Engineering  O  Sales 
E-Commerce  O  Telecommunications 
Financial  O  Management  Healthcare 

Visit  our  Web  site  at  unu.rcies.com  or  simply  e-mail 
your  resume  to  ppage@rcimedia.com.  It  doesn't  mat- 
ter if  you're  actively  searching  for  a  new  job  or  if  you're 
already  employed  and  just  want  to  see 
_____      what  else  is  out  there  -  if  you're  an 
P  -gfj    E~~   exceptional  candidate,  then  we  will 
/^■J I    J^/  help  you  connect  with  an  employer  of 

The  Catalyst  for  Careers 
and  Companies 

www.rcies.com 


11848ih 


I 


the 

\  Climb 

of  your 


Life 


McLeodUSA  offers  spectacular 
opportunities  for  people  who  are  re 
to  scale  the  mountain  of  succes 

Find  out  how  you  can  keep  climbi 
visit  our  website  at 
www.mcleodusa.com 


4m 


rcLeodUSA 


n  novation; 

A  fancy  word  for  change.  A  must  in  today's  evolving 
world.  The  core  of  our  business. 

"making  the  latest  and 
greatest  even  better. " 

Exactly  what  we  do.  Every  day. 


DIGITAL  PRODUCT  DEVELOPMENT  0096 

Successful  candidates  must  nave  a  BSEE  and  a  minimum  3 
years'  related  experience;  MSEE  preferred  IdeaJy  the  candidate 
would  tie  proficient  in  hardware  and  software  development  and 
have  some  video  experience 

SR ./SYSTEMS  ANALYST  0466  Successful  candidates 
must  have  a  BSEE.  BSCS  or  equivalent  along  witti  a  minimum  i 
year  experience  developing  large-scale,  robust  commercial 
applications  Thorough  technical  knowledge  of  dynamic  Web- 
based  server  applications  and  Web  development  experience  s 
required  Technical  knowledge  of  C++.  Java  ASP,  IIS  and  HTML 
is  essential  Experience  with  UNIX  envroriments  and  Sun  Solans 
OS  is  preferred, 

IT  PROJECT  LEADER  0411  Successful  candidates 
must  have  a  BS  in  computer  science,  business  or  equivalent 
experience  and  must  possess  formal  rjccumentation  techniques 
for  structured  analysis,  detail  design  ana  tesOng  Minimum  1 
year  project  management  experience  with  a  strong  information 
systems  understanding  Must  have  proven  ability  to  manage 
multiple  application  developmental  projects  on  a  variety  of 
platforms  A  fundamental  knowledge  of  PC,  Oient/Server  and 
Mainframe  Development  experience  s  required  and  experience 
with  Microsoft  Windows-based  office  automaton  products  is  a 
must  Should  be  adept  in  the  appleaOon  of  the  software 
development  life  cyde  and  structured  tools. 

IT  PROJECT  LEADER  (E-BUSINESS  SYSTEMS) 

0434  Successful  candidates  must  have  a  BS  degree  in 
computer  science  or  equivalent  experience  and  a  minimum  of  5 
years'  experience  as  a  Systerrs  Analyst/Project  Leader.  Proven 
ability  to  lead  and  deliver  apciearjon  solutions  on  a  variety  of 
platforms.  Thorough  technical  knowledge  of  dynamic  Web- 
based  server  applications  and  dynamic  Web  development 
experience  required.  Fundamental  l<rowlerJge  of  Internet-based 
marketing  applications  is  preferred.  Experience  with  Microsoft 
Windows-based  office  automation  products,  including  MS 


Project  k  a  must  Knowledge  of  software  rjevetoprna 
and  structured  tools  s  required,  UNIX  ORACLE.  HTM 
JavaScript,  and  Vignette  preferred  SAP  experience* 

ADMINISTRATOR,  IT  PROJECT  MANAGE 
0488  Successful  candxlates  must  nave  a  BS  in  bus 
administration,  rjomputer  science,  engineering  or  rem 
Professional  ratification  t\  project  management  desk 
years'  experience  m  managng  medium  to  large 
fT  environment  using  PMBOK  or  other  structured 
management  rnethodcxogies  and  lifecyrjes  required, 
hands-on  experience  with  computerized  project  mar* 
software  is  a  plus 

SR.  SYSTEMS  ANALYST  (MAN U FACTUM 
DATA  WAREHOUSE)  0459  Successful  card* 
have  a  8S/BA  degree  in  computer  science  or  a  BS  da 
business  or  equivalent  experience.  Candidates  who* 
m  English  and  Spanish  are  preferred  3-5  years  expert 
designing  and  constructing  computer  systems  to  SOM 
problems  m  a  mid-range  environment  ts  a  must  Rerji 
experienced  m  forma)  Project  Management  mafudon 
have  strong  communication  skills  and  a  demonstnHll 
work  m  a  team  environment  liackground  with  Data 
Warehousing  methodooges  and  procedures  s  regun 
Familiarity  with  Business  Objects.  Essbase,  Worrrai* 
Autosys  is  preferred. 

THOMSON  multimedia,  manufacturer  of  RCA.  PROS 
GE  consumer  electronics,  offers  a  compefjtjve  salarj 
relocation  expenses  and  benefits  package,  as  Wei  a 
opportunity  to  engage  your  talents  in  an  environment 
cutfjng-edge  technology  and  no-holds-barred  ttiirtt 
For  immediate  consideration,  please  send  your  real 
salary  requirements,  in  confidence  to  Staffing, 

Job  #  FOR,  THOMSON  multimedia,  INH110, 

P.O.  Box  1976,  Indianapolis,  IN  46206-1976. 
Fax:  (317)  587-6762.  E-mail:  k)bopps@tee.com, 
or  visit  mrjmson-murarriedia.corn  EOE  fvVFUAY 


Taking  creativity  two  steps  fu 


THOMSON 

www.thomson-multinriedia  I 


For  more  career  opportunities  -  visit  BestJobsUSA 


For  the  talented  bunch  of  designers,  programmers, 
accountants,  assistants  and  engineers  who  work 
here,  innovation  brings  an  opportunity  to  improve 
upon  the  ultimate.  To  take  creativity  one...  no,  two 
.  steps  further.  And  having  the  freedom  to  do  so. 


opent  Review, 


To  advertise  in  this  section  call  561-686-6800 


Best]obsU^A.coni 


* 

Always. ..On. 

We're  IP  ready. 
IP  smart.  And  IP  now. 

We're  SBC  Communications  Inc.,  providers  of  super-fast,  always-on  Internet 
access  (up  to  200  times  faster  than  dial-up  modems)  plus  voice,  video,  and  data 
networking  products  and  services.  Our  Business  Communications  Services  (BCS) 
division  is  revolutionizing  the  communications  industry,  and  we're  looking  for 
exceptional  people  to  help  us  accomplish  that  goal.  We're  poised  for  success,  and 
we  have  aggressive  plans  for  the  future. 

You'll  enjoy  competitive  pay  and  a  benefits  package  -  plus  the  opportunity  to  work 
with  world-class  talent  and  the  latest  technology.  For  more  information,  please 
visit  us  at 


WWW. 


.com 


or  call  1  -888  954  HIRE. 

An  Equal  Opportunity  Employer. 


re  career  oooortiinities  -  visit  BestJobsUSA.com 


THOUGHTS 

On  the  Business  of  Life 


fl  nite  aside  from  God's  hand  and  a  degree  of  in-house  fallibility,  the  one  certainty  in  the 

^  m  annual  Forbes  Four  Hundred  richest  is  change — overnight,  many  veins  of  gold  in 

^^^^^^r     them  thar  computer  hills  run  out,  and  the  miraculous  fortunes  of  several  Steve 
^^^^  Jobs-ions  show  a  plunging  line  on  the  screen.  Trusts  are  sundered  by  mutual  consent, 
and  the  richest  American  of  all,  Gordon  Getty,  no  longer  is.  What  an  absorbing  saga  this  chronicling 
of  the  changing  fortunes  and  lives  of  the  country's  wealthiest  provides.  — MALCOLM  FORBES  ( 1985) 


mhts  from  Forbes  400 


Live  like  a  mensch,  give  like  a  me\ 
— PETER  1 


Accumulating  wealth — and  keepi 
it  over  a  long  period  of  time — 
is  akin  to  painting  or  writing. 
When  you  realize  you've  found 
a  great  deal,  there's  a  real  joy  in  ii 
There's  nothing  like  it. 

—CARL  Id 


On  The  Forbes  400  list:  Tall  jus\ 
make  up  whatever  you  want  any* 
— H.  ROSS  PI 


There's  no  limit  to  how  big  a  who, 
I  can  be. 

—JOE  I  AM  A 


A  few 

members  past  and  present. 

It's  just  paper — all  I  own  is  a  pickup 
truck  and  a  little  Wal-Mart  stock. 

—SAM  WALTON 


Tlic  first  investors  just  believed  in  me. 
The  ones  who  had  faith  stayed  on — 
you  couldn't  get  my  Aunt  Katie  to  sell 
if  you  came  at  her  with  a  crowbar. 

—WARREN  BUFFETT 


People  are  rich  when  you  have  what 
you  need  in  the  world.  A  nice  family, 
a  good  education,  to  participate 
in  the  community.  To  see  your 
children  do  well.  That  is  rich. 

—WILLIAM  CONNELL 


Every  day  I  go  to  work  I  look  at  the 
stock  and  I  say,  "Mike,  if  you  screw 
this  up  you  could  lose  a  billion  dollars. " 

—MICHAEL  SAYLOR 


Bernard  Baruch  said  "I  got  rich  by  sell- 
ing soon. "  I  got  rich  by  never  selling. 

—KEN  LANGONE 


It  never  occurred  to  me  that  I  live 
with  unimaginable  wealth.  I  have 
the  time  and  energy  to  devote 
myself  to  causes  I  deem  vital. 

—EDGAR  BRONFMAN  SR. 


On  consumer  recreational  spending: 
I  feel  like  a  mosquito  flying  over 
a  nudist  colony  wall.  It  all  looks  so 
good  I  don't  know  where  to  start. 

—ROBERT  DEDMAN 


On  his  SI  salary:  /  do  have 
a  50%  bonus  opportunity, 
so  it  could  go  as  high  as  $1.50. 

—RICHARD  MANOOGIAN  ' 


Money  is  only  unused  power. 

The  real  purpose  of  wealth,  after  food, 

clothing  and  shelter,  is  philanthropy. 

—LEON  LEVY 


/  love  FORBES.  But  I  don't  like  M 
—MAX  FI 


A  Text  ... 

Blessed  is  he  that  considered 
poor:  the  Lord  will  deliver  hi\ 
time  of  trouble. 

— PSALM1 

Sent  in  by  Mark  Simonetti,  Roseborl 
What's  your  favorite  text? 

More  than  1 4.000  "Thoughts,"  arranged  alpha 
by  subject,  are  available  in  a  900-page,  one- 
deluxe  edition,  Forbes  Book  of  Quotations:  Thm 
the  Business  of  Life.  The  price  is  S40,  plus  S3.30I 
and  SI  per  item  for  handling  (add  applicable  a 
To  order,  please  call  toll-free,  1-800-876-6556. 1 
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THE  ROAD  TO  DISCOVERY 

CAN  BE  EASY  TO  FIND. 
ESPECIALLY  ONCE  IT'S  BOOKMARKED. 


WWW  HYATT.COM 


Once  there,  it's  a  road  that  can  be 
traveled  quite  often.  Where  the  view  is 
always  changing.  And  the  adventure 
always  new.  Our  website  is  now  your 
passage  to  the  world. 

Whether  you're  longing  for  a 
quiet  weekend  along  a  clear  mountain 
lake  or  the  flavor  of  a  culture  miles 
from  your  own,  Hyatt  can  take  you 
there.  Down  a  path  that  leads  you 
through  hundreds  of  cities  all  over 
the  world.  To  places  that  can  open 
your  eyes.  And  feed  your  spirit. 

So  explore  hyatt.com.  The  shortcut 
to  discovery. 


HOTELS  &  RESORTS 


ings  being  equal,  there's  more.  /  800 23 j  1234  or  wivw.hyatt.com 

Feel  the  Hyatt  Touch  " 

Resorts*  encompasses  hotels  managed,  franchisee!,  or  leased  by  two  separate  groups  of  companies  —  Hyatt  Corporation  and  its  affiliates  and  affiliates  of  Hyr  tt  International  Corporation.  ©  2000  Hyatt  Corp 


>A  TH  DUAL  CLIMATE  CONTROL,  JBL  AUDIO  SYSTEM*  AND  LEATHER-TRIMMED  SEATS,*  THE  AVALON  IS  MORE  PARK  AVENUE  PENTH  Z 
'O  WALK-UP.  AND  WITH  OVER  106  CUBIC  FEET  OF  CABIN  SPACE,  YOU  CAN  ALWAYS  SUBLET  THE  BACKSEAT.  ® TOYOTA  4 


Your  business  is  as  unique 


as  your  DNA,  which  is  why  at 


NO  TWO  EYES  SEE  THE  SAME  WORLD. 

NO  TWO  BUSINESSES  ARE  IDENTICAL. 

AND  NOW  ONE  COMPANY  CREATES 
INTERNET  SOLUTIONS  UNIQUE  TO  YOU. 


 _ 


Fujitsu,  a  $50  billion  global  provider  of  IT  and  telecommunications  solutions,  we  approach 


every  Internet  challenge  individually.  With  60,000  IT  service  and  support  professionals  and 


operations  in  over  100  countries,  no  matter  where  you  are,  we're  right  at  your  side.  Observing 


your  business  from  your  perspective.  Understanding  your  objectives.  Responding  to  your 


customers.  And  selecting  from  our  complete  range  of  leading-edge  solutions  the  unique 


combination  that  will  deliver  tangible  business  results  for  your  business.  A  one-to-one  solution 


designed  specifically  for  you.  It's  not  just  the  way  we  conduct  business.  It's  in  our  genes. 


FUJITSU 


THE    POSSIBILITIES    ARE  INFINITE 


www.fujitsu.com 


'Source:  IDC,  December  1999.  Who  Will  be  Leading  the  Global  IT  Services  Industry  in  2000?:  A  Competitive  Analysis  by  Mauro  Peres,  Sophie  .lanne  Mayo. 


weight,  aluminum  V8  engine 


those  seeking  power,  performance,  and  visible  signs  of  envy. 

Vanden  flas  Jtas  always  been  famous  lor  i Is  interior.  Yet  here's  the  most  beautiful  feature  of  all:  a  32 
»1  rugs  beneath  your  feet,  or  the  Connolly  Autolux  leather  and  burl  walnut  that  surround  you.  Expend. 


or  visit  m^^Httl|1|Aa  Reat°n*e>.  annysiaear  yaur  safety  be«  and  - 


IcMlwi  «i  iMiack  seal  ^2000  Jaguar  Cars 


ne,  precision-tuned  for  exhilarating  perforrriance.  Consider  it  a  perfect  match  for  the  ^^^V^^ 
fanden  Plas,  and  you  may  still  want  to  see  other  ca|s.  But  only  in  your  rearview  mirror.      JAG  UAR 

THE  ART  of  PERFORMANCE 


We're  making  business  mobile.  See  how  your  business  can  profit  at:  WWW.siemensmobilebiz.com 


won't  shop  in  supermarkets 


He  won't  commute  to  an  office 


And  he'll  do  his  banking  from  wherever  he  is 


Make  your  business  mobile 

The  world  is  changing. 

And  people's  habits  and  needs  are  changing  with  it. 
Very  soon,  more  than  200  million  people  will  go 
shopping,  bid  at  auctions,  visit  the  bank  and  book 
their  travel  on  the  move  -  via  the  Internet  -  thanks  to 
Wireless  Application  Protocol,  or  WAP,  mobile  phones. 
Are  you  prepared?  We  are. 
Siemens  makes  business  mobile. 
From  entire  networks  to  mobile  devices,  we  provide 
the  latest  in  voice,  data  and  video  communication 
equipment  and  services  -  including  an  entire  range 
of  mobile  business  solutions. 
We're  the  only  company  who  really  understands 
how  to  make  it  all  work  seamlessly. 
We'll  keep  you  up  to  date  with  new  technologies 
and  an  endless  stream  of  new  ideas. 
Because  one  thing  is  for  sure:  It's  today  that  deter- 
mines who  you'll  be  doing  business  with  tomorrow. 

mobile  business 


Information  and 
Communications 


Eorhe&j) 
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OutFront 

54  Why  Not  Drive  an  SUV?  When  you 
feel  in  control  you  can  rationalize 
just  about  any  kind  of  risk. 

ByMelanie  Wells  and  Robyn  Meredith 

54    Is  Firestone  Dead?  Most  well- 
established  brands  rebound 
from  crisis  within  a  few  years. 
By  Melanie  Wells 

56    Hard  Sell  Pfizer  aims  Viagra  at  a 
younger  crowd.  By  Robert  Langreth 

56   A  Gusher?  What  happens  if  oil 
prices  keep  rising?  By  Michael 
Freedman 

58   Morality  Play  Billionaire  Philip 
Anschutz  wants  to  save  decadent 
Hollywood  from  itself. 

By  Dorothy  Pomerantz 

60  Nuts  The  effort  to  bring  Iranian 
pistachios  back  to  the  American 
market.  By  Nathan  Vardi 

62   Eagle-ade  Can  pickle  juice  find  a 
spot  on  the  bench  next  to  the 
Gatorade?  By  Eileen  Glanton 

62   Better  Late  Than  Never  Former 
policyholders  at  failed  Executive 
Life  are  gunning  for  Leon  Black 
and  John  Garamendi. 

By  Brigid  McMenamin 

64   Whose  Life?  The  growing  flap 
over  security  for  online  shoppers. 
By  Quentin  Hardy 


52 


The  Conglomerator 

Tyco  International's  Dennis  Kozlowski  claims  to  have  invented 
the  perfect  conglomerate  for  the  21st  century.  Now  if  he  could 
just  get  people  to  believe  him. 

By  Scott  Woolley 

T.  Boone's  Latest  Battle 

An  old  raider  wades  into  a  century-old  fight  over  the  West's 
most  valuable  commodity:  water. 

By  Brandon  Copple 

158  Hurry  Up  and  Wait 

This  summer's  record  airline  flight  delays  stand  out,  but  are  by 
no  means  unique  when  it  comes  to  companies  that  waste  our  ti 
In  one  of  the  most  technologically  efficient  economies  in  the  wc 
why  are  we  still  waiting  around  so  much? 

By  Kelly  Baron 

222  Unrepentant  Bear 

After  losing  a  bundle,  Laurence  Tisch  finally  stopped  shorting 
the  S&P.  But  he's  still  growling  about  overpriced  stocks. 

By  Bernard  Condon 


64   Lawyer  Take  All  East  Coast  law 
firms  are  copycatting  California 
firms  in  taking  stakes  in  clients. 
They  may  be  a  bit  late. 

By  Chana  R.  Schoenberger 

Companies,  People,  Ideas 

66   Last  Action  Hero?  Hollywood 
is  making  bets  on  how  long 
Sony's  John  Calley  can  last. 
By  Brett  Pulley 

69   Black-Box  Man  The  thrill 
of  building  a  multibillion- 
dollar  company  for  the 
second  time. 
By  Howard  Banks 

76   Tamed  Wildcat  Triton  Energy's 
odds  have  vastly  improved. 
By  Daniel  Fisher 


82   Your  Tax  Dollars  at  Work  Con 

ignores  the  vote  on  its  annu 
1040  plebiscite  on  campaigr 
financing.  By  Dan  Seligman 

84  Standard  Deviation  Standard 
Chartered  Bank  hung  tough 
in  Asia  when  rivals  faltered. 
By  Richard  Heller  and  Justin  Do 

88   Baby  Out  with  Bathwater  Is  fh 

SEC  guilty  of  overkill  as  it  cr 
down  on  the  way  companies 
book  sales?  By  Elisa  Williams 

92  Bluhm's  Rebound  Neil  Bluhn 
real  estate  syndicates  have  cc 
back  stronger  than  ever. 
By  Stephane  Fitch  and  Kemp  Pa 

98  Junk-Mail  Junkie  Keeping  al 
those  direct-marketing  pitch 
out  of  the  trash.  By  Lea  Goldt 
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How  many  minutes 
a  day  do  you  spend 
waiting— for  an 
elevator,  a  Web 
page,  a  delivery 
person? 


"There  are  no 
foreseeable  limi 
on  how  much  we 
can  grow." 


/oodoo  Investing  In  science,  124 
;i  little  knowledge  really  is  a  dan- 
gerous thing. 

3y  Michael  Fumento  I2g 

Numbers  Gam  I  Image  Problem 

(Behind  Getty  Images'  hot  market 
ptory.  By  Elizabeth  MacDonald 

Chateau  Southcorp  Check  out  128 
Australia  for  good  wine — 
ind  wine-company  shares. 
|3y  Andrew  Tanzer  140 

Harvest  Time  Jess  Jackson's 

:anny  idea,  to  let  the  many  |gg 

drink  well,  has  put  him  atop  the 

American  wine  business. 

By  Tim  W.  Ferguson 

ibn  the  Docket  | Should  Lawyers  Igg 
Jartner  With  CPAs? 

By  James  D.  Zirin 


Surging  As  electronic  gadgets 
and  cars  get  smarter,  Littelfuse 
gets  bigger.  By  Mark  Tatge 

Charticle  |  Income  Creep  Personal 
incomes  are  rising.  Washington's 
take  is  rising  faster. 
By  Peter  Brirnelow 

Sue  Everywhere  Scary  new  prod- 
uct-liability proposals  in  Europe. 

ByAshlea  Ebeling 

Point  of  View  King  Dollar 

By  Steve  H.  Hanke 

The  Forbes  Lunch  I  John  Dooner 

An  ad  man  who  knows  when 
to  keep  his  mouth  shut. 

By  Dyan  Machan 

Customizing  for  the  Masses  More 
shoppers  demand  personalized 
goods.  By  Krysten  A.  Crawford 


170 


Entrepreneurs 

"Fake  It  Till  You  Make  If" 

The  Roberts  brothers'  tidy 
empire  of  malls,  television 
stations  and  wireless. 

By  Tomas  Kellner 


172 


173 


174 


Levittown,  P.R.C. 

Suburban  life  comes  to  China. 
But  the  welcome  mat  has  been 
slow  to  roll  out. 
By  Daniel  Kruger 

Eat,  Already!  Fran  Lent's 
struggle  to  get  folks  to  buy 
her  foods  for  kids. 
By  Chandrani  Ghosh 

No  Charity  Cases  Enron  gambles 
closer  to  home. 

By  Lynn  Cook 
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178  Shedding  Its  Skin  Oracle  aims  to 
change  its  ways  and  build  a  new 
business  before  it's  too  late. 
By  Carleen  Hawn 

382  HelloBrain.  Good-bye  Rules. 

Thanks  to  hot  demand,  techies 
get  rich  and  stay  put  in  Bul- 
garia— tax-free.  By  Quentin  Hardy 

184  Meet  Bob  Black  A  teacher-turned- 
inventor  racks  up  gritty  patents. 

By  Srikwnar  S.  Rao 

186  Seven  Terabytes  and  a  Dozen  Roses 

UnitedHealth's  prescription 
for  improving  health  care. 

By  Zina  Moukheiber 

217  Software  Horizon  Publish— 

and  Perish  By  Joseph  R.  Garber 

220  Digital  Tools  Little  Big  Cam 

By  Stephen  Manes 

Money  &  Investing 

224  Stay-at-Home  REIT  Going 
national  doesn't  mean  better 
investor  returns. 
By  Carrie  Coolidge 
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226  Different  Benchmarks  Alternatives 
to  the  S&P  500  index  funds. 
By  Robert  J.  Sherwood 

228  Analysts  Analyzed  Are  those  stock 
analysts  on  TV  worth  their  high 
pay?  A  new  Web  site  called 
BulldogResearch  rates  this  crew. 
By  Heidi  Brown 

230  Flower  Power  Redux  Exploiting 
climbing  oil  prices. 
By  Tricia  McGinnis 
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By  Martin  Sosnoff 
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Inventories  By  A.  Gary  Shilling 
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244  Adventure!  Wing  and  a  Prayer  1 

hitching  yourself  to  a  kite. 

By  Daniel  Fisher 

247  Spirits  I  The  Classics,  Reborn  A 

new  rye,  gin  and  three  vermoi 
point  the  way  to  happiness. 
By  Alan  Farnham 

248  Stuff  I  Keeping  Up  with  the  Jetsi 

High-tech  appliances  that  wil 
whisk  you  into  the  new 
millennium.  By  Lea  Goldman 
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GENERATION  CHASSIS  THAT  MAKES  PEOPLE  BUY  A  FULL-SIZE  SUV  FOR  A  NEW  REASON: 

HE  WAY  IT  HANDLES 


THE  ALL-NEW 


YUKON  XL 


e  that  if  you  wanted  the  capacity  and  utility  of  a  full-size  SUV,  y 
had  to  be  willing  to  give  something  up.  Like  agility.  So  when  we  set  out  to 
engineer  the  all-new  Yukon  XL™  we  did  more  than  just  take  the  GMC 
Suburban™  and  give  it  a  new  name.  We  gave  it  a  tighter  turning  radius,  a  wider 
spring  rear  suspension?  plus  4~w^ee^  anti-lock  disc  brakes.  Combine  that  with  a 
erior  that  can  accommodate  up  to  nine  people,  and  just  about  anything  they  bring 
end  up  with  a  full-size  SUV  that's  enormously  easy  to  handle.  The  all -new  Yukon  XL. 


oly  (6  1999  CM  Corp.  All  rights  reserved. 
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©  2000  Research  In  Motion  Limited.  All  rights  reserved. 
BlackBerry  is  an  end-lo-end  wireless  email  solution  developed 
by  Research  In  Motion  (RIM)  BlackBerry,  the  BlackBerry  logo, 
the  "envelope  in  motion"  symbol,  RIM,  the  RIM  Wireless  Handheld 
family  of  marks  and  the  RIM  logo  are  trademarks  of  RIM 


lackBerry.™  It's  the  wireless  solution  that  lets  you  send  and  receive  your  email  with  ease, 
lere's  no  dialing-in.  No  modem  to  attach.  No  antenna  to  raise.  No  effort  required.  No  kidding, 
ireless  email  can  really  be  that  easy.  BlackBerry  works  with  your  office  email.  In  fact, 
s  the  only  end-to-end  solution  that's  specifically  designed  for  business.  So  it's  really 
o  surprise  that  BlackBerry  is  quickly  becoming  the  corporate  standard  for  wireless  email, 
imply  put,  BlackBerry  gives  you  everything  you  need  to  stay  connected  and  manage  your 
box  while  on  the  go. 


Checking  email  while  on  the  run  can  be  a  major  hassle, 
BlackBerry  is  a  convenient  way  to  stay  in  touch."  InformationWeek  , 


WWW.BLACKBERRY.NET 
1 1\|  pO  @  BLACKBE  R  R  Y.NET 


13T 

BLACKBERRY 

WIRELESS    EMAIL  SOLUTION 


0 c tube r  16,  2000  

forbes.com 


Newsbits 

Bn.com  Overpays  for  Pact  With  Yahoo 

It's  like  a  time  warp.  Not  since  1999  have 
Internet  stocks  shot  up  on  news  of  multi- 
million-dollar marketing  deals. 

But  on  Sept.  19,  shares  of  Barnesandno- 
ble.com  rose  30% — S200  million  in  market 
value — on  the  news  that  it  was  replacing 
Amazon  as  Yahoo's  "premier"  bookseller. 
The  size  of  the  pact  wasn't  disclosed,  but 
Wall  Street  analysts  estimate  it  will  cost 
bn.com  at  least  S20  million  per  year. 

Ifbn.com  had  to  dish  out  that  kind  of 
money  last  quarter,  its  S45  million  loss 
would  have  been  11%  higher,  or  S0.03  per 
share  more  than  its  reported  deficit  of 
S0.3 1.  Bn.com's  cash  outlay  is  probably 
much  less,  as  the  Yahoo  deal  calls  for 
Barnes  &  Noble's  offline  stores  to  promote  a  cobranded  Internet  service. 

Still,  it's  a  huge  leap  of  faith  that  the  deal  will  boost  bn.com's  bottom  line 
enough  to  justify  its  higher  stock  price.  It's  almost  as  if  investors  have  devel- 
oped selective  amnesia  about  the  deluge  of  dot-com  debacles  caused  by  big 
deals  that  didn't  boost  profits.  — David  Simons 
Full  story  available  at  www.forbes.com/extra/BN. 


First  edition:  bn.com  +  Yahoo. 


Dogfight 

One  undisputed  e-commerce 
success  story:  travel.  Last  year 
more  than  55  billion  worth  of 
airline  tickets  were  purchased 
online,  and  a  recent  Interna- 
tional Data  Corp.  study  predicts 
that  Web  sales  will  more  than 
triple  to  SI 8  billion  by  2004. 


mi  1 

SOUTHWEST 

mml  m 

II      r'lSlMl  - 

Southwest  Air:  Already  big  on  virtual  tickets. 


With  so  much  at  stake,  the  current  crop  of  front-runners — travel  sites 
like  Travelocity  and  Expedia — need  to  watch  their  backs.  The  airlines  are 
launching  a  megasite  called  Orbitz.  And  Southwest  Airlines,  a  veteran  of 
marketing  itself  directly  to  consumers,  already  realizes  30%  of  its  S4.8  bil- 
lion in  revenues  from  online  ticket  sales.  — David  Einstein 
For  full  story,  see  www.forbes.com/extra/dogfight. 


New@Forbes.com 

All  New  Look  and  Feel  We've 
redesigned  our  site  from  to 
bottom,  with  easier  naviga 
but  the  same  great  content 
complete  online  editions  a 
FORBES  magazine,  hard-hi 
original  coverage  from  oui 
newsroom  and  sophistical 
lists  and  financial  tools.  Als 
new:  Forbes.com  Investing 
with  up-to-the-minute  fini 
markets  coverage.  Tell  us  w 
you  think  at  editors@forbe 
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tional  Semiconductor  qu 
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FUTURE  TECHNOLOGY:  Genet* 
Fabs?  Six  years  ago 
it  looked  like  DNA 
might  power  the 
computer  of  the  fu- 
ture. Now,  it  ap- 
pears that  DNA  may 
be  used  as  a  toolbox 
for  making  better 
silicon  computers. 
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Islam's  investment  rules 
restrict  investments  in 
nesses  such  as  financial  sei 
and  grocery  chains— us 
hampers  returns.  Yet  fund 
ager  Nicholas  Kaiser,  of  Ai 
Growth  &  Income  fundi 
beaten  the  secular  compet 


Forbes.com  table  of  contents.  Visit  this  site  at  www.forbes.com/contertts  or  use  your  CAT  scanner  on  the  Cue  code  •  k 

'  right)  to  take  you  there  instantly.  *^L^  L 


(4     FORBES"  October  16,  2000 


One  company  understands  that  even  though  you 


may  take  certain  risks,  trade  online  and  invest 


in  BigNewIdea.com,  a  part  of  you  knows  you 


should  also  plan  for  a  lifetime  of  investing  — 


for  your  retirement. .  .your  child's  education. . 


for  whatever's  important  to  you.  One  company 


has  been  helping  investors  plan  for  the 


important  things  since  1928.  Discover  how 


Pioneer  can  help  you. 
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Great  Company,  Bad  Stock  i  last  used  that  line 

refer  to  MicroStrategy,  the  subject  of  a  skeptical  story  inoj 
Mar.  6  issue.  This  time  I  have  in  mind  Getty  Images,  a  pb] 
library  for  publishers.  As  impressive  as  its  holdings  are! 
million  images),  its  internal  growth  is  not  all  that  you'd  J 
pect  of  a  company  with  an  Internet  angle  and  a  $1.8  billii 
market  value.  On  page  104  Elizabeth  MacDonald,  wj 
sounded  a  warning  on  Lernout  &  Hauspie  in  our  July 
issue,  takes  apart  Getty's  income  statement. 


Time  Savers,  Time  Wasters  Kelly  Barron  asks  in  t 

cover  story  on  page  158  what  the  world  would  be  likel 

businesses  and  govern- 


i 


tiff  f 


ment  agencies  valued  your 
time  at  $20  an  hour.  Here's 
my  list: 

•  You  would  be  paid  $200  a 
day  for  jury  duty — and  you 
wouldn't  be  called  as  often; 

•  health  insurers  would  pay 
you  a  penalty  for  handling 
your  claims  in  an  idiotic 
fashion; 

•your  credit  card  company 
would  not  ask  you  to  copy 
a  15-digit  number  onto  Online 
your  check; 

•  the  owner's  manual  that  comes  with  a  car  or  applian 
would  be  computer-customized  to  precisely  the  model  ai 
features  you  have; 

•  school  and  camp  health  insurance  forms  would  be  sta 
dardized  and  delivered  via  the  Web; 

•  recycling  programs  would  disappear; 

•  no  candidate  for  elective  office  would  advocate  any  kind 
price  control. 

Let  me  close  on  a  positive  note  by  citing  two  of  mai 
business  and  government  entities  that  are  making  our  liv 
easier.  I  recently  had  occasion  to  walk  into  the  New  York  Ci 
Health  Department  looking  for  two  birth  certificates;  a  de: 
retrieved  both  and  issued  certified  copies  in  100  seconc 
Later  on,  Avis  checked  in  a  rental  car  of  mine  in  appro* 
mately  the  same  time.  In  both  cases  clever  designs  of  con 
puter  hardware  and  software  played  a  role. 

So  much  for  my  pet  peeves.  Send  your  nominations  for  tl 
biggest  time  wasters  and  time  savers  to  editor@forbes.com  f< 
posting  on  our  Web  site. 
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READERS  SAY 


Inamed  Responds 

Your  article  "Welcome  Back,  Ilan"  (Aug. 
21,  p.  62)  suggests  that  Inamed's  for- 
mer auditors  resigned  over  Inamed's 
"illegal"  acceptance  of  advances  from 
Don  McGhan.  When  Coopers  resigned 
in  March  1998,  it  was  required  to  pub- 
licly state  the  reasons  for  its  resignation. 
Accepting  funds  from  McGhan  was  not 
among  them.  And  it  is  unfair  to  report 
the  allegation  that  Ilan  Reich  "covered 
up"  the  source  of  the  McGhan  loans  to 
Inamed.  Mr.  Reich,  as  outside  counsel 
to  Inamed  at  the  time,  had  no  knowl- 
edge of  the  source  of  McGhan's  funds. 
It  was  also  unfair  to  state  that  MDA  in- 
vestors "are  suing"  Inamed  without  re- 
porting that  the  parties  had  executed 
an  agreement  in  principle  settling  the 
matter  and,  although  it  has  not  been  fi- 
nalized, the  case  is  stayed. 

DAVID  BAMBERGER 
General  Counsel,  Inamed 
New  York,  N.Y. 

Banking  on  the  Bottom  Line 

We  disagree  with  your  description  of 
HSBC  as  the  "most  efficient  of  the 
world's  top  banks."  ("Bullterrier 
Banking,"  July  24,  p.  68.)  We  believe 
that  Citigroup  is  more  profitable  and 
more  efficient  than  HSBC. 

First,  your  five-year  return  on  eq- 
uity figure  for  HSBC  is  based  on  U.K. 
accounting  standards,  which  are  not 
comparable  to  the  U.S.  accounting  stan- 
dards used  by  Citigroup.  HSBC  began 
disclosing  information  for  ROE  under 
U.S.  standards  for  1998,  and  its  two-year 
average  is  14%.  Citigroup's  is  19%. 

We  also  have  the  largest  capital  base 
of  any  financial  institution,  with  over 
$50  billion  in  common  equity  on  which 
we  earned  a  27.3%  return  in  the  first 
six  months  of  2000.  In  the  same  period 
HSBC  earned  a  return  of  about  18%  on 
their  $26.5  billion  equity. 

We  could  argue  other  points.  For 
example,  Citigroup's  expense-to-rev- 
enue ratio  in  1999  was  52%  (and  not 
68%  as  per  your  article)  compared  to 
HSBC's  54%;  and  Citigroup  began 
software  programming  from  cheaper 


Status  Symbol? 

Thirteen  Gs  for  a  watch  ("Time 
is  Money,"  Sept.  18,  p.  178)  and! 
what  do  you  get? 

A  pastor  told  me  of  his  at- 
tendance at  a  local  see-and-be- 
seen  charitable  event.  The  New 
Rich  perennially  park  their 
Rollses  and  Bentleys  on  the 
grassy  knoll  and  dine  on  Beluga 
served  by  their  manservant.  He 
was  the  guest  of  the  wealthiest 
Grande  Dame  of  the  region. 
They  sat  on  the  tailgate  of  her 
traveled  station  wagon,  in  jeans* 
and  enjoyed  their  egg  salad 
sandwiches!  Proving,  once 
again,  if  you  have  to  buy  it  to 
have  it,  you  don't. 

I'm  confident  my  material! 
wealth  is  less  than  those  who 
sport  $13,000  watches.  How- 
ever I  indulge  in  a  status  symbol 
of  my  own  preference,  I  don't 
wear  a  watch,  or  a  cell  phone. 

SCOTT  WESTPHAL 
New  York,  N.Y. 


locations  like  India  in  1986.  The  k 
don't  bear  out  your  assertion  t| 
HSBC  outperforms  Citi. 

TODD  S.  THOMSi 
Chief  Financial  Officer,  Citigrc 
New  York,  A 

FORBES  runs  five-year  ROEs,  not 
two-year  or  six-month  figures  C; 
group  mentions.  According  to  our 
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A  successful  meeting  doesn't  happen  on  its  own.  Which  is  why  selecting  The 
Waldorf  Towers  makes  so  much  sense.  Our  Executive  Meetings  Package 
features  one  of  our  individually  decorated  Empire  suites  and  includes  fine 
china,  upgraded  meeting  amenities  and  gourmet  menus.  Butler  service  is 
even  available.  And  considering  entire  nations  have  been  run  from  here,  you 
can  be  confident  no  detail  will  be  overlooked.  If  you  would  like  more 
information  or  to  book  our  Executive  Meetings  Package,  please  contact 
Kim  O'Keeffe.  our  Executive  Meetings  Specialist,  at  212-872-4797. 


A  Member  ot  the  American  Express  Platinum  Card®  Fine  Hotels  and  Resorts  Reservations:  800-443-7672 
The  Waldorf  Towers  is  a  registered  trademark  ol  Hilton  Hotels  Corp.  ©  2000  Hilton  Hotels. 


READERS  SAY 

search,  Citi's  five-year  ROE  was  19.5 
compared  with  HSBC's  20.9%.  In 
past  two  years  Citi's  newly  consoluia 
insurance  operations  have  grec^ 
boosted  the  bank's  ROE.  According 
The  Banker,  an  authoritative  indus 
trade  publication,  Citi's  1999  cost- 
income  ratio  was  67.63%,  compat 
with  HSBC's  54.04%.  — ED. 

New  Ad  Fad 

E-mail  commercials  sound  like  ml 
junk  for  my  in-box.  ("You've  Got  A 
Mail,"  Oct.  2,  p.  161).  However,  low-qu 
ity  ads  and  slow  loading  times  won't  d 
courage  consumers.  Look  at  how  ma 
tune  in  to  the  Super  Bowl  just  to  wat 
commercials.  Marketers  will  undoul 
edly  attract  a  flock  of  gullible  consumt 
as  the  Internet  increases  in  popularity 

ANN  CHI 
Seabrook,  7i 

Corrections 

In  our  story  on  Lucent  Chief  Financ 
Officer  Deborah  Hopkins  ("Hurricai 
Debby,"  Oct.  2,  p.  68),  we  should  ha 
quoted  her  as  saying,  "People  will  sa 
'Oh,  my  God,  I've  got  to  get  rid  of  tit 
building, '  "  not  "  '  ...  I've  got  to  get  ot 
of  this  building.'  "  She  meant  that  son 
managers  may  elect  to  sell  a  building,  n 
be  encouraged  to  quit.  We  also  failed 
exclude  goodwill  from  our  calculation 
return  on  assets.  Nine-month  ROA  fell 
7.4%  from  8.9%  last  year,  not  to  4%  , 
we  mentioned. 

Two  tables  ("International  Stocl 
and  "Emerging  Markets,"  p.  143)  in  o\ 
closed-end  fund  survey  ("Stock  Funds 
Sept.  4,  p.  142)  incorrectiy  listed  thret 
year  returns  as  five-year  returns. 

A  table  accompanying  "Nothir 
Ventured"  (Oct.  2,  p.  192)  listed  incoi 
rect  data  for  premium/discount  to  pel 
share  net  asset  value:  The  correct  pel 
centages,  as  of  Sept.  1,  are:  Allied  Cap 
tal  83%,  Harris  &  Harris  93%,  Meda 
lion  Financial  43%,  Renaissance  Capiti 
7%  and  MeVC  -23%.  A  reference  « 
MeVC's  premium/discount  shoul 
have  said  it  was  trading  at  a  discount. 

□ Send  e-mail  to  readers@forbes.cor 
Letters  will  be  edited.  Please  indue 
address  and  phone  number. 


Holiday  Gifts 
i  without  the 

Guessing 
and  Stressing 


r*"».6lftCertificates 


Make  your  gift  giving  a  breeze  this  holiday 
season  by  choosing  a  Si/perCertificate  for 
your  employees  and  customers.  You  pick 
the  amount,  they  pick  the  gift  certificate 
to  the  store  of  their  choice. 

GiftCertificates.com  is  your  single  source 
for  effective  incentive,  promotion  and 
reward  programs. 


Afww.GiftCertificates.com/business/fbs 


To  place  an  order, 

go  to  our  website  or  call  a  Corporate 
Sales  Executive  at  1-877-737-0200  ext.  945 


GiftCertificates.com" 

incentives  ■  promotions  ■  rewards 


GrftCertrfkates  com.  Inc.  All  rights  reserved 
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e-business  success  f 


N       ew  York  •  San 


& 


Quidnunc  can  get  your  digital  business  plans  up  to  speed 
before  your  window  of  opportunity  slams  shut.  We  specialize 
in  combining  up-to-the-minute  digital  technology  with 
busings  strategy,  integrated  brand  communications 
and  proven  program  management  practices.  Our 
Hnxess  is  designed  to  provide  total  solutions  that 
rapidly  achieve  your  goals.  By  using  techniques 
such  as  Timeboxing.  for  example,  we  help  ensure 
your  digital  solution  arrives  on  time,  on  budget 
:and    demonstrated    to    meet    or  exceed 
established  expectations.  Contact  our  teams  in 
North  America  at  1-888-248-4439  or  via 
www.quidnunc.com,  regarding  your  digital 
business  timetable.  We  can't  make  time 
stand  still.  But  we'll  set  a  pace  that 
can  help  keep  you  a  few  steps  ahead 
of  your  e-business  competition. 


-|  Quidnunc  Croup  pk. 


quidnunc 


Answers  to  questions 
you  don't  even  have  yet 
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Ho  ho  ho  to  the 
govejpnent:  Mike  Sitrick 
antfWen  Ho  Lee  (inset). 


Guilty  Until  Flacked 

►  How  did  media  depictions  of  ex-Los  Alamos  scientist  Wen 
Ho  Lee  change  so  quickly  from  suspected  Chinese  spy  to  sym- 
pathetic victim  of  a  bumbling  government  smear?  Hardball 
Los  Angeles  flack  Michael  Sitrick  '  FORBES,  Nov.  15,  1999)  takes 
some  of  the  credit.  Unbeknownst  to  the  public,  Sitrick,  en- 
gaged since  the  summer  by  Lee's  lawyers,  fanned  the  flames  by 
challenging  all  of  the  government's  "continuing  insinuations" 
and  helpfully  providing  reporters  with  documents  favorable 
to  Lee.  Knowing  as  much  as  anyone  about  the  value  of  good 
publicity,  Sitrick  waived  his  normal  fee.  — Seth  Lubove 

A  Different  Kind  of  Handicapping 

►  Famed  money  manager  Sir  John  Templeton,  87,  just  started  a 
monthly  newsletter — but  don't  look  for  hot  investing  tips.  Re- 
search News  &  Opportunities  in  Science  &  Tfieology  focuses  on 
the  interplay  between  scientific  research  and  religion.  Sample 
headlines  in  the  inaugural  16-page  issue:  "Do  Religious  People 
Live  Longer?"  and  "Computing  and  Spirituality."  The  newslet- 


ter goes  for  S10  a  year.  The  Bahamas-based  1 
lionaire's  annual  $1  million  Templeton  Prize 
Progress  in  Religion  is  the  world's  largest  in) 
realm.  — Doug  Doncn 

One  Hell  of  a  Bridge  Toll 

►  Netscape  cofounder  James  Clark  has  co 

missioned  the  Netherlands'  venerable  Ro 
Huisman  Shipyard  in  Yollenhove  to  build  w| 
will  be  the  world's  largest  3-masted  schoon 
But  his  300-foot-long,  40-foot-wide  Athe, 
slated  to  sail  June  2004,  can't  fit  between  1 
supports  of  the  bridge  next  to  the  shipya 
Citing  the  300-job  work  force,  the  yard  wa; 
state  governments  to  build  a  roomier 
placement  span.  Clark  might  end  up  footi 
part  of  the  $800,000  cost.  — Victoria  Murp 


Bank  Blessing  Plus  $1.50  Equals  $1.5 


►  Bank  of  America  recently  cosponsored  a  Los  Angeles  ce 
mony  at  which  Morusa  Records  was  named  Micro  Business 
the  Year.  Owner  Adrian  Martinez  posed  beamingly  for  ph 
tographs  with  a  BofA  bigwig.  So  two  days  later,  when  Martir 
applied  to  the  bank  for  a  S50,000  loan,  he  figured  appro' 
would  be  a  cinch.  But  Martinez  says  BofA,  citing  credit  co. 
cerns,  was  willing  only  if  S25,000  stayed  on  deposit.  Result : 
loan.  A  BofA  flack  says  the  bank  had  no  role  at  all  in  picki 
the  small-business  winners.  — Totnas  Kelfo 

Your  Own  Personalized  Nation 

►  In  a  "top-priority  project,"  Fox  Television  Studios  in  Los  Ang 

les  has  e-mailed  journalists  seeking  leads  to  a  "country"  whc 
name  can  be  purchased  for  auction  on  a  new  TV  show.  One] 
risdiction  getting  Fox's  attention:  Principality  of  Sealand,  based  i 
an  abandoned  North  Sea  platform.  But  Fox  writes  th 
"Oceanus,  Vikingland  and  the  like"  could  also  work.  Legi 
macy  may  be  something  of  a  problem.  Ocean  specks  are  ft 
quendy  known  as  havens  for  fraud.  — W.P. 


Now  the  Star  and  Director  of  The  Debtors:  The  Debtors! 

In  the  realm  of  entertainment  and  sports,  big  money 
bankruptcy  filings  in  New  York  City  and  Los  Angeles 

ASSETS  LIABILITIES 


can  be  earned— and  lost.  Here  are  some  celebrity 
within  the  past  18  months.        —Stephane  Fitch 


NAME  FAME 

(SMIL) 

COMMENT 

Lorraine  Bracco 

S2.2/S2.4 

$500,000  to  IRS;  $400,000  from  ex,  Harvey  Keitel 

Grace  Jones/pop  singer 

0.7/1.6 

IRS  claims  $1.1  million;  Paris  hotel  owed  S39,000 

Stevie  J  Jordan  ragwriter 

0.2/1.5 

$150,000  payable  to  Sean  (Puff  Daddy)  Combs 

Elliott  Kastner/movie  producer 

0.6/4.5 

Lost  $1.3  million  suit;  owed  Don  King  S550,000 

Randy  &  Evi  Quaid     'or  &  director 

3.4/3.5 

Investor  blocked  release  of  their  movie,  Tfie  Debtors 

Dick  Simon 'former  Indy  500  dr 

4.3/7.9 

Ordered  to  pay  $880,000  to  ex-racing  associate 

Life  imitates 
art:  Evi 
and  Randy 
Quaid. 
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Some  people  use  miles  on  eight  different  airlines  as  if  they 
were  one.  Are  you  one  of  them? 


it* . 


It's  a  big  world.  You  won't  always  fly  the  same  airline.  Isn't  it  nice  to  know  that 


there's  an  alliance  that  lets  you  earn  miles  with  your  favorite  frequent  flyer 


program,  whichever  member  airline  you  fly?  And  redeem  them  on  any  of 


AmericanAirlines 

Aer  Lingus  4& 
BRITISH  AIRWAYS  ^ 
i5i  Cathay  Pacific 


the  others?  Welcome  to  oneworld.'" 


revolves  around  you 


IBERIA  S 


LanChile 


Eligible  fares  only.  American  Airlines  AAdvantage*  and  British  Airways  Executive  Club  members  can  earn  or  redeem  miles,  and  earn  tier  status  credit,  on  all  eligible  (lights  except  each 
other's  routes  between  Europe  and  the  Americas.  AAdvantage  is  a  registered  trademark  of  American  Airlines,  Inc.  Each  oneworld  alliance  airline  reserves  the  right  to  change  its 
frequent  flyer  program  rules,  regulations,  travel  awards  and  special  offers  and  to  end  their  frequent  flyer  program  in  accordance  with  its  relevant  frequent  flyer  program:  rules.  All 
oneworld  benefits  are  only  available  to  passengers  on  scheduled  flights  that  are  both  operated  and  marketed  by  a  oneworld  member  airline.  (Marketed  means  there  must  bo  a  oneworld 
member  airline  flight  number  on  your  ticket.)  American  Airtines,  Aer  Lingus,  British  Airways,  Cathay  Pacific.  Finnair,  Iberia.  LanChile  and  Qantas  are  all  trademarks  ot  their  respective  companies. 


www.oneworldalliance.com 


FOLLOW-THROUGH 
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MAY  17.  1999 

The  Price  Isn't  Right 

WHEN  WE  PUT  JAY  WALKER  ON  OUR 
cover  last  year,  we  branded  him  a  "New 
Age  Edison."  He  may  still  be  bubbling 
with  ideas,  but  so  far  the  Priceline.com 
founder  hasn't  lived  up  to  our  label.  His 
name-your-price  Internet  venture,  fac- 
ing competition  from  other  airline 
ticket  discounters,  has  struggled.  Price- 
line's  stock  has  plunged  83%  since  our 
story,  slashing  Walker's  net  worth  from 
$9  billion  to  $1.6  billion.  Priceline 
Chairman  Richard  Braddock  fell  off 
The  Forbes  400  this  year  when  his  net 
worth  dropped  $700  million.  The  com- 
pany racked  up  $25  million  in  losses  on 
$666  million  in  sales  in  the  first  half  of 
this  year. 

But  bad  fortune  has  not  deterred 
Walker.  He's  selling  chunks  of  Priceline 
to  Paul  Allen,  John  Malone  and  Saudi 
Prince  Alwaleed  bin  Talal,  and  investing 
the  proceeds  in  a  Priceline-like  venture 
that  sells  groceries  and  gasoline  online. 

— Michael  Freedman 

SEPTEMBER  18. 2000 

The  Son  Also  Falls 

A  MONTH  AGO  WE  EXPOSED  HOW  JOHN 
Peter  Galanis,  while  serving  a  27-year 
sentence  for  bilking  millions  from  in- 


vestors, was  apparently  helping  run  his 
son  Jason's  credit  card  businesses — 
from  jail.  The  son's  former  employees 
say  that  Dad  had,  for  instance,  been 
writing  promotional  brochures  and  set- 
ting up  overseas  partnerships.  We  also 
wondered  whether  the  father  had  a 
hand  in  his  son's  latest  venture,  Incuba- 
tor Capital,  a  publicly  traded  Beverly 
Hills  Internet  credit-card  company 
founded  last  year.  Just  a  week  after  our 
magazine  hit  the  stands,  Incubator  an- 
nounced that  Jason,  30,  was  out  as  pres- 
ident. Coincidence?  We  doubt  it. 

— Bernard  Condon 

JULY  3,  2000 

Sleepless  in  Sardinia 

THREE  MONTHS  AGO  ITALIAN  BILLION- 
aire  Renato  Soru  told  FORBES  he 
wanted  to  become  the  AOL  of  Europe. 
He's  getting  there.  In  September  Soru's 
telecom  and  Internet  provider,  Tiscali 


SpA,  announced  it  would  buy  D 
rival  World  Online  Internationa 
$5.2  billion  in  stock.  Tiscali,  based 
Soru's  hometown  of  Cagliari,  Sardii 
will  serve  6  million  people  in  15  Em 
pean  countries,  making  it  the  secon 
largest  European  ISP  behind  Deuts< 
Telekom's  T-Online. 

— Tornas  Kelt 

JUNE  12,  2000 

The  Bell  Tolled 

IN  OUR  STORY  LAST  JUNE  ABO' 
ExciteAtHome's  troubles,  we  said  ne\ 
minted  chief  George  Bell's  job  was  i 
to  be  envied.  In  the  post  only  a 
month,  Bell  faced  a  tanking  stock  pr 
and  dwindling  traffic  for  the  Redwo 
City,  Calif.  Internet  company.  Now  B 
is  quitting  the  top  job,  planning  to  st 
down  as  soon  as  a  replacement 
found.  Bell  will  stay  on  at  the  compa 
as  chairman.  - 


FLASHBACK 


70  YEARS  AGO  IN  FORBES/JULY  I,  1930 

The  Mysterious  House  of  Morgan 

One  of  the  great  mysteries  of  Wall  Street  is  just  how  the  Morgan  partners 
divide  their  responsibilities  and  how  they  vote  in  deciding  a  momentous 
issue,  like  the  floating  of  the  $300  million  German  reparation  loan,  so  bril- 
liantly executed  recently  in  seven  countries,  including  our  own.  Only  Mr. 
Morgan  himself  knows  just  what  each  of  the  partners  draws  as  his  share  of 
the  enormous  profits  of  a  business  that  deals  in  empires,  national  industrial 
systems  and  continental  projects. 

35  YEARS  AGO  IN  FORBES/AUGUST  15,  1965 

Natural-Gas  Pains  To  judge  from  the  fulminations  of  the  natural-gas  producers,  fl 
enterprise  had  been  dealt  a  blow  early  this  month.  The  villain:  the  Federal  Power  Commission,  which  fi» 
area  gas  prices  for  the  huge  Permian  Basin  producing  area  of  West  Texas  and  New  Mexico.  But  utility  ca 
panies  that  are  the  big  customers  openly  welcomed  the  ruling.  Both  pipelines  and  distributors  are  unco 
fortably  aware  that  continuing  price  increases  would  soon  begin  to  put  natural  gas  at  a  serious  disadvants 
in  its  battle  with  competing  fuels. 

Natural  gas  now  provides  25%  of  U.S.  energy,  and  prices  have  almost  doubled  in  the  past  year. 
25  YEARS  AGO  IN  FORBES/JULY  15.  1975 

The  Latest  Craze  So  you  thought  handheld  calculators  were  the  hottest-selling  cc 
sumer  electronic  product.  Think  again.  Sales  of  citizen  band  radios  are  growing  much  faster— by  better  th 
30%  a  year  compared  with  13%  a  year  for  calculators.  A  CB  radio  is  nothing  more  than  a  simpler,  cheaper  w 
sion  of  a  police  or  commercial  two-way  radio.  Housewives  use  them  for  gossip  and  exchanging  shopping 
formation.  Out  in  Benton  Harbor,  Mich,  a  number  of  Whirlpool  executives  have  CB  radios  in  their  cars  and  I 
them  to  chat  while  driving  to  and  from  work. 

Not  quite  as  hot  as  CB  radios  in  1975.  cellular  phone  sales  in  the  U.S.  grew  16%  in  the  past  year. 
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POWER  LUNCHES  GIVE  ME  INDIGESTION 


I  HAVE  A  DEN  NOT  A  CHAT  ROOM. 


CUTTING  EDGE  IS  A  RAZOR. 


I  LIKE  MY  MONEY  TO  WORK  HARD 


NOT  BE  HARD  WORK. 


LIFE  INSURANCE 
DISABILITY  INCOME  INSURANCE 
RETIREMENT  S  E  R  V  I  C  E  S  /  40  1  (  k )  P  L  A  N  S 
MUTUAL  FUNDS  /  INVESTMENTS 

LONG  TERM  CARE  INSURANCE 
ANNUITIES 
TRUST  SERVICES 


©2000  MASSACHUSETTS 


it 


Who  you  are  is  your 
business.  Making  your  money 
work  harder  is  ours.  Visit 
www.massmutual.com 


MassMutual 

FINANCIAL  GROUP 

THE  BLUE  CHIP  COMPANIES" 


fiy&JRjPMfcO:  (MASSMUTUAL),  SPRINGFIELD, 
OVER  S200  BILLION  IN  ASSETS  UNDER  fVIANAGEM^T  WITH  ITS  SUBSIDIARIES,  INCLUDING 
Securities  products  and  services  offered  through  MML  Investors  Services,  Inc.,  a  Mass 


A  01111  •  ESTABLISHED  IN  1851  -  A  FORTUNE  500  COMPANY  • 
DPPENHEIMERFUNDS,  INC.  AND  DAVID  L.  BABSON  &  CO.  INC. 
Mutual  subsidiary,  and  OppenheimerFunds  Distributor,  Inc. 


JEER  GRAND  CHEROKEE  Nothing  motivates  a  Jeep  Grand  Cherokee  better  than  the  awesome  challenges  of  r 
Because  testing  the  limits  of  our  most  advanced  four-wheel  drive  system*  is  what  this  legendary  4x4  lives  for.  I 

•Optional  Quadra^rive.™  Always  use  seat  belts.  Remember  a  backseat  is  the  safest  place  for  children  12  and  under.  Jeep  is  a  registered  trademark  of  Daim  J 


and  drive  it  to  work  if  you  must.  But,  come  weekends,  be  sure  to  reward  your  Grand  Cherokee  with  a  nice,  grueling 
he  middle  of  nowhere.  To  get  yourself  motivated,  give  us  a  call  at  1-800-925-JEEP  or  just  log  on  to  www.jeep.com. 
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Not  a  Drop  to  Drink 

The  high-tech  industry  can  blame  itself 
for  the  "shortage"  of  software  talent:  Lots 
of  capable  code  writers  are  brushed  aside. 


NORMAN  MAILOf JL 

PROFESSOR  OF  COMPUTER  SCIENCE, 
UNIVERSITY  OF  CALIFORNIA,  DAVIS 

The  most  successful  industry  in  history  can't  shoot  straight 
when  it  comes  to  hiring.  High-tech  employers,  complaining  of 
a  desperate  shortage  of  software  developers,  are  lobbying  Con- 
gress to  increase  the  number  of  foreign  workers  brought  in 
each  year  on  H-1B  visas.  Yet  employers  reject  the  vast  major- 
ity of  their  applicants  for  pro- 
gramming positions  without 
even  an  interview.  Many  of 
those  rejects  would  be  highly 
productive  workers. 

Employers  do  admit  to 
being  picky.  Cisco  receives 
20,000  applications  per 
month  but  hires  only  5%  of 
the  applicants.  Inktomi  hires 
only  1%,  Microsoft  2%,  Red 
Hat  1%,  and  so  on.  They 
claim  that  most  applicants 
are  not  "qualified":  They  do 
have  programming  experi- 
ence, but  do  not  have  work 
experience  in  some  new  pro- 
gramming language — Java, 
for  example. 

Yet  this  obsession  with 
specific  software  skills  is  un- 
warranted.What  counts  is 
overall  programming  talent.  Studies  have  shown  that  the 
sharpest  programmers  are  as  much  as  ten  times  as  pro- 
ductive as  the  weakest  ones,  finishing  projects  ten  times 
faster. 

Any  competent  programmer  experienced  in  the  C  lan- 
guage (the  standard  for  the  last  15  years)  can  become  pro- 
ductive in  Java  in  a  couple  of  weeks.  No  formal  training  is 
needed;  just  give  them  a  couple  of  Java  books  and  put  'em 
to  work. 

Yet  most  employers  will  not  hire  a  programmer  on  this 
basis.  Nor  will  they  consider  hiring  programmers  who  have 
updated  their  skills  by  taking  a  course  in  Java.  They  insist  on 
actual  work  experience,  explaining,  "We  need  someone  who 
can  hit  the  ground  running,  be  productive  the  day  we  hire 


Any  competent  programmer  experienced  in  the 
C  language  (the  standard  for  the  last  15  years)  can 
become  productive  in  Java  in  a  couple  of  weeks. 


him."  Yet  the  average  time  it  takes  to  fill  a  job  in,  for  exaroj 
Silicon  Valley,  is  3.7  months.  What  sense  does  it  make  to  ii) 
on  finding  someone  who  will  be  productive  "immediatl 
when  it  takes  three  or  four  months  to  find  that  per 
match?  And  what  kind  of  "labor  shortage"  is  this? 

Though  industry  lobbyists  point  to  low  unemployrr 
rates  for  programmers,  these  data  miss  the  ex-programm 
Twenty  years  after  graduation,  only  19%  of  computer  scie 
graduates  are  still  programmers,  so  the  pool  of  ex-progrc 
mers  is  quite  large.  Many  of  them  were  forced  into  Semite 
nical  jobs  like  customer  support.  Also,  many  programmers 
working  as  underutilized  independent  contractors  and  wa 
like  to  be  salaried  again.  And  even  among  new  computer 
ence  graduates,  not  even  half  are  hired  as  programmers,  v 
many  of  them  shunted  into  customer  support,  too. 

For  that  matter,  what  about  underemployed  Ph.D. 
physics?  (More  than  40%  of  physics  Ph.D.s  are  working 

nonphysics  jobs.)  Most  h 
done  some  C  programmi 
and  their  high  intelligei 
means  they  are  going  to 
in  the  upper  portion  of  t 
10-to-l  productivity  ran 
but  they  aren't  considers 
Employers  are  pay: 
dearly  for  this  "no  sk 
match,  no  interview"  pol 
Insistence  on  Java  expe 
ence,  for  example,  needlei 
forces  employers  to  pa; 
16%  premium  for  that  s 
Even  worse,  this  pol 
causes  rampant  job  hoppi 
among  the  relative  few  \v 
have  the  given  skill.  Havi 
a  couple  of  key  players  ii 
project  suddenly  jump  s 
can  be  disastrous,  especia 
within  a  few  months  o 

project  deadline. 

Personnel  departments  fiercely  guard  their  gatekeer. 
role.  I  have  heard  repeated  complaints  from  software  proji 
managers  that  personnel  screens  out  resumes  of  expe 
enced  applicants  whom  the  managers  would  have  liked 
interview. 

A  change  in  attitudes  may  be  hard  to  achieve.  Recently 
employer  called  me,  desperately  seeking  a  programmer 
write  software  for  a  novel  cell-phone  design.  He  was  diff< 
ent,  he  said:  He  would  not  insist  on  experience  in  a  sped 
programming  language.  I  replied  that  he  was  in  luck;  I  kn< 
a  good  programmer  who  was  seeking  work,  and  as  a  bom 
had  experience  with  radio-frequency  engineering  applic 
tions.  Good,  he  replied.  "What  frequency?" 
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You  have  your  own  definition  of  success. 
And  the  investment  portfolio  to  pursue  it. 


y^al  esrare  tor  dH&^corM 
Hold  mil  QJ*#£& 


Bank  of  America  Private  Bank 

You  didn't  get  where  you  are  by  following  someone  else's 
tracks.  So  why  should  you  settle  for  anything  less  than 
a  customized  investment  portfolio?  And  nobody's  better 
at  creating  that  than  us.  You  see,  we  look  at  your 
investments  in  terms  of  what  every  action  means  to  you. 


Taking  tax  implications  into  account,  for  example. 
Our  aim  is  to  provide  solid  performance  under  all  market 
conditions.  Which  means  anticipating  change  and  making 
adjustments  to  your  portfolio  accordingly.  All  to  help  you 
achieve  even  greater  success.  No  matter  how  vou  define  it. 


Call  1.800.863.9500  or  Visit  www.bankofamerica.com/privatebank 


Bank  of  America 


USA 


Investments  through  Bank  of  America  Private  Bank: 


Are  Not  FDIC  Insured 


May  Lose  Value   Are  Not  Bank  Guaranteed 


FACT  AND  COMMENT 

By  Steve  Forbes,  editor-in-chief 
''With  all  thy  getting  get  understanding" 


GORE  AND  THE  IRS-PERFECT  TOGETHER 


GORE  IS  A  POLITICAL  ILLUSIONIST.  HIS  TAX  CUTS  ARE 
f  )re  apparent  than  real.  There  are  so  many  conditions  at- 
ti  hed  to  his  innumerable  tax  credits  that  tens  of  millions  of 
If.  lericans  will  end  up  with  no  break  at  all.  Even  worse,  these 
t  )posals  will  enormously  increase  the  power  of  the  IRS  over 
i  ddle-  and  lower-income  Americans:  Because  of  all  the 
I  iditions,  tax  collectors  will  have  more  reasons  than  ever  to 
i  w  through  your  personal  and  financial  lives  to  ensure  you 
t:  complying  with  an  already  incomprehensible  code. 
|  Take  Gore's  credit  for  childcare.  Read  the  fine  print  and 
p  u'll  find  parents  must  use  only  government-approved 
jr  ildcare  providers  to  qualify  for  the  break.  If  you  file  for  that 
i!:dit,  the  IRS  can  ask  for  proof  that  your  babysitters  and  day 
pre  centers  have  Al  Gore's  government  stamp  of  approval. 
I :  Gore  claims  his  plan  will  help  parents  cope  with  their  kids' 
i<  liege  bills.  Read  the  fine  print  and  you'll  discover  this  tax 
i  ;dit  applies  only  to  the  first  child  that  goes  to  college;  the 
It  of  your  offspring  are  out  of  luck.  Is  this  Gore's  first  step 
Ivard  his  version  of  China's  one-child  policy?  It  gets  worse, 
llyour  college-bound  kid  has  student  loans,  which  most  do 


these  days,  you're  not  eligible  for  Gore's  college  tax  credit. 

Gore  trumpets  that  he  will  reduce  the  marriage  penalty  by 
increasing  the  standard  deduction  for  married  couples.  Fine 
print:  You  qualify  only  if  you  and  your  spouse  jointly  make 
less  than  $60,000  a  year.  Millions  of  taxpayers  in  high-expense, 
high-tax  states,  such  as  California,  won't  be  amused  to  dis- 
cover that  a  household  income  of  $60,000  makes  them  part  of 
those  bloodsucking,  uncaring  rich  folk  that  Al  Gore  vows  to 
fight.  Another  restriction:  Even  if  you  make  less  than  $60,000 
you  won't  be  eligible  for  Uncle  Al's  marriage  tax  gift  if  you 
itemize  your  deductions,  something  millions  of  home-own- 
ing, middle-income  Americans  do  because  of  their  mortgages. 

Gore's  ballyhooed  tax  program  is  piddling.  In  the  private 
sector,  such  overblown  marketing  for  such  a  lousy  product 
would  ensure  an  FTC  investigation  on  advertising  fraud. 

This  is  a  typical  liberal  approach — offer  hardworking 
Americans  a  few  pennies  back  on  the  extra  dollars  the  gov- 
ernment forcibly  takes  from  them,  then  give  the  IRS  more 
reasons  to  sic  themselves  on  those  citizens  trying  to  scoop  up 
whatever  crumbs  Al  Gore  has  thrown  their  way. 


THE  SQUEEZE  GOES  ON 


IOSE  ANTI-FUEL-TAX  PROTESTS  THAT  TRUCKERS,  FISHING 
•at  owners,  cabdrivers  and  small  businesses  are  staging  with 
oston  Tea  Party-like  tenacity  and  anger  in  Europe  are  one 
iison  the  euro  is  so  wobbly.  The  European  Union  countries' 
ij  ail-like  approach  to  structural  changes  is  another. 

But  an  additional  big  villain  is  right  here  in  the  good  old 
IS. A. — the  Federal  Reserve  Board.  Our  central  bank  has 
;  en  gradually  tightening  credit  since  1997.  The  Fed's  slow 
it  deadly  deflation  was  one  factor  that  precipitated  the 
;ian  economic  crisis  in  1997,  the  Russian  ruble  collapse  in 
'98  and  the  commodity  deflation  that  hammered  Ameri- 


can farmers  in  1999.  Now  the  fantastically  innovative,  in- 
credibly strong  American  economy  itself  is  beginning  to  feel 
the  effects  of  Greenspan  &  Co.'s  thousand  little  cuts. 

Since  the  dollar  is  the  de  facto  global  currency — 70%  of 
our  printed  greenbacks  are  circulating  outside  of  our  bor- 
ders— what  the  Fed  does  impacts  just  about  everybody 
around  the  world.  In  short,  this  is  not  so  much  a  euro  weak- 
ness as  it  is  an  overly  strong  dollar. 

It's  not  enough  for  the  Fed  to  stop  ratcheting  up  interest 
rates;  it  should  begin  easing  its  deflationary  grip  now,  before 
more  harm  is  done. 


PROSPERING  THE  LASTING  WAY 


JBAI,  ONE  OF  SEVEN  SHEIKDOMS  IN  THE  UNITED  ARAB  EMI- 
tes,  is  fast  becoming  the  major  business  and  tourist  hub  for 
uch  of  the  Middle  East.  A  visitor  senses  the  vibrancy  of  this 
;e-trade,  low-tax  mecca  from  the  time  he  gets  off  the  airplane. 

The  ever-expanding  airport  has  a  duty-free  complex  that 
akes  most  others  around  the  world  look  like  pikers.  Since 
as  emirate  isn't  hobbled  by  curfew  laws,  as  are  some  air- 
3rts,  aircraft  can  come  in  at  all  hours,  and  the  stores  stay 
?en  to  handle  them.  In  fact,  the  busiest  time  for  shopping 


is  between  midnight  and  3  a.m. 

Dubai  produces  fewer  than  200,000  barrels  of  oil  a  day.  It 
has  traditionally  survived  on  trading  and  now  thrives  on  it. 
Dubai's  port  terminals,  lebel  Ali  and  Port  Rashid,  rank  11th 
in  the  world  in  container  traffic,  surpassing  New  York. 
(Dubai  is  also  becoming  a  major  handler  of  air  cargo.)  Be- 
sides container  ships,  hundreds  of  dhows — lateen-rigged 
wooden  ships — use  Dubai's  ports  and  ply  their  trade  along 
the  coasts  of  India,  Iran  and  other  areas.  Watching  the  vessels 


FORBES"  October  16,  2000  39 


FA CT    AND  COMMENT 


being  loaded  is  fascinating;  a  typical  family-owned  dhow  can 
take  on  over  100  tons  of  often  hand-loaded  cargo — bags  of 
cement,  fertilizer  and  just  about  anything  else. 

Dubai  is  big  in  jewelry  and  metals,  importing  and  reselling 
over  400  tons  of  gold  and  50  million  watches  a  year.  Its  gold  and 
carpet  souks  (  markets)  are  a  sight  to  see.  Jewelry  is  out  in  the 
open,  not  enclosed  under  glass,  yet  robberies  are  minimal.  As 
one  official  put  it,  "Perhaps  that's  be- 
cause our  justice  is  swift" — although, 
unlike  some  of  its  neighbors,  Dubai 
doesn't  cut  off  the  hands  of  thieves. 

Almost  80%  of  Dubai's  residents 
are  foreign-born,  but  social  problems 
are  minimal,  since  most  people  see 
themselves  as  temporary  residents, 
even  when  they  stay  for  years.  Dubai's 
advanced  business  facilities  have  made 
it  the  regional  headquarters  of  hun- 
dreds of  major  international  compa- 
nies. This  mini-state  guarantees  a 
15-year  tax  holiday,  an  easy  promise  given  the  fact  that  it  has 
no  personal  or  corporate  income  tax.  Dubai  gets  its  revenues 
from  indirect  taxes,  such  as  low  import  tariffs  and  reasonable 
fees  from  its  growing  airport  and  seaport  traffic. 

There  is  an  unusual  lottery  dubbed  "Finest  Surprise  Draw." 
Tickets  are  $139  each,  but  only  1,000  are  sold  for  the  prize — 


These  trading  vessels,  called  dhows,  can  carry 
immense  cargoes  to  neighboring  shores. 


a  high-end  luxury  automobile.  The  duty-free  areas  at  the  ai 
port  have  as  many  as  ten  such  raffles  a  month.  Thanks  perha] 
to  American  TV,  there  is  now  a  $1  million  draw  as  well. 

Dubai's  airline,  named  Emirates,  claims  to  be  self-sufl 
cient;  it  fs  certainly  light-years  ahead  of  most  other  airlin 
in  service.  It  was  the  first,  for  instance,  to  have  TV  consoles 
every  seat,  including  those  in  economy  class. 

Tourism  is  growing,  a  major  soun 
being  Russia  and  several  other  countri 
that  emerged  from  the  defunct  Sovij 
Union.  More  than  2  million  touris 
visit  Dubai  and  its  beaches  each  yei 
Dubai  has  also  become  a  major  port  i 
call  for  the  U.S.  Navy.  And  talk  aboutl 
hotel  to  top  all  hotels.  If  you  ever  travt 
to  Dubai,  be  sure  to  visit  the  Burj  / 
Arab,  which  makes  Las  Vegas'  moi 
opulent  palaces  seem  like  flophouses 
Dubai's  energetic,  tax-hating  rule 
Sheik  Mohammed  bin  Rashid  al-Mal 
toum,  is  pushing  hard  to  make  the  state  a  regional  high-tech  cer 
ter  as  well,  one  reason  he  looked  favorably  upon  the  foundin 
five  years  ago  of  The  American  University  in  Dubai  (where  you) 
truly  gave  the  spring  commencement  address).  This  small  sh 
dom  of  some  906,000  people  demonstrates  anew  that  the  tru 
source  of  wealth  is  not  "natural  resources"  but  human  ingenuit 


ASTONISHING  US  STILL 


Joan  of  Arc — by  Mary  Gordon  (Viking,  $19.95).  This  "bio- 
graphical meditation"  by  noted  novelist  Gordon  examines 
the  life  of  an  individual  who  still  astonishes,  fascinates  and  in- 
spires us  half  a  millennium  after  her  fiery  end.  The  story  of 
Joan's  short  life  would  be  deemed  preposterous  if  it  had 
not  actually  happened.  An  illiterate  peasant  teenager, 
guided  by  sacred  voices,  rallies  a  demoralized  nation 
and  leads  its  armies  into  battle,  defeating  (for  a  while) 
the  seemingly  invincible  English.  Joan  single-handedly 
pushes  a  weak-willed,  reluctant  prince,  whose  very 
legitimacy  is  suspect,  into  being  crowned  King  of 
France.  After  she  is  captured,  Joan,  although  having 
no  theological  training,  holds  her  own — often  with  a 
tart  tongue — against  a  daunting  array  of  Church  offi- 
cials during  her  ecclesiastical  trial.  Burned  at  the  stake  for 
heresy,  Joan  is  posthumously  rehabilitated  by  the  Catholic 


Church  a  generation  later,  and  in  1920  she  is  made  a  saint. 

Agree  or  disagree  with  Gordon's  numerous  insights  an 
interpretations,  she  gives  us  Joan  as  she  was,  letting  us  full 
appreciate  why  the  Maid  will  grip  our  attention  for  all  time 
Excerpt:  She  shouldn't  have  been  able  to  do  what  sh 
did.  Ride  at  the  head  of  an  army.  Lead  men  into  batiH 
Be  victorious.  A  year  earlier,  she  hadn't  known  how  t 
ride  a  horse.  She'd  practiced  by  riding  on  the  backs  of  he 
father's  cattle.  She  had  never  worn  armor,  and  th 
te>   armor  weighed  60  pounds — a  much  heavier  but 
'  den  on  the  body  of  a  short  woman  than  on  the  bod 
T  of  a  tall  man.  She  did  what  she  did  beside  men  wh 
3  had  trained  for  it  since  early  childhood.  She  had  neve 

studied  tactics.  She  had  never  even  seen  a  battle.  But  she  knew  sh 
was  a  warrior;  her  voices  told  her  she  would  lead  men  to  victor) 
She  harbored  no  doubts.  How  is  such  achievement  explicable? 


RESTAURANTS:  GO,  (  ^R,  STOP 

Here  is  the  distilled  wisdom  of  brothers  Bob,  Kip  and  Tim,  and  other  FORBES  eatery  experts  Tom  Jones  and  Patrick  Cooke. 


#  Danube-30  Hudson  St.,  near  Duane  St.  (Tel.:  791-3771 ).  Food 
and  presentation  are  wonderful.  Favorites:  oxtail  consomme  with 
bone  marrow  dumplings  and  fresh  celery,  and  roasted  wild  stur- 
geon with  leaf  spinach,  Belvedere  vodka  and  osetra  caviar  sauce. 
Desserts  are  delicious.  But  the  long  wait  for  your  table,  and  the 
attitude,  make  it  a  place  of  tension.  You  leave  angry,  albeit  well  fed. 


•  AZ-21  West  17th  St.  (Tel.:  691-8888).  Handsome  postmod 
ern  space  with  a  skylight  that  opens.  Efficient  service,  with  n< 
arrogance.  Fabulous  food.  Mouthwateringly  good  exotic  pair 
ings:  szechuan  pepper  and  foie  gras;  duck  schnitzel;  and  seara 
coriander- crusted  tuna  with  crispy  braised  oxtail  and  shallots 
Desserts  are  equally  successful  blends  of  East  and  West. 
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J  Celanese 


greater 


Our  benchmark:  extended  market  leadership  in  our  core  businesses. 
We  already  receive  two  thirds  of  our  revenues  from  products  that  are  leaders  in  their  worldwide  markets. 
Going  forward,  we  will  make  strategic  investments  in  markets  with  strong  growth  prospects  and 
high  potential  for  increased  value,  as  well  as  lower  cyclicality. 

Our  goal:  a  continuous  increase  of  shareholder  value. 

Celanese  AG.  A  global  leader  in  the  chemical  industry,  www.celanese.com 


Wherever  you  are,  whenever  you 
need  us,  a  company  of  the 
Allianz  Group  is  always  there 


for  you. 


The  sky's  the  limit  when  it  comes  to  speed,  but 
the  same  can  hold  true  for  risk.  Only  an  insurance 
company  that  provides  unquestioned  expertise  can 
keep  pace.  To  us,  risk  management  means  thinking 
the  unthinkable  in  order  to  prevent  risk  from  turning 
into  loss.  Close  cooperation  with  local  member  com- 
panies like  Fireman's  Fund  in  the  U.S.,  together  with 
our  financial  strength  and  acknowledged  technical 
track  record,  make  the  Allianz  Group  the  partner  you 
can  rely  on.  Whenever  and  wherever  you  need  us. 

Allianz.  The  Power  Beside  You. 


n 

Fireman's 
Fund* 


Fireman's  Fund  is  a  company  of  Europe's  leading  global 
insurer  and  provider  of  financial  services:  Allianz  Group. 


I  OTHEFLCDNIMENLS 


The  only  thing  we  learn  from  history  is  that  we  do  not  learn. 

—EARL  WARREN  ' 


Well  Said  The  nature  of  oratory  is  such  that  there  has  al- 
ways been  a  tendency  among  politicians  and  clergymen  to 
oversimplify  complex  matters.  From  a  pulpit  or  a  platform 
even  the  most  conscientious  of  speakers  finds  it  very  difficult 
to  tell  the  whole  truth. 

— ALDOUS  HUXLEY 

Off-Target  The  current  tax  code  is  already  more  than 
12,000  pages  longer  than  Webster's  Dictionary,  yet  Al  Gore 
wishes  to  add  myriad  pages  to  the  code.  Those  who  will 
benefit  most  from  his  plan  are  accountants,  who  will  try  to 
explain  to  taxpaying  families  whether  they  qualify  for  the 
targeted  tax  cuts. 

Even  Robert  Mclntyre — from  the  liberal  Citizens  for  Tax 
Justice — described  Gore's  targeted  tax  plan  as  "a  whole  bunch 
of  spending  programs  run  by  the  IRS." 

Why  do  only  a  few  families  that  fit  into  a  few  categories 
deserve  tax  relief,  while  millions  of  other  hard-working  fami- 
lies are  left  to  fend  for  themselves?  In  this  time  of  projected 
budget  surpluses,  the  money  should  be  returned  to  all  the  peo- 
ple who  created  it,  through  across-the-board  tax  cuts. 

—TOM  MCCLUSKY,  senior  policy  analyst, 
National  Taxpayers  Union 

For  Dear  Life  Doctors  and  lawmakers  are  paying  at- 
tention to  the  importance  of  allowing  sick  people  a  digni- 
fied death.  But  this  newfound  concern  for  a  good  death  can 
be  taken  too  far  during  a  patient's  final  days.  My  uncle  was 
diagnosed  a  year  ago  with  metastatic  cancer.  Late  one  night 
last  March,  he  became  acutely  short  of  breath  and  was 
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rushed  to  the  cancer  center.  The  oncologist's  message  \m 
clear:  What's  the  point  of  treating  it  if  he's  just  going  to  fl 
anyway — if  not  today,  then  tomorrow,  or  next  week.  N 
aunt  pleaded,  insisting  that  her  husband  was  savoring  1J 
and  the  opportunity  to  spend  more  time  with  his  faml 
The  oncologist  eventually  relented. 

My  uncle  recovered.  Over  the  next  several  months, 
went  to  work  part  time,  attended  his  granddaughter's  schc 
play,  enjoyed  a  Father's  Day  cake  and  celebrated  his  44 
wedding  anniversary,  mugging  for  the  camera  while  n 
cousin  snapped  away.  When  he  passed  away  in  late  June 
don't  think  anyone  would  have  questioned  the  quality  of  I 
last  few  months  of  life. 

If  "facilitating  the  transition"  out  of  life  is  to  be  a  skill  for  t 
new  physician,  this  should  not  only  include  the  avoidance  of  u 
necessary  treatment  but  also  require  the  vigilance  to  extend  1 
when  that  makes  sense,  always  remembering  how  much  livi 
some  patients  can  compress  into  an  additional  day,  an  exi 
week,  an  unanticipated  month.  I  have  the  pictures  to  prove  it 
-DAVID  A.  SHAYWITZ,  intern  in  medieir 
Massachusetts  General  Hospit 
New  York  Tin 

Leapin'  Leopards!  There  is  a  leopard  on  your  rci 
and  it's  my  leopard  and  I  have  to  get  it  and  to  get  it  I  have  to  sii 
—KATHARINE  HEPBURN,  as  Susan  Vanj 
in  Bringing  Up  Baby  (1938  fill 

Inner  Strength  There  is  no  doubt  that  Joan  would  hi  I 
been  incapable  of  doing  the  sometimes  literally  incredil 
things  she  did  if  she  were  not  convinced  to  the  depths  of  1 
soul  that  she  was  inspired  by  God.  She  often  separated  hers 
from  the  soldiers  for  private  prayer,  from  which  she  wot 
return  refreshed  and  visibly  illuminated.  She  spoke  of  the  c 
light  of  the  presence  of  her  voices.  She  was  never  without  G 
except  in  the  few  moments  before  and  after  her  abjurati 
when  she  saw  herself,  like  Christ  in  the  Garden,  abandone 
Above  all,  she  was  loyal  to  her  voices,  whose  divine  sou: 
she  never  doubted. 

—MARY  GORDC 
Joan  of  j 

Stirring  Thought  It's  odd,  Claudette  Eugene  mus 
"When  you  cook,  you  only  eat  a  little  and  feel  satisfied.  Ii 
restaurant,  you  eat  a  lot  and  are  still  hungry." 

—MOLLY  O'NEL 
New  York  Times  Magazine 
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Walker.  For  us,  success  means  staking  our  claim 
to  e-business.  In  fact,  Walker  rules  the  e-business 
territory  by  offering  Global  2000  enterprises  an 
array  of  Deep  e-business  solutions™  including: 

•  Walker  e-procurement  -  to  reduce  costs  by 
streamlining  your  company's  buying  processes. 

•  Walker  e-insight-\o  give  your  data  meaning 
so  you  can  make  informed  decisions. 

•  Walker  e-revenue  -  to  extend  the  reach  of  your 
billing,  credit  and  accounts  receivables. 

•  Walker  e-technology  -  to  help  build  a  cost- 
effective,  scalable  e-business  infrastructure. 

•  Walker  e-services  -  to  offer  technical  support 
for  your  e-business  implementation. 

To  transform  your  business  into  an  e-business, 
nothing  can  help  you  succeed  quite  like  Walker. 

To  schedule  a  meeting  or  for  more  information, 
visit  www.walker.com  or  call  1-800-PICK-WALKER. 

©  2000  Walker  Interactive  Systems.  Inc  Walker  and  design,  and  "Deep  e-business 
solutions"  are  trademarks  and/or  registered  trademarks  ol  Walker  Interactive  Systems, 
Inc.  All  other  brand  and  product  names  are  trademarks  of  their  respective  owners 


e-business  rules. 

And  we  rule  e-business. 


(jWALKeR 

We  mean  e-business 


The  Audi  A6.  Whether  you  choose  the  2.8  with  its  200  hp  V6,  the  2.7  T  with  its  biturbo,  250  hp  V6,  or  the  4.2  with  a  300 
mind.  A  car  that  is  both  a  technological  and  an  aesthetic  marvel.  A  car  that  isn't  merely  exquisitely  engineered,  but  is  a  v 


Visit  our  website  or  call  1-800-FOR-AUDI  for  more  information.  "Audi."  "* 


race-bred  5-valve  engine  technology,  you're  choosing  a  car  that  resonates  with  both  the  heart  and  the 
ell— poetry  in  motion,  if  you  will.  A  car,  in  short,  that  is  a  joy  to  look  at.  And  to  drive,  www.audiusa.com 


nblem  are  registered  trademarks  of  AUDI  AG.  ©2000  Audi  of  America,  Inc. 
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n  Events  at  Home  and  Abroad 

y  Caspar  W.  Weinberger,  chairman 


ON  THE  ROAD  TO  RECOVERY 


-RALIA  AND  THAILAND,  VISITED  LAST  MONTH  AS  PART  OF 
yearly  Forbes  Asia  trip,  are  in  different  stages  of  economic 
very.  But  both  countries  are  firmly  launched  on  paths  that 
1  bound  to  bring  increasing  prosperity  to  their  people  and 
make  them  look  increasingly  attractive  to  foreign  investors. 

itralia 

ting  the  Olympic  Games  provided  great  stimulus  to  the 
ltry's  economy  and  a  boost  to  its  national  pride.  Staging 
iames — with  all  their  inherent  peripheral  issues — requires 
ltic  effort,  and  to  have  them  run  as  smoothly  as  these  is  a 
>r  achievement.  It  is  the  mark  of  a  stable,  strong  govern- 
t,  capable  of  organizing  and  executing  multiple  huge 
; — a  quality  foreign  investors  look  for. 
Australia  must  hold  a  general  election  before  the  end  of 
.  It's  a  bit  early  for  predictions,  but  Prime  Minister  John 
rard  will  undoubtedly  point  to  the  Games'  success,  as  well 
)  the  fact  that  in  the  second  quarter  the  economy  grew 
'o  year-to-year — a  record  13th  quarter  of  year-to-year 
vth  above  4%.  Opponents  will  be  quick  to  say  that  the 
nd  quarter's  growth  was  below  expectations  and  that  cur- 
y  traders  have  hammered  the  Australian  dollar  down  to  a 
-record  low  of  54  U.S.  cents.  Still,  the  currency  rate  is 
d  for  exports  and  tourism.  And  the  central  bank  is  ex- 
ing  the  economy  to  be  strong  enough  to  justify  a  0.25% 
ease  in  the  interest  rate,  which  would  bring  it  to  6.5%. 
rhe  biggest  areas  of  concern  are  the  possibility  of  an  eco- 
lic  let-down  following  the  Olympics;  the  depressed  state  of 
rurrency,  which  some  feel  is  tied  to  the  collapsed  euro;  the 
p  increases  in  the  price  of  gas;  and  whether  there  will  be 
lgh  energy  to  meet  the  needs  of  a  growing  economy  over 
ong-term.  I'll  admit  to  a  prejudice  in  favor  of  Australia  that 
s  back  to  World  War  II,  but,  putting  that  aside,  I  think  Aus- 
a  will  weather  these  squalls  and  that  its  future  is  bright. 

ailand 

s  is  where  the  Asian  recession  began  in  1997.  Many  of  the 
)lems  we  reported  on  then  appear  to  be  well  on  the  way  to 
ection.  During  the  worst  of  this  crisis,  Thailand's  govern- 
lt  was  forced  to  take  over  as  insolvent,  shut  down  or  merge 
>ut  of  107  of  the  country's  financial  institutions;  nonper- 
ning  loans  totaled  48%  of  all  loans;  real  growth  fell  10.2%; 
iiufacturing  production  dropped  for  17  straight  months; 
between  1996  and  1999  investment  fell  by  nearly  50%. 
The  government  has  wisely  used  IMF  funds  to  take  over 
[performing  loans,  stabilize  the  currency  and  rebuild  and 


strengthen  the  financial  sector.  For  once  the  IMF  did  not  in- 
sist on  raising  taxes,  so  the  government  was  able  to  help  stim- 
ulate domestic  spending  and  investment  while  it  concen- 
trated on  eliminating  some  of  the  huge  debt  overhang.  The 
results  have  been  startling:  Real  growth  in  1999  was  4.2%, 
with  nearly  5%  projected  for  2000.  Exports  have  picked  up 
along  with  domestic  demand;  last  year  exports  increased  by 
7.4%.  Foreign  direct  investment,  vital  for  Thailand,  reached 
$5.7  billion  in  1999. 

It  would  be  a  mistake  to  say  that  people  are  bubbling  with 
optimism.  They  know  what  caused  their  earlier  problems  and 
understand  the  necessity  of  the  new  measures.  We  should  not 
underestimate  Thai  capabilities,  remembering  that  these  peo- 
ple secured  great  growth  in  the  past — no  matter  which  of 
their  many  governments  was  in  power.  This  is  an  open  coun- 
try with  a  growing  democracy  and  an  established  rule  of  law, 
and  its  military  does  not  play  the  dominant  role  it  once  did. 

Later  this  year  there  will  be  a  general  election,  but  few  ex- 
pect any  major  changes.  The  economy  is  doing  too  well  to 
warrant  change,  and  all  recognize  that  government  stability  is 
what  attracts  vital  foreign  investment.  Speaking  of  which,  we 
should  not  overlook  the  strong,  yet  indirect,  influence  King 
Bhumibol  Adulyadej  has  on  domestic  stability.  At  least  twice 
recently  he  has  intervened,  albeit  reluctantly,  to  prevent  a 
stalemate  in  the  formation  of  government  coalitions. 

Privatization  has  progressed  slowly  while  the  government 
has  been  focusing  on  other  economic  issues.  Foreign  banks, 
however,  now  own  two  major  financial  institutions  (unthink- 
able a  few  years  ago),  with  two  more  sales  in  the  works. 

The  main  problems  confronting  Thailand:  Will  the  need  for 
ever  increasing  exports  to  the  U.S.  and  Europe  be  matched  by 
purchases  from  those  regions?  Can  die  Thai  manufacturing  and 
agricultural  sectors  meet  and  beat  the  competition  from  other 
Asian  countries  for  these  export  markets?  Will  oil  prices  con- 
tinue to  rise?  Each  $10  increase  in  the  price  of  crude  oil  could 
cause  a  1.2%  decline  in  the  GDP.  On  the  positive  side,  however, 
is  the  fact  that  the  economy  is  much  more  diversified  than  it  was 
and  is  better  able  to  withstand  the  shock  of  decreased  demand. 

Over  the  years  Thailand  has  been  a  strong  and  welcome 
ally.  Throughout  the  Cold  War,  it  supported  us,  allowing  access 
to  its  air  facilities,  even  over  the  objections  of  its  neighbors.  It  is 
important  to  maintain  and  strengthen  this  relationship.  For- 
tunately we  are  well  served  in  this  by  our  experienced  ambas- 
sador, Richard  E.  Hecklinger,  who  understands  Thailand  and 
its  people.  Looking  toward  the  future,  it  may  be  that  both 
countries  will  need  this  relationship  more  than  we  know.  F 
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Once  you  experience  high-speed  lntern< 
you  won't  want  to  live  without  it. 


Everyone  wants  a  faster  Internet  connection.  As  the  world's  leading  supplier  of  DSL  solutions,  we  create  techr 
that  supercharges  the  Internet  for  you.  Our  technological  leadership  has  made  us  number  one  in  the  market,  with 
lines  sold  than  all  other  DSL  suppliers  combined.  No  matter  what  your^ituation,  Alcatel  has  the  vision  and 
of  products  for  your  Internet  world.  Alcatel,  world  leader  in  DSL  solutions. 


ARCHITECTS  OF  AN  INTERNET  WORLD 


IGITAL  RULES 


|y  Rich  Karlgaard,  publisher 


blisher  "  tut  bes.com 


GOOD  WEALTH 


NCH  GOVERNMENT  OFFICIAL  HAS  SAID  THAT  FRANCE, 
an  unemployment  rate  of  17.4%  for  young  adults  and  a 
slipping  to  the  size  of  California's,  would  punt  on  a 
legrown  Microsoft  if  the  price  of  having  it  were  a  Bill 
s.  Such  wealth!  Horrible!  Never  to  be  tolerated! 
:ven  in  America,  the  resentful  roar  grows  loud.  In  San 
icisco,  artists  in  the  Mission  brag  about  "keying"  the 
kVs  of  Web  entrepreneurs  who  rent  in  that  neighbor- 
i.  The  conflict  is  making  good  television.  Congressman 
ard  Gephardt  (D-Mo.),  who  has  a  50-50  chance  of  be- 
ing Speaker  of  the  House  in  January  and,  thus,  lord  of 
)olicy,  enjoys  dissing  80-hour-a-week  entrepre- 
s  who  succeed  as  ungrateful  snots  in  the  "lucky  c^— • 
club."  Amy  Dean,  head  of  the  Silicon  Valley 
-CIO,  agrees.  She  calls  the  Web  a  white  man's 
ry.  To  Ralph  Nader,  the  New  Economy  winners 
techno-twits." 

Ye  should  have  seen  it  coming.  The  economy 
ms,  the  tally  of  millionaires  zooms,  affluence 
iks  out  across  the  50  states,  and  what  happens? 
vard  sociology  professors  wring  their  hands  over 
th  gaps.  By  their  logic,  Bill  Gates  should  have 
hed  college  and  gone  to  work  for  IBM;  Michael 
should  have  become  a  doctor;  Ted  Waitt  should  have 
ed  down  on  the  Iowa  family  farm;  and  Pierre  Omidyar 
lid  have  talked  sense  to  his  girlfriend  about  her  goofy  Pez 
ction.  We'd  have  no  Microsoft,  Dell,  Gateway  or  Ebay, 
America's  shameful  wealth  gap  would  be  smaller  by  their 
nee.  Of  course,  what  really  ticks  off  Harvard  sociology 
essors  about  prosperity  goes  unsaid:  It's  when  they  find 
scholarly  butts  are  parked  next  to  their  housekeepers'  in 
coach  section  to  Cancun. 


am  Smith  Not  Enough 

ial  readers  can  tell  I'm  getting  cynical.  I  just  gasp  to  think 
ihave  to  defend  capitalism  yet  again.  Our  side  has  won 
ry  intellectual,  moral  and  real  battle  there  is  to  win.  The 
rnatives  have  all  failed.  Yet,  here  in  2000,  we  reservists  in 
lim  Smith's  army  have  been  called  up.  Once  more  into 
breach.  Sigh. 

Let's  do  it  right  this  time.  Let's  drop  the  old  line  about 
italism's  being  an  amoral  subset  of  Darwin's  theory  and 
erson's  jungle:  a  somehow  functioning  ecology  of  indi- 
ual  greed  and  violence.  Let's  tran- 
ld  Darwin  and  the  great  Adam  Smith 
show  capitalism  as  morally  superior 


to  its  alternatives.  Let's  not  be  paralyzed  by  false  modesty. 
Let's  proselytize  from  facts  and  spiritual  truths  that  are  over- 
whelmingly in  our  favor. 

The  Moral  Case 

That  sounds  like  a  lot  of  work.  Fortunately,  once  in  a  genera- 
tion a  gifted  writer  makes  the  case  for  us.  Two  generations 
ago  it  was  Friedrich  Hayek.  The  Road  to  Serfdom  showed  how 
good  intentions  go  awry,  how  socialist  government  led,  as  if 
by  a  hidden  hand,  to  compromised  freedoms  and,  eventually, 
totalitarianism.  Communism  and  Nazism  sprang  from  the 
same  seed.  Nobody  said  that  until  Hayek. 

A  generation  ago  it  was  George  Gilder,  Jude 
Wanniski  and  the  supply-siders.  Gilder's  Wealth 
and  Poverty  showed  how  economies  stagnate  by 
merely  meeting  consumers'  current  demands;  they 
evolve  and  enrich  only  by  creating  new  and  better 
supply.  The  new  supply  is  a  gift  from  entrepreneurs 
that  few  consumers  would  have  dreamed 
possible,  such  as  Web  browsers  and  antibi- 
otics. The  trick,  of  course,  is  lowering  taxes  so 
as  to  spur  creators  into  action — a  policy  which 
the  Gephardts  and  Gores  denounce.  Jude  Wanniski's 
book,  The  Way  the  World  Works,  blew  away  the  theory 
that  stock  speculation  (there  goes  that  greedy,  rotten  capital- 
ism again!)  brought  on  the  Depression.  No,  it  was  bad  policy 
that  dried  up  capital,  trade  and  creative  energies. 

Today  we  are  lucky  to  have  Dinesh  D'Souza's  The  Virtue  of 
Prosperity  (The  Free  Press,  $26),  available  Nov.  9.  D'Souza  is  the 
author  of  The  Moral  Limits  of  Wealth  (FORBES,  Oct.  9,  p.100). 
He  has  long  fought  brilliantly  as  a  field  general  in  America's 
cultural  wars,  from  his  Dartmouth  Review  days  in  the  1980s  to 
his  prescient  early  1990s  critiques  of  affirmative  action.  Previ- 
ously there  had  been  a  certain  bit  of  predictability  in  his  writing. 
But  in  The  Virtue  of  Prosperity  D'Souza  has  escaped  his  Wash- 
ington think-tank  window  and  gone  out  into  the  country  and 
reported  the  facts  and  color  of  the  New  Economy  boom.  The 
result  is  a  rich,  big-hearted  book,  splashed  with  inside  tales  of  bil- 
lionaire striving  and  homeless  chess  wizards.  Critics  of  techno- 
capitalism  are  taken  seriously;  D'Souza  himself  has  qualms 
about  "worlds  we  have  lost"  in  capitalism's  earthquakes.  But  in 
the  end  he  produces  a  work  that  reveals  the  pursuit  of  wealth 
through  capitalism  as  morally  edifying,  even  if  never  perfect. 

^           „.  .  ,„  ,  Just  one  gripe  about  D'Souza's  book. 

To  see  past  Digital  Rules  °  r 

columns,  visit  our  Web  site  at  1  wish  it  were  going  to  be  in  bookstores 

www.forbes.com/karlgaard.  before  November's  election.  F 
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BY  BRANDON  COPPLE 

THE  SUMMER  OF  2000  WILL  GO 
down  as  one  of  the  hottest  and 
driest  on  record  in  the  western 
U.S.  But  for  Texas  Panhandle  resident  T. 
Boone  Pickens,  times  couldn't  be  bet- 
ter. He  has  made  $145  million  this  year 
trading  oil  and  gas.  Record-high  prices 
will  help  his  separate  $8  million  (sales) 
fuel  business  grow  40%  by  year's  end. 
At  72  Pickens  has  the  old  Mesa  name 
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back — Mesa  Water;  the  oil  company 
was  taken  over  by  Fort  Worth  financier 
Richard  Rainwater  in  1996. 

Pickens  no  longer  inspires  quite  the 
fear  and  loathing  that  his  takeover  bat- 
tles did  in  the  1980s.  But  the  old  raider 
hasn't  lost  his  dealmaker's  drive.  Even 
the  drought  spells  opportunity  for 
Pickens,  whose  26,000-acre  ranch  sits 
atop  the  West's  largest  remaining 
groundwater  reserve.  Now  he  wants  to 


sell  that  water  to  thirsty  cities  like  Si 
Antonio  and  Dallas. 

To  that  end  Pickens  has  accum 
lated  rights  to  the  water  benea 
150,000  acres  in  beautiful,  rugg< 
Roberts  County.  That  involved  a 
proaching  246  landowners  and  askii 
each  for  a  five-year  option  that  wou 
entide  him  to  buy  their  water  rights  f 
$350  an  acre.  Pickens  hopes  to  have 
permit  to  pump  the  water  by  yeal 


|(.  Then  he'll  look  for  a  buyer. 
||On  a  late  September  day  Pickens 
Ins  content,  relaxing  in  his  12,000- 
liare-foot  ranch  house  while  outside 
jortherly  wind  blows  cool  relief 
k>ss  the  brown  and  brittle  prairie, 
c've  got  water,  and  they  need  it,"  he 
1.  "Of  all  the  deals  I've  done,  this  one 
me  most  clear-cut." 
pBut  in  the  West,  as  everyone  knows, 
peal  that  involves  water  is  clear-cut. 
I  plan  to  sell  the  water  down  south 
I  enraged  some  Panhandle  residents, 
|wn  fire  from  local  bureaucrats  and 
Invoked  scoldings  from  the  regional 
Iss,  which  pledges  "stiff  opposition." 
■ave  a  problem  with  entrepreneurial 
Jividuals  coming  in  and  capitalizing 
our  resources  for  personal  gain," 
5  Vernon  Cook,  a  Roberts  County 
ge.  "Even  though  we  call  water  in 
i  region  private  property,  we  don't 
essarily  see  it  that  way,"  says  Cana- 
ry River  Municipal  Water  Authority 
nager  John  Williams. 
Pickens,  never  one  to  avoid  a  fracas, 
?onds  that  he  must  sell.  Water  rights 
more  than  100,000  acres  adjoining 
ranch  were  bought,  in  separate 
Is,  by  Amarillo  and  a  regional  water 
ity  before  Pickens  even  moved  in.  At 
t  he  was  alarmed;  then  he  realized 
t  he  had  to  sell  his  water  rights  be- 
e  they  pumped  him  dry.  And  if  he 
in  such  a  fix,  so  were  hundreds  of 
downers — and  why  shouldn't  they 
)fit  from  the  situation? 
Still,  this  is  the  West,  where  they  say 


that  a  pipeline  to  ship  200,000  acre-feet 
(70  billion  gallons)  per  year  from 
Roberts  County  (pop.  924)  to  San  An- 
tonio will  cost  $1.8  billion. 

Only  the  private  sector  can  mar- 
shal that  kind  of  capital.  And  it  ap- 
pears willing  to  take  the  risks  that  go 
along  with  providing  water  in  places 
where  it  doesn't  exist.  In  the  East  many 
municipalities  have  sold  or  turned 
over  the  operation  of  their  water  utili- 
ties to  companies  like  American  Water 
Works,  which  after  a  recent  spate  of 
acquisitions  will  top  $1.4  billion  in 
sales  this  year,  making  it  the  nation's 
second-largest  water  utility  behind  the 

ikountlwater  Blues  


The  Ogallala  has  been  pumped  dry 
everywhere  but  Roberts  County. 


Ogallala  Aquifer 


fen  though  we  call  water  in  this  region  private 
operty,  we  don't  necessarily  see  it  that  way." 


ispute  over  a  woman  is  a  fight,  but  a 
pute  over  water  is  a  war.  This  year's 
jught  simply  calls  attention  to  a  crisis 
it  has  been  building  for  a  century.  Las 
gas  could  run  dry  by  2006,  San  Anto- 
)  by  2010. 

Keeping  toilets  flushing  in  those 
ies  will  require  massive,  expensive 
nsport  of  water  from  sparsely  popu- 
ed  regions  that  have  more  water  than 
iy  need.  Pickens'  engineers  estimate 


New  York  City  Water  Board.  American 
and  other  outfits  treat  and  deliver 
water  more  efficiently  than  any  public 
utility,  but  they're  doing  it  in  places 
where  water  is  plentiful.  While  private 
utilities  have  as  yet  made  few  inroads 
in  the  arid  West,  public  entities  don't 
want  to  relinquish  their  control.  And, 
as  Pickens  has  learned,  landowners  are 
often  suspicious  of  the  private  sector's 
involvement  with  such  an  important 


resource. 

"If  you  went  back  to  eastern  Europe 
ten  years  ago,  I  suspect  it'd  look  a  lot 
like  the  water  situation  out  here,"  says 
Rodney  Smith,  editor  of  the  Water 
Strategist  in  southern  California,  which 
advocates  opening  the  resource  to  the 
free  market. 

The  private  sector  has  scored  a  few 
victories.  Forth  Worth's  Bass  brothers, 
Ed  and  Lee,  sold  45,000  acres  of  water 
rights  in  southern  California  to  a  pri- 
vate water  utility  for  $250  million  in 
1997;  they  are  rumored  to  be  on  the 
hunt  for  water  rights  in  Texas.  The  pre- 
miere water-rights  exchange  is  north- 
ern Colorado's  Big  Thompson  project. 
When  the  exchange  opened  over  40 
years  ago,  farmers  had  97%  of  the 
area's  tradable  water  rights;  today 
front-range  towns  have  accumulated 
more  than  half.  That's  efficient  alloca- 
tion of  a  kind  rarely  seen  in  the  West. 

But  more  common  in  the  water  in- 
dustry are  spectacular  flameouts,  led 
by  the  recent  collapse  of  Azurix,  the 
water  company  created  and  sold  to  the 
public  by  Enron  in  June  1999.  Among 
other  debacles,  Azurix  is  embroiled  in 
a  nasty  political  fight  over  its  owner- 
ship of  a  proposed  water  bank  near 
Madera  County,  Calif.  After  earnings 
disappointments  and  the  resignation 
of  hotshot  chief  executive  Rebecca 
Mark,  Azurix's  shares  have  fallen  from 
$19  to  $4. 

Azurix  probably  got  into  the  busi- 
ness five  years  too  early.  Meantime  it's 
happy  to  have  an  ally  or  two  in  the 
water  wars.  "It's  lonely  out  here,"  says 
Amanda  Martin,  Azurix's  North  Amer- 
ican boss. 

Pickens  isn't  out  to  save  the  world 
for  capitalism,  and  he  forswears  an 
affinity  for  waging  battle  on  the  public 
stage.  But  he  does  point  out  that  if  he 
closes  the  deal  it  could  bring  a  $70  mil- 
lion windfall  to  the  drought-stricken, 
debt-burdened  cattle  ranchers  in 
Roberts  County.  "It's  like  the  old 
takeover  days,  when  you  said  you'd  give 
cash  and  the  stock  doubled — and  then 
they  called  you  a  raider,"  says  Pickens. 
"It  doesn't  make  sense."  F 
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PUFF  HUNT 


Nothing  Comes  Between  Me  and  My  SUV 

psychology  I  People  panic  about  nuclear  power,  then  ride 
a  bicycle  without  a  helmet.  They  blame  a  tire,  but  forgive  the 
vehicle  that  rolls  over.  There's  a  reason. 

BY  MELANIE  WELLS 
AND  ROBYN  MEREDITH 

DEADLY  COMBINATION:  A  TIRE 
from  Firestone  and  a  sport  utility 
vehicle  from  Ford.  The  first  of 
these  two  brands  will  emerge  from  the 
rollover  scandal  badly,  perhaps  fatally, 
damaged  in  the  U.S.  market.  The  other 
will  survive.  Indeed,  sales  of  the  Ford 
Explorer  suffered  only  a  small  dip  in 
August. 

Is  this  response  by  consumers  the 
result  of  a  careful  weighing  of  the 
driving  risks?  Not  at  all.  It  reflects  a 
fundamental  principle  of  risk  percep- 
tion: that  people  are  far  more  fearful 
of  things  they  don't  control  than 
things  they  do.  Statistics — for  exam- 
ple, the  fact  that  SUVs  have  a  higher 
propensity  to  roll  over  than  do  station 
wagons — don't  matter. 

Which  is  more  dangerous,  a  bicycle 
or  a  nuclear  power  plant?  The  statis- 
tics say  that  bicycles  are  the  killers — 


Risky  business:  If  we  can  control  it,  we  don't  fear  it 


773  deaths  in  1998.  Nukes  didn't  kill 
anyone.  But  people's  hunches  run  the 
other  way.  They  worry  more  about 
tornadoes  (130  deaths  a  year)  than 
crossing  the  street  (2,708  deaths), 
more  about  commercial  jets  (0.03 
deaths  per  100  million  passenger 
miles)  than  about  driving  at  night 
(16,480  between  8  p.m.  and  4  a.m.). 

It's  that  control  issue.  If  the  Shore- 
ham  nuclear  plant  moves  in  next  door, 
you  are  a  passive  recipient  of  the  risk. 
But  nobody  makes  you  ride  a  bicycle. 


"I've  climbed  rocks  and  g( 
swimming  with  sharks,  but  I  won't 
bungee  jumping,  and  I've  never  lil 
roller  coasters  because  those  thii 
aren't  in  my  control,"  says  John 
Ross,  author  of  Living  Dang 
ously:  Navigating  the  Risk* 
Everyday  Life. 

People  buy  SUVs  becai 
they  "play  to  our  need  to  f 
powerful,"  says  Richard  Ca 
professor  of  psychology 
West  Virginia  Wesleyan  C 
lege.  "Driving  these  big  c 
makes  us  feel  superior,  inc 
structible  and  in  complete  cc 
trol."  Tires,  by  contrast,  do 
do  much  for  our  self-esteem — nor 
we  have  any  control  over  them. 

So  if  sport  utilities  come  with  ri 
people  are  able  to  rationalize  it  by  p< 
suading  themselves  they  have  contl 
over  the  situation.  This  percepti 
combines  with  another  common  ps 
chological  failing — overconfidend 
We  feel  we  are  better  at  whatever 
do — driving,  day-trading,  swimmij 
with  sharks — than  other  people  are 
the  same  endeavors.  "Most  people  vfj 
tell  you  that  they  are  above-avera] 


Backfromihe  Dead 

Bridgestone's  expensively  acquired  brand  name  Firestone  is  endangered.  Is  it  doomed?  Maybe  not.  Some  well-established 
brands  have  rebounded  from  similar  crises.  The  classic  example:  Johnson  &  Johnson's  Tylenol,  which  bounced  back  after 
seven  people  died  from  swallowing  cyanide-laced  capsules.  Here  are  others.  —  Melanie  Welti 


GERBER 

CRISIS:  Nearly  400  reports  of  sliv- 
ers of  glass  in  jars  of  Gerber  baby 
food  in  1986.  No  serious  injuries,  but 
company's  market  share  skidded. 

REACTION:  Accused  media  of 
exaggeration.  Refused  a  recall,  even 
sued  Maryland  for  banning  sales. 
But  boosted  ad  spending. 

WHERE  IT  IS  TODAY:  Sales  recov- 
ered by  1988.  Company  dominates 
baby-food  business. 

LESSON:  Sometimes  groveling 
isn't  better. 


JACK  IN  THE  BOX 

CRISIS:  E.  cnli  bacteria  in  hamburger 
blamed  for  deaths  of  three 
children  in  1993. 

ION:  Scrapped  200.000 
pounds  of  patties.  Settled  with 
victims,  stockholders,  suppliers 
and  franchisees  for  an  estimated 
$100  million. 

"  IS  TODAY:  Company 
sales  have  increased  steadily.  Insti- 
tuted strong  food-safety  programs. 

SON:  If  all  else  fails, 
pay  people  off. 


PERRIER 

CRISIS:  In  1990, 13  bottles  of 
Perrier,  then  the  dominant 
bottled-water  brand,  were  found 
to  have  traces  of  benzene. 

REACTION:  Then-owner  Source 
Perrier  quickly  recalled  160  million 
bottles,  even  though  health 
risk  was  minuscule. 

WHERE  IT  IS  TODAY:  Perrier,  now 
a  division  of  Nestle,  is  the  largest 
bottled-water  company  in  the  U.S., 
with  a  third  of  the  business. 

LESSON:  Strong  brand  name 
trumps  all. 


AIRTRAN 

CRISIS:  On  May  11,1996  a 
ValuJet  DC-9  plunged  into 
the  Everglades  near  Miami,  killing 
all  110  people  aboard. 

REACTION:  In  1997  the  company 
merged  with  little-known  AirTran 
Airways  and  took  its  name. 

WHERE  IT  IS  TODAY:  After  flying 
in  the  red  for  years,  AirTran  turned  a 
profit  in  the  first  quarter  of  1999. 

LESSON:  Change  your  name. 


54     FORBES"  October  i  6,  2000 


MR  tit.  i  ."<*. 


SO  YOU  WANT 


COMMERCE 

ONE, 


We  pioneered  the  industry.  We  se 
om  targe  enterprises  like  GM  am 
we've  helped  build  the  world's  larg 
From  back-end  software  to  fro 
Get  it  right.  Visit  comm 


RJLM  jl_ 


drivers  and  stock  investors,"  says  Ami- 
tai  Etzioni,  director  of  the  Institute  for 
communitarian  policy  studies  at 
George  Washington  University. 

It  is  also  relevant  that  most  risky 
pursuits  are  a  hell  of  a  lot  of  fun.  The 
guaranteed,  short-term  reward  out- 
weighs the  potential,  long-term  nega- 
tive effect.  Even  though  SUVs  are 
prone  to  rollover  crashes,  they  have  a 
go-anywhere  feel  and  give  drivers  a 
commanding  view  of  the  road  ahead. 

Cigarettes,  while  more  addictive 
than  sport  utility  vehicles,  work  much 
the  same  way.  To  a  smoker  the  imme- 
diate, guaranteed  pleasure  of  a  good 
puff  outweighs  the  long-term  poten- 
tial of  cancer. 

Another  factor  at  work  here  is  sur- 
prise. We  accept  known  risks,  but  we 
don't  like  surprises.  Most  SUV  drivers 


were  already  aware  of  some  risks 
associated  with  driving  monster 
vehicles.  So  they  weren't  as  put  off 
by  the  latest  revelations.  On  the  other 
hand,  Firestone  fared  worse  because 
it  makes  a  mundane  product  that 
people  expected  to  work  reliably. 
These  days  no  one  expects  so  much  as 
a  flat  tire. 

Statisticians  and  engineers  are  per- 
plexed by  the  popular  perception  of 
risks  and  the  often  nutty  public 
policy  decisions  that  result  from  it. 
Psychologists  are  not.  To  them,  it  is 
entirely  understandable  that  low- 
risk  things  like  alar,  cyclamates  and 
nuclear  power  are  feared  or  banned, 
while  hazardous  activities  like  riding 
a  bicycle,  eating  a  high-fat  diet  and 
driving  at  night  are  as  prevalent 
as  ever.  F 


Hard  Sell 

drugs  I  Pfizer  aims  Viagra 
at  a  younger  crowd. 

BY  ROBERT  LANGRETH 

PFIZER  HAD  GOOD  REASON  TO  AIM 
for  an  older  clientele  when  it  in- 
troduced Viagra  in  April  1998. 
The  drugmaker  was  worried  the  male- 
impotence  pill  would  become  a  party 
drug,  abused  by  perfectly  healthy 
teenagers.  But  the  strategy  backfired 
when  several  elderly  Viagra  users  died 
from  heart  attacks  after  sex.  Though 
studies  later  proved  that  Viagra  did  not 
increase  the  risk  of  heart  attack,  the 
damage  was  done.  After  the  fastest 
launch  in  drug  industry  history — $411 
million  sales  in  its  first  three  months  — 
Viagra  sales  plateaued. 

The  drugmaker  is  responding  with 
a  series  of  new  ads  aimed  at  aging  baby 
boomers.  One  of  the  ads  opens  with  a 
ruggedly  handsome  male  in  his  early 
forties  preening  for  a  date  while  a 
voice-over  growls  "I'm  ready.  Ready  as 
anybody  can  be."  The  man  bounds 
down  the  stairs  and  drives  to  his  doctor 
for  a  free  sample  of  Viagra. 

Quite  a  shift  from  the  testimonials 


from  Bob  Dole  (then  75)  and  the  original 
print  ads,  which  included  elderly  couples 
with  the  slogan  "Let  the  dance  begin." 

Pfizer  has  a  good  reason  to  lock  in 
as  many  patients  as  possible  now: 
Competition  looms.  ICOS  Corp.  and  Eli 
Lilly  have  an  impotence  pill  in  final- 
stage  human  testing  that  could  have 
fewer  side  effects. 

Pfizer's  shift  toward  younger  men 
appears  to  be  working.  In  August  Via- 
gra snagged  more  than  a  million  U.S. 
prescriptions  for  the  third  consecutive 
month,  up  from  only  800,000  to  900,000 
prescriptions  a  month  last  fall,  according 
to  IMS  Health.  PaineWebber  forecasts 
that  worldwide  Viagra  sales  will  jump 
25%  this  year  to  $1.28  billion. 

"It's  very  smart  marketing,"  says 
Michael  Markowitz,  an  advertising  de- 
velopment consultant  in  Santa  Fe,  N.M. 
"We're  talking  about  guys  in  their  late 
30s  to  late  40s  at  the  peak  of  their  pro- 
fessional careers.  They're  burning  them- 
selves out  with  long  hours  at  work. 
Their  sexual  lives  are  suffering.  Now  you 
have  a  quick  answer  in  a  pill.  It's  no  sur- 
prise Pfizer  is  going  after  them." 

Pfizer  denies  any  change  in  strategy, 
pointing  to  print  advertisements  fea- 
turing older  men.  F 


A  Gusher? 

E  N  E  R  G  Y  I  Rising  oil  prices 
triggered  fears  of  an  impending 
sion.  So  much  so  that  President  C 
tapped  oil  reserved  for  national 
gencies.  Experts  don't  expect  pri 
get  much  past  $40.  But  what  if  pri< 
keep  rising? 

— Michael  Free 


At  this  price,  long 
lines  would  be  the 
news.  "This  woulc 
the  flame  that  sta 
flation,"  suggests 
Flynn  of  Alaron  Ti 
a  futures  brokera, 
"Actually,  the  hou 
would  be  burning 


Adjusted  for  inflat 
hit  this  price  in  th 
1970s.  Environme 
ists  would  lose  ou 
the  government  w 
likely  open  federa 
and  wildlife  prese 
drilling,  says  econ 
James  Williams. 

At  this  level,  says 
J. P.  Morgan  econc 
Robert  Mellman.  i 
sumer  spending  ct 
drop  2%,  likely  cai 
layoffs  and  recess 
That  could  be  whe 
Greenspan  tinkers 
the  money  supply. 

Inflation-adjusted 
prices  hit  this  mar 
during  the  Gulf  wa 
time  consumers  w 
the  pinch,  perhaps 
ing  a  surcharge  foi 
rides  and  airline  tit 
Time  to  trade  in  th 
pedition  for  a  Horn 


If  oil  prices  stay  he 
stocks  like  Conocc 
Occidental  could  d 
suggests  Jay  Wilsi 
J.P.  Morgan  analys 
An  elected  Dick  Cii 
might  wish  he'd  he 
on  to  his  Halliburtc 
stock  options. 
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OUTFRONT 


Morality  Play 


F  L  I  N  G  s  l  Billionaire  Philip  Anschutz  wants  to  save  decadent 
Hollywood  from  itself.  But  in  gaining  control  of  United  Artists,  is 
he  just  another  starry-eyed  sheep  about  to  get  fleeced? 


BY  DOROTHY  POMERANTZ 

AS  A  COMPANY,  UNITED  ARTISTS 
Theatre  Co.  is  a  basket  case.  Driven 
into  bankruptcy  by  what  the  com- 
pany complains  is  "predatory  over- 
screening"  by  competitors,  the  1,675- 
screen  chain  is  reeling  from  sinking  too 
much  borrowed  money  into  too  many 
unprofitable  tiieaters. 

So  what  was  Denver  billionaire  Philip 
Anschutz  thinking  when  he  recently 
bought  $92  million  of  the  company's 
busted  debt,  which  will  be  converted  into 
55%  of  the  company's  stock?  He's  also 
providing  another  $25  million  in  the 
form  of  a  credit  line.  With  two  other 


movie  chains  in  bankruptcy,  and  three 
more  reportedly  lurching  toward  it,  An- 
schutz will  have  a  hard  time  earning  a  re- 
turn on  his  investment  anytime  soon. 

But  making  money  isn't  everything 
here.  The  railroad  and  telecom  tycoon  has 

His  film  company  is 
dedicated  to  creating 
"inspirational ...  films 
that  offer  compelling, 
positive  messages."  


Conservative  cut: 
Anschutz  is  as 
straitiaccd  as 
his'suit. 


confided  to  at  least  one  associate  thai 
is  his  way  of  doing  something  to  sten 
tide  of  what  he  sees  as  violence-  and) 
soaked  refuse  spilling  out  of  Hollywi 
To  help  fill  his  screens  with  wrj 
some  entertainment,  Anschutz  cofoui) 
a  production  company  in  May,  the 
named  Crusader  Entertainment.  D 
cated  to  creating  "inspirational  ..A 
that  offer  compelling,  positive  messai 
Crusader's  first  film  will  be  somet| 
called  Sound  of  Thunder,  based  on  ai 
Bradbury  short  story  about  a  posa 
big-game  hunters  who  go  back  in  tin] 
chase  dinosaurs  and  change  history. 

Though  the  famously  press-shy 
schutz  would  only  provide  vague  ansi 
to  written  questions  through  a  secret 
his  track  record  bears  out  a  decidi 
moralistic  streak. 

In  1992  a  Colorado  newspaper  ic 
tified  him  as  the  largest  donor  to  a  o 
servative  Christian  group  called  Colon 
for  Family  Values.  At  the  t: 
the  group  was  pushing  a  s 
ballot  measure  that  would  H 
prohibited  antidiscriminat) 
laws  benefiting  gays.  His 
schutz  Foundation  funnels  a 
of  its  money  to  such  consei 
tive  causes  as  Morality  in  Me 
the  Institute  for  American  1 
ues  and  a  group  that  rails  aga 
Internet  porn,  "Enough 
Enough." 

Jerry  Seslowe,  managing 
rector  of  a  holding  comp 
that  Anschutz  founded  w 
the  Pritzker  family,  recalls  / 
schutz's  moral  outrage  in 
early  1980s  after  taking  his  v 
to  see  Pippin.  The  Bob  Fo 
Broadway  musical  abou 
young  man's  coming  of 
was  apparently  too  risque 
Anschutz. 

"He  said  he  thought  that 
no  kind  of  show  for  childrer 
see,"  shrugs  Seslowe.  "I  did 
really  think  the  show  was  ofli 
sive  at  all." 

Anschutz's  first  brush  w 
Hollywood  goes  as  far  back 
1967,  when  he  characteristics 
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You're  young,  with  iots  of  bins 

what  a  great  time  to  start  a 

financial  plan!" 


^  pro* 
LongTerm 


plan 


Anthony  Padilla 

AXA  Advisors 


"Everyone  says  it's  never  too  late 
to  start  a  financial  plan.  1  say  its 
never  too  early.  I  can  help  you 
think  through  priorities  and  come 
up  with  a  plan  to  afford  a  home, 
college  tuition. .  .a  better  life." 
AXA  Advisors  is  about  a  one-on-one 
relationship  with  a  professional. 
A  financial  plan  combined  with 
an  AXA  Asset  Account  helps  you 
gain  understanding  and  control. 
"Young  people  have  this  huge 
ad  vantage...  time."  Reach  one  of 
us  at  l(888)AXA-INFO  (292-4636) 
or  visit  www.flxa-advisors.com. 


XAXA  ADVISORS 

Hull/ling  I'll!  UK'S 


10-378  (9/00)  A)(A  Advisors.  LLC  NY.  NY  10104 


Q  LI  X  F  RON! 


drove  a  hard  bargain.  When  some  of  his 
new  Wyoming  oil  wells  caught  fire,  a  then 
cash  poor  Anschutz  managed  to  convince 
famed  oil  firefighter  Paul  (Red)  Adair  to 
go  there  to  put  them  out.  Lacking  the 
money  to  pay  Adair,  Anschutz  came  up 
with  a  creative  solution:  He  charged  Uni- 
versal Studios  to  shoot  the  firefighters  for 
Hellfighters,  a  film  the  studio  was  making 
at  the  time  that  starred  John  Wayne. 

These  days  Anschutz  has  plenty  of 
money  to  lose  in  Hollywood.  To  help  him 
navigate  Tinseltown's  treacherous  waters, 
he  picked  Howard  Baldwin,  a  film  pro- 
ducer perhaps  better  known  for  being  co- 
owner  of  the  Pittsburgh  Penguins  hockey 
team  when  it  skated  into  bankruptcy. 

Though  he's  had  a  few  hits,  including 
the  violent  Jean-Claude  Van  Damme 
thriller  Sudden  Death,  Baldwin  also  has 
plenty  of  duds.  The  film  that  originally 
cemented  Anschutz's  partnership  with 
Baldwin  was  Mystery,  Alaska,  a  box  office 
clunker  about  a  small-town  hockey  team 
playing  against  the  New  York  Rangers. 

Other  Baldwin  films  haven't  exactly 
been  the  sort  of  family  entertainment  that 
Anschutz  preaches  about.  There  was  the 
creepy  gore-filled  Resurrection,  about  a  se- 
rial killer  reconstructing  the  body  of 
Christ  for  Easter.  And  Night  Eyes,  drooled 
over  by  one  Internet  film  fan  for  having 
the  "the  biggest  amount  of  sex  scenes  I've 
ever  seen  in  a  movie." 

Oh,  never  mind.  Baldwin  swears  diose 
films  were  made  only  to  pay  the  bills  and 
that  his  real  passion  is  for  wholesome 
flicks.  "Mystery  would  have  played  better 
if  it  hadn't  been  for  the  cursing,"  he  says 
apologetically. 

The  pair  plans  to  release  four  to  five 
movies  per  year.  Some  will  be  big- 
budget  action  flicks  distributed  by  the  stu- 
dios. Others  will  be  smaller,  more  per- 
sonal films  that  they  can  show  on  An- 
schutz's screens. 

Will  anyone  want  to  pay  to  see  An- 
schutz's curious  brand  of  moralism? 

"We  still  have  to  make  the  right  prod- 
uct to  make  a  profit,"  says  Baldwin, 
garbed  in  a  standard  Hollywood- issue 
black  turdeneck.  "But  who's  kidding 
who?  It's  not  a  ne  gative  for  Crusader  if 
Phil  owns  his  own  theaters."  F 


trade  A  well-connected  importer 
is  trying  to  bring  Iranian  pistachios 
back  to  the  American  market.  If  only 
the  California  Iranians  would  let  him. 

BY  NATHAN  VARDI 

GERALD  MURPHY  MUST  BE 
nuts.  The  72-year-old  former 
chairman  of  American  Rice 
sees  a  future  in  importing  pistachios 
from  Iran.  He  spent  the  last  years  of 
his  corporate  career  milling  rice  in 
Vietnam  and  selling  it  to  Iran.  Now 
his  friends  at  the  Rafsanjan  Pistachio 
Producers  Cooperative,  which  rep- 
resents the  farms  of  former  Iranian 
president  Hashemi  Rafsanjani  and 
50,000  others,  want  Murphy  to  open 
the  American  pistachio  market  to 
them.  Good  luck.  He's  got  quite  a 
few  nuts  to  crack — the  biggest,  iron- 
ically, Iranian  expatriates  who 
control  the  pistachio  industry  in 
America. 

It  appeared  that  Iranian  pistachios 
would  finally  enter  the  U.S.  last  March 
when  Secretary  of  State  Madeleine  Al- 
bright lifted  13-year  sanctions  on 
them,  together  with  import  bans  on 
Persian  carpets  and  caviar.  But  the  ges- 
ture was  empty.  Huge  tariffs — among 
the  highest  on  any  agricultural  prod- 
uct in  America — remained:  a  283% 


Gerald  Murphy,  at  home  in  I 
Arizona,  sees  red  when  he 
thinks  of  those  high  nut  tari 

combined  duty  on  raw 
ian  pistachios  and  a  3< 
charge  on  roasted  ones. 

The  antidumping  t£ 
were  imposed  in  the  r 
1980s,  thanks  to  lobbyir 
California's  526  pista 
growers,  who  argued 
Iran's  government  su 
dized  its  farmers.  Irai 
imports,  then  valued  at 
million,  faded  away,  w 
the  California  pistachio 
dustry,  located  mostly  ir 
central  San  Joaquin  Va 
has  flourished,  rising  f 
$79  million  of  outpu 
1986  to  $300  million 
year.  The  only  competi 
in  the  U.S.  market  is  a  he 
ful  of  Turkish  nuts. 

Enter  Murphy,  who 
sists  that  Iran  isn't  subsi 
ing  its  growers.  In  July,  under 
name  of  his  Sedona,  Ariz.-ba 
Cyrus  Marketing,  he  asked  the  G 
merce  Department  to  review  the 
tidumping  duty.  That  will  take  at 
a  year  to  do,  which  gives  Califorr 
Pistachio  Commission  time  to  e 
some  more  roadblocks.  Am 
other  defenses  the  farmers  main 
that  unless  the  U.S.  and  Iran  esl 
lish  formal  relations,  there  is  no 
to  investigate  the  subsidy  issue. 

With  all  the  protesting  agai 
globalism  you  might  get  the  imp: 
sion  that  free  trade  is  the  norn 
our  borders.  Not  quite. 

Oil  isn't  the  only  Irania 
export  whose  supply 
has  been  limited.  But 
with  Iranian  pistachios 
all  the  barriers  are 
made  in  the  USA.  
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Elite  *£' 


RAPID  RISE  TO  ELITE  STATUS. 


SkyTeam  offers  you  more  opportunities 
to  earn  elite  frequent  flyer  status. 

With  SkyTeam  ,  any  miles  you  earn  on 

* 

a  qualifying  flight  ,  count  toward  elite 
level  status.  So  every  time  your  plane 
takes  off,  your  mileage  climbs  with  it. 
For  more  information  visit  skyteam.com 


Caring  more  about  you 


AEROMEXICO        AIR  FRANCE 


A  Delta         KSREAN  AIR 


*Qualifymg  flight  for  elite  accrual  is  any  SkyTeam"1  member 
coded  flight  that  is  eligible  for  frequent  flyer  mileage  credit. 


OIJTFRONT 

Eagle-ade 

marks  v  a  I  Can  pickle  juice  find  a 
spot  on  The  bench  next  to  the  Gatorade? 

BY  EILEEN  GLANTON 


A* 


m  A  MHKNPROFOOT- 

Iflf  ly.U's  lowly  Philadelphia 
W  W  Eagles  soared  over  the  Dallas  Cowboys 
in  their  season  opener,  several  Eagles  players  credited 
an  unlikely  factor:  pickle  juice.  Seems  that  before  the 
game  Eagles  trainer  Rick  M.  Burkholder  said  the  briny 
stuff  would  help  balance  his  players'  electrolytes  and  pre- 
vent dehydration. 

Now  other  teams  are  guzzling  the  juice.  Picklemaker  Vla- 
sic  says  it  is  being  flooded  with  calls  from  athletic  trainers 
who  want  to  know  if  pickle  juice  is  some  sort  of  magic  po- 
tion. "We're  not  going  to  make  that  claim,"  says  a  Vlasic 
spokesman,  noting  that  the  company  is  rejecting  requests 
to  supply  mass  quantities  of  the  juice  to  sports  teams.  Even 


so,  Vlasic  is  proud  of  its  new  status  as  the  E; 
y*-^^  .      official  pickle  supplier,  a  relationship  it 
^tS>T  A  eventually  trumpet  in  ads. 

For  centuries  pickle  juice  has  beer 
mored  to  clear  up  congestion  and  ci 
hangover.  But  not  e^ 
one's  a  fan.  The  Pr 
sional  Football  Ath 
Trainers  Society  frowns 
pickle  juice's  high  sodium  conl 
pointing  out  that  2  ounces  contain 
milligrams  of  sodium,  compared 
414  milligrams  in  a  32-ounce  conta 
of  Gatorade  and  just  10  milligran 
32  ounces  of  water. 

As  for  the  Eagles,  they're  still  do 
ing  the  salty  stuff.  But  the  effects  s 
to  have  worn  off.  Three  weeks  intc 
season  they  were  tied  for  last  in  t 
division. 

Picklemakers  hope  pro  football  can  juice  up  sa 


Better  Late  Than  Never 

fixed  income  I  Former  policyholders  at  failed  Executive 
Life  are  gunning  for  Leon  Black  and  John  Garamendi.  Will  they 
get  their  day  in  court?  Don't  count  on  it. 


BY  BRIGID  MCMENAMIN 

BRAIN-DAMAGED  BY  A  MEDICAL 
mistake  at  age  2,  Kathleen  Watson 
lies  inert  in  a  bed  in  Phoenix,  with 
around-the-clock  care.  Now  20,  her 
only  income  is  an  Executive  Life  annu- 
ity her  hospital  bought  in  1986  to  sat- 
isfy her  malpractice  claim. 

Watson  is  supposed  to  get  $17,819 
per  month,  but  her  checks  are  about 
half  that— $9,165.  Why?  In  1991  the 
then-California  insurance  commis- 
sioner, John  Garamendi,  sold  Executive 
Life's  portfolio  of  junk  bonds  at  fire- 
sale  prices  to  a  French  group  led  by 
New  York  financier  Leon  Black,  as  we 
reported  in  1994.  The  deal  left  billions 
too  little  for  the  insurance  customers. 
Watson's  parents,  Susan  and  Vincent, 
lost  their  house  in  foreclosure. 

The  Watsons  are  now  demanding 
that  Black  and  Garamendi  answer  for 
their  actions.  In  July  they  and  another 
policyholder  filed  a  class  action  includ- 
ing the  two  men  as  defendants — the 


first  time  either  has  been 
accused  of  fraud  in  the 
Executive  Life  scandal. 
The  suit  contends  the  two 
rigged  the  bidding  to 
thwart  rivals,  so  that 
Black's  French  friends 
would  get  Executive  Life 
cheap.  Black  reaped  an 
estimated  $300  million 
from  the  junk  bond  deal. 

Garamendi  said  he 
hadn't  been  served  with 
the  suit.  "Does  it  say  that 
I  beat  up  my  mother  at 
age  6?"  he  quips.  But 
later  he  called  it  merit- 
less,  saying  the  junk  bond 
sale  was  done  fairly. 
Black,  too,  called  the  suit 
meritless. 

The  Watsons'  lawyers 
have  also  named  Garamendi's  succes- 
sor, Charles  Quackenbush,  as  a  defen- 
dant. Watson  claims  that  Quackenbush 


On  the  hot  seat: 
(top)  and  John 


sold  $22  million  of  assets  of  Exec 
Life's  parent  company  for  only  $2 
lion,  thus  depriving  the  policyho. 
of  another  $20  million.  "We  got 
out,"  says  Susan  Watson. 

When  Quackenbush  filed  a  fi 
suit  last  year  he  named  just  about  e 
party  to  the  deal — ex 
Black  and  Garamend 
September  his  office  t 
and  failed  to  get  the  'S 
sons'  suit  enjoined,  in 
ing  that  only  the  insur; 
commissioner  had  sta 
ing  to  champion  pol 
holders'  rights.  The  de 
dants  removed  the  case 
federal  court,  a  frienc 
arena  because  last  yea 
threw  out  a  similar  pol 
holder  class  suit. 

Meanwhile,  the  V 
sons  are  trying  to  persu 
a  new  insurance  comn 
sioner,  Harry  Low,  to  1 
up  their  quest.  (Quack 
bush  was  driven  from 
fice  in  August  in  a  scan 
involving  murky  deals  w 
insurance  firms.) 

A  lot  more  shoes  are  going  to  di 
before  this  mess  is  over  with. 


:  Leon  Black 
Garamendi. 
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SOFT-WALK 

SHOCK-ABSORBING  HEELS 

Ease  pressure  on  the  joints  and  the  spine 

AIR-BAG 

SHOCK  ABSORBERS 

Relieve  the  stress  and  strain  of  walking 

MULTI-GRIP 
CLEATED  SOLES 

Ensure  firm  footing  and 
maximum  support 

AIR-ACTIVE 
AIR  CUSHION  SOLES 

Reduce  on-the-go  weariness 

AIR-JET 

AIR  CIRCULATION  SYSTEM 

Procures  a  soothing  sensation 
of  freshness 

SOFT-AIR 

SHOCK-ABSORBING  INSOLE 

Guarantee  a  light,  carefree  stride 

AIR-RELAX 

REMOVABLE  INSOLES 

Contribute  significantly  to  better  foot  hygiene 

SOFT-STEP 
PADDED  TOP-LINES 

Avoid  pinching  and  rubbing 


TYRUS 

MEN  51/2-131/: 


movement 


Whenever  craftsmen  combine  traditional  methods  of  shoe 
making  with  the  latest  technology  to  produce  unmistakable 
masterpieces;  whenever  the  finest  details  are  perfected  to 
ensure  unsurpassed  walking  comfort;  whenever  the  timeless 
and  world-embracing  qualities  of  true  style  are  preferred 
to  fleeting  fashion;  and  whenever  exceptional  materials 

(exquisite  full  grain  leather,  the 
velvet  softness  of  nubuck) 
are  selected... 
only  one  shoe  comes  to 
mind  :  MEPHISTO.  Become 
a  distinguished  member. 
A  member  of  the 
MEPHISTO  movement. 


NONNY 

WOMEN  35-12 


MEPHISTO  W 

THE  WORLD'S 
FINEST 
W  A  L  K  I  N  G 
SHOES 


MEPHISTO    WORLDWIDE    www.mephisto.com    Franklin  /  Tennessee    For  retailers  :  1-800  MEPHISTO 


Whose  Life? 

PRIVACY  I  In  August  Amazon.com  told  its 
customers  it  could  no  longer  guarantee 
their  buying  habits  would  be  kept  pri- 
vate if  the  company  sold  all  or  parts  of 
its  business.  The  alert  prompted  a  swift 
attack  from  consumer  privacy  advocates 
like  the  Electronic  Privacy  Information 
Center  (EPIC),  which  canceled  its  affiliate 
relationship  with  Amazon. 

Consumer  security  remains  a  hot 
button  for  Internet  companies.  Online 
retailers  claim  that  what  shoppers  do  on 
their  site  is  an  asset,  no  different  from 
the  information  a  catalog  retailer  col- 
lects. Amazon  officials  were  shocked  at 
the  reaction.  Noting  that  EPIC  is  just  one 
of  500,000  affiliates,  an  Amazon 
spokesperson  terms  the  defection  "not 
significant." 

More  significant  is  what  Amazon's 
about-face  says  about  the  faltering  online 
retailer  itself.  This  summer  the  Disney- 
controlled  Web  retailer  Toysmart  tried 
to  sell  personal  information  on  250,000 
users  to  raise  money.  That  offer  has  been 
withdrawn,  but  privacy  groups  say  they 
will  fight  any  sale. 

In  addition  to  books,  Amazon  sells 
electronic  goods,  tools  and  cars,  among 
other  things — mosdy  bankrolled  when 
Amazon  was  a  Wall  Street  darling.  Now 
its  stock  is  off  65%,  and  some  analysts 
question  its  expansion  plans  and  whether 
Amazon  will  ever  turn  a  profit.  Unload- 
ing one  of  its  18  businesses  and  the  un- 
derlying consumer  profiles  would  bring 
in  needed  capital. 

The  company  says  investors  should 
not  construe  the  announcement  as  a  FOR 
SALE  sign.  You  can  trust  that — until  it 
changes.  — Quentin  Hardy 


Lawyer  Take  All 

law  East  Coast  law  firms  are 
copycatting  California  firms  in  taking 
stakes  in  clients.  They  may  be  a  bit  late 


BY  CHANA  R. SCH0ENBERGER 

FOR  THE  PAST  FEW  YEARS  THE  BIG 
white-shoe  law  firms  on  the  East 
Coast  have  watched  with  distaste 
as  their  West  Coast  brethren  took  eq- 
uity stakes  in  their  clients.  How  crass! 

But  the  money  was  tempting.  At 
some  West  Coast  firms  investment  in- 
come exceeded  legal  earnings  in  cer- 
tain years.  At  Wilson  Sonsini  Good- 
rich &  Rosati  in  Palo  Alto,  Calif., 
partners  racked  up  a  string  of  hits  in 
outfits  like  Sanmina  Corp.,  Digital- 
Think  and  Avanex. 

In  time,  the  dollar  signs  got  bigger 
than  the  ethical  misgivings.  Now  law 
firms  on  the  East  Coast  are  voting  in 
droves  to  launch  equity  funds,  both  to 
enrich  partners  and  to  pay  retention 
bonuses  for  associates.  Among  them: 
Akin,  Gump,  Strauss,  Hauer  &  Feld  in 
Washington,  D.C.;  Morgan,  Lewis  & 
Bockius  in  Philadelphia;  Goodwin, 
Procter  &  Hoar  in  Boston  and  Hogan 
&  Hartson  in  Washington,  D.C.  Of  36 
big  firms  responding  to  a  recent 
American  Lawyer  survey,  33  take  stock 
in  clients  or  are  considering  doing  so. 

Typically,  a  firm's  partners  ante  up 
to  start  a  new  fund  each  year,  taking 
stakes  of  1%  or  so  in  new  companies 
that  are  clients  or  in  the  portfolio  in- 
vestments of  venture-capital  clients. 
The  firm  itself  also  takes  small  stakes 
in  clients  directly.  The  investment 
could  be  in  lieu  of  legal  fees,  or  the 
lawyers  could  buy  equity  directly. 

Alas,  it  looks  as  if  the  East  Coast- 
ers are  late  to  this  party — and  they 
know  it.  At  Goodwin  Procter,  just 
one-half  of  the  firm's  partners  plan 
to  contribute  to  the  investment  fund; 
at  Morgan  Lewis,  two-thirds.  Even 
some  associates,  who  typically  get 
their  shares  contributed  for  them  by 
the  partnership,  are  showing  a  prefer- 
ence for  cash.  Says  partner  Peter 


Brown  of  New  Yor] 
Brown  Raysman  Mi 
stein  Felder  &  Stein^ 
which  has  taken  stalj 
in  clients,  "I'm  not  su 
the  associates  would 
all  that  excited  to  hai 
stock  in  struggling  dot-coms." 

But  the  East  Coast  firms  contini 
to  set  up  the  funds.  Why?  Capital  gai 
envy,  of  course.  And  then  there  is  tj 
hope  that  the  arrangement  may  occ) 
sionally  snag  a  client  that  couldn't  \ 
ford  to  pay  cash  in  its  early  days 

The  American  Bar  Associatio 
used  to  discourage  stakes  in  clients  i 
prone  to  possible  conflicts  of  interej 
For  instance,  investors  in  a  compaij 
going  public  might  want  managi 
ment  to  fudge  poor  results.  A  lawye 
though,  might  feel  obliged  to  be  hoi 
est  in  this  situation. 

But  the  bar  association  relaxed  i 
rules  in  July,  bowing  to  inevitability; 
firms  started  equity  funds  anywa 
Lawyers  can  take  a  stake,  under  tl 
guidelines,  but  they  must  put  the  coi 
flict  in  writing.  And  a  company  sellir 
equity  to  its  law  firm  is  encouraged  I 
hire  another  lawyer  to  review  it. 

Lester  Brickman,  a  professor  I 
legal  ethics  at  Yeshiva  University 
Cardozo  School  of  Law,  says  tb 
change  represents  an  elevation  ( 
money  over  old  ethical  standards.  Bil 
the  rotten  market  for  new  issues  ma 
take  care  of  the  problem. 
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DO  YOUR  EMPLOYEES  LOOK  FORWARD  TO  GOING  TO  WORK?  Provide  great  benefits,  and  they 
will.  That's  where  we  come  in.  The  Principal"  offers  real  flexibility  and  choice  in  group  benefits.  We 
provide  managed  medical  indemnity  products,  PPO  networks,  life,  disability,  dental  and  vision,  as  well  as 
self-funded  administrative  services.  Our  120  years  of  experience  means  we  can  provide  exactly  the  benefits 
packages  your  employees  need.  Today,  and  as  your  business  grows.  In  fact,  more 
companies  choose  The  Principal  for  their  401  (k)  plans.*  Get  to  work  right  now.  We'll 
be  glad  to  take  your  call  at  1-800-986-3343  (ext.  80080). 

W  I     UNDERSTAND    WHAT    YOU'RE    WORKING    FO  FT 

www.principal.com 


Financial 
Group 





al  Life  Insurance  Company,  Dcs  Moines.  !A  50392.  Products  and  services  offered  through  Principal  Life  Insurance  Company  (The  Principa 
ough  Pnncor  Financial  Services  Corporation  (Member  SIPC).  'ChO  Maga/ine,  April/May  2000,  based  upon  total  plans  served  in  1999  by 


bsidiaries  and  affiliates.  Mutual  funds 
companies,  banks  and  investment  firm 
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UTSIDE  THE  OFFICE  OF 
Sony  Pictures  Entertain- 
ment Chief  John  Calley, 
a  robotic  dog  stands 
guard.  His  name  is  Aibo, 
and  at  $2,500  the  Sony- 
made  toy  does  tricks 
obeys  commands. 
"Show  him  the  red  shoes,  he  really 
s  for  the  red  shoes,"  an  executive 
i  an  assistant  who  sports  red  high 
Is.  But  Aibo  doesn't  bark  or  budge, 
just  sits  there.  Like  recent  Sony 
kills,  it's  a  disappointing  performance. 
[  It  has  been  four  years  since  Sony's 
dogs  in  Tokyo  hired  Hollywood 
fhead  Calley  to  rescue  its  disastrous 
tion  picture  business.  He  has  stabi- 
d  the  hemorrhaging  and  quelled  the 
fligacy  that  once  beset  the  studio. 
Calley,  70,  hasn't  delivered  the 
ckbusters  that  can  cover  many  a 
,  build  a  new  franchise  and  drive 
growth  of  other  Sony  businesses. 
The  anchor  of  Calley's  operations, 
umbia  Pictures,  still  struggles  at  the 
office.  Recent  duds:  What  Planet 
You  From?,  which  cost  $50  million 
nake  and,  despite  starring  Garry 
ndling  and  Annette  Bening,  grossed 
earthly  $6.3  million  in  the  U.S.;  and 
reamed  of  Africa,  a  Kim  Basinger 
l  that  cost  $40  million  and  took  in 
million. 

Calley's  biggest  hits,  such  as  Men  in 
II  ck  and  Jerry  Maguire,  originated  be- 
he  arrived.  This  summer,  Sony  had 
\m  hopes  for  Hollow  Man,  but  the 
win  Bacon  thriller  cost  $95  million  to 
:oduce  and  has  grossed  a  tepid  $72  mil- 
Ill  in  seven  weeks.  The  Patriot,  which 
Iks  Mel  Gibson,  cost  $110  million  and 


has  grossed  $112  million  in  12  weeks. 

After  the  typical  50-50  split  with 
theaters,  Sony's  take  looks  even  worse. 
Sony  Pictures  Entertainment  took  in 
$1.03  billion  but  posted  a  puny  profit  of 
just  $7  million  before  one-time  charges 
in  the  quarter  ended  June  30. 

And  Sony's  share  of  the  movie  busi- 
ness remains  pretty  much  where  it  was 
before  John  Calley  took  over.  Sony  has 
released  130  films  under  Calley,  but  its 
U.S.  market  share,  at  9%,  ranks  sixth 
among  the  majors.  Number  one  Dis- 
ney's share  is  almost  twice  as  large. 
Some  snipers  in  Hollywood  say  Sony 
doesn't  even  count  as  a  major  anymore. 

Now  Calley  is  at  a  critical  juncture, 
with  a  slate  of  highly  anticipated  films 
like  the  starlet-studded  remake  of  the 
TV  show  Charlie's  Angels  and  an  action 
flick  called  Vertical  Limit  due  out  in  the 
coming  weeks. 

A  well-liked  industry  veteran  who 
ran  United  Artists  Pictures  and  spent  13 
years  as  a  top  executive  at  Warner  Bros., 
Calley  is  under  contract  for  14  more 

Hollywood  grayhead 
John  Calley  rescued 
Sony's  ailing  film 

business,  but 
blockbusters  have 
eluded  him.  Some 
wonder  how  much 
longer  he  can  last. 


months.  But  some  in  Hollywood  say 
that  if  the  new  films  flop,  Calley  could 
bail  out  early,  by  his  own  choosing  or 
Sony's.  His  exit  could  thrust  Sony  Pic- 
tures into  a  new  round  of  turmoil. 

Even  if  he  stays  on,  Calley's  tenure 
could  be  brief.  "I'm  70  years  old,  and 
that's  got  to  be  an  issue"  for  Sony  brass, 
Calley  says  calmly.  He  notes  that  his 
boss,  Sony  Corp.  of  America  Chairman 
Howard  Stringer,  is  a  former  CBS  head 
who  "knows  about  cycles  of  success 
and  downtime."  But,  he  adds,  "I'm  not 
sure  what's  going  to  happen." 

Hollywood's  oddsmakers  already 
have  a  replacement  in  mind:  Joseph 
Roth,  the  former  Disney  studio  chief 
who  has  signed  a  deal  for  Sony  to  dis- 
tribute his  production  company's  films. 

In  some  ways,  speculating  over  Cal- 
ley's fate  is  a  luxury.  When  he  first  ar- 
rived in  1996,  some  wondered  whether 
Sony  Pictures  could  survive  at  all.  Sony 
Corp.  had  spent  $5  billion  in  1989  to 
buy  Columbia  Pictures  and  its  TriStar 
sibling,  and  had  paid  at  least  $400  mil- 
lion to  Warner  to  buy  out  the  contracts 
of  Peter  Guber  and  his  Batman  partner, 
Jon  Peters.  Sony  wanted  to  create  and 
own  content  that  could  drive  the 
growth  of  its  gadgets. 

Guber  and  Peters  had  other  priori- 
ties in  mind.  They  gained  infamy  for 
indulging  in  lavish  office  renovations 
and  expensive  parties,  paying  stagger- 
ing amounts  to  secure  scripts  and  tal- 
ent, and  giving  friends  and  family 
members  lucrative  production  deals. 

When  the  Batman  producers  failed, 
they  failed  big.  Guber's  Arnold 
Schwarzenegger  epic,  Last  Action  Hero, 
was  a  $100  million  flop  in  1993. 


Action 


FORBES 


October  16,  2000  67 


One  of  their  most  storied  excesses 
was  the  renovation  of  the  old  MGM  lot 
where  Sony  Pictures  is  based.  Item:  the 
reported  $67,000  for  four  rugs  in  the 
e  suite  where  film  legend  Louis 
B.  Mayer  once  worked — and  which 
now  houses  Calley  himself. 

"One  could  say  it  was  an  excessively 
flamboyant  restoration,"  Calley  says 
politely.  Calley  set  the  new  tone  with  a 
symbolic  step.  When  he  moved  into  the 
executive  suite,  he  bucked  Hollywood 
tradition  and  didn't  redecorate. 

In  all,  it  was  a  costly  ticket  to  Tinsel- 


"We  could  sell  these 
content  companies  to- 
morrow, get  our  money 
back  and  then  some." 


town.  In  1994  Sony  took  a  $3  billion 
charge  to  write  off  losses  at  the  studio. 
When  Calley  took  over,  the  studio  was  a 
"Hollywood-centric"  private  club,  he 
recalls.  Executives  in  Japan,  who  were 
movie  neophytes,  didn't  know  where 
the  money  was  going.  And  no  one  at 
the  studio  bothered  to  explain. 

"Information  was  closely  held  or,  one 
might  even  say,  manipulated,"  Calley 
says.  Masayuki  Nozoe,  a  Sony  veteran 
who  was  sent  to  Los  Angeles  when  Calley 
was  hired  to  act  as  a  liaison  for  Tokyo, 
says,  "John  Calley  has  made  this  studio 
more  transparent.  He  has  implemented  a 
more  objective-oriented  approach." 

Calley  also  cut  production  costs, 
which  had  run  amok.  So  many  produc- 
ers and  talent  had  signed  lucrative  deals 


that  no  one  was  able  to  keep  track  of  all 
the  projects.  "When  I  got  here,  there 
were  three  movies  being  made  that  no- 
body even  knew  anything  about,"  he 
says.  "No  one  knew  who  had  approved 
them.  They  just  grew  here  through  some 
spontaneous  generation." 

Before  Calley  arrived,  the  Sony  stu- 
dio had  five  open-ended,  multimillion- 
dollar  deals  with  independent  produc- 
ers. He  eliminated  all  of  them, 
regaining  control  over  how  much  Sony 
laid  out.  Calley  also  combined  Colum- 
bia and  TriStar,  eliminating  dual  story 
departments  and  development  teams. 
"It  was  bloated,"  he  says. 

Under  Calley,  Sony  Pictures  Enter- 
tainment, which  includes  television 
production  and  home  video,  has  seen 
its  sales  increase  55%  in  four  years,  to 
$4.6  billion  for  the  fiscal  year  ended  last 
March.  The  unit  accounts  for  7.4%  of 
Sony's  annual  $63  billion  in  sales.  The 
television  business  has  benefited  from 
an  increase  in  international  pay-TV  rev- 
enues, and  the  growing  popularity  of 
DVD  has  boosted  home-video  sales. 

The  box  office  may  be 
weak,  Calley  admits,  but  in 
this  era  of  Hollywood  as  a 
content  provider,  that  may 
not  be  what  matters  most. 
He  notes  that  he  recently 
opened  shop  in  Germany 
and  China  to  produce  in- 
digenous films.  "What  it 
really  is  about  is  increasing  the  value  of 
this  company  and  building  a  library 
that  enhances  our  leverage  in  every- 
thing that  we  do,"  Calley  says. 

Sony  did  score  last  year  with  modest 
films  like  Adam  Sandler's  Big  Daddy  (it 
cost  $35  million  and  grossed  $163.5 
million  in  the  U.S.).  Stuart  Little,  based 
on  the  classic  children's  book  by  E.  B. 
White,  cost  more  than  $100  million, 
grossed  $140  million,  and  is  one  of  the 
year's  hottest  videos. 

But  an  opportunity  to  extend  Stuart 
Little  momentum  into  other  Sony  busi- 
nesses— it  might  make  a  great  game  for 
the  Sony  PlayStation — was  squandered. 
"We  didn't  leverage  the  digital  assets 
correctly.  The  movie  was  done,  then  we 
went  to  work  on  the  digital  products," 


laments  Yair  Landau,  head  of  a  r 
digital  entertainment  unit  at  the  stu» 
His  mandate  is  to  correct  such  gaffej 
creating  digital  spinoffs  before  prod 
tion  has  finished. 

Any  chance  that  Sony  may  actu 
cut  its  losses  and  dispose  of  the  studio 
enter  into  a  merger?  Not  likely,  s 
Howard  Stringer,  chairman  of  So 
Corp.  of  America,  which  inclu 
movies,  television,  music  and  electn 
ics  and  accounts  for  $19  billion  in  ann 
sales.  Sony  doesn't  want  to  sell  its  em 
tainment  content  because  those  are 
sets  that  become  more  valuable  as  bro 
band  access  increases. 

"We  could  sell  these  content  com 
nies  tomorrow,  and  get  our  money  bi 
and  then  some,"  Stringer  says.  Sony 
talked  takeover  possibilities  with  ca 
and  broadcast  networks,  but  the  d 
breaker  has  always  been  Sony's  refusal 
relinquish  control  of  its  content. 

So  Calley,  Stringer  and  the  folks 
Tokyo  will  likely  continue  to  hold  th 
breath  each  Monday  morning,  as  t 
read  the  weekend  box  office  receipts 

A  Movie  Trailer 

Sony  was  number  one  in  U.S.  marke 
share  in  1997,  but  now  ranks  sixth 
among  major  studios.  A  few  hits  cou 
change  that  in  an  instant. 


1999  domestic  market  share 

Buena  Vista  (Disney) 


17 


j  Warner  Bros.  (Time  Warner) 
;  Universal  (Seagram) 

Paramount  (Viacom)  11% 
i  Fox  (News  Corp.)  11% 


U% 


13% 


MGM 


4% 


Summer  2000  domestic  market  share1 

(  Buena  Vista  14.7% 

|  Fox  14.7% 
t  DreamWorks  14.2% 


Wamer  Bros. 


13.7% 


Paramount 


12.1% 


J  Universal 


1 8.1% 
7M% 


Memorial  Day  through  Labor  Day. 
Source:  Daily  Variety. 
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Slack-Box  Man 

Inza  helped  build  a  billion-dollar  company. 
|  a  retirement  fling,  he  built  another  one. 


'HOWARD  BANKS 

1  1  S1  '■  OND  SHOT  IS  L~3 

A  AH  and  it's  cool,  really  excit- 
■  VI  ing,"  enthuses  Frank  C. 
V  H  Lanza,  68,  a  man  besl 

H  known  in  his  industry  as 
iur  and  ruthless  company  fixer.  His 
jt  shot  was  Loral.  Starting  in  the 
!  Os,  Lanza  helped  turn  Loral  from  a 
'  million  bankrupt  to  a  $7  billion 
ifitmaker.  He  was  top  lieutenant  to 
!  nard  Schwartz,  Loral's  highly  re- 
ided  longtime  boss.  Schwartz  dealt 
h  the  Pentagon  and  other  key 
tomers.  Lanza  was  the  inside  man 
lo  ran  the  operational  divisions  on  a 


short  financial  rein. 

In  1996  Lockheed  Martin  bought 
Loral  for  $9  billion.  Schwartz  moved  on 
to  run  Loral  Space  &  Communications, 
spun  out  of  Loral  just  prior  to  the 
takeover.  But  Lanza  stayed  on,  trying  to 
integrate  Loral  into  Lockheed.  He  soon 
grew  frustrated  dealing  with  the  bu- 
reaucracy at  the  $27  billion  company.  "I 
didn't  need  the  money,"  he  says.  (He 
had  pocketed  $41  million  from  the 
Loral  deal.)  But  he  didn't  quit  or  retire. 
Instead  he  proposed  splitting  off  ten 
small  companies  from  Lockheed  Mar- 
tin, nine  of  them  former  Loral  proper- 
ties, to  create  L-3  Communications. 


Lehman  Brothers  Capital 
Partners  helped  him  assemble 
the  $525  million  proposal. 
Norman  Augustine,  then  head 
of  Lockheed  Martin,  signed  off, 
and  the  deal  was  done.  Lehman 
Brothers  owns  15%  and  Lanza 
and  L-3's  president,  Robert 
LaPenta,  each  have  6%. 

In  the  three  years  since  L-3 
was  launched,  Chief  Executive 
Officer  Lanza  has  made  more 
than  20  acquisitions.  In  the 
process  he  achieved  his  first 
objective,  which  was  to  create 
the  largest  supplier  to  the  de- 
fense and  space  sectors  of 
"black  boxes." 

Okay,  they  are  not  always 
black.  The  ones  for  passenger 
airplanes  are  fluorescent  or- 

Not  all  of  Frank  Lanza's  high-tech 
boxes  are  black;  those  on  airliners 
are  easy-to-see  bright  orange. 

ange.  But  the  business  repre- 
sents a  black  art:  compressing 
into  a  tight  space  a  data-collect- 
ing and  storage  machine  with 
indestructible  parts.  These 
high-tech  devices,  some  of 
which  are  highly  classified,  do 
everything  from  providing  se- 
cure communications  for  satel- 
lites, tanks  and  planes  to 
recording  flight  data  for  com- 
mercial planes. 

In  flight-data  recorders  L-3 
is  the  market  leader,  but  its 
business  is  much  wider  than  that.  "We 
are  the  Sears,  Roebuck,  with  a  catalog  of 
all  kinds  of  these  high-tech  boxes," 
Lanza  says.  L-3's  black  box  sales  this 
year  will  account  for  almost  all  of  its  ex- 
pected $2  billion  in  revenue,  on  which 
it  is  expected  to  make  $175  million  in 
operating  profits. 

What  Lanza  is  doing  at  L-3  is  mod- 
eled on  his  experience  at  Loral  but  with 
a  twist.  In  the  Seventies,  Lanza  explains, 
you  had  to  take  individual  black  box 
products  and  combine  them  into  whole 
systems  to  compete  in  the  defense  sec- 
tor. This  is  essentially  what  Loral  did. 
But  now  the  industry  that  L-3  supplies 
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Other  drivers  also  move  the  world's  markets. 
Truck  drivers,  for  example.  And  the  driving  force 
behind  the  world's  economy  is  not  just  rates  and 
ratios — it's  diesel  engines,  too. 

The  truth  is,  there  is  hardly  anything  that  turns 
up  on  your  table  (or  your  desk)  that  doesn't  some- 
where, sometime,  ride  behind  a  diesel-powered  rig. 


And  that's  the  same  around  the  world. 

One  reason  is  that  diesels  are,  by  nature, 
economical.  They  cost  less  to  run,  run  longer 
and  need  less  repair.  Another  reason  is  that 
today's  diesels  are  clean.  While  diesel-power 
trucks  travel  more  than  428  billion  miles  a  ye 
they're  responsible  for  just  2%  of  the  carbon 


loxide  in  the  air.  And  since  the  1980s,  there's 
b  a  70%  reduction  in  NOx  and  a  90%  cut  in 
liculates.  In  the  meantime,  fuel  consumption 
'  keeps  getting  better. 

What  does  Caterpillar  have  to  do  with  diesel 
lines?  We  make  them.  For  trucks,  boats,  loco- 
ives  and  our  own  machines  as  well.  And  for 


electric  generators  of  all  sizes  and  shapes.  In  fact, 
we're  the  largest  diesel-engine  maker  in  the  world. 

Central  bankers  move  financial  markets. 
Diesel-powered  trucks  move  the  goods. 

CATERPILLAR 


L-3  COMMUNICATIONS 


has  consolidated  into  three  major  U.S. 
prime  contractors  (Lockheed  Martin, 
Boeing  and  Raytheon)  and  three  major 
European  contractors  (the  German- 
French  FADS,  Britain's  BAE  Systems  and 
France's  Thompson-CSF).  These  big 
outfits  increasingly  act  as  their  ow  n  sys- 
tems integrators. 

But  they  no  longer  want  to  make 
their  own  black  boxes.  They  have  been 
selling  subsidiaries  that  make  those  de- 
vices; and  independent  suppliers  have 
been  disappearing,  thanks  to  shrinking 
defense  budgets. 

"Our  timing  was  lucky,  but  we  were 
smarter  than  others  to  take  advantage 
of  this  changing  environment,"  says 
Lanza.  Because  nobody  else  has  been 
trying  to  create  a  big  group  by  buying 
these  smaller  suppliers,  prices  have 
been  affordable.  "One  of  my  skills  is 
buying  $50  million  to  S200  million 
niche  companies,"  he  says. 

But  he  is  not  stuck  in  that  range.  He 
admits  he  bid  for  SI  billion  (sales) 
Sanders  when  that  company  was  sold 
by  Lockheed  Martin  this  summer,  but 
was  outbid  by  Britain's  BAE  Systems  by 
around  S400  million.  (The  Brits  were 
hungry  to  gain  greater  access  to  the  U.S. 
defense  market.) 

And  sometimes  he'll  go  much 
smaller.  He  is,  for  example,  in  the  mid- 
dle of  buying  an  S18  million  defense 
operation  from  a  commercial  maker  of 
global-satellite-positioning  equipment. 
It's  tiny,  but  it  will  add  technology  to  a 
range  of  L-3  products.  "It's  a  strategic 
home  run  for  us,"  he  says. 

In  lanuary  Lanza  bought  Link,  a 
training  operation,  from  Raytheon  for 
$160  million.  This  company,  the 
original  World  War  II 
name  in  flight  simulators, 
was  bounced  from  Singer 
to  CAIC  to  Hughes  to 
Raytheon. 

"It  was  a  foster  bastard 
for  20  years,  was  losing 
lots  of  money  and  was  not 
important  to  anybody.  It  has 
finally  got  a  home  where  it  is  be 
lieved  in,"  says  Lanza,  who  thinks 
there's  a  big  market  for  training  and 
simulators.  Link  has  turned  around 
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How  big  might  L-3  become?  "I've 
identified  companies  adding  to  $7 
billion  we  might  buy,"  says  Lanza. 


and  will  soon  be  profitable,  he  says. 

Lanza  is  dead  set  against  bigness  for 
bigness'  sake.  "Concentrating  on  size 
alone  is  why  the  three  big  gorillas  have 
gotten  into  such  trouble,"  he  says.  But 
bigness  has  its  virtues.  The  score  or  so 
of  acquisitions  made  since  1997  have 
given  L-3  the  financial  heft  that  no 
smaller  supplier  of  black  boxes  can  have 
when  it  comes  to  research-and-devel- 
opment  spending. 

Lanza  is  now  spending  $  1 50  million 
a  year  on  R&D  (7.5%  of  sales).  Most  of 


►  By  the  Numbers 


Some  50,000  flight  data  recorders,  the 
original  "black  boxes,"  are  in  use.  Not 
one  has  ever  failed  in  an  airliner  crash. 

The  latest 
recorders  keep  over  100  hours  on 
items  from  engines  to  controls. 

They  must  withstand  a 
dead  stop  from  a  speed  equal  to 
lz/3  football  fields  a  second. 

A  fire  test  at  this  high 
temperature  for  one  hour  must  not 
degrade  recorded  data. 

A  spike  of  this 
weight  dropped  from  10  feet  must 
not  penetrate  the  case. 

As  in  depth— the 
casing  must  withstand  being 
this  far  down  in  highly 
corrosive  seawater. 


that  money  goes  to  tailoring  L-3's  ty 
to  meet  contract  requirements.  La 
gives  an  example.  "We  are  working 
both  teams  [with  General  Dynan 
and  Litton  Industries]  on  the  new  D 
destroyer  to  get  our  electric-po 
system  to  match  so  that  it  works  equ 
well  with  the  combat,  bridge  ; 
fire  control  systems,  not  just  to  pa 
the  boat." 

Don't  misread  Lanza  as  a  m 
M&A  dealster.  He  gets  weekly  repc 
from  divisions  and  visits  them  ev 
six  weeks.  "I  could  just  stay  in  • 
Third  [L-3's  Manhattan  headquarte 
but  I  would  learn  nothing,"  he  says, 
you  don't  enjoy  business,"  he  adm 
ishes,  "go  play  golf." 

His  goal  is  to  produce  growth  o 
least  20%  a  year,  12%  from  acquisiti 
and  8%  internally.  (L-3  managed  ne; 
50%  growth  in  the  first  half  of  this  y 
over  the  same  period  in  1999.)  Key 
says,  is  not  missing  a  quarter,  whic 
his  record  for  25  years,  including 
Loral.  "Miss  one  quarter  and  t 
record  will  go  down  a  rat  hole — ] 
know  Wall  Street."  While  defense 
dustry  stocks  have  been  in  the  ta 
L-3's  shares  have  risen  from  S25  wl 
it  was  launched  to  S56. 

So  how  big  might  L-3  becor 
Lanza  has  his  eye  on  several  compar 
with  combined  sales  of  $7  billion  t 
he  might  buy  over  the  next  three 
four  years.  Wfll  he  buy  them  all?  "N 
he  says  and  then  chuckles, 
maybe." 

How  about  selling  out?  "There  is 
exit  strategy,"  Lanza  insists.  "Plan 
is  to  grow  the  company."  But  tl 
he  says  another  possibility  mi 
be  a  big  merger  between 
and  a  company  like  Litton,  Hat 
or  Northrop.  Not  so  bad 
outcome.  If  Frank  Lanza 
out,  he  could  always  star 
third  company. 
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communication 


The  Former  Enterprise  Networks  Group 
of  Lucent  Technologies 


ing  between  your  company  and  a  world  full  of  opportunities?  Nothing.  Avaya 


egrates  data,  voice  and  video.  So  you  can  stay  connected  with  everyone  you  need  to. 
y  way  they  like.  Your  customers.  Your  vendors.  With  no  barriers  to  moving  information 
Dund.  And  moving  your  business  ahead.  Visit  avaya.com  or  call  800-784-6104. 


stomers.  Systems.  Networks. 
Now  they're  talking. 


Communication  without  boundaries 


One  Tamed  Wildcat 

After  years  of  scandal  and  volatile  share  price,  Triton  Energy  is 
nobody's  idea  of  a  safe  bet.  But  thanks  to  an  enormous  oil  discover 
off  West  Africa,  Jim  Musselman  has  vastly  improved  the  odds. 


BY  DANIEL  FISHER 

IF  A  COMPANY  CAN  BE  SAID  TO  HAVE  A 
soul,  Triton  Energy  would  be  a  rough- 
edged  Texas  wildcatter  who  travels  the 
globe  looking  for  oil — and  apologizes  to 
no  one  for  raking  off  a  healthy  piece  of 

"I  guess  I  was  one  of  those 
adrenaline  junkies":  Jim 
Musselman  bought  into  Triton. 


the  profits  when  he  finds  it. 

Under  the  wily  William  Lee,  chair- 
man from  1966  to  1995,  Triton  shares 
(ticker  symbol:  OIL)  swung  between  $4 
and  $52  as  the  company  found  giant  oil 
and  gas  deposits  in  places  like  Colombia 


and  Thailand,  while  simultane 
fending  off  allegations  of  manage 
self-dealing  and  foreign  bribery  (FO 
Oct.  14,  1991).  Successor  Thomas 
wasn't  much  kinder  to  sharehol 
During  his  reign  Triton  stock  lost 
than  half  its  value  as  it 
siana/Cupiagua  fiel 
Colombia  fell  short  c 
ebullient  expectatior 
it,  and  the  debt-laden 
pany  tried,  and  faile 
sell  itself  in  1998. 

Triton's  current 
executive,  lames  MvJ 
man,  knows  all  abou 
company's  ups 
downs.  A  sophisticate 
vestor  who  has  bo 
and  sold  several  larg» 
related  companies, 
gleefully  traded  Tri' 
stock  and  options  for 
before  he  decided  to 
over  the  company.  "I  j 
I  was  one  of  those  adi 
line  junkies,"  says  Ml 
man,  52,  who  grew  u 
an  8,000-acre  ranch 
Abilene,  Tex.  "I  kind  o 
joyed  it  at  the  time." 

Luckily  for  inves 
he's  a  little  more  con 
vative  now.  Mussel 
won  the  top  job  in  C 
ber  1998,  after  bringii 
a  $350  million  investr 
from  the  Dallas  le 
aged-buyout  firm 
Hicks,  Muse,  Tate  &  F 
Since  he  got  involved 
penses  have  been  sla: 
in  half  to  $30  milii< 
year,  and  Triton's  deb 
capital  ratio  has  faile 
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Managed  his  own  investments  since  he  was  24 
-  Crossed  the  $500,000  mark  some  time  ago 
C  -  Looking  for  a  better  way  to  manage  it  alr^ 


Is  your  pdrtf olio  rea(fi|r> 


for  the  next  level  of 
investment  management? 


Manage  Your 
Portfolio  with 
Prudential 

Investment 
planning 

•  Protection 
strategies 

•  Real  estate 
solutions 

•  Tax 

strategies 

•  Estate 
planning 


It's  a  question  many  successful  investors  will  face.  Because  the  more  a 
portfolio  grows,  the  more  demanding  and  nerve-wracking  it  is  to  manage. 
Talk  to  Prudential  about  professional  investment  management  services 
designed  to  make  managing  a  sizable  portfolio  easier. 


The  unique  advantages  of  a  fee-based 
advisor.  Whether  you're  looking  for  new 
ideas,  second  opinions  or  full-time  portfolio 
management,  a  highly  skilled,  fee-based 
advisor  can  offer  the  objective  perspective  and 
consistent  oversight  you  need  to  help  manage 
your  portfolio  for  growth  and  preservation. 

A  systematic  approach  to  asset 

allocation.  After  a  thorough  analysis  of  your 
investment  profde,  risk  tolerance,  and  time 
horizon,  a  Prudential  professional  will  use  state- 
of-the-art  planning  tools  and  quantitative  models 
to  determine  your  optimal  asset  allocation.  Then, 
through  ongoing  performance  monitoring,  we'll 
help  make  sure  your  portfolio  stays  on  track 
to  meet  your  long-term  goals. 


Only  the  top  names  in  asset  manage- 
ment. Prudential  continuously  screens  the 
asset  management  universe  to  bring  you 
best-in-class  providers.  Our  investment 
experts  evaluate  each  selection  for  style 
consistency,  risk-adjusted  performance  and 
overall  management  quality. 

Call  today  for  more  information.  Learn 

more  about  our  range  of  asset  management 
services  and  find  a  financial  advisor  near 
you.  Be  sure  to  ask  for  our  free  brochure, 
Managing  Your  Wealth. 

1-800 -THE-ROCK  ext.  8338 
or  visit  us  at:  prudential. com 


(®  Prudential 


00  Ihe  Prudential  Insurance  Company  of  America.  ALL  RIGHTS  RESERVED.  Shares  of  the  fund  are  distributed  by  Prudential  Investment  Management  Services  LLC.  Prudential  Investment  Management  Services  LLC 
erSIPC),  1 00  Mulberry  Street,  Goteway  Center  Three,  is  a  wholly  owned  subsidiary  of  The  Prudential  Insurance  Company  of  America,  751  Broad  Street,  Newark,  NJ  07102-3777.  Equal  Housing  Opportunity. 
Prudential  nor  its  sales  professionals  render  legal  or  tax  advice.  Securities  products  and  services  are  offered  through  Prudential  Securities  Incorporated,  199  Water  Street,  New  York,  NY  10292,  member  SIPC, 
jco  Securities  Corporation,  member  SIPC,  subsidiaries  of  The  Prudential  Insurance  Company  of  America,  751  Broad  Street,  Newark,  NJ. 
30061 8-A055924 


TRITON 

40%  from  70%  in  1997.  Where  his  pre- 
decessor Finck  made;  plans  for  an  elab- 
orate headquarters  campus  and  even 
put  down  a  deposit  on  a  727  jet — the 
deal  was  never  consummated — Mus- 
selman  has  kept  headquarters  staff  lean. 
He  oversees  international  operations 
from  Dallas  instead  of  staffing  the 
dozen  foreign  offices  that  were  chewing 
up  $1  million  a  year  apiece. 

Musselman's  strategy  is  to  focus  Tri- 
ton on  its  best  prospect,  a  collection  of 
leases  off  the  coast  of  West  Africa  that 
cover  fields  that  could  contain  more  than 
1  billion  barrels  of  oil,  according  to  analyst 
Robert  Gillon  widi  John  S.  Herold,  Inc. 

Triton  needs  the  African  wells  to  re- 
place its  current  cash  cow,  the  declining 
Cusiana/Cupiagua  field.  Production 
there  has  fallen  to  350,000  barrels  a  day 
from  430,000  in  1999,  and  will  proba- 
bly keep  shrinking  at  about  10%  a  year. 
And  Triton  doesn't  own  much  of  what 
it  found  in  Latin  America.  The  com- 
pany was  forced  to  sell  off  90%  of  the 
production,  ceding  control  to  BP 
Amoco,  in  order  to  finance  a  multibil- 
lion-dollar  project  that  included 
pipelines  to  carry  the  oil  500  miles  from 
the  Andes  to  Colombia's  coast. 

Triton's  West  Africa  fields,  mean- 
while, are  just  getting  started.  Produc- 
tion from  the  Ceiba  field  off  the  coast  of 
Equatorial  Guinea  is  expected  to  hit 
52,000  barrels  a  day  by  year-end.  What 
about  turning  reserves  into  cash?  Ana- 
lyst Mark  Fischer  with  Bank  of  America 
Securities  figures  Triton  can  deliver  op- 
erating income  (net  before  depreciation, 
interest  and  taxes)  of  $448  million  next 
year,  triple  the  1999  total.  If  the  com- 


>  By  the  Numbers 


Vast  new  reserves  in  the  deep  waters 
off  the  coast  of  West  Africa  will  replace 
declining  supply  in  the  U.S.  and  abroad. 

Total 

daily  oil  production  worldwide. 

The  U.S.  share  of  world  oil 
production. 

The  number  of  wells  drilled  this 
year  off  the  coast  of  West  Africa. 

Sources.  Offshore  Data  Services;  U.S.  Department  oi  Energy. 


pany  can  command  an  enterprise  multi- 
ple of  1 1  (Exxon  Mobil's  is  15),  the  en- 
terprise would  be  worth  $4.9  billion. 
Subtract  $400  million  in  debt  and  you 
get  a  putative  $4.5  billion  market  value 
or  $76  a  common  share,  assuming  Hicks 
Muse  converts  its  preferred  shares. 

The  richness  of  the  West  Africa  play 
was  scarcely  obvious  when  Musselman 
began  looking  at  Triton  as  a  possible 
takeover  target  in  1997.  At  that  time  he 
simply  wanted  a  company  with  lots  of 
international  exploration  prospects  so 
he  could  place  a  highly  leveraged  bet  on 
rising  oil  prices,  then  $19  a  barrel.  Tri- 
ton, having  recruited  geologists  and  en- 
gineers from  the  biggest  oil  companies, 
seemed  like  a  good  risk.  With  their 
record  of  finding  elephant  fields,  "it  be- 
comes almost  a  statistical  play  at  some 
point,"  Musselman  says.  "You're  going 
to  have  success  somewhere." 

Musselman  convinced  Thomas 
Hicks — the  head  of  Hicks,  Muse  and  a 
buddy  of  Texas  Gov.  George  W.  Bush — 
to  invest  along  with  him.  The  original 
plan  was  to  slash  the  overhead,  pay  off 
$200  million  in  bank  debt  and  fold  Tri- 
ton into  a  larger  company.  But  after  look- 
ing at  a  number  of  potential  merger  part- 
ners, they  decided  they  were  better  off 
gambling  on  Triton's  geologists  instead. 

"Did  we  know  we  were  going  to  hit  a 
giant  oilfield  in  Equatorial  Guinea?  No," 
Hicks  says.  "But  we  knew  we  had  plenty  of 
cash  flow  and  some  very  good  prospects." 

Investors  didn't  share  Hicks'  confi- 
dence. Even  as  Hicks,  Muse  was  pump- 
ing $350  million  into  the  company  in 
early  1999,  Triton  shares  fell  another 
50%  to  $5.50.  More  than  one  oil  indus- 
try veteran  snickered  that  Hicks,  Muse, 
whose  main  expertise  lay  in  industrial 
companies,  was  about  to  learn  an  ex- 
pensive lesson  about  wildcatting. 

Then  in  October,  the  big  strike.  Tri- 
ton's Ceiba- 1  well  off  Equatorial 
Guinea  came  in  a  gusher,  flowing  more 
than  12,000  barrels  a  day.  Since  then 
Triton  has  drilled  four  more  wells,  each 
one  a  success,  and  the  company  expects 
production  to  hit  120,000  barrels  a  day 
by  the  end  of  next  year.  Good  timing. 
As  Triton  struck  oil,  prices  tripled,  driv- 
ing the  company's  stock  past  $50  a 


"Did  we  know 
we  were  going  ti 
hit  in  Equatorial 
Guinea?  No." 


share  and  giving  Hicks,  Muse's  st;l 
(which  is  mostly  convertible  prefer] 
shares)  a  value  of  almost  $1  billion. 

It  helps  that  the  Ceiba  field,  unlike 
one  in  Colombia,  belongs  almost  en  till 
to  Triton.  The  African  oil  lies  benejl 
2,400  feet  of  water.  While  drilling  in  til 
depth  of  water  was  prohibitively  exp< 
sive  a  decade  ago,  it's  now  easy  for  a  cal 
pany  Triton's  size  to  rent  a  drillshipl 
find  the  oil  and  set  up  a  floating  prodll 
tion  platform  to  process  it.  Triton  canil 
nance  the  $185-million-a-year  drillil 
budget  from  existing  cash  flow,  and  tfl 
has  managed  to  keep  an  85%  interest  a  I 
operational  control  over  the  project,  I 
though  half  of  whatever  comes  out  of  II 
pipes  goes  to  Equatorial  Guinea.  | 

Musselman  acknowledges  he  wl 
probably  be  forced  to  sell  Triton  tol 
larger  company,  but  before  that  ha| 
pens  he  will  drill  a  lot  more  wells 
prove  his  estimates  of  the  West  Afril 
reserves.  If  he's  right,  the  price  of  pok| 
will  go  up  considerably. 

"The  good  news  is  it's  going  to  bel 
big,  solid  company"  that  buys  Tritol 
Musselman  says.  "The  bad  news  is  we  al 
rapidly  winnowing  down  the  number! 
companies  that  could  actually  buy  us.  \ 
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Fact: 

Companies  that  don't  invest  in  developing  their  people 
are  over  300%  more  likely  to  lose  them. 


Saba  Human  Capital  Development  and  Management  Solutions. The  intelligent 
way  to  retain  and  develop  your  people.  Before  someone  else  does.  How 

do  the  world's  most  innovative  companies  retain  and  motivate  their  people? 
They  turn  to  us.  At  Saba,  we've  developed  exciting  new  tools  to  help  you 
assess,  develop,  manage,  and  motivate  people.  Cisco,  Ford,  and  GE  are 
already  using  Saba  to  create  a  culture  that  continuously  drives  and  rewards  f  J 

outstanding  performance,  across  the  extended  enterprise.  Want  to  learn  \  ^  j 

JaH  877-SABA-101.Orgotowww.saba.com.  QqHq 

■aba.  t*e  Saba  logo.  Saba  Software.  Inc  ,  Saba  Performance  Saba  Lfiarrw^  Enterprise  arx)  'rrtxrQ  the  erterpree  rro^  rrwids.*  are  trademarks  or  •/"*")  Cjj  kJ 

serwe  narvs  of  Sate  Software,  he. 

moving  the  enterprisi 
moving  mindsr 


bur  Tax  Dollars  at  Work 

In  the  "reform"  version  of  democracy,  Congress  conducts  a  plebiscite 
every  year  on  federal  tax  form  1040.  It  sees  the  results  it  wants 
resoundingly  voted  down  every  time  and  proceeds  to  ignore  the  vote. 

BY  DAN  SELIGMAN 

■BklV!  \  QUESTION  ABOUT  THIS 
I  year's  presidential  campaign: 
■  Which  candidate  has  offered  a 
Web  site  boasting  of  his  or  her  "intro- 
duction of  axiomatically  nonlinear 
notions  of  individual  human  cogni- 
tion ...  to  that  science  of  physical 
economy  which  had  first  been  estab- 
lished by  the  relevant  1671-1716  work 
of  Gottfried  Leibniz"? 

The  answer,  not  surprising  when 
you  think  about  it,  is  professional 
crackpot — and  professional  Presiden- 
tial candidate — Lyndon  LaRouche.  He 
has  run  for  our  country's  highest  of- 
fice in  every  election  since  1976. 

LaRouche's  ideas  are  at  once  mys- 
tifying and  risible,  his  following  close 
to  nil,  his  chances  of  electoral  success 
zero.  So  why  is  he  running?  The  rea- 
son is  the  Federal  Election  Campaign 
Act.  If  there  were  a  federal  law  creat- 
ing payments  to  people  who  wear 
itchy  underwear,  many  people  would 
wear  it.  The  FECA  pays  people  to  run 
for  President. 

As  of  Aug.  3 1  the  Federal  Election 
Commission  had  certified  $1,285,116 
of  Campaign  2000  payments  to 
LaRouche.  This  was  less  than  the  $15 
million  plus  given  to  Al  Gore,  the 
highest  paid  candidate,  but  was  well 
above  the  $573,630  awarded  Natural 
Law  Party  leader  John  Hagelin,  who 
trailed  the  field.  All  together  ten  can- 
didates got  something. 

Why  do  we  have  this  crazy  law?  A 
standard  explanation,  which  you  can 
get  by  moving  from  the  LaRouche  site 
to  the  one  operated  by  the  FEC,  is  that 
money  given  to  politicians  by  private 
individuals  bespeaks  corruption,  but 
government  funding  is  "reform." 
This  dubious  proposition  lay  lurking 
in  the  civics  textbooks  for  many 
decades  after  Teddy  Roosevelt  ad- 


vanced it  in  his  1907  State  of  the 
Union  speech. 

In  1971  the  notion  turned  into  the 
aforementioned  campaign  law,  which 
was  modified  and  expanded  in  1974, 
1976,  1979  and  1993.  The  1971  ver- 
sion provided  for  the  voluntary  $1 
checkoff  box  on  IRS  Form  1040, 
where  the  Treasury  asks  if  you  wish 
to  support  public  campaign  funding 
and  hastens  to  add  that  your  support 
won't  add  to  your  tax  bill  or  subtract 

Portrait  of  a  Loser 

Seven  out  of  eight  taxpayers  are  not 
buying  public  campaign  funding. 


30% 


25 


20 


%  of  tax  returns  opting  to  contribute  to 
the  Presidential  Election  Campaign  Fund 
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Source:  IRS 
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from    your  ren 
(Possibly  because 
too  obvious  to  nj 
tion,  the  Treasury  • 
not  add  that  ovJ 
taxes  are  increase* 
the  program.)  In 
post-Watergate  era 
fraction  of  taxpayers  checking  the 
rose  as  high  as  28.7%,  but  the  nun 
has  since  fallen  to  12.3%. 

The  nay  vote  didn't  stop  Cong 
from  boosting  the  checkoff  amo 
to  $3  in  1993.  Indeed  the  case  cai 
made  the  price  increase  was  needc 
keep  public  funding  in  business  g 
the  dwindling  check-offs  and  the 
tern's  expansive  mandates.  The 
calls  for  specified  levels  of  match 
payments  for  any  candidate  in 
Presidential  primary,  provided  < 
that  this  person  has  raised  at  1 
$5,000  in  contributions  of  up  to  $ 
in  each  of  at  least  20  states — not  a 
ribly  burdensome  requirement,  e 
for  a  LaRouche  (who  was  mainly 
tering  Democratic  primaries 
year).  It  also  provides  specified  to 
for  each  of  the  major  party  c 
paigns  and,  in  a  separate  account, 
the  major  party  conventions. 

Finally,  it  provides  handsome  p 
outs  for  the  campaigns  (and  to  so 
extent  the  conventions)  of  "mil 
parties,"  defined  as  those  that 
ceived  between  5%  and  25%  of 
popular  vote  in  the  last  election.  1 
minor  party  most  onstage  in  rec 
weeks  was  the  Reform  Party,  founc 
by  Ross  Perot,  which  got  8.4%  of 
popular  vote  in  1996.  If  you  w 
under  the  impression  that  the  rec 
titanic  battle  for  control  of  this  pa 
was  all  about  ideology — 1 
Buchanan's  nationalism  and  prot 
t'ionism  versus  John  Hagelin's  tr< 
scendental  meditation  and  oppo 
tion  to  genetically  altered  food — y 
were  missing  the  point.  The  point  v 
the  loot:  the  $12.6  million  that  t 
election  commission  ultimat 
awarded  to  Buchanan  (over  i 
protests  of  Perot). 

That's  "reform"?  Bring  on  j 
itchv  underwear. 


82     FORBES"  October  16,  2000 


Use  this  at  home. 


DIRECT 

REIMBURSEMENT 


se  this  at  the  oihce 


Two  easy  steps  to  help  control  the  cost  of  dental  benefits. 


Here's  a  refreshing  idea:  with  Direct 
Reimbursement,  you  just  pay  for  actual 
treatment  received,  instead  of  costly  monthly 
insurance  premiums  for  employees  who  don't 
even  use  dental  benefits.  Plus,  you  can  save 
time,  with  no  complicated  claims  procedures. 


Most  importantly,  your  employees  have  the 
freedom  to  see  any  dentist  they  wish.  Used 
regularly,  it  just  may  prevent  all  kinds  of 
hassles  at  your  company.  For  information  or  a 
cost  estimate  of  a  plan  designed  to  meet  the 
company  needs  you  specify,  call: 


1-800-232-7698  ext.  1  is 

Or  visit  our  web  site  at  www.ada.org/DR 


DIRECT 

REIMBURSEMENT 


Dental 

Benefits  Plan 
Smart  Companies 


ADA 


American  Dental  Association 


Standard  Deviation 

Standard  Chartered  Bank  hung  tough  in  Asia 
when  rivals  faltered— a  wise  move,  as  long  as  it 
figured  right  on  a  sustained  Asian  recovery. 


BY  RICHARD  HELLER 
AND  JUSTIN  DOEBELE 

AFTER  ASIA'S  FINANCIAL  CRISIS  Ex- 
ploded in  1997,  different  banks  re- 
sponded in  different  ways.  HSBC, 
long  a  powerful  player  in  Asian  markets, 
began  to  reallocate  more  of  its  resources 
to  the  European  and  North  American 
markets.  Citigroup,  too,  pulled  its  hand 
back  from  the  Asian  fire.  So  did  Nether- 
lands-based ABN  Amro. 

London-based  Standard  Chartered 
Bank  (assets:  $90  billion)  took  a  strik- 
ingly different  road.  Rather  than  hit  the 
brakes,  its  chairman,  Sir  Patrick  Gillam, 
and  its  chief  executive,  Gurviendra 
Singh  (Rana)  Talwar,  accelerated  plans 
to  become  the  international  bank  most 
focused  on  Asia  and,  to  a  lesser  degree, 


the  world's  other  emerging  markets. 

A  year  ago  they  paid  $310  million 
for  a  75%  interest  in  Nakornthon,  a 
Thai  bank  with  $1.6  billion  in  assets 
and  67  branches  in  the  greater 
Bangkok  area.  In  April  of  this  year 
they  forked  over  $1.3  billion  in  cash 
to  buy  Grindlays,  a  unit  of  the  Aus- 
tralia and  New  Zealand  Banking 
Group  with  assets  of  $7  billion,  mak- 
ing Standard  Chartered  the  leading  in- 
ternational bank  in  India  and  Pakistan 
and  second  in  Sri  Lanka  and  the 
United  Arab  Emirates. 

Then  last  month  they  outbid  Citi- 
group to  ink  a  $1.3  billion  acquisition 
of  Chase  Manhattan's  coveted  retail 
banking  business  in  Hong  Kong.  The 
deal  will  boost  Standard  Chartered's 


Emerging  leader:  Where  other  ban 
saw  crisis,  Rana  Talwar  saw  profit 

share  of  the  lucrative  credit  q 
business  in  the  Hong  Kong  rnJ 
ket  from  1 5%  to  25%,  moving 
well  ahead  of  onetime  leafl 
HSBC's  15%. 

Why  add  sail  when  othi 
have  fled?  In  a  sense  Talwar  h 
little  choice.  Unlike  its  bigger 
vals,  Standard  Chartered  lack 
strong  business  in  the  industrij 
ized  West  and  in  Japan  to  n 
back  on.  With  150  years  of  a 
tory  in  what  might  be  called  t| 
globe's  economic  outback,  t 
bank  had  almost  all  of  its  roo) 
staff,  investment  and  infrastnj 
ture  in  emerging  markets,  Asia 
particular.  Moving  into  the  ov^ 
banked  and  highly  competitij 
developed-countries'  marks 
didn't  make  sense.  But  doii 
nothing  in  its  troubled  Asian  cc 
markets  would  have  left  the  bai 
vulnerable  to  a  takeover. 

So  it  forged  ahead.  Tod 
Standard  Chartered  is  the  pun 
play  on  the  world's  emergil 
markets.  Its  rivals  are  the  giai 
HSBC  (assets:  $580  billion)  ai 
Citigroup  ($792  billion);  but  n< 
ther  is  as  focused. 

During  the  first  half  of  this  ye 
54%  of  HSBC's  pretax  profit  stemrm 
from  activities  outside  the  West  an 
Japan.  For  Citigroup  the  figure  wi 
23%.  For  ABN  Amro,  even  less.  Sta 
dard  Chartered,  by  contrast,  earru 
94%  of  its  $780  million  pretax  profit 
this  market — mostly  from  Hong  Korl 
Singapore  and  Malaysia.  If  there  is 
Asian  turnaround,  Standard  Charter 
is  positioned  to  exploit  it. 
•  Standard  Chartered  was  expos< 
when  the  Asian  crisis  broke  out  in  Ju 
1997.  But  what  was  surprising  was  ho 
gentle  the  blow  was.  Pretax  earnin 
dropped  42%  to  $811  million  betwa 
1997  and  1999,  but  revenues  continu< 
to  grow,  and  the  bank  returned  12.7 


moving  into  overbanked  Western  markets  didn't  make  sense 
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TAUMBfl  CHARTERED  BANK 


on  its.  shareholders'  equity  last  year. 

'    i  idard  Chartered's  21.3%  average 

o  id  return  on  equity  for  1995  to 
:  ■  )9  exceeds  that  of  potent  HSBC  and 
bests  Gtigroup's  (see  table).  Analysts 
predict  this  return  will  approach  22% 
this  year  and  25%  next  year. 

To  continue  this  growth  Talwar  is 
focusing  on  consumer  banking.  He's 
betting  that  while  the  Asian  crisis  may 
have  set  back  the  growth  of  Asia's  up- 
wardly mobile  middle  classes  by  a  cou- 
ple of  years,  it  will  soon  resume.  As  it 
does,  demand  for  credit  cards,  mort- 
gages, mutual  funds  and  insurance 
products  will  explode. 

There's  hardly  a  better  person  for 
the  job.  The  son  of  a  former  wing  com- 
mander in  the  Indian  Air  Force,  Talwar 
joined  Citibank  in  1969  and  moved  up 
its  retail  banking  ranks.  After  running 
its  consumer  banking  businesses  across 
the  Asia-Pacific  region,  the  Middle  East 
and  Eastern  Europe,  he  headed  Citi's 
consumer  businesses  in  the  U.S.  and 
Europe  and  ran  its  Diners  Club  opera- 
tions worldwide.  Talwar  joined  Stan- 
dard Chartered  in  April  1997  and  be- 
came chief  executive  two  years  ago. 

Talwar  made  a  big  consumer  bank- 
ing bet  when  he  paid  a  high  4.5  times 
book  value  for  Chase  Manhattan's 
Hong  Kong  consumer  business. 
Chase's  trademark  Manhattan  card  is 
regarded  as  Hong  Kong's  biggest  plas- 
tic success  story.  Standard  Chartered 
will  extend  the  brand  to  its  other  core 
Asia  Pacific  markets,  Singapore  and 
Malaysia. 

Talwar's  next  big  push  is  mutual 
funds.  Standard  Chartered  has  sold 
mutual  funds  over  the  past  four  years 
(managed  by  Invesco,  Schroders  and 
other  third-party  vendors)  through  its 
branches  in  Hong  Kong  and  Singa- 
pore. It  is  now  Asia's  largest  distribu- 
tor of  third-party  funds,  some  1,500 
in  all. 

This  is  a  profitable  business:  Stan- 
dard Chartered  bears  none  of  the  fund 
management  companies'  overhead,  and 
it  splits  with  the  third-party  providers 
anywhere  from  50  to  500  basis  points  of 
the  retail  commission  and  gets  a  cut  of 
the  funds'  annual  fees.  For  every  $100 


Where  the  MoneyJs 

High-net-worth  individuals  are  all  over, 
as  this  measure  of  their  wealth  shows. 
Big  opportunity  for  Standard  Chartered. 

1999  wealth  in  $trillions 


Source:  Gemini  Consulting/Merrill  Lynch  World 
Wealth  Report. 


million  in  fund  sales,  the  bank  can 
pocket  $2  million  in  fees  and  create  a 
revenue  stream  of  $500,000  a  year. 

This  year  Standard  Chartered  ex- 
pects to  sell  about  $2  billion  worth  of 
mutual  funds  to  its  clients,  more  than 
double  its  sales  of  a  year  ago.  That's 
barely  skimming  the  potential  de- 
mand. Even  in  Hong  Kong  the  mutual 
fund  market-penetration  rate  is  only 
5%  of  households;  in  Singapore  it's 
3%.  Compare  this  with  the  U.S.  figure 
of  50%. 

All  told  Talwar's  consumer  banking 
push  seems  to  be  working:  Before  the 
Asian  crisis  consumer  banking  ac- 
counted for  less  than  40%  of  Standard 
Chartered's  operating  profit.  In  this 
year's  first  half  it  accounted  for  55%. 
But  there  are  risks  in  building  a  con- 
sumer banking  franchise  in  Asia.  With 
38%  of  pretax  net  earned  in  Hong 
Kong,  Standard  Chartered  is  vulnerable 
to  5.5%  unemployment  and  14%  real 

Big  Isn't  Always  Better 

Its  contrarian  strategy  is  working: 
Standard  Chartered's  return  on  equity 
beats  that  of  some  of  the  world's 
biggest  commercial  banks. 


Company 

Assets 
(Sbil) 

5-year  avg 
ROE 

ABN  Amro 

$460 

16.6% 

Citigroup 

792 

17.3 

HSBC  Holdings 

580 

20.8 

Standard  Chartered 

90 

21.3 

Source:  IBES  International  via  FactSet  Research  Systems 

interest  rates,  not  to  mention  lagg 
home-equity  values. 

So  Talwar  is  also  trying  to  bu 
Standard  Chartered's  corporate  ba 
ing  business.  When  big  foreign 
vestors  like  General  Motors  or  Siem 
come  into  a  market  like  China,  the 
most  likely  to  use  their  home-cour 
banks.  But  in  China,  Standard  Ch 
tered  has  picked  up  GM  (which  has 
vested  $1.5  billion  in  a  plant  n 
Shanghai)  and  Siemens;  in  all  its  n 
kets  it  services  some  200  other  multi 
tionals  in  some  capacity — most 
which  it  picked  up  by  default  wl 
Western  banks  fled  Asia.  Stand 
Chartered  will  be  a  lead  manager 
the  financing  of  Disney's  $3  bill 
Hong  Kong  theme  park,  where  it 
likely  have  a  retail  branch. 

Talwar  and  his  team  still  have  lot 
work  to  do.  Standard  Chartered  cc 
be  a  lot  more  efficient:  It  costs  nearl; 
cents  to  bring  in  $1  of  aftertax  pro 
HSBC  is  at  54  cents.  Analysts  exp 
Standard  Chartered  to  get  down  ta 
most  51  cents  by  2002,  helped  in  j 
by  a  $290  million  restructuring  cht 
that  it  will  take  this  year  to  cover  6, 
layoffs — a  19%  work-force  cut. 

Standard  Chartered  has  also 
derinvested  in  systems;  over  the  r 
two  years  it  plans  to  put  $550  mill 
into  such  things  as  centralizing  ba 
office  processing  in  low-cost  As 
centers. 

Then  there's  the  challenge  Tal 
faces  in  keeping  Standard  Charte 
independent.  Its  market  capitalizat 
is  only  $16  billion,  making  it  a  mini- 
compared  with  Citigroup  ($255 
lion),  HSBC  ($135  billion),  ABN  Ar 
($35  billion)  and  Deutsche  Bank  ( 
billion).  If  any  of  these  giants  war 
an  overnight  position  in  the  emerg 
world,  it  could  swallow  Stand 
Chartered  whole. 

Finally,  there's  the  risk  of  geograr. 
exposure  in  another  meltdown.  Stanc 
Chartered's  Asian  emphasis  leaves  i 
vulnerable  in  a  crisis  as  it  is  poised  to  t 
efit  from  a  turnaround.  The  14%  dro 
Morgan  Stanley's  Asia  Pacific  eqi 
index  over  the  past  two  months  su 
has  Talwar  hoping  for  the  latter. 


86     FORBES"  October  16,  2000 


aby  Out  with 
Bathwater 

Is  the  SEC  guilty  of  overkill  as  it  cracks  down 
on  the  way  companies  book  sales? 


BY  ELISA  WILLIAMS 

UNLESS  YOU'RE  A  MASOCHIST — OR 
an  accountant — you  probably 
didn't  read  the  Securities  &  Ex- 
change Commission  "Staff  Accounting 
Bulletin  No.  101"  issued  late  last  year. 
But  Bruce  Wright,  the  chief  financial 
officer  of  chip-equipment  manufac- 
turer Ultratech  Stepper,  sure  noticed. 

"I  started  ringing  the  tocsin," 
Wright  recalls.  "Our  auditor  said  this 
could  be  a  big  deal."  He  was  right. 

The  11, 400- word  bulletin,  which 
addresses  the  combustible  topic  of  rev- 
enue recognition,  goes  beyond  finger- 
ing the  usual  suspects  when  it  comes  to 
inflated  revenues,  such  as  slippery  In- 
ternet outfits  and  Hollywood.  Rather, 
this  bulletin  forces  companies  in  a  wide 
swath  of  industries,  especially  electron- 
ics, biotechnology  and  telecommunica- 
tions, to  abandon  long-standing,  indus- 
try-standard accounting  practices. 

The  hardest  hit  sector  is  semicon- 
ductor equipment.  Companies  like 
Ultratech  make  Buick-size  machines 
costing  as  much  as  $10  million  that  are 
used  to  design  and  manufacture  chips 
for  companies  such  as  Texas  Instru- 
ments and  Motorola.  Because  of  the 
complexity  of  the  machines,  and  the 
fact  that  it  can  take  as  long  as  a  year  to 
install  one,  customers  typically  with- 
hold 10%  to  20%  of  their  invoice  until 
the  installation  is  complete.  The  pur- 
chases aren't  often  sent  back,  though,  so 
the  manufacturers  have  traditionally 
booked  sales  on  shipping  day. 

The  SEC's  bulletin  means  that 
the  chip-machine  makers'  sales  in- 
stead be  recorded  only  after  the  equip- 
ment has  been  installed.  To  comply, 


the  companies  have  to  either  delay 
booking  sales  for  months  or  somehow 
convince  customers  to  sign  off  on 
their  purchases  while  the  equipment 
is  still  in  crates.  A  clever  buyer,  know- 
ing how  desperate  the  seller  is  to  re- 
port a  sale,  might  extort  a  price  con- 


officer  of  Integrated  Measurement 
terns,  a  maker  of  test  stations  usi 
the  design  of  semiconductors. 

The  industry  now  faces  a  big 
in  results  that  could  confuse  inve 
and  spook  Wall  Street.  Ultratech,  ft 
stance,  flagellated  itself  with  an  i 
million  charge  because  of  the  SEC 
letin,  contributing  to  most  of  a  : 
quarter  loss  of  $21.9  million. 

Ultratech  and  its  brethren  d 
take  the  SEC  missive  lying  down, 
whined  to  Congress.  Senate  Ban 
Committee  Chairman  Phil  Gr< 
heard  their  pain.  He  penned  a  sco. 
letter  in  June  to  SEC  Chairman  Al 
Levitt  warning  that  Levitt's  staff 
not  have  the  authority  to  chang 
counting  conventions. 

The  lobbying  got  the  SEC  to  tl 


w 


Bell  ringer:  Ultratech  Stepper's  Bruce  Wright  can  see  what  the  SEC  is  up  to,  and  he's  not  re- 


cession in  return  for  a  signature. 

The  bulletin  is  also  crimping  one  of 
the  industry's  favorite  sales  negotiating 
tactics  to  close  the  deal:  letting  the  cus- 
tomer defer  payment. 

"Put  yourself  in  my  shoes  and  tell 
Intel  they  can't  hold  out  20%  on  a  $1.5 
million  piece  of  equipment  they  pur- 
chased," sighs  Fred  Hall,  chief  financial 


push  back  its  implementation  dead! 
But  it  may  be  a  Pyrrhic  victory. 

"Basically  everyone  is  hoping 
will  go  away,"  says  Patricia  McConi 
a  Bear  Stearns  accounting  analyst.  1 
in  my  view  it's  unlikely  [the  SEC]  wc 
withdraw.  It  is  the  crown  jewel 
[Chairman]  Arthur  Levitt's  initiativ 
stamp  out  earnings  management. 
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CONSTRUCTION  —  QUALITY  ASSURED 


ts  the  place  for  contractors.  "Northwest  Ohio's  construction  industry 
is  viewed  with  envy  around  the  country,"  says  one  general  contractor 
from  the  area.  "We've  enjoyed  excellent  labor  relations  for  more  than  a 
decade,  and  things  on  the  horizon  look  great.  There's  plenty  of  work.  " 


Working  Together 

A  healthy  labor  climate  and  a  well-trained 
workforce  are  key  to  Northwest  Ohio's  eco- 
nomic development  success.  The  Associat- 
ed General  Contractors  of  Northwest  Ohio 
(AGC)  works  hard  to  foster  both. 

Contractors  and  labor  know  that  work- 
ing together  results  in  a  better,  higher- 
quality  product  delivered  safely  and  on 
time,  widi  less  hassles  and  fewer  headaches. 

Skilled  Workforce 

The  skill  level  of  Nordiwest  Ohio's  work- 
force is  extremely  high.  Currently,  all  of  the 
area's  apprenticeship  programs  are  full,  and 
an  aggressive  education/recruiting  drive  is 
in  its  second  year.  This  effort,  the  Alliance 
of  Construction  Professionals,  urges  high- 


school-aged  and  post-high-school-aged  indi- 
viduals to  investigate  careers  in  construction. 

Many  of  the  apprenticeship  programs 
qualify  students  for  credit  toward  an  associ- 
ate's degree  from  area  community  colleges. 


In  addition,  the  area's  numerous  col 
universities  and  specialized  training 
tions  offer  multiple  construction-r 
degree  and  certificate  programs.  Nor 
Ohio  continues  to  enjoy  the  prosperil 
blossomed  in  the  1990s.  The  constn 
industry  is  both  a  direct  participant 
beneficiary  of  these  good  times. 

The  Magnet  Effect 

The  completion  of  a  billion-dollai 
struction  project  at  DaimlerChr 
Toledo-based  Jeep  Division  mark 
beginning  of  a  new  development  pha 
the  region.  Direct  suppliers  and 
auto-related  companies  are,  and  wi 
building  or  expanding  in  Northwest 
to  service  the  automaker. 

Contractors  understand  the  magnet 
major  industrial  construction  has  on  ar 
The  industrial  firm  needs  workers,  v 
creates  a  need  for  housing  construe 
which  in  turn  creates  the  need  for  add 
al  commercial  and  retail  construction. 


Bob  Taft 

Governor 
State  of  Ohio 


"Northwest  Ohio  continues  to  enjoy  a  period  of  sustained  economic  vitality,  which 
has  resulted  in  the  need  for  new  business  and  industrial  facilities  throughout 
the  region.  The  area's  outstanding  workforce  includes  an  abundance  of 
skilled  labor,  tradespeople  and  contractors  who  have  contributed  to 
this  unprecedented  growth  and  prosperity. " 


Ohio  Department  of  Develoi 
1-800-345-OHIO 


Advertisement 


NORTHW 
OHIO 


Where  Business  and  Opportunity 
Come  Together 


i  llent  Partners 

le  AGC  also  understands  that  suc- 
{1 1  economic  development  translates 
(work  for  the  trade  association's  con- 
|l»r  members.  Earlier  this  year,  AGC 
m  a  services  contract  with  the  Region- 
Ipwth  Partnership  (RGP),  a  public/ 
f|e,  nonprofit  economic  development 
ly.  The  contract  ensures  AGC  mem- 
jhat  economic  development  activities 
lontinue  on  a  systematic  and  region- 
Jis  in  Northwest  Ohio, 
le  AGC  and  RGP  are  excellent  part- 
I  Since  1994,  the  year  of  the  RGP's 
.  ling,  the  total  number  of  hours  worked 


annually  by  the  skilled  tradespeople  employed 
by  area  contractors  increased from  4.9  mil- 
lion hours  to  8. 1  million  hours,  a  65%  increase. 

So  Many  Advantages 

Northwest  Ohio  offers  an  impressive  list 
of  attractions  to  businesses  and  industries, 
including  location;  outstanding  air,  ground 
and  water  transportation  resources;  Lake 
Erie  and  the  availability  of  water;  devel- 
opable land;  financing  programs;  and  a 
diverse  quality  of  life. 

Further  advantages  are  the  area's  excel- 
lent labor-management  climate,  highly 
skilled  workforce,  multiple  construction- 


training  opportunities  and  the  AGC's 
knowledgeable  and  schedule-driven  member 
contractors. 

Add  up  all  the  reasons,  and  the  only 
conclusion  for  business  and  industry  is 
that  Northwest  Ohio  is  the  place  to  be.  I 


"Labor-management  cooperation  increases  contractors' 
productivity  and  makes  Northwest  Ohio  an  exceiient 
place  to  do  business. " 


William  J.  Brennan 

President 

Associated  General  Contractors 
of  Northwest  Ohio,  Inc. 


ASSOCIATED  GENERAL  CONTRACTORS 
C\s\  OF  NORTHWEST  OHIO.  INC. 


419-241-3601 


"Quality  construction  and  a  healthy  labor  climate 
are  keystones  in  attracting  and  retaining 
businesses  and  industries. " 


Donald  E.  Jakeway 

President  and  Chief  Executive  Officer 
Regional  Growth  Partnership 


REGIONAL  GROWTH  PARTNERSHIP 

HuiUingu  Htgh-Pfrfornuinct  fwortomy 

1-800-815-6744 


real  estate 
syndicates  lost  billions  a 
d^cpjl^  ago^After  some 
^jgg^uys,  he  has  come 
ithan  ever. 


ML 
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The  Boom  and  Bluhm:  The 
bull  market  has  bailed  out 
his  old  JMB  investments  and 
helped  restore  his  credibility 
with  pension  funds. 


h 


BY  STEPHANE  FITCH 
AND  KEMP  POWERS 

YOU  MAY  RECALL  THE  NAME  NEIL 
Bluhm.  Like  his  flashier  contem- 
porary, Donald  Trump,  Bluhm, 
62,  was  one  of  the  handful  of  men  who 
made  it  big  in  the  notorious  1980s  real 
estate  boom.  He  and  partner  Judd 
Malkin  ran  JMB  Realty,  managing  $26 
billion  in  office  buildings,  shopping 
malls,  apartments  and  hotels.  By  1985 
their  share  of  those  investments  gained 
them  a  place  on  The  Forbes  400 — in 


1990  we  estimated  their  net  worths  had 
ballooned  to  $775  million  each. 

Then  came  the  recession  and  with  it 
the  breath-snatching  pullback  in  prop- 
erty values.  Loose  lending  practices, 
overly  generous  tax  treatment  of  depre- 
ciation and  falling  inflation  rates  oiled 
the  skids,  too;  JMB's  properties  were  lost 
in  a  junk  heap  of  unneeded  new  office 
buildings  that  hadn't  a  prayer  of  find- 
ing tenants.  By  1992  even  some  of  JMB's 
better  properties  were  barely  making 
mortgage  payments.  Bluhm's  most  em- 


barrassing loss: 
million  of  his  cliei 
money  plus  $85  mill) 
of  JMB's  own  cash 
appeared  when  Ran) 
worth,  a  London  pri 
erty  owner  acquireq 
1989,  was  forced 
bankruptcy  by  Citia 
in  1992. 

But  JMB's 
tunes — and  Bluhm'i 
rose  again  in  the  d 
matic  recovery  of 
market  that  began 
year  later.  Now 
nearly   a  billionai 
thanks  to  his  more  tl 
one-third  interest 
JMB,  his  10%  stake  ij 
new  real  estate  opp< 
tunity  fund 
launched  in  1995,  ai 
to  businesses  that  hs 
little  to  do  with  real 
tate  at  all. 

How  did  Blui 
bounce  back?  Let's  stj 
with  what's  left  of  JN 
That  includes  the  Fc 
Seasons  Hotel  and  t 
Ritz  Carlton,  both 
Chicago,  a  half-inter 
in  a  Westin  Hote 
Boston's  Copley  Pl^ 
and  the  Four  Seasoi 
Olympic  in  Seattle 
Los  Angeles'  tony  Ce 
tury  City  district  JN 
owns  a  large  block 
land  that  it  may  so 
develop  into  a  38-sta 
tower,  to  be  dubbed  Constellate 
Place.  Right  next  door  it  owns  the  3 
story,  775,000-square-foot  SunAm« 
ica  Center. 

Bluhm  admits  the  SunAmer 
property  is  laden  with  a  mortgage  th 
accounts  for  much  of  its  value, 
adds  that  one-third  of  the  note  act 
ally  belongs  to  JMB.  (The  other  66 
of  the  note  is  controlled  by  felk 
Chicagoan  Samuel  Zell's  Equity  Offi 
Properties  Trust,  says  Bluhm.  )Bluh 
is  cagey  about  it  all,  but  FORBES  esl 
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AbiliTec" 


•  'wry  wty  tmwyi 


It's  the  software  that  makes  customer 
data  integration  possible.  By  linking 
all  of  your  data  sources,  AbiliTec 
enables  a  single  view  of  each  customer. 
Giving  you  a  strong  foundation  on 
which  to  build  a  future  of  successful 
relationships  with  your  customers. 
Just  like  Sue  Emerson. 

For  more  information  on  AbiliTec  and 
how  it  will  support  your  customer 
relationship  management  initiatives, 
please  call  I-888-3ACXIOM  or  visit 
www.acxiom.com/abilitec. 

Acxiom.  Innovations  through 
Customer  Data  Integration. 


ASSURED 


Acxiom*  Corporation.  Acxiom  is  a  registered  trademark  of  Acxiom  RTC.  Inc 
lark  of  Acxiom  Corporation 


ACXIOM 


NlIL  dLUHM 

mates  his  one-third  share  of  JMB's 
property  interests  surpasses  $125 
million. 

Then  there's  Urban  Shopping 
Centers,  a  real  estate  investment  trust 
that  has  a  stock  market  value  of  $950 
million.  It  was  formed  in  1993,  when 
Bluhm  sold  the  public  a  61%  stake  in 
JMB's  collection  of  lucrative  shopping 
malls — among  them  landmarks  like 
downtown  Chicago's  Water  Tower 
Place  and  Boston's  Copley  Place.  Since 
then  Urban  has  acquired  Los  Angeles' 
Century  City  Mall  and  Houston's  Gal- 
leria.  JMB  still  owns  35%  of  the  REIT, 
so  Bluhm's  third  of  that  is  worth 
$110  million.  (Incidentally,  the  stock 
pays  a  hefty  $8.8  million  a  year  in 
dividends.) 

Next,  take  Walton  Street  Capital,  a 
real  estate  opportunity  fund  Bluhm 
formed  when  JMB  bottomed  out  in 
1995.  Like  JMB,  Walton  buys  commer- 
cial properties  on  behalf  of  pension 
funds.  And  without  attracting  much  at- 
tention, Bluhm  raised  $900  million, 
tossed  in  another  $100  million  of  his 
own  and  bought  properties  like  the  1 . 1 
million  square  feet  of  offices  and  907 
hotel  rooms  at  the  Houston  Galleria, 
and  a  210-room  Four  Seasons  resort 
and  adjoining  40-acre  gated  commu- 
nity under  development  in  Scottsdale, 
Ariz.  He  figures  Walton  has  nearly  dou- 
bled the  value  of  its  investors'  capital. 
So  ring  up  another  $200  million  for 
Bluhm's  10%  interest. 

Pile  on  another  $250  million  in 
non-real-estate-related  securities,  shares 
of  hedge  funds,  leveraged-buyout  funds 
and  the  like.  These  investments  were 
made  in  part  with  Bluhm's  take  of  JMB's 
$512  million  sale  of  CyberTel,  a  St. 
Louis  cellular  phone  company,  to 
Ameritech  in  1991. 

That  leaves  only  a  few  odds  and 
ends.  JMB  owns  a  small  insurer,  a  pub- 
lic-parks operator  and  a  Latin  Ameri- 
can movie  company.  Bluhm  is  in  a  joint 
venture  with  the  Pritzker  family's  Hyatt 
Development  Corp.  to  build  a  casino 
on  the  Canadian  side  of  Niagara  Falls. 
Bluhm  owns  valuable  homes  and  has 
an  art  collection.  Again,  Bluhm  won't 
talk  values,  but  FORBES  figures  these  as- 


►  By  the  Numbers 


The  eight-year-old  real  estate  boom 
has  driven  up  the  prices  of  buildings 
rents  and  the  fortunes  of  investors. 


minimum  for  a  suite  in 
New  York's  Four  Seasons  Hotel. 

vacancy  rate  for  office  proper 
in  San  Francisco. 

square  feet  of  off 
under  construction  in  Chicago. 


headlines  in  which  Donald 
Trump's  name  has  appeared  so  fa 
this  year. 

Sources:  Dow  Jones  Interactive;  Insignia/ESG 
Four  Seasons  New  York. 


sets  are  worth  $100  million. 

There's  his  $800  million. 

And  there  are  more  promising  j 
ects  in  the  works.  "In  going  from  JJv 
a  much  smaller  group  like  Walton, 
Bluhm's  gotten  back  to  buying  pro 
ties  that  intrigue  him,  not  just  tryir 
buy  as  many  as  he  can,"  says  T 
Lippman,  Chicago  executive  directc 
real  estate  brokerage  Insignia/ 
"And  his  buys  are  turning  out  t< 
home  runs." 

Two  years  ago  Walton  Street 
one  of  the  first  to  construct  a  "spec 
tive"  (no  tenants  signed  up)  ol 
building  in  an  unpopular  corridor 
Chicago's  Loop.  Now  Walton's  bu 
ing,  at  550  Van  Buren,  is  almost  f 
leased  and  has  sparked  a  developn 
boom  in  the  area.  Walton  is  also  bel 
the  redevelopment  of  the  old  Chic 
post  office,  a  monolithic  downtc 
structure  penetrated  by  the  Eisenhc 
Expressway;  the  building  has  been 
cant  for  years.  Now  that  Chicago's  b 
ding  telecommunications  industr 
.shrieking  for  space,  the  building's 
million  square  feet  look  more  pred 
by  the  day. 

Bluhm  seems  ready  for  the  next 
of  the  market,  whether  it's  up  or  do 
"The  bottom  line  is,  we  weren't  ne 
as  good  as  everyone  said  we  were  in 
1980s,"  he  says.  "And  when  the  ma 
crashed,  we  weren't  doing  nearh 
bad." 
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Deutsche  Banc  Alex.  Brown  identifies  the  US  investment  banking  activities  of  DB  Alex.  Brown  LLC  (formerly  BT  Alex.  Brown  Incorporated)  and  Deutsche  Bank  Securities  Inc.,  which  are 
subsidiaries  of  Deutsche  Bank  AG.  t  Trademark  application  pending.  Global  Investor,  Global  Fixed  Income  Survey  2000-  Deutsche  Bank  ranked  #1  in  all  Euro  related  categories. 


Deutsche  Banc  Alex.  Brown 


Any  way  you  cut  it. 


All  issues  in  Euros  Since  Inception: 
Bookrunners  1/1/1999-6/30/2000 


2  Dresdner  KB 

3  BNP  Pantos' 

4  ABNAMRO 

5  Morgan  Stanley  DW 


58.163  11  6.56 

56.929  60  6  41 

56.678  63  6  38 

52.669  67  5  93 


All  issues  in  Euros: 
Bookrunners  1/1/2000- 


145      38.636  86  12.18 


2  UBS  Warburg 

3  Salomon  SB 

4  Morgan  Stanley  OW 

5  ABNAMRO 

Jut,  !.20a>-lntBinatk>r.al  Fm.n, 


Corporate  issues  in  Euros: 
Bookrunners  1/1/2000  -  6/30/2000 

No  of 

Lead  Manager  issues 

Total 
EUR(m) 

Share 

(%) 

2  Schtoder  Salomon  SB  26 

9.025  00 

13  18 

3  BNP  Paribas  22 

5.765  00 

8  42 

4  ABNAMRO  20 

5.173  33 

7  55 

5  Morgan  Stanley  DW  20 

4.696  67 

6  86 

June  29  2000- Euroweek 

US  Corporate  issues  in  Euros: 
Bookrunners  1/1/2000-6/30/2000 


2  BNP  Paribas 

3  Schroder  Salomon  SB 

4  JP  Morgan 

5  ABNAMRO 


2.083  33  14.54 

1.758  33  12  27 

1.700  00  1187 

1.625  00  11.34 


Corporate  Credit**  Issues  in  Euros: 
Bookrunners  1/1/2000  -  6/30/2000 


2  Schroder  Salomon  SB 

3  ABNAMRO 

4  JP  Morgan 

5  BNP  Paribas 


3.920  83  1166 

3.803  33  1132 

2.308  33  6  86 

2.208  33  6  57 


2  Morgan  Stanley  DW 

3  ABNAMRO 

4  JP  Morgan 

5  UBS  Warburg 


3,07744 
3.012  71 
2,701.0 


8.29 
7  43 


it  comes  up  Deutsche  Bank 


Performance  is 


Since  the  birth  of  the  Euro,  one  firm  has 
dominated  the  market  in  every  category  and 
by  every  measure.  Our  superiority  in  Euros  is 
the  result  of  our  unrivaled  global  distribution, 
our  commitment  to  trading,  our  bedrock 
leadership  in  Europe  and  a  determination  to 
excel.  Our  growing  U.S.  franchise  has  allowed 
us  to  introduce  more  U.S.  corporates  to  the 
Euro  market  than  any  other  firm.  In  Euros, 
Deutsche  Bank  is  synonymous  with 
performance  -  another  reason  why  Deutsche 
Bank  is  leading  to  results. 


leading  to  results7 


Deutsche  Bank 


m 


"One  of  the  biggest 


HERE'S  HOW  TO  DO  SOMETHING 

When  you're  talking  about  long-term  investing,  the 
sole  risk  isn't  the  ups  and  downs  of  the  markets.  Doing 
nothing  can  be  a  more  serious  risk. 

The  good  news  is  investing  can  be  easily  demysti- 
fied. So  whatever  you  do,  it  is  important  to  get  started 
now. 

Once  you  start  investing,  you  are  one  step  closer 
to  planning  for  your  financial  future. 

BUILDING  A  FOUNDATION 

My  first  suggestion  to  any 
investor  is  to  consider  an 
investment  philosophy  that 


core® 

explore 


we  call  "core  and  explore."™  With  this  approach,  the 
core  of  your  portfolio  is  diversified  within  and 
across  asset  classes  through  broad-based  investments 
that  seek  to  track  the  market.  The  remaining  portion 
of  your  portfolio  seeks  to  explore  more  aggressive 
investments  that  have  the  potential  to  outperform 
the  market. 


PockctBroker  service,  including  quotes  and  news,  may  he  delayed,  limited  or  unavailable  due  to  wireless  coverage  limitations,  high  demand  during  peak  periods,  marked 
system  upgrades,  maintenance  or  for  other  reasons.  Prospectuses  containing  more  complete  Information  including  management  fees,  changes  and  expenses  are  availabll 
Schwab.  Please  read  the  prospectus  carefully  before  investing.  ©2000  Charles  Schwab  6k.  Co,  Inc.  All  rights  reserved.  Member  SIPC/NYSE  ( 1000-6566). 


resting  can  be  doing  nothing." 


Charles  Schwab 


►E,  TOOLS  AND  TECHNOLOGY 

I),  we  have  Investment  Specialists  who  can 
l:e  on  our  tools  and  innovative  technology. 
I  help  you  implement  investment  strategies 
lind  explore  so  that  you  can  become  a 
Bivestor. 

siSchwab  Mutual  Fund  Select  List™  is  one  of 
y  advice  tools.  Selecting  the  funds  that  are 
wpu  can  mean  a  lot  of  homework.  But  the  Select 
•lake  it  easier.  We  analyze  thousands  of  funds, 
||  things  like  risk  factors,  and  expense  ratios, 
cut  them  down  into  a  list  of  historical  top 

I  at  Schwab. 

le's  also  the  Schwab  Stock  Explorer.  It's  a  new 
\\A  that  will  be  published  monthly  by  Schwab 
[jates  investors  on  strategies  for  evaluating 
jig  select  stock  screening  criteria. 
|lso  offer  up-to-date  investment  technology: 

II  quotes,  watchlists,  e-mail  alerts,  wireless  access 
i?3roker""  and  a  lot  more  to  help  you  become  a 
d'med  investor. 


THERE'S  NO  TIME  LIKE 
THE  PRESENT 

Remember:  one  of  the  biggest  risks  you  can  assume  as 
an  investor  is  to  do  nothing.  To  get  started  today,  stop 
by  one  of  our  over  360  offices  nationwide,  call  us  at 
1-800-540-0097  or  visit  us  at  schwabwelcome.com. 


Introducing  schwabwelcome.com. 
It's  a  great  place  for  every  investor. 
You'll  find  all  kinds  of  helpful  information. 
If  you  like  what  you  see,  we  make  it  easy  for 
you  to  open  an  account  online. 
So  log  on.  And  see  how  quickly 
investing  can  be  demystified. 


schwabwelcome  #  com 


where  every  investor  is  always  welcome1' 


Charles  Schwab 


creating  a  world  of  smarter  investors 


Junk-Mail  Junkie 

A  Russian  mathematician  may  have  the  secret  to  keeping 
all  those  direct  marketing  pitches  out  of  the  trash. 


BY  LEA  GOLDMAN 

THE  FLYER  THAT  CAME  IN  THE  MAIL 
made  the  double  jogging  stroller 
look  like  a  swell  gadget.  Problem  is, 
you  don't  jog.  And  you  don't  have  kids. 

That's  where  Yuri  Galperin  and  his 
algorithms  come  in.  The  Russian-born 
computer  scientist  is  peddling  a  mathe- 
matical method  of  optimizing  direct- 
marketing  campaigns.  His  software  tells 
a  marketer  how  these  pitches — for  every- 
thing from  loans  to  linens — should  reach 
us:  by  phone,  mail  or  e-mail.  Direct  mar- 
keters need  even  the  smallest  tactical  ad- 
vantages in  getting  their  response  rates 
up:  They  spend  $176  billion  annually 
wooing  customers. 

Galperin,  39,  is  chief  technology  offi- 
cer of  MarketSwitch,  a  four-year- 
old  software  company  in  Dulles,  Va.  that 
sells  his  optimization.  The  MarketSwitch 
program  takes  as  a  given  the  probability 
that  customer  X  will  respond  to  offer 


Y — those  data  having  been  culled  from 
past  results  gathered  by  the  client's  mar- 
keting department.  (The  probabilities  are 
a  function  of  historical  data,  like  previous 
purchases  and  responses  to  unsolicited 
pitches,  and  of  demographic  info,  such  as 
customer  age  and  residence.) 

If  there  were  only  one  offer  and  only 
one  means  of  getting  to  the  customer,  the 
optimal  solution  would  be  pretty  simple: 
Start  with  your  best  prospects  and  work 
your  way  down  the  list  until  you  have  ex- 
hausted your  marketing  budget.  The  real 
world  is  more  complicated,  though.  You 
could  go  after  a  given  prospect  with  a 
telemarketing  call  or  a  letter  or  e-mailed 
spam.  You  might  have  dozens  of  possible 
offers — charge  cards  with  different  initial 
interest  rates,  for  example — and  some  of 
these  are  incompatible  with  one  another. 
It  isn't  immediately  obvious  whether  you 
are  better  off  sending  five  pitches  to  your 
easiest  targets  and  two  to  the  long  shots, 


or,  for  the  same  postage  and  pril^ 
costs,  doing  four  and  three. 

Put  all  these  optimization  piecel 
a  mathematical  stew  and  you  have  Mt 
sic  linear  programming  problem.  ■ 
very  unwieldy  one,  though,  with  UW 
millions  of  variables  if  the  customenB 
base  is  large.  Solving  that  by  conven 
means  would  be  tough,  even  on  a  s 
computer.  Galperin  has  come  up  \| 
clever  way  to  strip  the  huge  set  of 
tions  down  to  something  more  ma 
able.  In  fact,  the  solution  pops  up  qi 
enough  on  a  computer  screen  that  a 
keting  manager  can  play  what-if  scei 
while  planning  the  next  year's  bud^ 

Capital  One  uses  MarketSwitch 
timizer  to  plan  some  of  the  50- mi 
plus  pitches  it  makes  every  year 
credit  card  customers — for  auto  ii 
ance,  long-distance  service,  luggage 
so  forth.  Colin  Ruh,  Capital  One's  c 
tor  of  cross-selling,  says  the  soft 
helped  increase  the  response  from  d 
selling  campaigns  10%,  to  $55  milli 

It  had  better  deliver  results  like 
because  this  fancy  math  is  exper 
MarketSwitch,  which  pulled  in  revt 
of  $7.5  million  in  the  first  nine  mc 
of  this  year,  charges  $500,000  for  Li- 
ing  fees,  training  and  installation. 

Galperin  isn't  the  only  mather 
cian  in  the  business.  A  lot  of  them  1 
for  SAS,  a  huge,  privately  held  soft 
vendor  that  specializes  in  statistics 
data  mining.  Its  sales  last  year:  $1  bil 

Direct  marketing  old-timers  c 
put  too  much  faith  in  computers.  \ 
ing  a  pitch  letter  or  training  a  junk 
salesman  is  art,  not  science.  "There 
magic  formula,"  says  Elliott  Ettenl 
chairman  of  Customer  Strategies  W« 
wide,  a  Manhattan  marketing  firm. 

But  any  formula  mat  can  add  a 
tenths  of  a  percent  to  response  rat 
•worth  a  look  U.S.  firms  spent  $42  bi 
on  junk-mail  campaigns  last  year,  b 
ing  the  average  American  housel 
under  543  solicitations,  and  shelled 
$67  billion  for  irksome  phone  calls 
$14  billion  on  spam  (the  rest  is  for  p 
TV  and  radio).  With  software 
Galperin's,  marketers  could  extrad 
same  revenue  from  fewer  pieces  of  r 
The  nation's  trees  will  thank  him. 
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entirely  new  way  for  employees  forget  HR  irtf_ 
er  seven  million  people  around  the  world  are  getting  up-to-the-minute,  personalized  policy 
J  benefits  information  delivered  to  them  directly  through  our  Web-based  application. 
Icome  to  the  future  of  human  resources,  www.authoria.com.  m—m 


Authoria 


Personal  questions. 


Personalized  answers. 


bodoo  Investing 


S12  to  $85  before 
tling  back  to  close 
day  at  $52.  This,  del 
the  fact  that  there  \ 
as  many  as  two  d<\ 

in  science,  a  little  knowledge  really  is  a  dangerous  thing. 

clinical  trials,  says  D 

HELL  HATH  NO  FURY  LIKE  AN  IN-    stages  of  human  testing  to  treat  more 
vestor  burned.  But  is  there  any    than  30  different  types  of  cancer, 
good  reason  to  have  written  off        EntreMed  is  working  on  three 


BY  MICHAEL  FUMENTO 

I ELL  HATH  NO  FURY  LIKE  AN  IN- 
vestor  burned.  But  is  there  any 
good  reason  to  have  written  off 
EntreMed?  Over  the  past  two  years  the 
press,  securities  analysts  and  investors 
have  ganged  up  on  the  RockvilJe,  Md.- 
based  biopharmaceutical  company  as  if 
it  were  run  by  tyros.  The  truth  is  that 
this  firm  is  participating  in  a  field  of  re- 
search that  has  attracted  many  scientists 
and  holds  out  the  promise  of  attacking 
cancer  in  a  novel  way. 

At  the  heart  of  the  fracas  are  a 
process  called  angiogenesis  and  the  En- 
treMed-affiliated  researcher  studying  it, 
Judah  Folkman  of  Children's  Hospital, 
Boston.  In  angiogenesis  a  tumor  sends 
out  biochemical  signals  leading  to  the 
formation  of  new  blood  vessels  to  draw 
in  oxygen  and  other  nutrients.  Without 
these  vessels,  a  tumor  can't  grow  much 
larger  than  a  pea.  If  the  tumor  has  al- 
ready passed  this  size,  its  private  blood 
supply  will  already  be  established  and 
an  antiangiogenic  agent  may  be  able  to 
stop  its  growth,  shrink  it,  or  even  erad- 
icate it.  It  may  also  reduce  the  tumor's 
ability  to  metastasize  by  inhibiting  the 
release  of  cancerous  cells  into  the 
bloodstream  through  those  vessels. 

Dr.  Folkman  first  suggested  as  much 
in  a  1971  article  in  the  New  England 
Journal  of  Medicine.  He  was  ridiculed 
and  ostracized.  Now,  after  his  results 
have  been  confirmed  by  other  labs,  he's 
on  the  short  list  for  the  Nobel  Prize. 

"He  turned  oncology  on  its  head 
and  single-handedly  ignited  a  scientific 
inquiry  that  now  involves  more  than 
1,000  laboratories  around  the  world," 
says  William  Li,  president  and  medical 
director  of  the  Angiogenesis  Founda- 
tion in  Cambridge,  Mass.  "We  estimate 
that  by  1998  already  more  than  $4  bil- 
lion in  public  and  private  money  had 
been  invested  in  angiogenesis  research." 
This  includes  about  50  drugs  in  various 


chemicals  with  antiangiogenic  proper- 
ties. In  late  1997  Folkman  and  col- 
leagues reported  in  Nature  magazine 
that  endostatin  eradicated  tumors  in 
mice.  The  account  was  picked  up  at  the 
time  in  the  daily  press,  including  the 
New  York  Times. 

Six  months  later  a  science  reporter 
at  the  Times  expanded  on  the  develop- 
ment in  a  dramatic  front-page  Sunday 
story  that  began:  "Within  a  year,  if  all 
goes  well,  the  first  cancer  patient  will  be 
injected  with  two  new  drugs  that  can 
eradicate  any  type  of  cancer,  with  no 
obvious  side  effects  and  no  drug  resis- 
tance— in  mice." 

Phone  calls  flooded  EntreMed  the 
next  morning.  Its  stock  shot  up  from 

Once  ridiculed 
and  ostracized, 
he's  now  on  the 
short  list  for  the 
Jlobel  PrizeL 


Under  fire,  but  unfairly:  Judah  Folkman. 


EntreMed  issued  a  press  release 
cautioned  that  "no  assurance  car 
given  that  either  of  these  proteins 
prove  to  be  effective  in  humans." 
Folkman  himself  injected  several  n 
of  caution.  The  press  ignored  the  f 
and  hyped  the  story,  which  hit  the  c 
ers  of  all  three  major  U.S.  newsweek 
Given  all  the  artificially  pumped 
expectations,  a  backlash  was  inevita 
In  November  1998  the  Wall  Street  Jc 
rial  ran  a  damning  piece  on  Entre> 
and  Folkman,  portraying  him  as  a  p 
moter  promising  "too  much  too  soc 
EntreMed's  stock  fell  24%  that  day. 

The  pounding  continues — long 
fore  the  results  of  the  first  human  t 
of  endostatin  are  known.  Back  in  N 
the  Boston  Globe  paraphrased  a  I 
tional  Cancer  Institute  official  say 
the  drug  "has  yet  to  show  drarm 
benefits  after  seven  months  of  sal 
testing."  EntreMed's  stock  dropped 
almost  a  third.  Three  days  later 
Chicago  Tribune  followed  with  a  st» 
stating  that  endostatin  was  a  dis; 
pointment.  EntreMed  shares  fell  121 
The  bad  news  was  premature. 
November  EntreMed  should  annoui 
results  of  the  Phase  I  clinical  trial 
endostatin.  And  even  this  will  pre 
only  so  much.  "This  stage  of  testing 
about  safety,  tolerance  and  dose-fir 
ing,"  notes  EntreMed  cofounder  a 
Chief  Executive  John  Holaday.  At  ti 
point  the  doses  are  necessarily  sms 
perhaps  too  small  to  do  much.  A  clea: 
picture  of  efficacy  emerges  from  Pha: 
II  and  III.  Still,  says  Holaday,  "we're  i 
ally  encouraged"  by  results  thus  far. 

How  will  investors  respond  to  t 
outcome  of  Phase  I?  If  they  understai 
anything  about  the  meaning  of  the 
results — and  if  the  news  isn't  entire 
negative — they  may  finally  give  E. 
treMed  and  Folkman  a  break.  But  doi 
count  on  it. 
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PeopleSoft  Customer  Relationship  Management  is  about  knowing  what  your  customers 
want  -  even  before  they  do.  By  tracking  your  customers'  behavior  and  history,  PeopleSoft's  new 
generation  of  e-business  applications  gets  information  into  the  hands  of  the  people  in  your 
company  who  need  it,  when  they  need  it.  Now,  armed  with  Vantive's  best  of  breed  CRM  technology, 
everyone  can  proactively  forge  and  develop  profitable  customer  relationships  like  never  before. 
Which  is  exactly  the  competitive  advantage  your  people  need  to  successfully  lead  your  business. 


PeopleSoft  CRM  powered  by  CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


www.peoplesoft.com/crm 


1.888.773.8277 


You  can  do  ANYTHI 


It  may  come  as  a  surprise  at  first. 
Everyone  buying  into  your  eBusiness  vision 
quickly  and  enthusiastically.  But  that's  how 
life  is  when  you've  got  a  Black  Rocket."  The 
world's  first  Network  Services  Platform. 

What  is  Black  Rocket?  A  revolutionary  new  service 
from  Genuity  "  that  gives  you  the  power  to  launch  high- 
end  Web  sites  and  other  eBusiness  applications  faster 
than  ever.  Which  saves  you  time,  money  and  headaches. 


GENUITY  is  the  leading 
Network  Services  Provider  for 
businesses  changing  the  icorld. 


Black  Rocket 
critical  network 
like  secure  mana 
hosting  with  Geni 
of-the-art  fiber  op 
network  into  a  single,  secure  and  scalable 
Black  Rocket  also  comes  with  the  industry's  fir 
Level  Agreement.  So  uptime  is  guaranteed. 
Genuity  delivers  Black  Rocket  in  10  busi 


©  Genuity  Inc.  2000.  Genuity  is  a  registered  trademark  and  Black  Rocket  is  a  trademark  of  Genuity  Inc.  All  other  trademarks  are  the  property  of  their  respe 


h  a  BLACK  ROCKET. 


you  can  jump-start  your  eBusiness  initiatives, 
n  your  Web  site  or  eBusiness  application  is 
i,  Black  Rocket  provides  a  secure,  managed 
ient  eBusiness  environment  so  you  can  get 
and  stay  ahead  —  of  the  competition. 
&'s  nothing  like  Black  Rocket. 
E  why  eBusiness  leaders  like  IBM,  Cisco  and 
lini  Ernst  &  Young  are  already  joining  together 
uity  to  offer  eCommerce,  eMarkets  and  other 


eBusiness  solutions  built,  deployed  and  managed  on 
Black  Rocket. 

See  for  yourself.  For  more  information,  check  out  our 
white  paper  at  www.genuity.com  or  call  1  -800-GENUITY. 


GENU  TY 


'  M  B  E  H  SGAMEl 

TH  MACDONALD 


age  Problem 


A  stockpile  of  photos  has  made  Getty  Images  a  hot  market  story. 
But  a  peek  behind  the  numbers  shows  that  the  growth  isn't  so  hot. 


GETTY  IMAGES  HAS  WALL  STREET  SPELLBOUND.  THE 
world's  biggest  stock  photo  company  owns  rights  to  a 
massive  hoard  of  70  million  images  and  30,000  hours 
of  film,  a  trove  that  includes  photos  of  President  Bill  Clin- 
ton hugging  Monica  Lewinsky  and  Mike  Tyson  biting  off 
Evander  Holyfield's  ear.  Getty  Images  makes  its  money  from 
licensing  images,  some  of  which  it  owns  and  some  of  which 
it  merely  distributes.  It  recently  began  beaming  digital  ver- 
sions of  these  images  to  the  desktops  of  hungry  TV  produc- 
ers, magazine  and  newspaper  editors  and  advertisers  around 
the  globe.  Getty's  online  strategy,  plus  25  acquisitions  to 
date,  helped  quadruple  revenues  in  five  years  to  $248  million 
last  year. 

Wall  Street  loves  the  story.  Despite  its  $63  million  loss  in 
the  first  six  months  of  this  year,  the  company  has  a  $1.8  bil- 
lion market  value.  Cofounded  by  40-year-olds  Jonathan  D. 
Klein  and  Mark  H.  Getty,  grandson  of  oil  mogul  J.  Paul 
Getty,  the  company  has  muscled  aside  archrival  Corbis, 
owned  by  Microsoft's  Bill  Gates.  "Our  numbers  are  strong," 
says  Klein.  At  least  they  have  looked  strong  enough  that  he 
has  been  able  to  unload  about  a  fourth  of  his  holdings  in  the 
company  since  Jan.  1  at  attractive  prices,  reaping  $15  million. 

But  the  numbers  don't  look  so  strong  when  you  look  at 


them  through  a  magnifying  glass.  Take  reported  reve 
growth,  a  driver  behind  Getty  Images'  share  price.  The  cc 
pany  said  in  its  self-congratulatory  press  release  on  seco 
quarter  results  that  the  $124  million  in  revenues  was  up 
exhilarating  125%  over  the  second  quarter  of  1999.  But 
much  of  that  was  internal  growth?  Between  those  two  p 
ods  Getty  completed  two  big  acquisitions  that  more  t. 
doubled  the  company's  photo  morgue. 

You  have  to  look  hard  to  find  an  apples-to-apples  cc 
parison,  but  there  it  is  in  the  second-quarter  10Q  filing  v 
the  Securities  &  Exchange  Commission.  First-half  reven 
would  have  been  up  only  32%  from  the  same  period  in 
if  all  of  the  acquired  properties  had  been  on  the  books  fr 
the  beginning.  Worse,  pro  forma  revenues  were  $1  mill 
lower  in  the  second  quarter  than  the  first  quarter. 

Another  point  the  company  doesn't  make  in  its  press 
lease  for  the  second  quarter  is  that  it  lost  $30.3  million  for 
period,  about  twice  its  loss  for  the  second  quarter  of  1 999 

What  is  there  for  a  growth  company  to  talk  about  if  ea 
ings  are  so  rotten?  Anything  but  earnings.  In  the  press 
lease,  Getty  Images  declared  victory  in  its  cash  from  ope 
tions,  which  it  said  had  swelled  to  a  robust  $17.1  millior 
the  second  quarter,  up  from  a  deficit  of  $2.6  million  in 
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Is  the  ability  to  control  your  home 
while  you're  away  that  remote? 


house  of  the  future.  For  years  people  around  the 
ve  debated  just  what  shape  it  would  take. 
!.  we  can  now  show  you.  We're  already  producing 
-  for  the  SmartModule  microcircuit  shown  ji 
n  set  room  temperatures  and  turn  lighting 
■ff. 

artable  touchpad  will  soon  allow  you  to 
system  that  can  send  and  receive  e-mail. 
»ws,  the  weather  and  even  the  status  of  your  oven 
nd  other  devices. 

•  security  system  will  soon  be  able  to  activate  itself 


invensys 

SMI 
M48 


automatically  Switch  pads  will  enable  you  to  access  your 
heating  system,  so  you  can  customize  every  room  individually 
and  special  software  will  help  you  organize  family  events. 

Sensors  will  be  able  to  tell  you  when  say.  a 
furnace  needs  to  have  the  filter  replaced.  In  the  near 
future,  you'll  be  able  to  monitor  all  this,  and  more, 
via  your  mobile  phone  or  laptop  from  anywhere 
in  the  world. 

So  if  you  want  to  know  how  we  can  now  help  you  take 
greater  control  of  your  home,  call  us  on  +1(202)  232  6035  or 
visit  homecontrol@invensyscontrols.com 


invensys 

Control  Systems 


APPLIANCES 


CLIMATE 


METERING 
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STARRING 

Bruce  Adler 
David  "Dudu"  Fisher 
Mal  Z.  Lawrence 

TUESDAY,  OCT.  24TH 
7:30  PM 
TOWN  HALL, 
123  WEST  43RD  ST. 
NEW  YORK  CITY 


THIS  PERFORMANCE 
IS  THE  INAUGURAL 
CHARITY  EVENT  FOR 


OHEL'S  CHILDREN 


Benefiting  the  more  than  2,000  children 
and  young  adults  helped  by  ohel  every  day. 
Sponsors  are  invited  to  a  Gala  VIP  Cocktail  Event 
Tickets  range  from  $75.  to  $1000. 
For  tickets  or  sponsorship  opportunities 
PLEASE  CALL:  (212)  238-9000  Ext  2400 


COHPI/m  WOBID 


ABOUT  J&R 

J&R  Music  and  Computer 
World  is  New  York's 
destination  megastore  for 
consumer  electronics,  computers  and  music 
with  over  300,000  square  feet  of  retail 
space  and  over  400,000  products,  in  addi- 
tion to  its  NYC  retail  operation,  J&R  utilizes 
its  catalogue  and  web  site  to  provide 
customers  nationally  with  discounts  on  a 
wide  range  of  products,  including:  computers, 
phones,  audio/video,  electronics,  stereos, 
cameras,  music,  movies,  games  and  home 
appliances. 

ABOUT  OHEL 

•2,000  people  helped  every  day 

•50  Residences  and  Apartments 

•Addiction  Services  'Mobile  Outreach  Team 

•Domestic  Abuse  Shelters  'Adolescent 
Services  'Foster  Care  Program  'Preventive 
Care  Program  'Guardianship  and 
Advocacy  'Summer  Camps 


^■■■i    B^Ma^  Everyone  needs  a  Family 


OOftPUTR 


WOBIS     i  III!  WEN'S  IIOMI  5  FAJHlll  SERVICES 


TOUCH  IMS 

23  Park  Row,  New  York,  NY  10038 
(212)  238-9000  Ext.2400  E-mail:  ohel@jandr.com 


first.  Does  that  mean  Getty  collected  its 
bills  and  whittled  down  inventory? 
Nope.  Both  receivables  and  inventory  are 
rising.  The  cash  flow  from  operations, 
rather,  comes  from  not  paying  bills.  Be- 
tween Mar.  31  and  June  30  Getty's  ac- 
crued expenses  more  than  doubled  to 
$58  million.  (Don't  worry,  says  Chief  Ex- 
ecutive Klein:  The  accrued  expenses  rose 
because  of  the  acquisitions.) 

There  is  also  talk  about  what  the 
company  somewhat  loosely  calls  "oper- 
ating income."  It  defines  this  as  net  before 
depreciation  and  amortization,  interest, 
taxes,  debt  conversion  expenses,  currency 
conversions,  integration  and  restructur- 
ing costs,  extraordinary  items  and  "other 
income  and  expenses."  This  "operating 
income"  more  than  doubled  in  the  first 
half  to  $36  million  from  a  year  earlier. 
Heck,  exclude  enough  costs  from  the  P&L 
and  any  company  will  look  good. 

Are  depreciation  and  amortization 
charges  mere  fluff  to  be  disregarded? 
Scarcely.  The  company  capitalizes  its 
costs  for  duplicating  and  digitizing  un- 


charge below  the  gross  profit  line 
depreciation  expense.  That  inflate* 
gross  margin — a  number  many 
vestors  fixate  on — to  70%.  Movie 
software  companies  must  put  such 
penses  into  cost  of  goods  sold. 

Don't  worry,  says  the  comps 
We're  switching  to  a  two-year  depij 
ation  plan  soon. 

What  about  goodwill,  the  exces( 
acquisition  prices  over  the  fair  valu 
assets  acquired?  You  may  agree  I 
Getty  that  smart  investors  should  \< 
at  profits  before  goodwill  amort  izat 
But  there's  an  implicit  proviso  h< 
that  the  amount  of  a  purchase  chal 
up  to  goodwill  accurately  reflects  vm 
is  being  bought.  By  overstuffing 
goodwill  account,  an  acquirer  can  i 
derstate  other  assets — or  overstate 
serves — and  thus  potentially  overs! 
future  profits.  We  can't  prove  that  G« 
Images  did  any  such  thing  wl 
it  bought  Visual  Communicatic 
Group,  a  stock  photography  busin< 
for  $227  million  (including  assunl 


Getty  Images  wants  you  to  focus  on 
its  operating  income,  a  number  the 
company  has  cooked  up  on  its  own. 


ages  it  then  farms  out  to  its  satellite  of- 
fices to  sell.  The  depreciation  charge  is 
the  way  Getty  runs  these  very  real  costs 
of  doing  business  through  the  income 
statement. 

The  conservative  way  to  handle 
these  costs  would  be  to  write  them  off 
quickly — say,  over  two  years — and  to 
charge  the  depreciation  to  cost  of 
goods  sold.  A  more  liberal  method 
would  be  to  stretch  the  depreciation 
over  four  years,  hoping  the  images  last 
that  long.  This  method  would  have  left 
Getty's  gross  profit  margin  at  61%  for 
the  first  half  of  2000. 

Liberal  hardly  describes  the  Getty 
method — libertine  is  more  like  it.  It  has 
been  using  the  four-year  stretchout,  and 
it  hasn't  put  any  of  the  depreciation  ex- 
pense in  cost  of  goods  sold.  Instead,  it 
plopped  down  the  $22  million  first-half 
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debt).  But  it's  curious  that  it  initia 
slotted  $201  million  to  goodwill,  ai 
within  months  jacked  up  the  goodw 
account  to  $226  million. 

Here's  an  interesting  financial  coi 
parison  you  won't  see  highlighted 
Getty's  press  releases.  Its  purchase 
Visual  and  its  earlier  purchase  of  £ 
Image  Bank  from  Kodak  for  $183  m 
lion  added  40  million  images  ai 
15,000  hours  of  film  footage,  on  t) 
face  of  it  more  than  doubling  the  cor 
pany.  If,  hypothetically,  the  recently  a 
quired  images  and  distribution  a| 
worth  at  least  as  much  as  the  rest 
Getty,  then  the  whole  company's  ente 
prise  value  should  be  at  most  $820  mi 
lion.  Subtract  long-term  debt  and  d 
vide  the  result  by  outstanding  shar 
and  you  get  $  1 1  a  share.  So  why  is  tlj 
stock  trading  at  $33? 
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we  start  up  startups 


n.  Join  Garage.com 's  Iwo-day  Bootcamp  for  Startups.  Learn  the  fundamentals  of  taking  your  company  from  startup  to  IPO.  Hear  from  the  high  tech  industry's 
stors,  experts,  and  entrepreneurs.  Gain  invaluable  information  about  raising  capital,  building  a  buzz,  hiring  top  talent,  and  launching  your  product.  At  ease. 
ON   TO   WWW.GARAGE.COM/BOOTCAMP  TO   LEARN   MORE   &    REGISTER  TODAY. 


WETRIU5 


'piursl 


ruf'5@coM.       '     or* Vf  A  com   ■'  Bjgf&@ 


Southcorp 

Value  hunters  take  note: 
The  place  to  look  for 
wine— and  wine  company 
shares— is  out  there  in 
the  Pacific  Ocean. 


BY  ANDREW  TANZER 

BY  WINE  WORLD  STANDARDS,  FOS- 
ter's  Brewing's  $1.5  billion  acqui- 
sition of  Beringer  Wine  Estates  is 
big  news.  But  these  are  early  days  of  con- 
solidation in  the  heady  wine  business,  a 
globally  fragmented  $100  billion  sector 
where  no  player  holds  more  than  a  1% 
market  share.  The  growing  con- 
centration of  wine  retailing 
and  distribution  is  push- 
ing producers  to  team 
up.  And  that  is  going  to 
mean  more  deals  that 
blend  Australian  and  Cali 
fornian  labels. 

Southcorp  Ltd.,  Australia's  largest 
wine  producer  and  exporter,  naturally 
figures  it  will  be  an  acquirer  in  the  con- 
solidation wave.  To  focus  on  its  surging 
wine  business,  last  year  the  minicon- 
glomerate  shed  an  appliance  manufac- 
turer. Melbourne-based  Southcorp 
(sales:  $1.5  billion,  including  $450  mil- 
lion from  wine)  will  soon  sell  its 


Crystallizing:  Southcorp's  Thomas  Park 
and  Graham  Kraehe  have  aims. 


packaging  business,  yielding  more  than 
$500  million  in  cash  and  lifting  wine's 
contribution  to  total  company  profits 
to  about  75%.  The  other  main  business 
is  the  making  of  water  heaters,  where  its 
cash  flow  is  likely  too  good  to  give  up. 

Southcorp  talked  to  Beringer  and, 
according  to  wine  industry  sources,  has 
negotiated  with  Kendall- 
Jackson  (see  following 
story)  and  other  Cali- 
fornia wineries.  A  for- 
mer Southcorp  sales 
executive,  John  Grant, 
joined  K-J  earlier  this  year 
as  executive  vice  president. 
He  is  open  about  seeking  ties  of  some 
sort  in  Australia. 

Already,  Southcorp  has  invested 
with  a  U.S.  partner  in  the  Seven  Peaks 
winery  in  the  central  California  coast's 
Edna  Valley  and  is  starting  a  500-acre 
vineyard  of  its  own  not  far  away  Wine 
companies  the  world  over  are  obtaining 


growing  areas  in  one 
other's  territories  to 
hance  the  range  and  qu 
of  their  products.  Also 
cause  the  Australians 
gained  faster  entry  to  sj 
foreign  markets,  they 
offer  distribution  deai 
U.S.  wine  exporters. 

But  Southcorp,  fo 
its  heft,  could  also  bee 
prey.  The  sinking  i 
tralian  dollar,  curre 
near  a  record  low  at  54 
cents,  has  cheapened 
country's  assets  and  n 
overseas  acquisit 
pricier.  Even  in  the  debased  local 
rency,  the  share  price  of  Sydney-li 
Southcorp  is  depressed,  in  part  bee. 
a  just-completed  $90  million  camp 
to  double  premium  red  wine  ou 
has  temporarily  squeezed  earni 
Suitors  could  include  the  big  inte 
tiona!  spirits  companies,  such  as  Di 
or  Allied  Domecq,  which  are  prese 
preoccupied  with  the  bidding  to 
Seagram's  liquor  business.  It  wouU 
easy  for  either  to  offer  a  premium 
Southcorp's  recent  price,  whicl 
$2.65  (U.S.)  is  only  13  times  this  ye 
forecast  earnings. 

The  attraction  of  Southcorp's  v 
portfolio  is  obvious.  Nine  of  the  fil 
1 7  Australian  brands  are  more  than 
years  old.  One  of  these,  Penfolds,  ar 
ally  sells  1.7  million  cases  of  prem 
red  wine  (meaning  $7  a  bottle  and 
making  it  the  world's  largest  in  that 
egory.  The  Penfolds  lad- 
der of  reds  starts 
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at  the  subpremium  Rawson's  Retreat 
and  ranges  up  to  the  $170  Grange,  a 
wine  that  can  hold  its  own  against  the 
Bordeaux  first  growth  bottles.  Nearly 
all  of  the  Penfolds  reds  sell  out  within 
months  of  release  each  year.  Hence  that 
heavy  investment  in  expanding  red 
wine  capacity.  Southcorp's  Lindemans, 
one  of  the  few  globally  successful  wine 
brands,  is  even  bigger  than  Penfolds. 

"We  have  a  fantastic  set  of  brands 
and  assets,"  asserts  Thomas  Park,  Syd- 
ney-based executive  general  manager 
of  Southcorp  Wines.  "Our  challenge  is 
how  to  get  full  value  from  them." 
Park,  a  former  Kraft  Foods  executive 
who  joined  Southcorp  in  March,  will 
become  chief  executive  of  Southcorp 
when  Graham  Kraehe  retires  early 
next  year.  So  it  will  fall  to  the  Ameri- 
can-born Harvard  Business  School 
graduate  to  boost  the  share  price  and 
steer  Southcorp  through  a  period  of 
vulnerability. 

One  certainty  is  that  the  Australian 
wine  industry  is  quite  capable  in  the  in- 


J(angaroo's  Leap 


Australia  is  outpacing  other  "new  world"  producers 
in  getting  bottlings  into  value-thirsty  world  markets. 

$6,000  Value  of  wint  exports  (Smil) 

Ratio  scale 


1,000 


Source:  "Bilateral  Trade  Patterns 
in  the  World  Wine  Market. 
1986-97,"  by  N.  Berger.  P 
Spahni  and  K  Anderson. 
University  of  Adelaide:  Centre  for 
International  Economic  Studies. 
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ternational  marketplace.  The  country's 
wine  exports  multiplied  tenfold  in  the 
1990s,  to  $800  million  last  year,  and 
continue  to  compound  relentlessly  at 
20%  to  30%  a  year  (see  chart).  In  1999 


overall  wine  imports) 
the  U.S.  were  flat,  but 
ments  from  Ausl 
surged  31%.  In  the  first 
of  2000  Australian  im 
passed  Chile's  for  the 
time,  swelling  45%,  ac< 
ing  to  Jon  Fredrikson  c 
California-based  wine 
sultancy  Gomberg,  Pre 
son  &  Associates. 

Fredrikson  notes 
the  Australians  shine  ii 
lucrative  $7-to-$12-a-i 
tie  (retail)  range 
fastest-growing  catej. 
The  U.S.  market  min 
the  worldwide  patter 
affluent  baby  boon 
drinking  more  hig 
priced  wine.  Globally 
premium  wine  category  has  beer 
panding  at  more  than  10%  a  ye 
volume,  a  handsome  growth  rate  ii 
beverage  industry.  Southcorp's  Li 
mans  is  a  top  imported  brand,  anc 


IF  OPPORTUNITY  KNOCKS 


12,000  MILES  AWAY,  WILL  YO 
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r  Australian  label,  Rosemount  Es- 
is  not  far  behind.  Also  big:  Black 
1,  Jacob's  Creek. 

slew  York  City's  Garnet  Wines  & 
111  tors  has  doubled  its  supply  of 
sie  wines  in  the  last  two  years.  "I 
1 1  had  even  more  space  to  devote  to 
n,"  says  manager  Thomas  A.  Power, 
n  Britain,  a  bigger  and  more  devel- 


loom  increasingly  large  in  the  domestic 
U.S.  market,  still  a  minor  factor  abroad. 

If  the  basic  aim  in  winemaking  is  to 
capture  the  flavor  of  the  grape  as  much 
as  possible,  then  the  Australians  suc- 
ceed admirably.  Their  fruit-driven 
wines  taste  ripe,  fresh,  rich,  concen- 
trated. "It's  an  appeal  that  goes  to  the 
heart  and  stomach,  rather  than  to  the 


'The  Australians  are  unromantic.  They 
fhey're  scientific.  They're  a  dream  for 


garies  of  Old  World  producers  like 
France  and  Germany,  so  the  vintages 
are  much  more  consistent.  That  con- 
sistency is  perhaps  no  fun  for  a  wine 
snob,  but  it  appeals  to  retailers  and  the 
average  consumer.  Despite  the  suit- 
ability of  the  continent  to  grapes,  the 
land  down  under  is  cheap:  prime 
Barossa   plantable   vineyard  land 

harness  nature, 
supermarkets."  


d  wine  import  market  than  the 
,  the  Australians  do  even  better, 
y  have  quickly  captured  15%  of  the 
ket,  second  to  France  and  way 
hd  of  California.  In  premium  wines, 
hold  a  35%  share  and  five  of  the 
en  brands.  The  Australians  are  also 
:|ang  inroads  into  Germany,  Scandi- 
»ia,  Canada  and  Asia.  The  Australian 
W  European  success  at  exporting 
ires  American  producers,  which 


mind,"  contends  James  Halliday,  Aus- 
tralia's leading  wine  writer.  "You  don't 
need  to  be  a  wine  nerd  to  understand 
these  wines." 

In  the  world  wine  trade,  the  Aussies 
have  an  unfair  advantage:  weather.  The 
big  red-grape-growing  regions  of 
South  Australia,  such  as  Coonawarra 
and  the  Barossa  Valley,  get  enough  sun 
and  heat  to  ripen  the  fruit  every  year. 
Australia  doesn't  have  the  climatic  va- 


changes  hands  at  $6,000  an  acre,  ver- 
sus up  to  $100,000  in  California. 

There  is  probably  no  French 
chateau  that  could  be  accused  of  listen- 
ing to  the  customer.  But  Australian 
wine  producers  have  no  problem  with 
the  concept.  They  aren't  afraid  to  ex- 
periment with  new  varietal  blends,  such 
as  shiraz-cabernet  sauvignon  and  semi- 
Uon-chardonnay  Australia's  potent  shi- 
raz  (syrah  in  France  and  California) 
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wines,  symbolized  by  Penfolds  Grange, 
arc  in  great  demand  worldwide. 

The  big  Australian  winemakers 
such  as  Southcorp  scientifically  classify, 
grade  and  blend  grapes  from  various 
regions  in  a  way  that  would  make  the 
tradition-bound  French  choke  on  their 
wine.  For  example,  Southcorp,  which 
owns  15,000  acres  of  vineyards  across 
Australia,  blends  grapes  from  1 7  differ- 
ent regions  to  produce  its  Lindemans 
Bin  65  Chardonnay,  which,  like  many 
of  its  wines,  was  originally  developed 
for  overseas  palates.  Consumers  don't 
seem  to  mind.  Southcorp  ships  more 
than  2  million  cases  of  Bin  65  a  year.  In 
the  U.S.  it  retails  for  less  than  $8  a  bot- 
tle and  has  earned  a  Best  Buy  rating  tor 
1 1  years  from  Wine  Spectator. 

"Lindemans  represents  consistent 
quality  year  in,  year  out,"  says  South- 
corp's  Park,  who  marketed  products 
like  Maxwell  House  coffee  and  Kraft 
cheese  before  joining  the  winemaker. 
This  consistency  and  volume  allows 
Southcorp,  which  exports  65%  of  its 
bottled  wine,  to  develop  global  brands 
( Wynns  Coonawarra  Estate  and  Sep- 
pelt  are  two  other  Southcorp  labels). 

Reliability  also  comes  from  em- 
ploying the  latest  in  viticulture  and  au- 
tomation, such  as  mechanical  pruning 
and  harvesting  of  grapes.  Comments 
Jancis  Robinson,  the  British  editor  of 
771?  Oxford  Companion  to  Wine:  "Aus- 
tralian (winemakers]  are  unromantic. 
They  harness  nature.  They're  very  sci- 
entific." But,  she  adds,  "They're  a 
dream  for  supermarkets." 

Australia's  low  costs,  cheap  cur- 
rency and  wealth  of  international  mar- 
keting experience  make  its  winemakers 
natural  partners  for  the 
U.S.  industry.  To  boost 
Southcorp's  returns, 
Park  says  he'll  focus  on 
core  brands,  boost  ad 
spending,  pare  the  num- 
ber of  wine-stock-keeping 
units  and  shrink  the  low-margin 
private-brand  business  for  European 
chain  stores.  Whether  he  succeeds  may 
well  determine  if  Southcorp  will  be  a 
junior  or  senior  partner  in  the  Aus- 
tralia-California wine  dance.  F 


Hardly  a  dog's  life: 
«lacksoiV$lT*6vmg  on 
•  to  b1e«d£j!s  sniatt  ' 
jyJneries-mto  a  bighitr 


Jess  Jackson  turned  out  not  to  be  just  another  gentleman 
farmer.  His  canny  idea,  to  let  the  many  drink  well,  has  put 
him  atop  the  American  wine  business.  Now  he  builds  anew. 


BY  TIM  W.  FERGUSON 

IN  THE  1970S  THE  RUSH  OF  SUOCESS- 
ful  men  to  the  good  life  of  winemaking 
in  Napa  and  Sonoma  was  on.  They 
would  join  the  ethnic,  primarily  Italian 
families  that  had  rebuilt  the  industry  after 
Prohibition.  The  newcomers  would  en- 
rich American  viniculture  with  their 
craftsmanship  and  flair,  but  not 
amass  new  fortunes  in 
the  process.  The  busi- 
ness of  wine  still  be- 
longed to  the  Gallos,  the 
Sebastianis  and  the  like. 
With  one  exception: 
Wfffr  Jess  Stonestreet  Jackson, 
whose  midpriced  Kendall -Jackson 
bottlings  are  more  familiar  to  Americans 
than  the  man  behind  them.  That  is  by 
design.  As  a  San  Francisco  real  estate  lit- 
igator, Jackson  was  bitten  by  the  grape 


bug  in  the  1970s,  but  not  by  the  atmc 
pherics.  With  his  elderly  parents  helpii 
he  began  at  a  weekend  place  in  pe 
country  an  hour's  drive  from  the  prii 
valleys — well  removed  from  their  fan 
wine  auctions  and  trellised  tasting  are 

Thus  outside  both  the  old  and  n« 
molds  of  American  winemaking,  Jac 
son  had  room  to  create  something  d 
ferent:  popular-market  wines  goi 
enough  to  command  profit-heavy  ml 
gins.  The  secret:  flatter  your  custom' 
not  yourself.  Create  a  brand  that  is  co 
sistent,  flavorful  and  available.  That  fc 
inula  has  made  him,  at  age  70,  Ame 
ica's  first  vino-billionaire. 

The  founder  eventually  took  Kenda 
Jackson  Wine  Estates  south  to  Sonon 
County,  but  a  big  part  of  his  success  w 
recognizing  that  California's  "coasta 
wine  belt  was  a  300-mile-long  affair.  1 
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make  anyone  listen  to  Muskrat  Love  for  9  minutes 

, while  I  check  with  the  shipping  department  again. 


mers  are  less  and  less  willing  to  put  up  with  frustration.  It's  because 
the  Internet  revolution  has  increased  their  expectations.  When  your  employees  have  realtime, 
accurate  information  at  their  fingertips,  they  can  give  the  right  answers,  quickly. 
That's  because  IBM  and  Siebel  have  teamed  up  to  provide  the  most 

comprehensive  customer  focused  e-business  solutions. 


customer  relationships 


1.888.917.8884  ibm-siebel.com 


•l&SJS  JACKSON 

•Wing  chardonnay  grapes  as  far  south 
1 1  [glamorous  Santa  Maria,  and  by  dot- 
ting  ihe  state  with  winepresses  to  keep 
production  close  to  the  source,  Jackson 
secured  his  ability  to  produce  more  than 
3  million  cases  a  year  of  quality  wine. 
That  is  more  than  twice  the  output  of  his 
segment's  closest  rival  for  market  share, 
Allied  Domecq's  Clos  du  Bois  winery. 

That's  why  K-J,  where  sales  could  hit 
$360  million  this  year  and  which  Jackson 
owns  nearly  in  total,  now  is  worth  at  least 
$1.5  billion.  SunTrust  Equitable  Securi- 
ties' David  Goldman  guesstimates  it 
could  run  a  2000  operating  margin  of 
35%,  with  profits  before  depreciation,  in- 
terest and  taxes  at  $136  million.  The  op- 
erating margins  at  Mondavi  and  Beringer 
are  more  like  22%  and  25%.  The  world 
may  soon  get  a  closer  look  at  K-j's  num- 
bers. Jackson  has  turned  over  day-to-day 
management  to  former  Hewlett-Packard 
boss  Lewis  Piatt,  quite  possibly  with  a 
view  to  prepping  the  outfit  for  a  public 
offering.  Another  possibility:  Jackson  sells 
off  the  property  in  the  current  wave  of 
global  wine  consolidation  (see  preceding 
story). 

Jackson  has  a  separate  collection  of 
small  wineries  and  holds  12,000  planted 


Drinking  Up 


With  its  higher  pricing  among  popular-market  chardonnays,  Kendall-Jackson 
able  to  command  a  greater  dollar  share  on  the  busy  shelves  of  U.S.  food  stores 


Percent  of  market  share  for  12  weeks  ending  Aug.  13. 
Source:  IRI  Infoscan. 


company's  sales- — that  dwarfs  its  near- 
est competitors  (see  chart). 

In  the  U.S.  the  mass  market  in  wine  is 
a  relative  term.  Only  25%  of  adults  drink 
wine  regularly,  and  far  fewer  still  make  it 
part  of  their  daily  lives.  But  among  those 
who  do,  exploding  wealth  has  driven 
prices  skyward.  In  today's  market,  any 
good  craft  vintner  can  make  money.  Not 
so  in  many  of  these  past  25  years:  Pro- 
ducers overextended,  lenders  retreated, 
nature  intervened.  Some  players  sold  to 
big  spirits  companies.  Throughout,  Jess 


fought  many  of  the  conventions 
some  of  the  powers  of  the  indust 
especially  the  Gallos.  K-J  long 
dropped  out  of  the  main  trade  gr 
the  Wine  Institute,  and  Jackson  gro 
that  if  all  the  extended  Gallo  famil 
are  figured  in,  the  clan  accounts 
most  of  U.S.  wine  production. 

Just  as  Jackson  has  his  beefs  witli 
wine,  which  has  failed  to  give  Amer 
wine  a  good  name,  so  does  he  qui 
with  conceits  of  the  "name"  bout 
vintners  who  shrink  from  scale.  "B 


"I  don't  want  my  winemakers  giving  tours,  or  young  ladie 
leading  people  through  our  cellars  where  work  is  going  on 


acres  in  California  (worth  roughly 
$40,000  on  average).  We  added  him  to 
The  Forbes  400  this  year  at  $1.3  billion. 

Jackson  has  never  sought  to  be  the 
public  face  of  his  business,  and  he  won't 
talk  about  his  wealth.  "Money  is  a  mea- 
sure of  doing  well,  but  you'd  better  like 
what  you're  doing,  or  money  is  a  sick- 
ness," he  says.  For  25  years,  in  a  remark- 
able second  career,  he  has  liked — loved — 
figuring  out  how  to  get  good  wine  to 
people  who  may  not  fadiom  the  count- 
less permutations  on  the  market  but  have 
the  sense  and  taste  to  go  with  what 
they've  come  to  like. 

Result:  18%  annual  unit-volume 
growth  in  the  1990s  and  a  dollar  mar- 
ket share  in  the  highly  fragmented 
chardonnay  segment — 60%  of  the 


Jackson  made  profits. 

"We've  tried  to  create  a  value  stan- 
dard, building  price  to  quality,"  he  says. 
"This  is  wall-to-wall  work." 

His  toil  is  finally  diminishing.  Jack- 
son says  he  will  step  down  as  chairman  of 
K-I  by  year's  end.  Although  he  is  focused 
on  the  small-winery  unit,  just  renamed 
Jackson  Family  Farms,  there,  too,  he  is 
ceding  more  matters  to  management, 
which  includes  his  wife,  Barbara  Banke. 
He's  happy  to  get  away  to  sunsets  at  his 
Tuscan  villa,  golf  near  his  Kauai  spread 
or  fly-fish  for  salmon  in  Alaska.  Away,  he 
is  able  to  forget  wine. 

But  he  doesn't  talk  in  the  past  tense 
about  what  he's  built,  nor  will  separa- 
tion be  easy.  Competitive,  he's  always 
loved  a  good  fight.  During  his  rise  he 


not  bad!"  he  insists. 

Indeed,  K-I  relies  on  widespi 
brand  recognition.  Jackson  filed  a 
ing)  lawsuit  against  Gallo  for  mini 
ing  K-l's  label  with  the  cheaper  Tun 
Leaf  line.  But  Jackson  believed  wir 
sold  differently  from  other  consu 
products:  K-I  eschews  most  advei 
ing — it  is  focused  instead  on  the  p 
of  sale  in  restaurants  and  retailers, 
son  insists,  however,  that  he  doesn' 
"slotting"  fees  to  supermarkets. ) 

Also,  Jackson  wasn't  interestec 
showmanship.  "I  don't  want  my  wi 
makers  giving  tours,"  he  says,  "and  I  d< 
need  attractive  young  ladies  leading  ] 
pie  through  our  cellars,  where  ther 
work  going  on,  and  sometimes  bad 
guage  being  used."  Although  he  has 
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customer  service  supervi 


bull 


nev 


hear  "can  i  have  your  account  number? 

.  "can  i  have  your  account  number? 
"can  i  have  your  account  number?"  again 


If  your  service  people  can  easily  access  comprehensive, 

up-to-the-minute  customer  profiles,  customers  won't  have  to  repeat 
the  same  information  to  three  or  four  people  ever  again.  Integrated  call  center  solutions. 
It's  what  you  get  when  IBM  and  Siebel  team  up  to  provide  the  most 

comprehensive  cu^Mjer  focused  e-business  solutions. 
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Broadwing 


INTRODUCING  THE  WORLD'S  FIRST 

ALL-OPTICAL 
NETWORK. 

NOT  THE  PROMISE  OF  ONE. 

THE  ONE. 


We're  proud  to  present  the  network  we've  all  been  dreaming  about:  all-optical  from 
beginning  to  end.  Which  means  starting  today,  your  network  can  be  simpler,  more  reliable, 
faster  and  more  affordable  than  it  was  yesterday.  Welcome  to  zero  delay.  Welcome  to 
accountability.  Welcome  to  Broadwing.  Call  1-800-BROADWING  or  visit  broadwing.com  today. 


tained  top  winemakers  over  the  years,  he 
doesn't  accord  them  cult  status  as  the  in- 
dustry is  wont  to  do — he  ranks  higher  the 
identification  of  proper  terroir,  or  growing 
area.  One  of  his  top  aides,  a  Ph.D.  soil 
chemist,  is  known  as  "Dr.  Dirt." 

To  this  day  the  company  posts  scant 
signage  on  its  properties,  including  the 
twin  Jackson-owned  office  buildings  in 
Santa  Rosa  that  house  the  management 
of  K-J  and  Family  Farms.  It  barely  courts 
wine-country  visitors. 

Instead  of  hoopla,  Jackson  went  look- 
ing for  the  better  benchlands  and  valleys 
of  the  central  and  northern  California 
coast  (actually,  up  to  50  miles  inland).  He 
hired  top  talent  to  match  grapes  and 
growing  conditions,  providing  what  he 
calls  "flavor  domains."  Then,  for  the 
main  K-J  line,  Vintner's  Reserve,  he 
blended  the  results. 

Jackson's  1987  purchase  of  1,300  acres 
north  of  Santa  Barbara  was  key  to  his 
strategy.  The  distressed  former  Tepusquet 
vineyard  now  is  the  backbone  of  K-j's 
basic  chardonnay  as  well  as  the  home  of 
Jackson's  higher-end  Cambria  winery. 

From  its  varied  sourcing,  K-J  is  near  to 
supplying  half  its  grape  needs.  This  has 
both  cost  and  quality  implications.  The 
company  is  insulated  from  fluctuations 


in  the  spot  market  for  juice,  especially 
from  Napa  and  Sonoma  where  it  has 
zoomed  of  late.  And  it  can  adjust  the  mix 
for  harvest  vicissitudes. 

Jackson  is  proud  of  what  he  won't 
do:  take  grapes  from  California's  Central 
Valley,  inferior  terroir  that  sustains  the 
under-$5-a-bottle  trade,  or  dilute  his  va- 
rietals  with  less  expensive  grapes  com- 
monly used  in  blends.  He  recalls  a  tight- 
supply  stretch  in  the  mid-1990s  when 
his  insistence  on  maintaining  pure 
chardonnay  (label  laws  allow  25%  to 
come  from  cheaper  grapes)  "cost  us  $12 
million  after  tax." 

A  serendipitous  fermentation  tech- 
nique gives  Vintner' s  Reserve  chardon- 
nay a  sweeter  or,  as  Jackson  calls  it,  "fruit 
forward"  flavor.  This  pleases  the  Ameri- 
can palate  and  leads  to  a  strong  prefer- 
ence for  his  wine  among  ordinary  con- 
sumers, if  not  among  purists. 

K-J  bottles  are  priced  a  few  bucks 
higher  than  other  mainstream  wines.  If 
a  Clos  du  Bois  chardonnay  costs  $9  at  re- 
tail, for  instance,  K-J  will  be  $1 1.  Jackson 
got  too  aggressive  on  pricing  in  the  late 
1 990s,  trying  to  push  the  chardonnay  up 
another  few  dollars.  (He  says  he  was  try- 
ing to  adjust  for  supply.)  Shipments  fell 
18%,  and  Jackson  retreated  on  price.  He 


Jackson  in  Context 

KENDALL- JACKSON  IS  FAR  FROM  BEING  AMERICA'S  BIGGEST  WINERY.  THAT  TITLE  SE- 
curely  belongs  to  Gallo,  another  privately  held  and  enduringly  profitable  com- 
pany. Ernest  Gallo's  side  of  the  family  is  rich,  too— $800  million,  we  estimate- 
but  not  as  rich  as  Jess  Jackson.  Why?  Because  Gallo's  empire  is  built  around  a 
lower-priced  product,  sourced  from  outside  growers  to  avoid  encumbering  E&J 
Gallo  with  the  kind  of  land  assets  that  turn  out  to  have  appreciated  so  mightily 
for  Jackson.  Today  Gallo  is  producing  great  wine  from  its  own  vineyards  in 
Sonoma,  but  at  a  fourth  of  Jackson's  scale  in  the  $IO-to-$l5-a-bottle  segment. 

In  Sonoma,  Sebastiani  Vineyards  is  also  private  and  much  larger  but,  like 
Gallo,  weighted  toward  lower-end  wine  (big  brand:  Vendange),  which  usually 
comes  from  grapes  in  California's  hotter  Central  Valley.  In  the  early  1980s  young 
Sam  J.  Sebastiani  tried  to  take  the  family  operation  in  the  same  upscale  direction 
in  which  Jackson  was  headed  but  hit  obstacles  and  was  pushed  aside  by  other 
members  of  the  family.  Notably,  the  company  has  just  opted  to  sell  its  cheap-wine 
operations  and  concentrate  on  the  higher  end  it  fatefully  ceded  before. 

Then  there  are  the  Mondavis,  in  Napa,  who  on  87-year-old  Robert's  side  took 
off  on  a  quality  bent  years  before  Jackson  got  started.  Public  since  1993.  Robert 
Mondavi  Co.  is  the  first  name  in  American  fine  wine,  but  the  bulk  of  its  sales  come 
from  a  lower-margin  line,  Woodbridge,  while  the  higher-end  varietals  aren't  made 
in  the  volume  that  could  have  produced  a  Jackson-size  fortune.  —T.W.F. 


recovered  the  lost  volume. 

Although  Jackson's  flat  hierarchy 
lows  the  managers  considerable  leeW 
they  also  recognize  his  penchant  for  qu 
tioning  operational  details  all  the  w 
from  the  vines  to  the  tasting  rooms. 
l.ew  Piatt  gets  notes  and  voice  mails.  "J 
problem  is  I'm  too  damn  curious," 
proprietor  admits. 

Jackson  sought  to  control  as  rnudi 
his  destiny  as  possible,  and  in  so  doij 
boost  his  margins.  Buying  vineyards! 
maybe  a  fifth  of  their  present  value 
average,  was  one  step.  In  order  to  age 
wines  as  the  market  desires,  he  wo^ 
need  a  lot  of  French  oak  casks.  In  l<j 
he  bought  a  cooperage  that  suppl 
about  half  the  250,000  barrels  the  col 
pany  uses,  saves  about  a  third  the  Sfl 
going  price  and  ensures  quality.  Sensi 
that  his  wines  would  suffer  in  the  key  G 
ifornia  market  (a  quarter  of  sales)  at i 
hands  of  an  outside  distributor,  Jacks 
started  his  own  there  and  may  do  \ 
same  in  other  states  where  this  kind 
vertical  integration  is  legal. 

Jackson's  war  with  middlemen  I 
now  moved  to  the  Internet,  which  he  s 
is  going  to  cut  the  costs  of  distributi 
for  smaller  wineries  in  half. 

Although  the  Family  Farms  unit  sh 
only  a  sixteenth  of  K-j's  volume,  it'si 
S40  million  in  sales  with  prices  reachi 
as  high  as  $125  a  bottle.  Jackson  expe 
each  of  his  small  labels  to  make  rnon 
though  in  some  cases  they  are  being  r 
by  family  (hard  to  fire)  or  came  at  he 
price  tags.  With  the  latest  buy,  prestigio 
Matanzas  Creek  in  Sonoma,  Jackson 
portedly  spent  S45  million  for  a  win* 
making  only  35,000  cases. 

Jackson's  fortune  and  drive  n 
allow  him  to  make  the  best  wines  fr< 
the  best  grapes.  Where  next  in  life? 
has  cited  Italy's  Antinori  family,  whi 
Florence-based  interests  extend  from  c 
anti  into  the  broader  culture.  Althou 
Jackson  isn't  political,  he  is  an  avid  reai 
and  animated  recounter.  "His  third 
reer  will  be  as  a  history  professor,"  lauj 
Steven  Spadarotto,  chief  operating  o 
cer  at  Family  Farms. 

The  professor  part  may  be  a  joke,  \ 
for  this  hale  septuagenarian,  a  third 
of  some  note  is  quite  possible. 
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b  AnutLCo  •  ratm   TUHK  •  bAN  l-HANCISCO  •  SEATTLE  •  SEOUL  •  PUSAN  •  CHEJU  •  KWANGJU  •  HONG  KONG 


When  was 


THE  LAST  TIME 


YOU  LOOKED 


FORWARD 


TO  FLYING? 


Asiana  Airlines 

The  Jewel  o/ Asia. 


Glorious,  wasn't  it?  Soaring  back  and  forth,  not  a  care  in  the  world. 
Which  perfectly  describes  any  Asiana  Airlines  flight.  Our  staff  won't 
just  cater  to  you.  They'll  pamper  you.  Our  fleet  is  one  of  the  newest 
in  the  air,  with  all  the  modern  amenities.  Just  sink  back  into  your 
seat  -  all  the  way  back  to  1800  in  Sleeper  First  Class  -  and  enjoy. 
A  rewarding  experience,  especially  since  the  miles  you  fly  with  us 
can  be  credited  to  your  American  Airlines  Advantage'  account. 
Next  time,  fly  Asiana.  After  all,  why  should  kids  have  all  the  fun? 
Call  your  travel  agent  or  Asiana  at  800-227-4262.  Or  visit  www.flyasiana.com. 


MATY  •  SAKHALINSK  •  SYDNEY 


GUAM  •  BEIJING  •  BANGKOK  •  MANILA  •  SINGAPORE  •  YECHON  •  SHANGHAI  •  YANTAI 


On  the  Docket  By  James  D.  Zirin 


Should  Lawyers  Partner  With  CPA: 


HBHH  VERY  WHERE  YOU  LOOK,  THE  VENERABLE  WALLS 

^  surrounding  professional  disciplines  are  tumbling 
BSS  down.  Investment  bankers  arc  now  allowed  in  the 
same  firm  with  commercial  bankers,  CPA  auditors 
9H  ire  partners  with  computer  consultants,  estate 
lawyers  and  tax  accountants  are  on  the  payroll  of  brokerage 
firms  and  banks. 

There  is  one  august  institution,  however,  that  is  resisting 
the  trend:  the  American  Bar  Association.  Its  House  of  Dele- 
gates remains  firmly  opposed  to  any  change  in  the  rule  of 
ethics  that  says  lawyers  can't  practice  in  partnership  with 
nonlawyers,  such  as  accoun- 
tants. The  ABA  is  just  a  guild, 
not  a  lawmaking  body,  but  its 
ethics  rules  have  been  adopted 
by  the  courts  or  legislatures  of 
all  50  states. 

A  year  ago  an  ABA  com- 
mittee tentatively  proposed  a 
liberalization  of  the  rules  to 
permit  lawyers  and  non- 
lawyers  to  work  together  in 
a  firm,  sharing  profits  and 
losses,  provided  that  lawyers 
control  the  legal  aspects  of 
the  firm's  work.  But,  in  an 
abrupt  about-face,  the  532 
ABA  delegates  this  summer 
voted  down  the  heretical  idea 
by  a  3-to-l  margin.  Such  ventures  would  corrupt  the  "core 
values  of  the  American  legal  profession,"  they 
declared. 

There  was  a  time  when  the  strict  ethics  rule  made  sense. 
It  is  tacky  for  a  member  of  any  honorable  profession  to  kick 
back  part  of  his  fee  to  someone  who  referred  the  case.  The 
main  exception  to  the  rule  against  kickbacks  is  that  lawyers 
may  share  fees  with  other  lawyers,  if  there  is  also  some  divi- 
sion of  labor  and  responsibility. 

But  I  think  that  the  lawyers'  reaction  to  the  accoun- 
tants' incursion  is  more  about  big  money  than  ethical 
nicety.  (I  hope  my  view  is  not  colored  by  the  fact  that  I  do 
legal  work  for  Arthur  Andersen.)  Cross-disciplinary  part- 
nerships really  pose  no  threat  to  the  individual  practitioner 
or  the  midsize  law  firm.  The  accountants  clearly  have  big- 
ger fish  to  fry.  What  is  at  stake  is  the  lush  harvest  of  fees  to 
be  garnered  by  the  megafirm  in  the  mergers  and  acquisi- 
tions field. 

The  order  of  the  day  in  the  global  marketplace  is  effi- 


The  accountants 
who  want  to  be 
cut  in  on  the 

lucrative  work  of 
merger  lawyers 

will  probably  find 
that  their  best 
odds  are  in  the 
lobbying  game. 


ciency,  and  there  is  an  ot] 
attraction  in  one-stop  . 
ping.  This  imperative  h 
the  accounting  firm  of  A 
Andersen  to  enter  tht 
business  in  a  big  way, 
3,500  attorneys  on  its  ] 
pean  payroll,  and  still  m< 
Asia.  No  traditional  law  f 
anywhere  close  to  that  in 
Is  there  any  way  in  v 
the  client  could  be  disac 
taged  when  the  lawyer  is  splitting  profits  with  a  nonla- 
Conceivably,  if  the  client  is  an  unsophisticated  indivi 
Indeed,  a  debate  is  raging  within  the  accounting  profe 
about  whether  it  is  ethical  for  a  tax  return  preparer  to  m 
light  selling  his  clients  financial  products  (FORBES,  No 
1999).  But  this  argument  is  not  relevant  if  the  client  is 
lion-dollar  multinational  with  its  in-house  staff  of  la\ 
and  financial  experts. 

The  bar  frames  its  objections  to  the  accountants  in  t 
of  its  own  core  values.  But  clearly  the  interests  of  clienl 
at  stake,  too.  Are  the  lawyers  simply  resisting  the  compe 
threat  from  a  new  way  of  doing  business? 

If  so,  antitrust  law  may  come  into  play,  just  as  it  die 
to  three  decades  ago  in  the  upending  of  "ethical"  rules 
banned  advertising  or  permitted  price-fixing  by  lawyer 
least  one  accounting  firm  is  said  to  have  retained  a  pr 
nent  antitrust  litigator  to  look  into  the  matter  of  cross-c 
plinary  law/accounting  firms. 

Excluding  new  entrants  from  a  market  violates  we 
tablished  antitrust  policy.  But  the  ABA,  despite  its  clu 
ness,  may  be  immune  to  antitrust  attack,  since  it  does 
make  the  rules  for  the  profession;  it  only  recomm 
them  to  the  authorities  (courts  or  legislatures).  State  ac 
is  exempt  from  the  antitrust  law.  So  is  joint  action  by 
competitors  in  an  industry  to  petition  legislators  for  fa 
able  laws. 

In  the  end,  the  accountants  who  want  to  be  cut  in  on 
lucrative  work  of  merger  and  acquisition  lawyers  prob 
will  find  that  their  best  odds  are  in  the  lobbying  game.  If 
can  convince  one  or  more  states  to  license  a  new  kirn 
law/CPA  firm,  they  may  break  the  straitjacket  of  conforr 
and  make  it  more  difficult  for  the  other  states  to  hold 
line.  Then  the  U.S.  can  catch  up  to  the  rest  of  the  worl< 
the  professional  services  business. 

lames  D.  Zirin  is  a  senior  partner  in  the 
New  York  law  firm  of  Brown  &  Wood 
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Introducing  Roadmap  to  the  Future. 

Log  on  to  americanexpress.com  and  you're 
just  minutes  away  from  a  great  first  step 
in  financial  planning.  With  Roadmap  to  the 
Future  -  our  online  financial  planning  tool  - 
you'll  gain  a  quick  understanding  of  your 
financial  situation.  It's  free.  It's  easy.  It's 
fast.  Roadmap  considers  income,  savings, 
investments,  monthly  expenses,  taxes  and 
time  lines.  Then  it  evaluates  your  current 
decisions,  identifies  potential  roadblocks 
and  offers  strategies  to  help  get  you  on 
track.  But  the  road  doesn't  end  there.  For 
more  in-depth  planning  and  advice,  we 
have  over  10,000  advisors  ready  to  assist 
you.  At  American  Express,  we  have  the 
financial  tools  to  help  you  do  more. 


How  your  financial 
future  can  look 
within  moments. 


nline  trading 


advice  &  planning 


investments 


1  800  GET  ADVICE  americanexpress.com 


American  Express  Financial  Advisors  Inc.  Member  NASD  and  SIPC.  American  Express  Company  is  separate  from  American 
xpress  Financial  Advisors  Inc.  and  is  not  a  broker-dealer.  ©2000  American  Express  Financial  Corporation.  All  rights  reserved. 


Harness  the  power  of  th 


Only  one  company  can  light  the  network  of  the  future.  Today.  The  first  to  m 
the  Intelligent  All-Optical  Network.  The  first  to  deliver  software,  switchinj 
transport  smart  enough  to  power  a  whole  new  class  of  serv  ices.  The  first  to  off< 


•ility,  reliability  and  cost  efficiencies  to  accelerate  top  and  bottom-line 
rmance  and  business  expansion.  Only  Corvis  delivers  all  this  today. 
light  years  a/wad.  www.corvis.com  ►  NASDAQ:CORV 


corvis 
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As  electronic  gadgets 
and  cars  get  smarter, 
Littelfuse  gets  bigger. 

BY  MARK  TATGE 

LITTELFUSE  CHIEF  EXECUTIVE 
Howard  B.  Witt  shakes  onto  a  piece 
of  paper  what  look  like  pepper 
flakes.  "Next  time  we  have  an  analyst 
meeting  I  may  just  put  some  of  these  on 
their  hamburgers  and  not  tell  them,"  he 
laughs,  holding  out  a  handful  of  minia- 
ture fuses.  The  impish  impulse  is  under- 
standable: When  second-quarter  earn- 
ings fell  short  by  a  penny  this  summer, 
fund  managers  parachuted  out  of  the 
stock,  sending  it  down  20%. 

But  overall,  this  is  a  company  on  fire, 
thanks  to  the  tiny  circuit  breakers — 
which  keep  battery-operated  cell  phones, 
palmtops  and  digital  cameras  from 
shorting  out — that  have  become  as  in- 
tegral as  memory  chips  or  microproces- 
sors in  the  wired  world.  This  year  earn- 
ings at  the  Des  Plaines,  111.  manufacturer 
are  expected  to  climb  50%  to  $1.75  per 
share,  or  $37  million.  Witt  says  he  is 
counting  on  revenues  and  profits  to 
grow  12%  to  15%  annually  for  a  while. 
Gross  profit  margins  for  those  millions 
of  components,  priced  3  cents  to  $3 
apiece,  run  in  excess  of  40%. 

Credit  the  boom  in  smarter  con- 
sumer electronics.  Like  other  low-tech 
discrete  components — such  as  resistors, 
capacitors  and  inductors — Littelfuse's 
components  reduce  or  store  energy, 
rather  than  amplify  it.  The  more  sophis- 
ticated the  device,  the  greater  the  number 
of  fuses.  Big  customers  like  Nokia,  Mo- 
torola, Panasonic,  IBM,  Delphi  and  Lu- 
cent contribute  the  bulk  of  Littelfuse's 
sales — $296  million  last  year — or  13%  of 
the  $2  billion  circuit  protection  market. 
"I  could  ship  another  $10  million  in  fuses 
today  if  I  had  the  plant  capacity  to  build 
them,"  Witt  says. 

Started  as  a  family-owned  business 
on  Chicago's  North  Side  in  1927,  Littel- 


fuse for  decades  made  most  of  its 
money  from  those  inch-long  glass 
fuses  once  found  behind  the  dash- 
board of  a  car.  (Auto  fuses  are 
mosdy  plastic  now.)  For  22  years  it 
was  an  unhappy  subsidiary  of  Tra- 
cor,  a  Texas  defense  contractor.  Lit- 
telfuse won  its  independence  in 
1991  after  Tracor  filed  for  bank- 
ruptcy. By  the  mid-1990s  it  had 
moved  more  heavily  into  supplying  fuses 
for  consumer  electronics,  especially  of  the 
handheld  variety.  The  company  devel- 
oped a  new  photographic  process  that 
made  possible  the  creation  of  fuses  the 
size  of  sand  granules — 100  times  smaller 
than  typical  automotive  fuses.  Today 
70%  of  the  cell  phones  sold  worldwide 
contain  Littelfuse  products. 

The  company  hasn't  abandoned  cars. 
It  remains  the  number  one  maker  of  au- 
tomotive fuses  in  the  world;  about  nine 
out  of  ten  cars  carry  its  products.  As  elec- 
tronics play  a  greater  role  in  cars  and 
trucks— aiding  everything  from  safety 
features  like  airbags  to  fuel  injection  and 
emission  systems — these  devices  need 


protection.  A  new  generation  of  q 
promises  to  be  even  hungrier  for  elq 
cal  power,  which  is  why  carmaker: 
scrapping  the  traditional  14-volt  syj 
(attached  to  a  12-volt  battery)  in  i 
of  a  42-volt  system.  The  average  cat 
30  fuses,  double  what  it  had  ten  I 
ago,  and  that  number  will  grow  as  a 
become,  in  Witt's  words,  "rolling  c 
and  entertainment  centers," 
copiers,  voice  recognition  systems 
GPS  receivers  to  pinpoint  where  yt 
headed,  along  with  a  video  terminal 
nected  to  the  Internet. 

If  the  hybrid  car — run  by  a  gas( 
engine  and  an  electric  motor — take 
Littelfuse  will  benefit.  The  100- 
fuses  required  in  the  drivetrain  cii 
sell  for  about  $15,  500  times 
Littelfuse  gets  for  an  everyday  5-4 
fuse  that  protects  the  dome  light.  Li 
fuse  is  maneuvering  itself  away  from 
commodity-like  end  of  the  compoi 
business,  says  Todd  Griesbach,  an 
with  Ariel  Capital  Management.  Tr? 
why  Ariel  is  hanging  on  to  its  2.3  mil 
shares  for  now. 


Short  fuses,  big  profits:  Howard  Witt  with  test  and  packaging  machine  for  short-film  fus 
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No  energy  company  is  better 
at  turning  hamburger  into  steak. 


Lots  of  energy  companies  use  a  coking  process 
in  their  refineries.  At  Conoco,  we  found  a  way  to 
make  more  money  with  ours.  We  get  more 
enriched  products,  like  gasoline,  diesel  fuel  and 
specialty  coke,  out  of  a  barrel  of  crude  oil  than 
anyone.  And  less  of  the  bottom-of-the-barrel  kind 
of  by-product,  such  as  residual  fuel  oil  and  asphalt. 

Everyone  seems  to  agree  that  this  new 
method  works  so  well,  they  want  to  get  in  on  the 
action.  One-third  of  our  competitors  have  licensed 
our  technology.  And  countries  from  Venezuela 
to  Kuwait  to  Malaysia  are  seeking  to  raise  the 


value  of  products  made  from  their  crude  oil. 

We  try  to  stay  one  step  ahead  of  the  competi- 
tion all  over  the  world.  We  were  the  first  to  launch 
ultra-deep  water  drillships,  and  struck  oil  by  going 
to  places  in  a  way  no  one  else  could.  We  planted 
more  than  a  million  eucalyptus  trees  in  Venezuela, 
providing  a  vital  cash  crop  for  the  people  who  live 
near  our  120,000-barrel-a-day  project.  And  we 
converted  our  tanker  fleet  to  double-hulls  16  years 
ahead  of  schedule,  proving  we  know  how  to  reach 
our  goal  of  "getting  to  the  future  first." 

When  it  comes  to  valuable  innovations,  we  cook. 


Think  big.  Move  fast. 

www.conoco.com 


Inc.,  2000.  All  rights  reserved 


BY  PETER  BRIMELOW 


Income  Creep 

Personal  incomes  are  rising.  Washington's  take  is  rising  faster. 


Federal  Income  Tax  Receipts  ('/• 


Previous  high:  9.4%  in  1944 


Vietnam  surtax 


^  Surplus  years 


YOU  REMEMBER  BRACKET  CREEP,  THE  1970S  PHENOME- 
non  whereby  inflation  pushed  people  into  higher  tax 
rates,  even  when  their  real  income  was  stagnant.  That 
problem  was  largely  (but  not  entirely)  eliminated  when  Con- 
gress indexed  part  (but  not  all)  of  the  income  tax  code  for  in- 
flation. There's  another  phenomenon  keeping  the  federal 
government's  coffers  filled  now:  income  creep.  As  prosperity 
raises  real  incomes,  it  pushes  taxpayers  into  higher  brackets 
and  thus  increases  the  government's  share  of  the  pie. 

As  the  chart  shows,  the  feds'  take  from  personal  income 
taxes  is  at  a  record  level.  Previous  high:  9.4%  of  GDP  in  1944. 
But  that  was  at  the  height  of  World  War  II.  After  the  war  the  in- 
come tax  take  fell  sharply,  to  a  low  of  5.7%  in  1949.  Before  the 
war  the  take  had  been  virtually  nonexistent  (0.7%  in  1934). 

Twice  previously,  in  recent  decades,  Washington's  income 
tax  take  has  stabbed  upward.  In  1969  it  benefited  from  a  leg- 


islated tax  hike,  the  Vietnam  War  surtax.  In  1981  it  ben- 
efited from  an  unlegislated  one,  the  aforementioned 
bracket  creep. 

The  Clinton  Administration  increased  taxes.  But 
these  increases,  we  estimate,  have  diverted  only  0.5%  of 
GDP  into  Washington's  paws.  The  income  tax  take  would 
have  increased  without  any  tax  hikes  at  all.  And  the  fed- 
eral budget  deficit  would  have  disappeared. 

Maybe  taxpayers  aren't  as  angry  about  prosperity 
creep  as  they  were  about  inflation  creep.  But  it  is  unde- 
niable that  the  government  is  getting  to  muscle  in  on 
their  success.  Sort  of  like  the  Mafia. 

Today's  tax  surge  is  occurring  at  a  time  of  federal 
budget  surplus  (2000  estimate:  2.4%  of  GDP),  stretching 
as  far  as  the  eye  can  see.  There  was  a  small  surplus  (0.3% 
of  GDP)  in  1969.  But  it  was  temporary,  like  the  surtax 
that  produced  it.  Any  bets  when  current  tax  rates  will  be 
reduced?  F 

Research:  EDWIN  S.  RUBENSTEIN,  research  director,  Hudson  Institute, 
Indianapolis,  edwinr@hudson.org. 
Graphics:  DAVID  LADA 
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Data  are  for  fiscal  years  Source:  OMB.  Historical  Tables.:  CBO  (2000  estimate.) 
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Find  past  charticks  at  www.forbes^om/brimelow  or  use  your  C.A.T.  scanner 
on  the  Cue  code  (right)  to  take  you  there  instantly. 
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[presentations] 


No  Matter  How  Great  The  Barriers, 

Your  Presentations  Will  Always  Break  Through. 


Sue  Everywhere 

The  European  Commission  has  proposals  on 
the  table  to  make  product  liability  laws  in 
Europe  more  consumer-friendly.  If  you're  doing 
business  there,  you'd  better  pay  attention. 


BY  ASHLEA  EBELING 

MAJOR  COMPANIES 
traditionally  have 
worried  about 
product  liability  lawsuits 
in  the  U.S.  but  not  in  Eu- 
rope. Thanks  to  govern- 
ment insurance  and 
health  benefits,  there  has 
not  been  much  need  for 
injured  Europeans  to  seek 
compensation  from  com- 
panies. But  the  U.S. 
model  has  started  to 
spread,  and  now  savvy 
companies  are  starting  to 
realize  they  face  a  whole  new  continent 
of  potential  plaintiffs. 

The  tide  started  to  turn  in  1985, 
when  the  European  Commission 
passed  a  "product  liability"  directive, 
since  adopted  as  law  by  all  of  the  Euro- 
pean Community  member  states. 
While  generally  not  as  threatening  to 
companies  as  U.S.  law,  it  was  hailed  by 
consumers  as  a  victory.  Now  European 
consumers  and  a  nascent  plaintiffs'  bar, 
buoyed  by  fears  over  AIDS-tainted 
blood  in  France  and  mad  cow  disease 
in  England,  are  pushing  the  commis- 
sion to  make  the  product  liability  law 
even  stronger  for  plaintiffs. 

The  commission,  which  aims  to 
make  the  directive  more  consumer- 
friendly,  laid  out  more  than  a  dozen  is- 
sues for  possible  reform  in  a  "Green 
Paper"  last  year.  The  most  controversial 
proposals  for  reform  are  the  introduc- 
tion of  class  actions  and  market-share 
liability,  and  the  elimination  of  both  the 
€70  million  cap  on  damages  and  the 
"state-of-the  art"  defense.  (Market- 
share  liability  divides  damages  among 
defendants  when  it's  unclear  whose 


product  caused  the  injury;  the  state-of- 
the-art  defense  absolves  producers  of  li- 
ability if  state-of-the-art  knowledge 
when  the  product  was  introduced 
would  not  reveal  the  defect.) 

"These  are  radical  proposals,"  says 
Harvey  Kaplan,  a  pharmaceuticals  in- 
dustry defense  lawyer  in  Kansas  City, 
Mo.  who  is  spreading  the  word  among 
the  defense  bar  as  cochair  of  the  Defense 
Research  Institute's  committee  on  Eu- 
ropean product  liability  law.  "Ding- 
ding-ding!  Wake  up,  guys.  lust  because 
you're  in  the  U.S.,  you  can't  say,  "This  EC 
directive  can't  affect  me.'  Oh,  yes,  it  can." 

Who  needs  to  beware?  Producers, 
suppliers  and  insurers  of  any  poten- 
tially dangerous  items  destined  for  the 
European  market  such  as  drugs,  auto- 
mobiles, tobacco,  even  food.  Essentially, 
any  company  that  might  be  the  target 
of  a  product  liability  lawsuit. 

The  battle  has  begun.  Responses 
flooded  in  from  commentators,  includ- 
ing companies  like  DaimlerChrysler, 
consumer  groups  like  the  London- 
based  Consumers  in  Europe  Group, 
and  lawyers'  trade  organizations  such 


as  the  Chicago-based  Defense  Resa 
Institute  and  the  Nottingham, 
gland-based  Pan-European  Orgal 
tion  of  Personal  Injury  Lawyers. 

The  commission  is  expected  to 
a  report  by  early  next  year.  Then  the 
ropean  Parliament  and  the  Euroj 
Council  will  decide  whether  to  put 
proposed  amendments  into  law.  The 
pact  of  any  changes  could  go  well  be) 
Europe,  because  other  countries,  ind 
ing  japan  and  Austr 
have  modeled  their 
on  the  European  direc 
Stephen  O'Sulli' 
assistant  general  cou 
for  Pharmacia,  says 
the  proposed  char 
would  have  a  chilling 
feet  on  new  drug  resej 
and  development.  "M 
companies,  incluc 
ours,  take  drugs 
enjoy  FDA  approval 
the  market  because  of! 
costs  of  insurance  and 
igation  in  the  U.S.,' 
says.  "That  does  not  happen  in  Eurc 
but  if  these  changes  go  into  effect, 
bet  it  will.  Companies  will  just  fold 
their  tents." 

Industry  representatives  are  coi 
tering  the  consumers  with  proposal 
their  own.  In  light  of  the  toughen 
regulatory  framework  for  prod 
safety  (pro-consumer  changes  to 
general  product  safety  laws  are  furt 
along),  they  have  asked  the  commiss 
to  add  a  defense  based  on  regulat< 
compliance. 

One  smart  proposal  has  at  least  so 
support  from  both  sides:  transparenc 
confidential  data-collection  system 
identify  defective  products  that  are 
on  the  market,  track  cases  and  determ 
how  well  the  directive  is  working. 

Consumer  groups  note  that  the  15 
directive  has  not  led  to  U.S.-style  verd 
in  Europe  (the  largest  individual-pla 
tiff  wins  in  Europe  have  been  in  the  1 
single-digit  millions  of  dollars).  Evei 
these  latest  pro-plaintiff  reforms  p£ 
companies  still  won't  face  juries  a 
punitive  damages,  the  most  unpi 
dictable  aspects  of  the  U.S.  system. 
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HE  VERY  BEST  OF  BUSINESS  TRAVEL 


l\  Hotel  for  Every  Niche 

live  firms  now  operate  most  of  the  brand  names 
nd  lodging  styles  preferred  by  corporate  trav- 
lers.  Their  goals  are  ambitious:  serve  business 
'avelers  everywhere,  have  lodging  options  at 
very  price  point  and  develop  new  products  for 
very  travel  segment. 


"Where  do  I  need  a  hotel?  How 
jch  do  I  want  to  pay?  What  type  of 
iging  do  I  want?" 

These  questions  once  formed  the 
sis  of  a  corporate  traveler's  decision- 
aking  process  when  choosing  a  hotel 
'  a  business  trip.  But  the  questions 


hardly  matter  now  because  a  handful  of 
lodging  companies  have  all  the 
answers.  They  have  created  complete- 
ly integrated  operations  that  serve  busi- 
ness travelers  wherever  they  go,  with 
whatever  type  of  hotel  they  want  and  at 
whatever  price  they  are  willing  to  pay. 


"The  hospitality  industry  has  more 
locations  and  more  product  niches, 
more  price  categories  and  more  brands 
than  ever  before,"  explains  hotel  con- 
sultant Tom  Sildensky.  "But  a  few 
megacompanies  control  the  show.  You 
can  travel  around  the  world  and  almost 
never  need  to  stray  from  one  lodging 
company's  brands." 

The  corporate  names  of  these  lodg- 
ing giants  may  be  familiar  (Marriott 
and  Hilton)  or  obscure  (Accor  and  Star- 
wood), or  they  may  even  be  a  firm  best 
known  for  some  other  product  (Bass). 
But  these  five  firms  now  operate  most 
of  the  brands  and  lodging  styles  pre- 
ferred by  discerning  business  travelers. 

Maryland-based  Marriott  Interna- 
tional owns,  manages  or  franchises 


more  than  2,000  hotel  locations  in  57 
countries.  Its  portfolio  of  more  than  a 
dozen  brands  includes  the  full-service 
Marriott  Hotels,  of  course,  as  well  as 
Renaissance  and  Ritz-Carlton  hotels. 
The  corporate  family  extends  to  one  of 
the  nation's  leading  limited-service 
brands  (Courtyard),  a  slew  of  "extend- 
ed-stay" franchises,  including  Resi- 
dence Inn  and  TownePlace  Suites,  and 
several  economy  chains,  such  as  Fair- 
field Inn  and  SpringHill  Suites. 

Hilton  Hotels  Corporation,  based  in 
Beverly  Hills,  is  best  known  as  the 
corporate  presence  behind  Hilton 
hotels  in  the  U.S.  But  it  is  also  a  grow- 
ing force  in  limited-service  lodging 
with  the  Hilton  Garden  Inn  chain.  And 
after  purchasing  the  Promus  lodging 
portfolio  several  years  ago,  Hilton  now 
controls  the  preeminent,  all-suites 
brand  (Embassy  Suites),  a  growing 
extended-stay  competitor  (Homewood 
Suites),  the  respected  Hampton  Inn 
chain  and  well-known  franchises  such 
as  Doubletree  and  Red  Lion.  Together 
with  Hilton  International,  a  British  firm 
that  owns  the  rights  to  the  Hilton 


name  outside  the  U.S.,  more  than 
2,000  hotels  in  50  countries  are  under 
the  Hilton  umbrella. 

You  may  not  instantly  associate  Star- 
wood with  lodging,  but  the  New  York 
firm's  global  portfolio  of  more  than  700 
hotels  includes  the  powerful  Sheraton 
and  Westin  brands;  the  limited-service 
Four  Points  chain;  St.  Regis,  Luxury 
Collection  and  Ciga  hotels;  and  the 
new,  hip  W  brand. 

The  name  Bass  probably  conjures  up 
the  image  of  the  classic  British  ale, 
but  Bass  PLC  recently  sold  its  brewing 
interests  to  concentrate  on  lodging. 
It's  not  hard  to  understand  why:  Bass 
Hotels  already  stretches  across  95 
countries,  and  its  2,900  units  include 
Inter-Continental  hotels,  Crowne  Plaza 
and  Holiday  Inn  properties,  and  Stay- 
bridge  Suites. 

France's  Accor  has  virtually  no 
public  profile  in  the  U.S.,  but  its 
globe-girding  lodging  empire  has 
3,200  outposts.  Besides  the  Sofitel 
and  Novotel  full-service  chains,  which 
are  both  strong  in  Europe,  Accor  has 
acquired  Motel  6  and  Red  Roof  Inns 


to  cover  the  U.S.  budget  segments 
also  controls  a  half-dozen  other  w 
known  brands. 

"The  goal  is  to  have  a  chain 
every  niche,  a  concept  for  every  bi 
ness  traveler,"  says  Elizabeth  Wils 
travel  manager  for  a  major  U.S.  cor 
ration.  "Lodging  chains  come  to  r 
and  they  all  say,  'We're  everywh 
you  need  a  hotel,  and  we've  got  a  c 
cept  for  whatever  you  want  to  sper 
And  they're  right." 

The  all-niches-for-all-travelers  stra 
gy  is  a  demanding  approach  to  hog 
tality,  however.  It  requires  constant  1 
kering  with  familiar  brands  to  ensi 
the  product  meets  the  needs  of  c< 
temporary  travelers.  And  there's  pr 
sure  to  develop  new  lodging  concep 
to  cover  every  fresh  wrinkle  in  t 
travel  game. 

At  Marriott,  for  instance,  the  coi 
pany  is  overhauling  its  wildly  succe 
ful  Courtyard  properties  and  evi 
developing  a  new  brand  extension, 
Marriott  hotels.  "JW  Marriott  is  an  in* 
pendent  concept.  We  want  consume 
to  see  it  as  a  separate  brand,"  says 
Fuller,  president  and  managing  direcl 
of  Marriott  International  Lodging.  T 
goal  is  to  position  the  JW  Marriott  fra 
chise  between  the  understated  luxu 
of  the  company's  Ritz-Carlton  prop 
ties  and  the  full-service  familiarity  of 
Marriott  hotels. 

Opened  in  August,  the  JW  Marric 
rn  Seoul  is  a  prime  example  of  tl 
flash  the  new  brand  hopes  to  exhib 
The  hotel  towers  34  stories  above  tl 
Korean  capital's  South  Side,  bustl 
with  restaurants  and  bars,  and  ev 
boasts  a  50-foot-high  rock-climbi 
wall,  a  scuba  diving  pool  and  22  indo 
driving  ranges.  The  Korean  proper 
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s  JW  Marriott  hotels  that  are 
ady  operating  in  about  a  dozen 
er  locations.  At  least  eight  more 
open  in  the  next  18  months. 
We  want  a  JW  hotel  to  be  unique 
different,"  Fuller  explains.  "Ritz- 
dton  is  a  residential  experience.  It 
uiet,  personal.  JW  Marriott  hotels 
designed  to  be  grand,  spectacular, 
want  people  to  walk  in  and  say, 
tw!'  We  want  [these  properties  to 
grandiose." 

ileanwhiie,  when  Marriott  opened  its 
)th  Courtyard  hotel  this  summer,  it 
5  announced  a  major  product 
esign  for  the  brand.  Courtyard  lob- 
5  will  offer  a  brighter,  more  open  and 
Dtional  space.  A  "business  library" 

feature  individual  workstations  with 
'er  outlets,  high-speed  data  ports 

ergonomic  chairs.  Courtyard  prop- 
es  will  also  be  retrofitted  to  accom- 
date  round-the-clock  pantries  that 

prepared  sandwiches  and  salads, 
he  changes  at  Courtyard  broadly 
jio  some  of  the  features  in  place  at 
ton  Garden  Inn,  a  fast-growing  com- 


petitor in  the  same  lodging  niche.  About 
90  are  open,  and  at  least  a  hundred 
more  are  in  the  pipeline  for  the  next  18 
months,  according  to  Bill  Fortier, 
Hilton's  senior  vice  president  of  fran- 
chise development. 

Every  Hilton  Garden  Inn  is  outfitted 
with  the  modern  road  warrior  in  mind. 


pool,  self-service  laundry  and  the 
chain's  signature:  a  glass-walled  lobby 
area  with  a  30-foot-high  ceiling  called 
the  Pavilion.  Besides  housing  the  front 
desk,  it  offers  a  lounge  with  a  big- 
screen  TV,  double-sided  fireplace,  a 
small,  casual  restaurant  and  the  Pavil- 
ion Pantry,  which  sells  beverages, 


The  all-niches-for-all-travelers  strategy  is  daunting. 
It  requires  constant  tinkering  with  familiar  brands  to 
ensure  the  product  meets  the  needs  of  contempo- 
rary travelers.  And  there's  pressure  to  develop  new 
lodging  concepts  to  cover  every  travel  wrinkle. 


Guest  rooms  feature  work  desks  with  a 
pull-out  shelf  for  portable  computers; 
electrical  outlets  and  phone  jacks  at 
desk  height;  adjustable  lighting  and 
ergonomic  desk  chairs;  two  telephones 
with  two  lines;  and  "hospitality  centers" 
with  25-inch  TVs,  coffeemakers, 
microwave  ovens  and  small  refrigera- 
tors. Every  Hilton  Garden  Inn  hotel  also 
features  a  business  center,  swimming 


snacks,  sundries  and  a  selection  of 
microwave-ready  foods. 

"Business  travelers  love  the  Pavil- 
ion," says  Fortier.  "They  open  the  door, 
come  into  the  lobby,  see  the  Pavilion 
and  feel  like  they  are  in  a  big  hotel." 

Of  course,  the  rise  of  the  mega- 
lodging  firms  with  a  chain  for  every 
niche  does  not  signal  the  end  of  the 
era  of  the  grande  dame  hotel  with  a 
worldwide  reputation.  Great  inde- 
pendents continue  to  thrive  around 
the  world. 

Take  the  Broadmoor  in  Colorado 
Springs,  for  example.  Founded  in  1918 
at  the  foot  of  Colorado's  Cheyenne 
Mountain,  the  700-room  property  is 
charming  yet  another  generation  of 
business  and  leisure  travelers  with  a 
staggering  selection  of  amenities:  107 
suites,  three  18-hole  golf  courses,  12 
tennis  courts,  three  swimming  pools, 
a  lavish  spa,  114,000  square  feet  of 
meeting  space,  11  restaurants  and 
bars,  16  specialty  shops,  a  movie  the- 
ater and  an  on-site  florist  and  green- 
house service. 


he  old  DiLido  hotel  in  Miami's  South  Beach 'district 
bopens  as  a  Ritz-Carlton  in  the  spring. 


now  there's  a 


way  ho 

The  fastest  i 


I  all  you  road  warriors 

ew  high-speed  Internet  service  powered  by  AT&T. 


Find  Out  how  the  team  did.  ^ 
(And  see  the  winning  goal.) 
Help  Kate  with  her  history  paper. 
(The  encyclopedia  is  online.) 
Say  "Happy  Birthday"  to  your  nephew. 
(An  online  card  can  even  sing  it!) 
Kid,  friends,  relatives.. .you've  got  a  lot  on  your  mind. 
Which  is  why  Marriott,  Renaissance  and  AT&T  have  made 

those  connections  easier  and  50  times  faster  for  you. 
All  from  the  comfort  of  your  room.* 
So,  no  matter  where  in  the  world  you  are, 

home  never  seems  far  away. 
For  more  information  and  reservations  visit  marriott.com 
or  call  your  travel  agent  or  1-800-228-9290. 

thinking  of  you 
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Class  Warfare  in  the  Skies 

The  rigid,  old  airline  configuration  of  first,  business 
and  coach  classes  is  disappearing.  Some  carriers  are 
putting  beds  in  first  class  while  others  are  switching 
to  a  "premium"  cabin  that  offers  the  best  elements 
of  first  and  business  class  at  business-class  prices. 


It's  no  joke,  frequent  fliers.  You  can't 
tell  the  classes  of  service  offered  by  the 
world's  airlines  without  a  scorecard. 

British  Airways  (BA),  for  instance, 
offers  as  many  as  four  separate  class- 
es on  long-haul  flights.  Besides  its 
groundbreaking  first-class  cabin  where 
each  seat  folds  down  into  a  large,  lie- 
flat  bed,  BA  also  offers  a  traditional 
economy  section.  Then  there  is  BA's 
new  business  class,  Club  World,  which 
offers  a  seat-into-bed  service  too.  And 
there's  also  World  Traveller  Plus,  a  new 
fourth  class  that  is  priced  at  full-fare 
coach  levels,  but  offers  more  spacious 
seating  than  coach  and  many  business- 
class  amenities. 

Virgin  Atlantic,  BA's  arch  rival,  offers 
three  classes:  coach;  Premium  Econo- 
my, Virgin's  full-fare  coach  cabin  with 
extra  amenities;  and  Upper  Class,  a 
newly  revamped  business  class  with 
beds,  a  seven-seat  bar  and  a  private 
area  where  an  in-flight  therapist  offers 
beauty  treatments  and  massages. 

Qantas,  one  of  BA's  oneworld 
alliance  partners,  has  three  classes 
too.  But  it  offers  a  sybaritic  first-class 
cabin  where  seats  fold  down  into  78- 
inch-long  beds,  a  lavish  business  class 
and  a  coach  class. 

Another  oneworld  partner,  American 
Airlines,  has  beds  in  first  class  and  a 
spacious  business  class,  but  the  seats 


in  its  coach  cabin  boast  as  much  as 
five  more  inches  of  legroom  than  most 
other  airlines  offer. 

United  Airlines,  American's  biggest 
rival,  doesn't  match  American's  spa- 
cious coach-class  seating.  But  on  many 
domestic  flights,  it  does  offer  Economy 
Plus  —  several  rows  of  seats  at  the 
front  of  the  coach  cabin  that  are  outfit- 
ted with  extra  legroom.  Economy  Plus 
seats  are  sold  at  full  coach  fares  or 
awarded  as  an  upgrade  to  elite  mem- 
bers of  United's  frequent-flier  plan. 

TWA  leads  a  group  of  major  carriers 
that  have  chosen  to  streamline  their  in- 
flight service  into  two  classes.  Besides 
a  traditional  coach  cabin,  TWA  interna- 
tional flights  offer  a  cabin  called  Trans 
World  One.  It  features  cushy  chairs  and 
other  first-class  benefits  at  a  business- 
class  fare.  Domestically,  TWA  offers  an 
upgraded  Trans  World  First  cabin  and  a 
coach  class  cabin. 

When  it  comes  to  airline  configura- 
tions, one  isn't  the  loneliest  number.  The 
skies  are  crowded  with  one-class  carri- 
ers. All  Southwest  planes  have  three 
cramped  seats  on  either  side  of  the  aisle 
and  absolutely  no  frills,  but  the  airline 
sells  tickets  at  rock-bottom  prices.  The 
one-class  configuration  at  Midwest 
Express  offers  roomy,  leather  chairs,  no 
middle  seats  and  lavish  frills  at  tradi- 
tional coach  prices.  JetBlue  Airways  is 


a  cross  between  Southwest  and  Mi 
west  Express:  It  has  the  same  thri 
seat  arrangement  and  outrageously  Iq 
prices,  but  the  seats  are  leather  al 
have  built-in  video  screens  showing  fra 
satellite  programming.  And  then  there! 
Legend  Airlines.  It  charges  coach  fare) 
but  outfits  its  refurbished  DC-9  jets  wn 
just  56  gigantic  leather  seats  and  an  1 
flight  business  center. 

Will  this  cornucopia  of  classfi 
impact  savvy  travelers?  Is  this  nascei 
class  warfare  in  the  skies  good  for  tr 
traveling  executive? 

The  answer  to  both  questions  i 
yes,  at  least  according  to  Susi 
Rafkin,  a  200,000-mile-a-year  roa 
warrior  based  in  New  York.  The  mfl 
keting  consultant  has  already  flownj 
least  a  half-dozen  separate  classe 
this  year,  including  the  flying  beds  o 
Qantas  en  route  to  Sydney,  the  sp^ 
cious  Trans  World  One  cabin  to  Mila 
and  even  Southwest's  and  JetBlue] 
one-cabin-fits-all  versions  of  coach. 

"I  think  the  smart  airlines  have  final 
ly  figured  out  that  business  traveler 
aren't  a  monolithic  group.  I  think  ail 
lines  finally  understand  that  we  war) 
different  in-flight  experiences  at  dil 
ferent  times,"  she  explains.  "On  , 
long-haul  flight  to  Australia  or  Asia 


Only  the  2,000  hotels  in  the  Hilton  HHonors®  family  offer  you  both 
hotel  points  $k  airline  miles  for  the  same  stay. 
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how  could  you  not  want  to  be  in  a 
bed?  But  a  really  good  upgraded  busi- 
ness class  like  TWA  is  perfect  for 
quick  European  runs." 

Although  her  opinion  isn't  shared  by 
all  corporate  executives  —  some  fre- 
quent travelers  make  decisions  based 
solely  on  price;  others  insist  on  their 
perception  of  "the  best,"  regardless  of 
its  cost  and  their  needs  —  Rafkin  cer- 
tainly represents  the  vast  majority  of 
business  fliers.  They  balance  price, 
comfort,  convenience  and  a  wide  range 
of  other  factors  when  choosing  a  class 
of  service  in  today's  stratified  skies. 

The  flying  beds,  for  example,  are 
popular  with  executives  who  are  often 
required  to  fly  across  the  Pacific  or 


a  comfortable  lounge  chair.  The  con- 
trols also  adjust  the  lower  back  sup- 
port, the  leg  rest  and  the  seat  back.  An 
adjustable  headrest  moves  up,  down, 
forward  and  back.  The  seats  have  built- 
in  fiber-optic  reading  lights,  individual 
ottomans,  large  meal  tables,  in-seat 
video  cassette  players  and  expanded 
storage  for  carry-on  luggage.  There  are 
dozens  of  audio  and  video  channels  to 
scan  on  the  personal  entertainment 
system.  In-seat  power  points  for  lap- 
tops are  also  being  added. 

In  addition,  Qantas  has  redesigned 
many  other  elements  of  its  first-class 
service,  which  is  available  from  several 
North  American  gateways  (including 
New  York,  Toronto,  Vancouver,  Los 


ness-class"  service.  These  premii 
cabins  essentially  combine  the  md 
requested  elements  of  first  and  bu 
ness  class  into  a  single  service  sd 
at  the  business-class  fare.  Other  c 
riers  dropping  their  old  first/busmo 
configurations  for  a  unified  premii. 
class  include:  Delta,  Continent; 
Northwest,  KLM,  Alitalia  and  Saber 

TWA's  take  on  the  unified,  premii. 
class  cabin,  Trans  World  One.  is  av< 
able  on  its  flights  to  Europe  and  tl 
Middle  East.  They  feature  special 
designed  seats  with  at  least  9 
inches  of  legroom.  The  chairs  hai 
personal,  in-seat  video  units  withj 
dozen  movies  and  many  other  audi 
and  video  selections.  Travelers  receh 
plump  pillows  and  wool  blankets.  C 
eastbound,  overnight  flights,  the  seat 
are  made  up  with  crisp,  fitted  sheet) 

On  domestic  routes,  TWA  is  also 
trendsetter  with  Trans  World  First, 
has  been  so  popular  that  the  airlir 
recently  added  60%  more  seats  1 
accommodate  the  demand.  Travele 
not  only  get  the  traditional  domest 
first-class  perks,  priority  check-in  ar 
baggage  handling,  they  also  recei\j 
day-of-travel  access  to  TWA's  elegar 
Ambassadors  Club  airport  lounges. 

Best  of  all,  an  innovative  TWA  pn 
gram  called  FirstUp  permits  travelei 
purchasing  a  full  coach  fare  to  immi 
diately  confirm  any  available  first-clas 
seat.  FirstUp  is  valid  on  all  TWA  flight 
that  connect  through  TWA's  Lamber 
St.  Louis  hub  and  many  nonsto 
flights  at  TWA's  hub  at  John  I 
Kennedy  (JFK)  Airport  in  New  Yorl 
That  includes  the  airline's  recentl 
expanded  schedule  of  transcontinei 
tal  flights  from  JFK  to  Los  Angeles  an 
other  California  airports. 


A  few  executive  travelers  only  buy  on  cost,  but  the 
vast  majority  of  frequent  corporate  fliers  balance 
price,  comfort,  convenience  and  a  wide  range  of 
other  factors  when  they  choose  a  class  of  in-flight 
service  in  today's  stratified  skies. 


Atlantic  and  then  head  right  from  their 
flight  into  a  meeting  or  presentation. 

"Beds  are  the  cost  of  entry  for  a 
serious,  long-haul  first-class  product," 
says  Ken  Groves,  vice  president  of 
marketing  for  the  Americas  at  Qantas 
Airways.  "When  you've  got  passengers 
for  12  or  14  hours,  you  must  offer 
them  an  opportunity  to  sleep  comfort- 
ably, enjoy  wonderful  entertainment 
and  experience  a  full  range  of  discrim- 
inating dining  options." 
.  The  Qantas  first-class  seat,  for  exam- 
ple, reclines  into  a  flat,  spacious  6-foot, 
6-inch  bed.  Electronic  controls  on  the 
armrest  give  travelers  total  flexibility  to 
transform  it  from  a  plush  armchair  into 


Angeles  and  Honolulu)  to  Sydney,  Mel- 
bourne and  other  destinations  in 
Australia  and  New  Zealand.  Before 
departure,  customers  relax  in  private 
lounges  equipped  with  everything  from 
televisions  and  fax  machines  to  tele- 
phones and  shower  stalls.  The  in-flight 
meal  service  is  created  by  Neil  Perry, 
Australia's  best-known  restaurateur  and 
chef.  Passengers  receive  "sleeper 
suits"  and  lavish  amenities  kits  with  a 
wide  range  of  toiletries.  Qantas  even 
expanded  the  size  of  its  first-class  wash- 
room by  20%. 

On  the  other  side  of  the  world,  on 
the  transatlantic  routes,  TWA  is  a 
leader  in  providing  the  "super-busi- 


a  different  time  zone,  a  different  language,  a  different  culture. 

at  least  your  wireless  number  is  the  same. 


INTRODUCING  AT&T  WORLD  CONNECT  SERVICE. 

With  AT&T  WorldConnect  service,  you  can  take  your  wireless 

number  to  over  100  countries.  Plus,  get  low  international  g 
long  distance  rates  on  calls  you  make  from  abroad  or  any 
domestic  AT&T  Wireless  Services  market.  With  one 
simple  bill,  it's  a  great  way  to  stay  on  top  of  your  business.  Whether 
it's  in  a  different  time  zone  or  a  different  hemisphere.  To  find  out 
more,  visit  a  participating  store  near  you. 


www.att.com/wireless/business 
I  800  335-INTL 

PHONES  BY  NOKIA 


WIRELESS  FROM  AT&T. 

YOUR  WORLD.  CLOSE  AT  HAND. 


AT&T 


-  ©2000  AT&T.  Activation  fee  applies.  Domestic  calling  requires  a  Digital  multi-network  phone.  International  calling 
■HHSHlilMMI^I  requires  a  compatible  GSM  phone.  To  enroll  in  the  service,  you  must  have  a  Digital  multi-network  phone.  Special 
t  and  billing  requirements  apply.  Not  available  for  purchase  in  all  areas.  Long  distance  service  provided  by  AT&T  Wireless  Services.  International  long 
nee  rates  from  the  U.S.  only  apply  to  calls  placed  when  using  the  AT&T  network  in  an  AT&T  Wireless  Services  area.  Cannot  call  all  countries,  and  phone 
not  work  in  all  countries.  Rates  do  not  apply  when  a  credit  card  or  operator  assistance  is  required  to  complete  the  call.  Airtime  or  roaming  charges 
i  addition  to  long  distance  charges. When  traveling  internationally,  long  distance  for  outgoing  and  incoming  calls  will  be  calculated  based  on  the  country 
e  the  call  is  placed  or  received,  regardless  of  the  number  called.  See  AT&T  WorldConnect  service  brochure  for  complete  information. 


ARRIVE  I 
SAFELY. 
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■Travel  Plans 


Bigger  is  Much  Better 

The  best  and  fastest  way  for  a  family  of  hotel  chains 
to  build  loyalty  is  to  create  a  mammoth  frequent- 
travel  plan.  And  cash  —  or  at  least  the  prospect  of 
turning  points  into  cash  and  cash  equivalents  —  is 
this  year's  big  loyalty  draw. 


Remember  two  words  about  fre- 
quent-stay programs:  bigger  and  cash. 
They  cover  everything  you  need  to 
know  about  how  travel  loyalty  plans 
are  changing. 

As  the  world's  leading  hotel  compa- 
nies struggle  for  supremacy  in  the  lodg- 
ing market,  they  have  bulked  up  by 
acquiring  competitors  around  the  world 
and  across  the  highly  segmented  hos- 
pitality landscape.  And  the  best  and 
fastest  way  for  hotel  companies  to 
secure  customers  for  these  new  brands 
is  to  build  loyalty  to  mammoth  fre- 
quent-travel plans. 

In  recent  years,  Marriott  folded  the 
small,  proprietary  frequency  programs 
operated  by  many  of  its  chains,  creat- 
ed the  gigantic  Marriott  Rewards  plan 
and  extended  it  to  virtually  all  of  its 
2,000  hotels.  When  Bass  Hotels  pur- 


chased  the  Inter  continental  chain  to 
augment  its  Holiday  Inn  and  Crowne 
Plaza  franchises,  it  promptly  added  the 
acquisition  to  its  successful  Priority 
Club  Worldwide  program.  When  Star- 
wood, owner  of  the  Sheraton  brand, 
purchased  Westin  hotels,  it  scrapped 
both  chains'  frequency  plans  and  cre- 
ated a  joint-loyalty  program  called  Star- 
wood Preferred  Guest. 

The  biggest  of  the  bigger-pro- 
grams-are-better transformations  has 
occurred  at  Hilton.  The  Hilton 
HHonors  plan  has  quadrupled  in  size 
since  Hilton  acquired  the  Promus 
lodging  portfolio  that  included 
Embassy  Suites,  Hampton  Inn, 
Homewood  Suites  and  Doubletree 
hotels.  The  result  has  been  instant 
success  for  both  Hilton  and  the 
HHonors  program. 


"I  know  it  sounds  trite,  but  big) 
really  has  been  better,"  says  Jeff  Disl 
president  and  chief  operating  officei 
Hilton  HHonors  Worldwide.  Since  I 
former  Promus  brands  and  its  1,5 
locations  were  added  to  the  HHon< 
program  in  April,  "the  company  ti 
been  going  gangbusters,"  according 
Disk  in.  "We  expected  it  to  be  good,  I 
it's  been  extraordinary." 

HHonors  has  signed  up  2  million  m 
members,  many  of  them  customers 
the  former  Promus  brands.  Hilton's  r{ 
enue  per  available  room,  a  cruc 
barometer  of  fiscal  health  in  the  he 
pitality  industry,  has  skyrocketed.  Si 
ing  across  the  brands  added  $78  rr 
lion  in  incremental  revenue  during  t 
second  quarter.  Moreover,  Diskin  say 
15%  of  the  stays  at  the  former  Prorrn 
properties  are  now  booked  by  gues 
who  identify  themselves  as  Hilto 
HHonors  members. 

The  Promus  hotels  didn't  have  a  Ic 
alty  program  before  the  acquisition  I 
Hilton,  so  the  addition  of  HHonors  "he 
really  stimulated  traffic."  Diskl 
explains.  "All  our  customers  were  happ 
to  earn  extra  points  at  all  these  ne) 
hotels.  There's  great  utilization  of  Hiltq 
by  former  Promus  customers  and  grea 
utilization  of  the  former  Promus  brand 
by  Hilton  customers.  And  HHonors  i 
one  of  the  catalysts  of  it  all." 

As  the  major  programs  have  bulked  u 
—  Priority  Club  now  offers  points  accru 
al  and  free  stays  at  2,900  hotels.  Hilto* 
HHonors  has  around  2,000  propertiel 
and  Marriott  Rewards  has  about  1.80J 
outlets  —  the  competition  has  begun  tj 
shift  to  a  new  competitive  arena:  uniqu( 
payoff  opportunities  for  customers.  Thj 
programs  already  offer  reward  point! 
that  travelers  can  exchange  for  fre< 


frequency  tiers  to  its  #1  Club  Gold  instant-rental  program. 


million  saved  is  a  million  earned. 

ght  Options  has  made  jet  ownership  truly  affordable.  As  the  first  company  to  take  fractional  jet  ownership  into  the 
led  marketplace,  Flight  Options  can  put  you  in  the  jet  that,  matches  your  mission  for  35%  less  than  our  competition, 
y  select  from  the  most  requested  jets  flying  today:  Citations,  Beechjets,  Hawkers,  Falcons,  Challengers  or  Gulfstreams. 
;ry  jet  features  five-star  amenities  such  as  oversized  leather  seating,  ample  work  space,  DVD  movies,  digital  CD  music, 
:-the-art  electronics  and  business  services.  When  you  need  the  flexibility  to  maximize  every  day,  turn  to  Flight  Options, 
e  information,  call  us  today  at  877.703.2348.  We've  got  your  options. 


*  Hawker  800  approximate  purchase  price  for  1/4  share. 


phone:  216.797.8345       '   fax:  216.797.6024  www.flightoptions.com 
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rooms  and  vacations,  airline  tickets  and 
even  airline  frequent-flier  miles.  But  now 
they  are  beginning  to  entice  travelers 
with  opportunities  to  transform  hotel 
points  into  cold,  hard  cash. 

Marriott,  for  example,  is  about  to 
launch  a  revolutionary  program  that  will 
allow  Marriott  Rewards  members  to 
redeem  points  for  dollar  credits  in  an 
E-Trade  account.  The  exclusive,  two-year 
program  is  a  straightforward  points-to- 
cash  arrangement:  Predetermined  num- 
bers of  Marriott  Rewards  points  can  be 
translated  into  dollar  credits  deposited 
in  the  E-Trade  account.  The  exact  points- 
to-dollars  ratio  has  not  yet  been  final- 
ized, but  there  will  be  no  limit  to  the 
number  of  points  Marriott  Rewards  play- 
ers will  be  able  to  convert  or  any  limita- 
tions on  their  use  of  E-Trade,  says  Lynne 
Roach-Hildebrand,  senior  vice  president 
of  loyalty  and  database  marketing  for 
Marriott  International. 

"The  points  become  totally  liquid 
once  they  are  converted  into  the 
E-Trade  credit,"  she  explains.  "Howev- 
er you  would  normally  trade,  you  will 
have  the  same  flexibility." 

Roach-Hildebrand  expects  about  20% 
of  Marriott  Rewards'  13  million  mem- 
bers to  transfer  at  least  some  points  to 
E-Trade.  "There's  a  good  synergy 
between  Marriott  members  and 
investors.  We  estimate  80%  or  90%  of 
our  customers  already  have  some  type 
of  investment  account." 

It's  clear  that  cash  —  and  the 
prospect  of  turning  points  into  cash  and 
cash  equivalents  —  is  going  to  be  this 
year's  big  frequent-stay  draw.  Hilton 
HHonors  has  just  released  a  shopping 
catalog  that  features  more  than  200 
products,  including  merchandise  from 
Fuji,  Movado,  Tiffany,  The  Sharper 


Image,  Casio  and  Sony.  HHonors'  10 
million  members  can  buy  merchandise 
to  earn  additional  HHonors  points,  or 
they  can  redeem  existing  points  to  buy 
any  of  the  products  in  the  catalog. 

Meanwhile,  a  coterie  of  former  airline 
executives  has  created  MilePoint,  still 
another  points-to-dollars  proposition. 
Launching  this  fall  at  Milepoint.com,  the 
Web-based  company  will  allow  travelers 
to  swap  airline  miles  or  hotel  points  for 
MilePoint  Dollars.  In  the  MilePoint  ratio, 
one  mile  is  equal  to  two  cents.  The 
money  can  then  be  translated  into  gift 
certificates  from  Amazon.com  or  dis- 
counts from  catalog  retailers  such  as 
Orvis,  The  Sharper  Image,  Hammacher 


Schlemmer  and  Frontgate.  Among  the 
airlines  that  will  permit  travelers  to 
cash  in  their  miles  at  MilePoint  are 
TWA,  Continental,  Delta,  Northwest  and 
US  Airways.  Hilton  HHonors  members 
will  also  be  able  to  trade  HHonors 
points  for  MilePoint  Dollars. 

"By  turning  miles  and  points  into 
online  money,  we  will  literally  release 
billions  of  dollars  of  purchasing  power 
into  the  online  marketplace,"  says  Bob 
Crandall,  chairman  of  MilePoint's  advi- 
sory board  and  the  former  chief  execu- 
tive of  American  Airlines.  "This  is  the 
natural  and  logical  evolution  [of  fre- 
quent-travel programs]." 

MilePoint  will  be  extremely  flexible: 
No  minimum  number  of  miles  will  be 


required  to  make  a  transfer,  and 
and  points  from  different  prog! 
can  be  pooled  to  create  MileP 
credits.  MilePoint  Chief  Execl 
Mark  Lacek  predicts  that  some 
Point  users  will  literally  have  1 
sands  of  dollars  worth  of  conv^ 
miles  and  points  available  to  spfl 
The  power  of  frequent-travel  d 
is  even  reaching  into  car  rental 
area  of  travel  where  frequency! 
grams  have  traditionally  been 
than  successful.  Hertz  reci 
began  adding  frequency-related 
to  its  #1  Club  Gold  instant-rentai 
gram.  Four  rentals  qualify  trav< 
for  free  membership  in  #1  Club  \ 


which  usually  costs  $50  a  yean 
rentals  within  a  12-month  period 
travelers  Five-Star  status.  That 
ties  travelers  to  as-availablel 
upgrades  and  free  rental  days.  8 
into  the  President's  Circle  of  #1 
Gold  requires  40  rentals  within  i 
month  period.  President's  C 
offers  members  guaranteed  avail 
ity  of  vehicles,  guaranteed  upgr; 
and  a  variety  of  free  travel  awi 
and  special  amenities. 

"We're  offering  the  new  levei 
recognize  Hertz's  best  customi 
says  Brian  J.  Kennedy,  executive 
president  of  marketing  and  sales, 
are  thanking  our  most  loyal  custo 
for  their  patronage." 


"Turning  miles  and  points  into  online  money  will  lit) 
ly  release  billions  of  dollars  of  purchasing  power  into 
online  marketplace.  This  is  the  natural  and  logical 
lution  [of  frequent-travel  programs],"  says  Bob  Cran 
Former  Chief  Executive  Officer  of  American  Airline 


>AY  FOR  COACH.  FLY  IN  FIRST. 

TRY  NOT  TO  SMIRK. 

BUY  COACH.  FLY  FIRST.  FIRSTUP 

At  one  airline,  we  not  only  added  60%  more  First  Class 
seats,  but  made  it  easier  for  you  to  get  one.  With  FIRSTUP, 
you  fly  in  First  Class  when  you  purchase  a  full  coach  fare.* 
It's  that  simple.  Buy  coach,  fly  First. 

Before  your  next  flight,  call  your  travel  professional  or 
TWA  at  1-800-221-2000.  Ask  for  FIRSTUP  and  get  the 
first-class  seat  you  deserve. 

TWA 

ONE  MISSION.  YOURS. 

WWW.TWA.COM 


'FirstUp  is  available  on  qualifying  domestic  connecting  flights  via  St.  Louis,  as  well  as  on  most 
nonstops  out  of  JFK.  Subject  to  availability. 


".  Jets 


A  Piece  of  the  Action 

Fractional  ownership  of  a  corporate  jet  isn't  just 
more  convenient  and  productive  for  time-pressed 
managers,  it's  often  no  more  costly  than  com- 
mercial travel. 


All  things  considered,  a  seat  in  the 
first-class  cabin  of  a  commercial  sched- 
uled jet  has  its  advantages:  It's  fairly 
comfortable,  you  get  better  in-flight 
treatment  than  the  hoi  polloi  and  the 
atmosphere  is  serene  enough  to  allow 
you  to  catch  some  winks  or  catch  up  on 
your  work. 

But  ...  no  matter  how  good  the  air- 
line, you  leave  on  their  schedule.  You  fly 
from,  through  and  to  airports  they 
choose.  And  those  airports  are  almost 
always  crowded,  frenzied  and  unpleas- 
ant places.  As  the  scheduled-travel 
experience  becomes  less  convenient 
and  more  expensive  than  ever  before, 
corporate  executives  are  learning  there 
is  a  better  way:  on-demand  corporate- 
jet  service. 

What's  right  with  private  jets?  Just 
about  everything.  You  depart  and  return 
when  you  need  to  go.  You  usually  fly  to 
and  from  smaller  airports  that  are  more 
convenient  to  your  office  and  your  final 
destination.  You  avoid  the  crowds  and 
the  inconvenience  of  commercial  air- 
ports. The  in-flight  experience  in  a  pri- 
vate plane  is  always  more  comfortable 
and  professional  than  any  first-class 
commercial  flight. 

And  much  to  the  surprise  of  some 
misinformed  executives  who  believe 
corporate  jets  are  an  extravagance, 
flying  private  is  often  no  more  expensive 
than  flying  commercial.  That  is  espe- 
cially true  when  you  factor  in  the  true 


cost  of  commercial  flying,  which 
includes  the  hours  of  lost  managerial 
time  squandered  waiting,  changing 
planes  and  driving  to  and  from  the  dis- 
tant commercial  megaports  used  by  the 
scheduled  airlines. 

"Even  in  first  class,  flying  commercial 
isn't  convenient  anymore.  That's  why 
companies  and  corporate  executives 
are  moving  to  charters,"  says  Mary 
Jane  McLaughlin  Ely,  president  of 


i 


Flight  Options  of  fers  fractional 
ownership  of  six  types  of  aircraft. 


Primac,  an  air-charter  service  based  at 
Teterboro  Airport  in  the  shadows  of  Mid- 
town  Manhattan.  "It  isn't  the  superrich 
who  charter.  It's  people  of  means,  cor- 
porate executives  who  realize  that  com- 
mercial travel  is  too  expensive  given 
the  value  of  their  own  time." 

Fractional  ownership  has  also  revo- 
lutionized corporate-jet  travel.  About  a 
dozen  companies,  including  pioneers 
such  as  NetJets  and  Flight  Options, 
offer  the  service.  By  selling  partial 
ownership  in  high-quality  aircraft,  the 
firms  offer  travelers  the  convenience  of 


private  business  aircraft  at  a  low  in 
investment  and  reduced  deprecia 
costs.  That  makes  ownership  and  d 
ating  costs  more  affordable, 
there's  another  immediate  benefit 
Fractional-ownership  plans  are  st 
tured  to  allow  owners  to  choose  f 
an  entire  fleet  of  planes  whenever  1 
require  transportation. 

Corporations  that  purchase  a 
tional-ownership   plan  from  Fl 
Options  pay  a  single,  monthly  fee 
covers  all  indirect  costs,  inclu<) 
pilots,  training,  insurance  and  adm 
tration.  Maintenance  and  repairs 
the  responsibility  of  Flight  Optic 
Fractional  owners  are  charged  an  he 
rate  for  direct  operating  costs  and 
no  additional  charges  for  wait 
ground  delays,  empty  flights  or  oi 
unproductive  time.  Prices  start  at  atj 
$197,000  for  a  one-sixteenth  shar 
a  Cessna  Citation  II  aircraft. 

In  return,  with  as  little  as  four  ho 
notice,  Flight  Options  guarantees  fl 
tional  owners  a  jet  of  their  choice  at 
of  more  than  5,000  airports  in  the  c 
tinental  U.S.  The  planes  offer  oversi 
seating,  in-flight  office  suites,  C 
movies,  digital  music  and  other  stj 
of-the-art  electronics.  The  compan 
on  call  24  hours  a  day,  7  days  a  we 
365  days  a  year.  And  fractional  owr 
of  any  Flight  Options  aircraft 
company  offers  six  planes  of  vary 
size  and  range  —  have  access  to 
'  other  models  in  the  program. 

Flight  Options  has  even  taken  fit 
tional  ownership  to  the  Internet 
recently  launched  an  "owners  only" 
that  allows  firms  to  schedule  plad 
and  experiment  with  different  tra 
scenarios  to  better  estimate  flij 
routes,  times  and  distances. 


/e  flown  Qantas  Business  Class,  nothing  else  will  do.  Our  'Dreamtime  Seat'  comes  with  the  comfort  of 
sctronic  adjustment  and  a  10  channel  personal  video.  Our  food  combines  a  unique  approach  to  freshness 
;ity.  Our  wines  speak  for  themselves,  and  the  service  is  courtesy  of  a  team  of  dedicated  flight  attendants, 
•avel  agent  or  Qantas  at  (800)  227-4500  and  make  a  comfortable  business  decision.  The  Spirit  of  Australia. 


www.qantas.com 


'hones 


One  World,  One  Price, 
One  Number 

Mobile  phones  were  once  a  curiosity,  but  now 
more  than  half  of  all  business  travelers  carry  one. 
And  what  frequent  fliers  want  most  from  their  wire- 
less phones  is  a  flat  price  for  calls  and  a  single 
phone  number  wherever  they  travel. 


Wireless  phones  have  become 
such  a  critical  part  of  the  day-to-day 
lives  of  business  travelers  that  at 
least  one  international  airline  now 
sells  mobile  phones  as  part  of  its  in- 
flight shopping  service. 

Scandinavian  Airlines  System  (SAS) 
began  selling  Nokia-brand  mobile  phones 
in  September.  Right  next  to  the  familiar 
selection  of  in-flight  gifts,  jewelry,  per- 
fume, toys  and  cosmetics  that  SAS 
flight  attendants  offer  on  the  carrier's 
150  daily,  international  flights,  there  are 
now  two  models  of  Nokia  wireless 
phones.  One  phone  is  offered  in  an  array 
of  popular  colors.  The  other  is  a  seduc- 
tively slim,  small  and  stylish  phone  with 
a  dramatic  polished-chrome  cover. 

"We're  always  looking  for  new  types 
of  products  that  appeal  to  our  cus- 
tomers who  are  traveling  for  business." 
explains  Rickard  Nisell,  director  of  SAS's 
in-flight  product  sales.  The  SAS-Nokia 
arrangement  "truly  demonstrates  how 
mobile  phones  have  been  transformed 
into  personal,  everyday  lifestyle  acces- 
sories," adds  Sara  Kullgren,  a  Nokia 
managing  director. 

More  than  half  of  the  business  travel- 
ers surveyed  by  American  Express  in 
July  2000  said  they  carried  a  wireless 
phone.  A  staggering  60%  of  the  calls 
they  make  on  the  road  are  now  initiated 


from  their  mobile  phones.  By  compari- 
son, business  travelers  currently  make 
only  about  7.5%  of  their  calls  from  tra- 
ditional pay  telephones  located  in  air- 
ports, hotel  lobbies,  on  street  corners  or 
in  other  public  places. 

"Why  go  through  the  hassle  of  finding 
a  pay  phone  when  you  can  just  carry  a 
phone  and  use  it  anywhere?"  asks  Alan 
Stiles,  a  frequent-flying  sales  executive 
based  in  Memphis.  "When  I  factor  in  the 
convenience  and  the  ability  to  stay  in 
touch  from  wherever  I  am,  it's  also 
cheaper  to  use  my  wireless  phone." 

Although  many  factors  contribute  to 
the  recent  explosion  in  mobile  phone 
use  by  business  travelers,  the  primary 
catalyst  has  been  the  flat-rate  national 
plans  introduced  by  the 
major  wireless  carriers. 
Pioneered  by  AT&T  Wire- 
less in  1998  and  now 
widely  imitated  by  Sprint, 
Verizon.  DigitalEdge  USA. 
Voicestream  and  others, 
flat-rate  plans  allow  busi- 
ness travelers  to  call 
from  anywhere  in  the  U.S. 
without  paying  long-dis- 
tance fees  or  roaming 
charges.  Freed  from  the 
geographic  and  econom- 
ic  tyranny   of  "home 


areas."  frequent  fliers  with  flat 
plans  began  using  their  wireless  phj 
from  anywhere  they  traveled,  M 
even  use  them  instead  of  the  teleph| 
in  their  guest  rooms.  Why?  Wirelq 
flat-rate  calls  are  cheaper  than  the 
vailing  rates  charged  by  hotels  for  lo 
distance  calls. 

The  current  generation  of  AT^ 
Digital  OneRate,  the  program 
started  it  all,  shows  how  compel! 
the  economics  of  flat-rate  wire 
calling  are.  The  entry-level  plan  co) 
just  $59.99  a  month  and  includes 
minutes  that  business  travelers  d 
use  anywhere  in  the  country  with 
worrying  about  long-distance  or  roi 
ing  charges.  There  are  also  pla 
offering  600  minutes  ($89.99| 
month)  and  1,000  minutes  ($119 
a  month).  The  top  Digital  OneRate 
offers  1,400  monthly  minutes  for  jj 
$149.99,  or  about  10  cents  a  minii 
That  is  cheaper  than  many  reside^ 
long-distance  calling  plans  for  wi 
phones  and  much  less  expensive  th 
a  pay-phone  call  (usually  about 
cents  for  a  local  call)  or  the  $2 
minute  rate  charged  by  many  hot« 


A 
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The  AT&T  Digital  OneRate  program  permits  busines 
travelers  to  communicate  anywhere  at  one  low  cos 
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ireless  Phones 


long-distance  calls  placed  from 
st  room  telephones, 
he  natural  progression  in  wireless 
nes  for  globe-trotting  business  trav- 
s  is  a  mobile  phone  that  initiates 

receives  calls  anywhere  in  the 
Id.  That's  a  bit  trickier  than  nation- 
e  coverage,  however,  because  most 
.  mobile  phones  are  not  compatible 
i  the  standards  and  protocols  of  the 
Bless  networks  in  Europe,  Asia  and 
;where  in  the  world, 
nee  again,  AT&T  Wireless  has  come 
he  rescue  with  a  new  plan  called 
IdConnect.  In  partnership  with  BT 
eless,  the  mobile  phone  arm  of 
ish  Telecom,  WorldConnect  allows 

phone-number  wireless  service  in 
re  than  100  countries  around  the 
Id.  "It  eliminates  the  boundaries  of 
hnology  and  geography,"  boasts 
n  Zeglis,  chief  executive  of  the 
ItT  Wireless  Group. 
vorldConnect  enables  AT&T  cus- 
ters  to  keep  their  U.S.  wireless  phone 
nber  while  traveling  across  Europe, 
a,  Australia,  Latin  America  and  the 
idle  East.  AT&T  customers  who  sign 
for  WorldConnect  receive  a  special 
nputer-memory  card  called  a  SIM 
ibscriber  Identity  Module).  It  is  pro- 
grammed with  the  caller's  mobile 
>ne  number  and  is  inserted  into  an 
;rnational-standard  wireless  phone, 
en  traveling  abroad.  AT&T  Wireless 
tomers  then  can  make  and  receive 
s  using  their  U.S.  phone  number. 
5y  can  even  access  many  of  their 
orite  features,  including  voice  mail 
j  call  waiting.  The  pricing  is  surpris- 
ly  reasonable:  a  $25  annual  fee  for 
SIM  card  and  a  $7.99  monthly  fee. 
s  made  while  traveling  internation- 

are  99  cents  per  minute  plus 


modest  long-distance  fees.  Internation- 
al hanHc:ptc:  t^IIpH           nhnnpQ  ran  hp 
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rented  as  needed  from  AT&T  or  pur- 
chased outright  from  third-party  vendors. 

Nextel  customers  to  use  just  one  mobile 

hanrlcpt  anH  nnp  \A/irp|pcc  ni  imhpr  tn 
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make  and  receive  calls  from  the  U.S., 
most  of  Europe  and  Australia  and  parts 

"Why  go  through  the  hassle  of  finding  a  pay  phone 
when  you  can  just  carry  a  phone  and  use  it  any- 
where?" asks  one  frequent  flier.  It's  actually  cheaper 
to  use  a  wireless  phone  than  a  pay  phone  or  even  a 
phone  in  a  hotel  guest  room. 

But  AT&T  is  not  alone  in  pursuing  the 
goal  of  worldwide  mobile  phone  service. 
Nextel  has  introduced  Nextel  Worldwide, 
a  service  that  uses  Motorola's  new 
globe-trotting  i2000  wireless  phone.  The 
i2000's  multiband  capacity  allows  it  to 
be  used  in  65  countries.  This  permits 

of  Asia  and  Africa.  Costs  for  making  or 
receiving  a  call  internationally  range 
from  99  cents  a  minute  (in  many  Euro- 
pean countries)  to  $3.99  in  Morocco 
and  $5.99  in  Cambodia.  The  Motorola 
phone  costs  about  $200  when  pur- 
chased through  Nextel's  Web  site. 
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)unx>undin&  The  Magnificence 

Tke  Broadmoor  continues  its  tradition  of  grandeur 
witk  exquisite  multimillion-dollar  enhancements 
including  new  shopping,  exciting  new  dining  at 
Cafe  Julie,  alfresco  dining  at  Charles  Court,  and  a 
fabulous  outdoor  terrace.  Enjoy  our  award-winning 
Spa  and  new  salon,  nine  superh  restaurants,  54  holes 
o        mpionship  golf,  tennis,  an  d  the  convenience  of 
116,000  square  feet  of  meeting  space — all  set  at  the 
foot  of  the  spectacular  Pikes  Peak. 

For  reservations,  call  800-634-7711. 

<s> 

Visit  our  Web  site  at  www.Kroadmoor.com 
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They've  Been  Working 
On  the  Airport 

To  respond  to  the  growing  throngs  of  business  and 
leisure  travelers,  airports  around  the  globe  are 
rushing  to  expand  and  improve.  "Men  at  Work" 
signs  are  on  display  from  Detroit  to  Tokyo,  and 
new  amenities  are  sprouting  everywhere. 


The  numbers  are  staggering:  About 
575  million  domestic  passengers  and 
about  600  million  international  travel- 
ers passed  through  the  world's  airports 
last  year.  Even  more  staggering  is  the 
prediction  of  endless,  often  double- 
digit,  traffic  increases  throughout  the 
rest  of  the  decade. 

To  respond  to  these  throngs,  airports 
around  the  globe  are  rushing  to  expand 
and  improve.  Completely  new  interna- 
tional airports  will  open  next  year  in 
Athens,  Greece  and  Seoul,  South  Korea. 
MidAmerica  Airport  near  St.  Louis 
began  scheduled  passenger  operations 
this  summer.  These  new  facilities  join 
the  airports  opened  during  the  last 
three  years  in  Oslo,  Shanghai,  Austin, 
Hong  Kong.  Macao  and  Kuala  Lumpur. 

And  as  any  business  traveler  knows, 
"Men  at  Work"  signs  are  on  display 
everywhere.  Narita  Airport  near  Tokyo 
is  finally  building  its  second  runway 
after  two  decades  of  disputes.  New  pas- 
senger terminals  are  nearing  comple- 
tion in  San  Francisco  and  Miami.  New 
terminals  are  under  construction  in 
Detroit,  Minneapolis  and  at  Logan  in 
Boston.  Major  overhauls  have  recently 
been  completed  in  Rome,  Sydney, 
Phoenix,  Cleveland,  Vancouver,  Philadel- 
phia and  at  Reagan  National  in  Wash- 
ington. New  York's  Kennedy  Airport, 


still  the  nation's  primary  international 
gateway,  is  in  the  midst  of  a  $9  billion, 
top-to-bottom  restoration.  And  the 
nation's  fastest-growing  airport,  Dulles 
International  near  Washington,  is  about 
to  embark  on  a  $3.4  billion  renewal. 

The  rush  to  build  even  extends  to 
transportation.  Car-obsessed  Los  Ange- 
les has  built  a  massive  new  parking 
garage  at  LAX,  while  San  Francisco  is 
connecting  its  airport  to  the  city's 


BART  mass-transit  system.  Overseas, 
Stockholm  has  built  a  high-speed  rail 
link  directly  to  Arlanda  International, 
while  Dusseldorf  has  opened  a  train  sta- 
tion beneath  the  airport  and  stretched 
the  connections  as  far  as  Berlin.  Trav- 
elers who  disembark  at  Milan's  Malpen- 
sa Airport  no  longer  must  endure  the 
hour-long,  $80  cab  ride  to  the  city 
center.  They  can  hop  on  the  "Malpensa 
Express"  instead.  It's  not  only  cheaper 


(about  $8)  than  a  cab,  but  it's  faa 
too,  connecting  Malpensa  with  Mila 
central  rail  station  in  40  minutes. 

But  the  ultimate  future  of  airport 
taking  shape  in  central  London, 
two-year-old  Heathrow  Express  aire 
whisks  passengers  from  Heathrow, 
world's  busiest  international  airport 
Paddington  Station,  just  steps  fr 
Hyde  Park,  in  15  minutes.  Eighteen 
lines  operate  check-in  desks 
Paddington,  which  allows  travelers 
check  in  for  flights  and  check  their 
gage,  then  stroll  onto  the  Heathr 
Express  and  go  directly  to  their  dep 
ture  gate.  Next  spring,  business  tr 
elers  arriving  on  the  Heathrow  Airp 
Express  will  be  able  to  take  an  es 
lator  up  to  the  lobby  of  the  HiH 
London  Paddington.  The  335-ro 
deluxe  hotel  will  join  the  London  Hill 
Metropole,  located  just  a  few  ste 
away.  The  newly  renovated  Metrop 
already  boasts  1,073  rooms  along  w 
the  most  conference  and  meet 
space  in  Europe. 

The  implications  are,  well,  stagg 
ing.  The  opening  of  the  Hilt 
Paddington  hotel  means  travele 
arriving  at  Heathrow  Airport  can  ri 
the  Heathrow  Express  and  check  irt 
a  deluxe  hotel  in  central  London 
less  time  than  it  now  takes  to  rea 
one  of  Heathrow's  own  on-site  airpc 
hotels.  And  with  the  Metropole  jus 
few  steps  away,  the  world's  busie 
international  airport  and  Europe 
largest  convention  hotel  and  conf 
ence  center  are  seamlessly  linked. 

In  other  words,  the  era  of  an  airpc 
being  totally  integrated  into  the  do 
to-day  life  of  the  city  it  serves  h 
finally  arrived.  "This  changes  the  fa< 
of  London,"  says  George  Westwe 


mm 


no  such  thing 
small  business 
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Get  your  first  year  of  Hertz  #1  Club  Gold®  membership  on  us. 
And,  enjoy  special  low  rates  from  Hertz. 

(H)ertz  believes  you  don't  have  to  be  a  big  corporation  to  be  treated  like  a 
top  priority.  Which  means  offering  you  services  like  Hertz  #1  Club  Gold  - 
our  fastest  way  to  get  from  the  plane  to  your  car  and  out  of  the  airport. 
What's  more,  through  12/31/00,  all  you  or  your  travel  agent  has  to  do  is  log 
on  to  http://offers.hertz.com/siiiallbusiness  and  complete 
the  #1  Club  Gold  enrollment  form  and  we'll  waive  the 
membership  fee  for  one  year  (a  #50  value).  And 
when  you  use  GDP#  1188888,  you'll  also  get  a  special 
low  rate.  Treating  your  business  like  the  growing,  valuable  entity  it  is.  Another 
reason  nobody  does  it  exactly  like  Hertz.  The  world's  #1  in  ear  rental. 


exactly.1 


general  manager  of  the  Metropole.  "It 
makes  Heathrow  a  convenient  part  of 
London  for  the  first  time.  This  changes 
everything  for  business  travelers." 

It  may  take  years  for  other  cities  to 
match  London's  integration  of  its  air- 
port and  city  center.  But  the  other 
improvements  evident  at  airports 
around  the  world  are  no  less  impressive. 

For  example,  Hertz,  the  world's  lead- 
ing rental-car  firm,  has  transformed  the 


airport  rental  experience.  The  process 
began  more  than  a  decade  ago  when 
the  company  introduced  its  #1  Club 
Gold  service.  The  program  allows  trav- 
elers to  go  directly  from  their  airline 
arrival  gate  to  their  rental  car  without 
an  intermediary  stop  at  the  rental-car 
desk.  But  speed  isn't  the  only  appeal. 
At  dozens  of  airports  around  the  coun- 
try, Hertz  has  built  special  weather- 
protected  rental  areas  for  #1  Club  Gold 
customers.  These  covered  areas  allow 
travelers  to  load  their  cars  and  arrange 
their  travel  plans  while  they  are  pro- 
tected from  the  elements.  The  canopied 
centers  even  have  electronic  sign- 
boards that  direct  travelers  —  by  name 
—  to  their  preassigned  rental  car. 

There  is  also  a  dramatic  change  in 
the  type  of  vehicle  you  may  rent  at  the 
airport.  Besides  its  full  array  of  cars  and 
sport  utility  vehicles,  Hertz  has  added 
Jaguars  and  the  Ford  Mark  III  conver- 
sion vans  to  its  mix.  The  Jaguar  XJ8  and 


S-TYPE  series  are  available  at  a  dozen 
airports.  The  conversion  vans,  equipped 
with  captain's  chairs,  sofa  beds,  televi- 
sions and  video  players,  are  available  at 
airports  in  more  than  50  cities. 

Hertz  has  gone  even  further.  The 
company's  Computerized  Driving  Direc- 
tions kiosks  provide  printed  directions 
between  any  two  points,  while  a  video 
screen  displays  a  map  highlighting  the 
route.  Need  even  more  directional 


attention?  Vehicles  equipped  with  the 
Hertz  NeverLost  satellite  navigation 
system  are  available  in  73  cities  in  the 
U.S.  and  Canada.  The  NeverLost  con- 
sole, mounted  on  a  vehicle's  dashboard, 
offers  digital  street  maps  on  a  large 
video  display  and  both  audio-  and  video- 
enhanced  turn-by-turn  directions. 

Back  inside  the  world's  airports, 
amenities  for  harried  executive  trav- 
elers are  sprouting  everywhere. 
Staples,  the  office-supplies  retailer, 
has  opened  branches  in  four  airports. 
The  airport  shops  sell  everything 
from  packs  of  file  folders  to  pre- 
charged,  mobile-phone  batteries.  Fit- 
ness centers  and  day  spas  have 
opened  in  about  a  dozen  airports.  In 
Pittsburgh,  the  new  WHSmith  book- 
shop features  an  automated  book- 
selling machine  called,  appropriately 
enough,  BOOK. machine.  It  operates 
24  hours  a  day  and  dispenses  best- 
sellers on  demand. 


In  airports  throughout  the  nation 
company  called  Laptop  Lane  rents  tl 
elers  office  space  by  the  minute,  a 
40-square-foot  private  office  is  outfit 
with  a  work  desk,  swivel  chair,  elect 
cal  power,  modem  with  high-spec 
nection,  laser  printer,  fax  machil 
desktop  computer  and  multiline  tg1 
phone.  Travelers  between  flights  d 
rent  a  Laptop  Lane  office  for  $2  fori 
first  five  minutes  and  then  just  38  cei 
for  each  additional  minute.  Better  y| 
phone  calls,  faxes  and  online  acca 
are  included  in  the  rate. 

Laptop  Lane  offers  business  travel^ 
an  alternative  to  the  traditional  airpi 
work  space:  the  club  lounge  netwon 
operated  by  the  nation's  major  airlin^ 
However,  the  club  networks  ha 
expanded  dramatically  in  recent  yea 
and  all  the  carriers  have  been  sprucil 
up  their  physical  facilities  and  record 
uring  their  service  offerings. 

At  TWA,  for  instance,  the  venerall 
Ambassadors  Club  network  has  bej 
totally  remade.  Especially  impressive  a 
the  sleek,  luxurious  lounges  at  l] 
Angeles  International,  JFK  in  New  Yo 
and  Lambert-St.  Louis.  TWA's  prima 
hub.  Inside  the  club,  receptionists  issi 
boarding  passes,  process  frequent-flil 
upgrades  and  sell  upgrade  certificate 
All  domestic  Ambassador  Club  room 
are  equipped  with  fax  machine 
copiers,  printers,  private  phones,  des& 
and  televisions.  Some  clubrooms  eve 
offer  private  conference  rooms,  whifl 
may  be  reserved  for  a  nominal  fee.  Mec 
bership  fees  for  unlimited  Ambassadoi 
Club  access  start  at  $200  annually.  I 

Joe  Brancatelli  is  the  former  executii 
editor  of  Frequent  Flyer  magazine  and  ci 
rently  writes  for  biztravel.com.  He  can  t 
reached  at  joebranc@westnet.com. 


The  opening  of  the  Hilton  Paddington  hotel  next  year 
means  travelers  arriving  at  Heathrow  Airport  will  be 
able  to  ride  the  Heathrow  Express  to  the  deluxe  hotel 
in  central  London  in  less  time  than  it  now  takes  to 
reach  one  of  Heathrow's  own  on-site  hotels. 


Point  of  View  By  Steve  H.  Hanke 


ling  Dollar 


dollar  is  no  surprise,  as  I  said  in  my  column  "Eu- 
roflop"  last  winter  (Dec.  27,  1999).  Unless  the  U.S. 
economy  becomes  more  socialist  and  euroland 
more  capitalist,  this  long-term  trend  will  continue. 
dw  can  it  be  long  term  when  the  euro  was  only  born  in 
ry  1999?  We  can  look  back  by  constructing  a  synthetic 
-a  weighted  average  of  its  1 1  component  currencies, 
lg  1971-98  the  synthetic  euro  depreciated  by  22% 
i;;t  the  dollar.  And  despite  all  the  prelaunch  hoopla,  the 
ling  has  fallen  even  more  sharply,  shedding  an  addi- 
25%  of  its  value  versus 
nllar.  The  European  Cen- 
ank  has  intervened  in  an 
lipt  to  reverse  this,  but  the 
Its  will  be  temporary, 
fiide  from  any  European 
Miesses,  the  biggest  reason 
ae  euro's  rout  is  the  dol- 
jrole  as  the  world's  pre- 
international  currency. 
|ks  to  its  stability,  liquidity 
|pw  transaction  costs,  the 
[r  occupies  the  command- 
ijeights,  a  position  that  is 
led  with  each  passing  day. 
iie  world  prices  90%  of  its 
modifies  in  dollars — oil 
ag  them.  When  the  euro 
iaunched,  oil  was  trading  at  $13  per  barrel.  Now  it  is 
Ing  $32,  a  146%  increase.  For  residents  of  euroland,  that 

i  anslated  into  an  unbearable  229%  increase. 

She  dollar  also  is  employed  in  90%  of  interbank  foreign - 
hnge  transactions  and  is  the  most  prevalent  reserve  cur- 
I  held  by  central  banks.  Thanks  in  part  to  its  apprecia- 

its  share  of  central  bank  reserves  has  increased  from 
»'o  in  1990  to  66.2%  today.  Not  surprisingly,  the  second 
|  popular  currency  used  by  foreigners  is  the  dollar  (their 
lis  usually  in  first  place),  with  70%  of  all  dollar  notes 
\  overseas.  Fourteen  countries  use  the  dollar  as  legal  ten- 

ind  many  governments  also  are  actively  studying  the 
•  bility  of  dumping  their  national  currencies  and  replac- 
iiem  with  greenbacks. 

ii  September  Ecuador  officially  dollar ized  its  economy. 


The  dollar's  great 
strength  has  been 

wrecking  many 
foreign  bourses, 

as  companies 
delist  at  home  and 

start  trading  in 

New  York.  The 
trend  won't  let  up. 


The  outcome  has  confounded 
the  skeptics.  The  economy  is 
projected  to  grow  by  1.3%  this 
year,  after  shrinking  by  8%  in 
1999.  The  fiscal  deficit  will 
narrow  from  6%  of  GDP  in 
1999  to  2.7%  in  2000.  The 
banking  system,  which  had 
SdflX^^^^ni  '-uttered   from  large  with- 

I  drawals  of  sucre  deposits  until 
■  wM  they  were  frozen  last  year,  has 

realized  an  inflow  of  $600  mil- 
lion of  deposits  since  dollarization  started.  Even  though  the 
government  used  more  than  $400  million  in  dollar  reserves 
to  retire  the  sucre  notes  in  circulation,  Ecuador's  foreign  re- 
serves are  about  the  same  as  they  were  before  dollarization. 
And  Ecuador's  foreign  debt,  in  default  last  year,  has  been 
renegotiated  and  will  be  serviced. 

That's  not  all.  Capital  markets  throughout  the  world  are 
dollarizing  rapidly.  To  lower  their  cost  of  capital,  foreign 
companies  are  beating  a  path  to  the  New  York  Stock  Ex- 
change and  Nasdaq,  which  of  course  both  trade  in  dollars. 
Many  traditional  foreign  companies  now  issue  American 
Depositary  Receipts  in  New  York.  These  ADRs,  representing 
claims  on  shares  in  foreign  companies,  are  traded  in  dollars, 
and  dividends  are  paid  in  dollars.  For  example,  Amber, 
which  controls  70%  of  Brazil's  beer  market  and  25%  of  its 
soft  drink  market,  recently  made  a  big  splash  when  it  issued 
ADRs  on  the  NYSE. 

Lots  of  foreign  companies  are  now  listing  their  shares  di- 
rectly in  New  York.  To  make  that  switch,  they  have  yanked 
their  shares  out  of  their  home  bourses  and  subjected  them- 
selves to  U.S.  accounting.  And  numerous  foreign  high-tech 
firms  aren't  even  bothering  to  go  public  at  home;  they  do 
their  initial  offerings  in  the  U.S. 

The  upshot  is  that  dollarization  has  decimated  many 
smaller  foreign  stock  markets.  There  is  no  better  example 
than  the  Buenos  Aires  Stock  Exchange.  In  recent  years  shares 
representing  almost  half  of  the  Buenos  Aires  exchange's  total 
capitalization  have  been  delisted.  Lately,  companies  repre- 
senting 43%  of  the  remaining  market  capitalization  are  gear- 
ing up  to  delist. 

The  greenback's  use  is  pervasive,  increasing  the  U.S.'  eco- 
nomic preeminence.  Don't  expect  that  to  change.  F 


H.  Hanke  is  a  professor  of  applied  economics  at  The  Johns  Hopkins  University  in  Baltimore  and  chairman 
Friedberg  Mercantile  Group,  Inc.  in  New  York.  Find  past  columns  at  www.forbes.com/hanke  or  use  your 
.  scanner  on  the  Cue  code  (right)  to  take  you  there  instantly. 
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onglomerat 


Wants  a  Little 

Tyco  International's  Dennis  Kozlowski 
claims  to  have  reinvented  the 
multicompany  for  the  21st  century.  Now  if 
he  could  just  get  people  to  believe  him. 


BY  SCOTT  WOOLLEY 

DENNIS  KOZLOWSKI,  CHIEF 
executive  of  the  $30-billion- 
a-year  amalgam  known  as 
Tyco  International  Ltd.,  re- 
cently found  himself  at  a 
dinner  party  seated  next  to  another 
boss,  Cendant's  Henry  Silverman.  The 
two  had  something  in  common — ac- 
cusations of  deceitful  accounting  had 
left  a  lingering  pall  over  both  their 
companies. 

But  outright  fraud  had  been  dis- 
covered at  Cendant's  CUC  Interna- 
tional, while  Tyco's  books  ultimately 
won  a  clean  bill  of  health  from  the  Se- 
curities &  Exchange  Commission.  "It 
must  really  piss  you  off  to  hear  Cen- 
dant and  Tyco  mentioned  in  the  same 
sentence,"  Silverman  offered. 

The  Tyco  chairman  replied: 
"Henry,  it  drives  me  nuts." 

Kozlowski  chafes  at  the  fact  that 
the  empire  he  built  isn't  yet  accorded 
much  more  respect  than  the  discred- 
ited conglomerates  of  an  earlier  era — 
the  hodgepodges  like  LTV  and  ITT, 
whose  stocks  fell  apart  in  the  1970s. 
Tyco  is  a  hodgepodge,  too.  How  else 
do  you  describe  a  company  that  com- 
bines butterfly  valves  and  bandages, 
fiber-optic  cable  and  fire  alarms?  But  it 


has  a  unifying  theme.  Tyco  excels  at 
grabbing  weakened,  poorly  run  manu- 
facturing businesses  and  whipping 
them  into  21st-century  shape. 

Since  rising  to  chief  executive  in 
1992,  Kozlowski  has  turned  the 
process  of  swallowing  smaller  compa- 
nies into  a  coldly  efficient  art.  He  has 
put  together  200  major  acquisitions  in 
eight  years.  This  year  medical-equip- 
ment maker  Mallinckrodt,  acquired 
for  S4.2  billion,  will  join  the  Tyco  ma- 
chine, as  well  as  28  other  companies 
that  cost  another  S2  billion  or  so,  each 
with  more  than  $10  million  in  sales. 

On  Kozlowski's  watch,  Tyco's 
earnings  have  risen  forty-fold.  Even 
after  issuing  tons  of  stock  to  make  so 
many  deals,  Tyco  has  driven  earnings 
per  share  up  eightfold  since  1992.  In 
that  time  Tyco's  share  price  has  risen 
twelve-fold  while  the  Standard  & 
Poor's  500  merely  quadrupled.  Tyco's 
market  capitalization  approaches  S90 
billion. 

Kozlowski  says  Tyco  can  keep  on 
acquiring  and  triple  in  size  before  the 
new  decade  ends.  He  vows  that  earn- 
ings will  grow  at  30%  a  year  or  better 
and  that  the  company  will  produce  at 
least  S25  billion  in  free  cash  flow  (in 


the  sense  of  net  income  plus  dep| 
tion  minus  necessary  capital  expl 
tures)  in  the  next  five  years.  Ill 
enues,  "we  will  be  a  $100  bl 
company — or  more,"  he  says.  "1 
are  no  foreseeable  limits  on  how 
we  can  grow." 

Yet  Tyco's  stock  has  gone  no1 
in  a  year.  Pound  for  pound,  Gel 
Electric  carries  a  valuation  that  | 
most  twice  that  of  Tyco's:  48 
trailing  earnings  for  GE  to  26  for  I 
By  the  raw  earnings  per  share,  T| 
a  growth  stock,  but  investors  dorl 
it  that  way.  Wall  Street  is  fixated  cl 
possibility  that  the  barrage  of 
chases  gives  Tyco  an  opportun:| 
puff  up  earnings. 

A  year  ago  this  month,  short-l 
David  Tice,  in  his  Behind  the  Nun 
newsletter,  accused  Tyco  of  takinl 
cessively  large  charges  in  order  to  I 
ficially  boost  later- reported  profit! 
stock  tumbled  20%  in  a  week,  an  | 
SEC  investigated  shortly  after.  Th» 
backed  off  in  July,  but  Tice  still  n| 
tains  that  Kozlowski's  buying  bl 
produces  only  ephemeral  growth 

It  doesn't  help  his  case  that 
lowski's  Tyco  is  quite  a  mishmas. 
businesses  are  clustered  into  fou 
terly  unrelated  divisions — me« 
products,  fire  alarms  and  security 
terns,  flow  control  (pipes  and  val 
and  chips  and  fiber  optics. 

Tyco  makes  sewage  plant: 
Brazil,  microchips  for  Nokia 
phones,  the  smoke  alarms  in  ] 
home  and  the  plastic  coat  hange 
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your  closet.  Among  its  better-known 
brands  are  ADT  (the  nation's  biggest 
home  security  company),  U.S.  Surgical 
(hospital  supplies)  and  Ruffles  trash 
bags  (see  graphic). 

But  wait.  Haven't  we  seen  all  this 
before?  Between  1966  and  1972  faddish 
conglomerates  used  high-priced  stocks 
to  acquire  a  wild  assortment  of  compa- 
nies. Often  they  were  able  to  create  the 
illusion  of  growth  by  using  their  high- 
multiple  stocks  to  buy  low-multiple 
companies. 

If  such  a  deal  is  accounted  for  as  a 
"pooling"  rather  than  a  "purchase,"  the 
effect  is  to  give  an  artificial  boost  to  the 
earnings  per  share  of  the  acquirer.  But 
once  the  deal  pace  slows — and  in- 
vestors finally  see  through  the  account- 
ing— the  magical  growth  vanishes. 

Kozlowski's  furious  pace  of  deals 
raises  similar  concerns.  His  nemesis, 
short-seller  Tice,  argues  that  by  overre- 
serving  for  restructuring  costs,  Tyco 
creates  a  "cookie  jar"  that  is,  in  effect,  a 
reserve  of  built-in  profits  for  future 
years. 

The  company's  balance  sheet  also 
carries  an  enormous  amount  of  good- 
will, the  fuzzy  intangible  that  represents 
the  excess  of  the  purchase  cost  over  the 
value  of  the  hard  assets  picked  up  in  a 
deal.  Tyco's  total:  $15.3  billion,  ac- 
counting for  nearly  all  of  its  $15.4  bil- 
lion in  shareholder  equity. 

This  image  of  Tyco  as  an  accounting 
illusion  grates  on  Kozlowski.  "We  are 
an  operating  company  with  a  couple 
hundred  thousand  people  going  to 
work  every  day,  making  great  products. 
And  we  are  really  successful  because 
we're  strong  operators,  not  because 


we're  good  acquirers,"  he  intones. 

Certainly  the  burly  6-foot-3  chief 
executive  has  put  his  money  where  his 
mouth  is.  His  options  don't  even  vest 
unless  he  can  double  earnings  per  share 
in  the  next  three  years.  That's  a  far 
higher  bar  than  most  of  his  fellow  chief 
executives  must  clear,  according  to  data 
from  William  M.  Mercer  Inc. 

Kozlowski  needs  to  deliver,  and  not 
just  for  the  sake  of  his  paycheck.  While 
the  stock  is  back  up  to  where  it  was  be- 
fore the  SEC  investigation,  Tyco's  repu- 
tation has  not  fully  recovered.  At  26,  its 
price/earnings  ratio  is  down  from  35 
before  the  scandal  hit. 

And  so  the  frustrated  chief  execu- 
tive is  looking  for  new  ways  to  restore 
the  company's  luster.  In  an  unprece- 
dented move  at  Tyco,  Kozlowski  the 
builder  just  broke  off  a  division  of  the 
company  to  boost  his  stagnating  stock. 
In  July  he  sold  to  the  public  14%  of 
TyCom,  the  Tyco  division  that  makes 
undersea  fiber-optic  cables  and  is  a 
contractor  to  telecom  superstars  like 
WorldCom  and  Global  Crossing. 

In  an  unusual  move  for  Old-Econ- 
omy-focused  Tyco,  Kozlowski  is  send- 
ing his  spinoff  into  direct  competition 
with  its  customers  (see  box,  p.  154).  So 
far  the  gambit  is  working.  After  two 
months  of  trading  TyCom  shares  have 
risen  10%,  valuing  the  company  at  $20 
billion,  or  a  quarter  of  Tyco's  total  mar- 
ket capitalization — a  hefty  premium 
for  a  division  that  provides  9%  of 
Tyco's  sales.  Now  Kozlowski  is  thinking 
of  spinning  off  the  chip  division  that 
makes  the  brains  of  wireless  phones. 

When  the  ducks  quack,  feed  them. 
Wall  Street  loves  anything  to  do  with 


"Dennis  has  only  one 
gear-forward  at 
300  miles  an  hour. 
There  is  no  reverse." 


Fire  anc 
Security 

KEY  PRODUCTS:  Burg 
fire  alarms  and  ex 
BIGGEST  DIVISION:  All 
•     largest  home  i 
\     company  in 

REVENUE:$E 

Hi 


Flow  Cont 

KEY  PR00UCTS:  Valves, 
water  and  sewage  pla 
CUSTOMERS:  Boston  (a ! 
billion  contract  to  clea 
Boston  Harbor);  Jau, 
(a  $77  million  contrat 
build  a  sewage  treat! 
plant). 

REVENUE:  $3.9  bill 


wireless  or  optical  networks. 

But  splitting  off  chunks  of 
prized  conglomerate  isn't  Kozlows 
idea  of  managerial  leadership.  He  c 
perately  wants,  and  needs,  to  rebi 
Tyco's  reputation  as  a  reliable  gro\ 
machine  that  can  squeeze  ever  hig 
profits  out  of  the  least  sexy  business 

Kozlowski's  style,  blunt-spoken  i 
quantitative,  has  taken  shape  sloi 
over  the  past  three  decades.  The  sor 
a  cop  from  the  Polish  section 
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The  Tyco  universe  is  constantly  expanding, 
but  every  new  product  must  be  related  to  one 
of  Tyco's  four  existing  areas  of  expertise. 


Telecom  and  ' 
Electronics 

KEY  PRODUCTS:  Undersea 
fiber-optic  cables,  sensors, 
connectors,  cell  phone  chips. 
CUSTOMERS:  Computer  and  cell 
phone  makers,  telephone 
companies. 
REVENUE:  $12.2  billion 


\ 


ark,  N.J.,  Kozlowski  displayed  an 
I  head  for  numbers  and  went  to 
oy  Seton  Hall  to  study  accounting. 
He  took  a  job  as  a  waiter  and 
led  an  early  lesson  in  enterprise: 
restaurant  staff  pooled  tips,  and  he 
ed  up  with  working  harder  yet  get- 
only  an  equal  share.  He  quit  in  less 
a  month  and  joined  a  place  that  let 
keep  all  his  tips  for  himself, 
dter  college  he  bounced  around  in 
/  numbers  jobs,  winding  up  in  the 


finance  department  of  SCM  Corp.,  a 
high-flying  1970s  conglomerate.  Like 
many  of  its  era,  SCM  grew  through  hap- 
hazard acquisitions,  became  overly  bu- 
reaucratic and  finally  crashed  and  was 
chopped  up  and  sold  off. 

In  1976  Kozlowski  happened  upon 
Tyco,  a  small  conglomerate  founded  in 
1960  and  publicly  held  since  1964.  It 
began  as  a  research  lab  and  moved  into 
telecom  cabling.  By  the  mid-1970s 
Tyco's  chief  executive  at  the  time  was 


expanding  aggressively,  often  through 
hostile  takeovers.  The  result  was  the 
discombobulated  mix  of  four  current 
divisions  that  Tyco  is  today. 

Kozlowski  rotated  through  a  num- 
ber of  operating  jobs,  often  getting  the 
difficult  task  of  running  divisions  that 
had  recently  been  acquired  in  a  hostile 
deal.  "Dennis  was  like  the  guy  behind 
the  elephant,  always  sent  in  to  clean  up 
the  mess,"  recalls  longtime  Tyco  board 
member  Robert  Monks. 
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Today  Kozlowski  refuses  to  do  hos- 
tile deals  because  they  scare  away  both 
the  good  managers  and  the  bad,  he 
says.  Another  remnant  of  his  days  at  an' 
old-style  conglomerate  is  a  compulsive 
bureaucracy  phobia.  There  is  no  orga- 
nization chart  for  Tyco's  management. 
Memos  are  verboten.  Result:  a  some- 
times disconcerting  amount  of  decen- 
tralization in  which  divisions  are  com- 
pletely independent  and  Kozlowski's 
top  lieutenants  don't  spend  a  whole  lot 
of  time  talking  to  one  another. 


When  the  company's  new  head  of 
public  relations  started  work  a  few 
months  ago,  she  told  Kozlowski  she  felt 
like  she  had  just  parachuted  into  a  jun- 
gle without  a  compass  to  find  her  way 
out.  "Good,"  he  responded,  that's  how  it 
should  be.  The  real  work  in  a  company, 
he  says,  only  gets  done  once  people  learn 
the  informal  channels  and  relationships 
that  don't  show  up  on  an  org  chart. 

Compared  with  Jack  Welch's  GE, 
known  for  emphasizing  egalitarianism 
and  team  play,  Kozlowski's  Tyco  is  bare- 


Glitzy  Gamble 


THE  BIGGEST  MAN-MADE  STRUCTURE  ON  THE  PLANET,  AT  LEAST  BY  THE  GUINNESS  BOOK 
of  World  Records'  reckoning,  looks  downright  puny  in  comparison  to  the  monster 
TyCom  has  just  started  building.  The  old  record:  17,000  miles,  held  by  Flag  Tele- 
com for  its  Japan-to-Britain  undersea  fiber-optic  cable.  TyCom's  plan:  a  network  stretch- 
ing 155,000  miles,  or  almost  ten  times  as  long. 

Construction  has  already  started,  and  by  next  year  TyCom's  cables  will  link  Eu- 
rope and  the  U.S.  By  2005,  TyCom  says,  the  network  will  connect  virtually  every  major 
coastal  city  on  earth,  rounding  the  Cape  of  Good  Hope,  crossing  the  pampas  in  Ar- 
gentina and  threading  the  Gulf  of  Finland.  Capacity?  If  each  transoceanic  cable  merely 
carried  telephone  calls,  it  could  carry  20  million  phone  calls  at  once.  Most  of  the  ca- 
pacity will  be  used  for  data  and  video  traffic.  Between  the  U.S.  and  Japan,  the  net- 
work's highest-capacity  segment,  the  network  will  be  able  to  haul  at  least  5  terabits  per 
second.  That's  enough  capacity  for  250,000  high-definition  television  feeds,  operat- 
ing simultaneously. 

TyCom  has  been  one  of  Tyco's  smartest  acquisitions.  Bought  for  $850  million  in  1997 
from  AT&T,  it  just  went  public  in  July  and  wound  up  with  a  $20  billion  market  capitaliza- 
tion. Tyco  kept  an  86%  stake,  and  Kozlowski  remains  chairman  of  TyCom.  "We  just  raised 
$2  billion  for  14%  of  an  asset  we  paid  $850  million  for,"  he  chortles. 

The  IPO  success  is  sweet  revenge  for  TyCom  employees,  who  had  grown  jealous  in 
their  traditional  role  as  mere  contractors  to  glitzy  carriers  such  as  Global  Crossing  and 
Worldcom.  It's  easy  to  understand  why.  Global  Crossing  got  its  start  by  raising  a  few  hun- 
dred million  in  cash  and  hiring  TyCom  to  design  and  install  a  couple  of  cables.  As  a  result 
Global  Crossing  soon  wound  up  with  a  market  value  of  $30  billion.  It's  a  story  that  clearly 
still  drives  TyCom's  management  bonkers,  from  Kozlowski  on  down.  Sniffs  one  TyCom 
middle  manager:  "We  had  all  the  skill.  All  Global  Crossing  had  was  the  money." 

In  Kozlowski's  view,  TyCom's  owning  its  own  network  is  simply  the  next  stage  in  the 
evolution  of  the  undersea-cabling  market.  For  years  carriers  such  as  AT&T  and  British 
Telecom  would  get  together,  dicker  and  hire  Tyco  to  install  a  cable.  Very  time-consuming. 
Then  Global  Crossing  came  in,  paid  Tyco  to  make  and  lay  the  cable  and  sold  access 
piecemeal  to  carriers  at  big  markups.  Much  faster.  Now  Tyco  will  do  everything  itself. 

Earlier  this  year  TyCom  reported  a  backlog  of  $2.5  billion  worth  of  orders  for  under- 
sea cables  from  carriers  such  as  Global  Crossing  and  Flag  Telecom.  But  its  new  network 
will  elbow  its  way  into  this  line— TyCom  will  soon  devote  a  full  70%  of  its  cable-laying  ca- 
pacity to  building  its  own  network.  In  May  Global  Crossing  sued  TyCom,  alleging  breach 
of  contract.  The  suit  asks  for  $1  billion  in  damages.  Kozlowski's  worst-case  scenario  is 
that  Tyco,  which  indemnified  TyCom  when  it  sold  the  public  a  stake,  has  to  pay  the 
money.  TyCom's  old  business  is  already  starting  to  dry  up.  Sick  of  its  dependence  on  its 
supplier,  Global  Crossing  recently  bought  its  own  cable-laying  operations.  —S.W. 


"Dennis  was 
like  the  guy 
behind  the 
elephant,  alwa 
sent  in  to  cleai 
up  the  mess.5 
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;:kled  and  individualistic.  At  GE 
\f  manager's  bonus  is  partially  de- 
cent on  how  the  whole  company 
I  At  Tyco  you  are  responsible  for 
I  own  work  and  are  rewarded  ac- 
i  ingly — the  lesson  Kozlowski 
led  as  a  waiter  at  age  19. 
Ksked  about  the  merits  of  the  GE 
pensation  system,  he  scoffs:  "It's 
ty  hard  for  me  to  convince  some- 
'  in  Europe  selling  [electronic] 
lectors  that  they  should  have 
r  compensation  tied  to  the  per- 


formance of  some  guy  selling  medical 
products  in  St.  Louis." 

The  incentives  Kozlowski  does  insti- 
tute can  be  staggering.  Fourfold  in- 
creases in  pay  are  not  uncommon  after 
Tyco  takes  over.  The  head  of  the 
Chicago  region  of  ADT,  Tyco's  home  se- 
curity division,  was  making  just  under 
$100,000  in  1996,  a  year  before  Tyco  ac- 
quired the  company.  Last  year  he  made 
more  than  $400,000  as  a  reward  for  in- 
creasing operating  income  (net  income 
before  depreciation,  interest  and  taxes) 


from  $10  million  to  $60  million. 

Kozlowski  used  to  get  involved  in 
kicking  the  tires  of  potential  acquisi- 
tions, but  that  was  before  "Dennis 
sightings"  became  big  news  in  Internet 
chat  rooms  intent  on  divining  Tyco's 
next  target.  Now  he  relies  on  a  group  of 
faceless  reconnaissance  men — essen- 
tially an  in-house  investment  bank  and 
management  consultancy. 

Kozlowski  picks  his  targets  carefully. 
Unlike  the  haphazard  way  he  saw  Tyco 
put  together  in  the  1980s,  all  acquisi- 


Addicted  to  Acquisitions:  The  Making  of  Tycn 

Sine   i,  lennis  Kozlowski  starred  running  Tyco  in  1992,  he  has  snapped  together  more  than  200  major  acquisitions, 
Lies  soaring  from  $1.4  billion  to  $30  billion.  Here  are  some  of  his  more  notable  purchases. 
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Mallinckrodf  Bulk  narcotics  — 
(biggest  legal  opium  importer  to  U.S.),  other 
medical  supplies.  Cost:  $4.2  billion. 


1999  AMP  Electronic  connectors 
Cost:  $11.3  billion. 


1997  AT&T  Submarine  Systems  Undersea 
fiber-optic  cables.  Cost:  $850  million. 


1996  Carlisle.  Clothes  hangers 
Cost:  $130  million. 


1994  Kendall  International  

Bandages  and  other  disposable 
medical  supplies.  Cost:  $1.4  billion. 
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tions  these  days  must  fit  well  with  an 
existing  Tyco  product  line.  And  the 
worse  shape  the  targets  are  in,  the  bet- 
ter. He  wants  to  be  able  to  chop  enough 
excess  administrative  cost  so  that  the 
deal  will  immediately  add  to  earnings. 

Once  the  merger  papers  are  signed, 
the  Kozlowski  way  is  quickly  imposed. 
After  one  recent  acquisition,  Kozlowski 
visited  the  site  and  went  to  work.  He 
slashed  in  half  the  ten  management  lay- 
ers that  had  existed  at  the  company. 
Then  he  pulled  a  favorite  trick:  He  had 
a  giant  trash  bin  placed  by  the  executive 
offices  and  called  in  the  surviving  man- 
agers and  told  them  to  throw  away  any 
report  or  memo  they  hadn't  already 
read.  Soon  the  huge  bin  was  overflow- 
ing, and  a  second  was  brought  in. 

At  a  new  property,  Kozlowski  inter- 
views several  layers  of  top  management 
to  pick  out  personalities  that  suit  Tyco's 
style.  That  generally  means  ambitious, 
blunt  and  blue-collar.  The  Polish  cop's 
son  doesn't  relate  well  to  rich  kids — he 
brags  that  every  one  of  his  top  man- 
agers comes  from  a  working-class  back- 
ground like  his  own. 

When  Tyco  acquired  electronics 
maker  AMP  last  year  for  $11.3  billion, 
its  largest  acquisition  ever,  Kozlowski 


ran  into  a  vice  president  named  Jiirgen 
Gromer  at  a  company  dinner.  Unlike 
most  AMP  brass,  Gromer  was  brutal  in 
dissecting  the  company's  existing 
"three-dimensional"  management 
structure,  which  divided  up  responsi- 
bilities by  both  product  lines  and  geo- 
graphic regions. 

Junk  it,  Gromer  advised.  Kozlowski 
bumped  the  executive  into  the  top  spot 
at  AMP,  ahead  of  seven  senior  execu- 
tives; Gromer,  55,  now  runs  the  entire 
Tyco  Electronics  division. 

In  typical  Tyco  style,  AMP's  Harris- 
burg,  Pa.  headquarters  was  dismantled. 
Gromer  sold  12  buildings,  including 
the  headquarters  and  the  Global  Execu- 
tive Leadership  Center,  a  fancy  confer- 
ence and  meeting  building.  Tyco  does 
not  have  much  use  for  executive  pep 
rallies  and  conferences  with  slide 
shows.  Gromer  gathers  his  staff  for  a 
meeting  only  once  a  quarter. 

Of  68  AMP  vice  presidents  at  the 
time  of  the  acquisition,  not  even  a  third 
remain.  Gone  too  is  the  $54  million  a 
year  the  company  had  spent  on  expatri- 
ates. Now  locals  run  the  foreign  opera- 
tions. Savings  so  far  are  slightly  more 
than  $1  billion  in  the  18  months  since 
the  Tyco  buyout,  Gromer  boasts. 


Productivity  is  way  up,  whi 
Gromer  credits  to  his  adoption  of  o 
size  Tyco-style  financial  incentives.  ] 
ample:  It  used  to  take  up  to  two  year: 
design  and  build  new  production  li] 
in  Tyco's  factory  in  Evora,  Portuj 
which  builds  the  electronics  that  i 
cars'  power  windows.  The  latest  c 
took  three  months.  How?  "Befon 
was:  'No,  no  we  can't  do  it  any  faste! 
Gromer  says.  "But  you  say  'I'll  give ) 
$20,000  if  you  show  me  you  can  do 
and  suddenly  everyone  can  do  it." 

Kozlowski  likes  to  add  a  few  perso 
touches  at  his  new  divisions,  spend 
money  to  upgrade  the  facilities  rij 
after  the  layoffs  occur.  Tyco  will  pa 
walls,  fix  bathrooms  or  improve  1 
food  in  the  cafeteria.  Message:  We  n 
have  just  fired  your  co-workers.  But,  s 
Kozlowski,  "We  want  people  to  kn 
things  are  going  to  improve." 

Tyco's  executives  also  ditch  the  s 
rules  that  build  up  over  the  years  a 
drive  employees  nuts.  At  ADT  t 
eliminated  elaborate  and  time-cc 
suming  security  procedures  at  hea 
quarters.  At  TyCom  they  let  employ 
carry  coffee  in  the  hallways.  Mir 
stuff,  but  surprisingly  effective. 

Walter  Taylor,  the  union  chief 
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ccWe are 
really 
successful 
because  we 
are  strong 
operators, 
not  because 
we  are  good 
acquirers." 


TyCom's  Clark,  N.J.  plant,  puts  the  new 
coffee  freedom  (and  the  five  new  mi- 
crowaves) at  the  top  of  his  list  of  rea- 
sons why  he  likes  his  new  Tyco  bosses. 
"The  treat  us  like  adults,"  he  says. 

Once  back  at  Tyco's  home  office  in 
Exeter,  N.H.  Kozlowski  stays  out  of  the 
way,  relying  on  a  massive  incentive  pay 
system  to  keep  his  decentralized  units 
focused  on  producing  cash.  The  fief- 
doms  are  independent.  Division  chiefs 
usually  spend  more  time  talking  deals 
with  Kozlowski  than  briefing  him  on 
their  daily  operations. 

When  Kozlowski  relaxes,  it's  to 
race  a  yacht,  ride  a  1,450-cc  Harley 
without  a  helmet,  or  fly  a  helicopter 
or  a  jet.  Says  Michael  Snyder,  head  of 
Tyco's  fire  alarm  and  security  divi- 
sion: "Dennis  has  only  one  gear — for- 
ward at  300  miles  an  hour.  There  is 
no  reverse." 

It's  about  speed,  and  Kozlowski 
will  have  to  drive  the  Tyco  machine  at 
a  breakneck  pace  to  hit  $100  billion  in 
revenue  before  his  60th  birthday,  an 
event  arriving  in  less  than  seven  years. 
Assuming  the  speed  freak  doesn't 
crash  spectacularly  along  the  way,  he 
might  even  reach  his  other  goal: 
respectability.  F 
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BY  KELLY  BARRON      PHOTOGRAPHS  BY  CHIP  SIMONS 

IF  THERE  WERE  A  CONTEST  FOR  DUBIOUS 
achievements  in  customer  service,  US  West  would 
win  some  kind  of  trophy.  When  Sally  Moss,  a  retired 
high  school  Latin  teacher,  recently  moved  her  mobile 
home  a  half-mile  to  another  plot  of  land  in  Oakland, 
Ore.,  she  asked  US  West  for  a  new  phone  line.  After  a 
week,  the  installer  was  a  no-show.  When  she  com- 
plained, US  West  told  her  she  wouldn't  get  phone  ser- 
vice for  two  more  months. 
With  help  from  the  Oregon  Public  Utility  Commission 
Moss  got  her  phone  service  within  a  month.  But  she  was  one 
of  the  lucky  ones.  So  many  other  Oregonians  have  found 
themselves  in  the  same  situation  that  the  PUC  ordered  US 
West  (now  part  of  Qwest  Communications)  in  March  to  re- 
fund consumers  $270  million  to  compensate  for  installation 
delays  and  shoddy  service.  "They  put  profits  well  ahead  of 
consumers,"  thunders  PUC  Chairman  Ron  L.  Eachus. 

Wait  a  minute.  Shouldn't  profits  and  customer  service  go 
hand  in  hand?  How  did  we  get  to  a  point  where  a  company 
thinks  it  can  improve  its  prospects  by  wasting  customers'  time? 

Regulated  utilities  aren't  the  only  culprits.  Think  of  the 
50-yard  check-in  line  at  the  airport;  the  cable  guy  who  needs 
a  four-hour  window  for  an  appointment,  the  doctor  who  has 
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four  busy  patients  waiting  for  every  one  that  he  is  seeing, 
insurance  company  with  a  call  processor  that  saves  a  tad 
labor  costs  but  forces  every  customer  to  wade  through  ai 
dious  telephone  menu.  In  these  cases  and  a  million  more  i 
them,  it  seems  that  some  cost-cutter  has  counted  al 
beans  on  the  corporate  side  and  none  on  the  customer  si 
Despite  all  the  new  technology  that  was  supposed  to  sp< 
things  up,  many  businesses  seem  to  have  gone  in  the  oppo: 
direction  in  their  dealings  with  customers. 

"Customer  time  is  not  explicitly  involved  in  a  trans, 
tion,"  says  Uday  Karmarkar,  director  of  the  University  of  C 
ifornia,  Los  Angeles  Center  of  Management  in  the  Inforn 
tion  Economy.  "Businesses  get  this  slowly.  Banks  have  knoi 
for  a  century  how  to  design  more  efficient  queues.  It  vc 
competitor  isn't  doing  it,  why  be  a  missionary?" 

Maybe  we  should  blame  the  business  schools.  With  t 
exception  of  the  academic  and  somewhat  pedantic  study 
queuing  theory,  there's  little  specifically  taught  about  valui 
customer  time  so  much  as  exploiting  it.  Consider  Las  Yeg. 
where  the  rule  of  thumb  is  to  place  the  room  elevators  as  1 
from  the  hotel  registration  as  possible,  forcing  guests  to  na 
igate  the  temptations  of  the  casino  along  the  way. 

HOW  DID  WE  GET  TO  A  POINT  WH 

J 


COVER  STORY  TIME 


What  would  the  country  be  like  if  every 
business  valued  its  customers'  time 
at  $20  an  hour?  Very,  very  different. 


businesses  have  had  no  trouble  figuring  out  what  their 
I  time  is  worth  ever  since  Frederick  Winslow  Taylor  pub- 
i  d  his  Principles  of  Scientific  Management  a  century  ago. 
t  United  Parcel  Service  has  for  decades  followed  Taylor's 
C-and-motion  theories  to  make  its  internal  operations 
j  ly  efficient,  to  the  point  of  measuring  the  paces  between 
luble-parked  truck  and  a  customer's  doorstep, 
where  is  the  Frederick  Taylor  for  the  customer?  Where  is 
|:ime-and-fidgeting  study? 

Even  when  a  business,  breaking  the  pattern,  attaches  a 
je  to  its  customers'  wasted  time,  it's  chintzy.  The  cable  in- 
Wf,  for  instance,  has  voluntarily  promised  since  1995  to 
i  you  $20  if  the  cable  guy  shows  up  late  (and  then  some- 
:s  only  if  you  remember  to  ask).  And  what  sophisticated 
try  went  into  equating  that  figure  with  your  time? 
'Well,  it  won't  put  us  out  too  much,  people  are  happy 
ji  it  and  $20  is  $20,"  offers  Eric  Glick,  a  spokesman  for  the 
ional  Cable  Television  Association.  He  confesses  that 
[n  consumers  were  later  surveyed  about  the  guarantee, 
'  said  the  $20  was  nice,  but  they'd  rather  just  have  the  ser- 
on  time. 

Df  course  they  would.  Most  Americans  would  rather  have 


more  time  than  money.  Isn't  that  why  union  members  strike 
rather  than  accept  forced  overtime  at  150%  of  straight  pay? 

Now  ask  yourself  how  many  minutes  a  day  you  spend 
waiting — for  an  elevator,  a  Web  page,  a  customer  service  rep, 
a  delivery  person,  a  free  cashier.  If  it's  30  minutes,  and  if  all 
employed  Americans  have  like  experiences,  and  if  time  is 
worth  $20  an  hour,  then  we  are  wasting  maybe  half  a  trillion 
dollars  a  year.  It  doesn't  seem  that  the  people  who  plan  call 
centers  or  design  elevators  have  crunched  the  value  of  time 
into  their  equations.  Congress  couldn't  have  given  more  than 
fleeting  thought  to  time  when  it  added  things  like  education 
credits  and  alternative  minimum  taxes  to  the  tax  code.  We 
spend  1.3  billion  hours  a  year  tangling  with  our  1040s. 

As  time  wasters,  though,  the  airlines  are  in  a  category  by 
themselves.  Facing  the  threat  of  yet  more  regulations  by  Con- 
gress last  year,  the  industry  adopted  its  own  "Airline  Cus- 
tomer Service  Commitment"  as  a  way  of  fending  off  the 
politicians.  But  anyone  who  had  the  misfortune  to  travel 
much  this  past  summer  probably  already  knows  that  the 
"commitment"  hasn't  exactly  made  things  better. 

"Airlines  have  a  long  way  to  go  to  restore  customer  confi- 
dence," Kenneth  Mead,  the  Department  of  Transportation's 


COMPANY  THINKS  IT  CAN  IMPROVE  BY  WASTING  CUSTOMER  TIME? 
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STORY  i  TIME 

I    Each  weak  we  waste . . . 

4  hours 

Time  spent 
cleaning  toilets 
and  on  house- 
hold chores. 


11.34  hours 

Time  it  takes  to 
prepare  and  file 
an  IRS  1040 
form  (annual). 


inspector  general,  understated  in  scathing  testimony  to  Con- 
gress in  July.  He  cited  the  difference  between  what  the  airlines 
think  will  placate  customers — prompt  ticket  refunds,  quoting 
lowest  available  fares  and  retrieving  lost  luggage — and  what's 
really  annoying  travelers:  flight  delays,  long  check-in  lines  and 
the  20-minute  wait  at  the  baggage  carousel. 

Add  Irvine,  Calif,  attorney  Sheldon  Fleming  to  the  bur- 
geoning list  of  ticked-off  passengers.  His  recent  American 
Airlines  flight  from  Orange  County,  Calif,  to  San  Francisco 
began  with  an  hour's  delay  at  the  gate.  Then  the  plane  was 
rerouted  to  San  Jose,  forcing  Fleming  and  his  fellow  passen- 
gers to  endure  a  traffic -snarled  bus  ride  to  San  Francisco's 
airport,  where  they  arrived  four  hours  behind  schedule.  Since 
Fleming  charges  an  hourly  fee  of  between  $150  and  $225,  he 
figures  that  the  delay  cost  him  as  much  as  $900. 

"I  could  have  billed  the  time  and  paid  for  my  vacation,"  he 
deadpans.  An  American  flack  responds:  "I'd  be  ticked,  too," 
and  adds  that  the  company  is  working  to  reduce  flight  delays. 

Stanford  University  professor  of  economics  Paul  Romer, 

TIPS  ON  HOW  TO  NOT  WASTE  TIME 

•  Go  to  www.e-mps.org/en/  to  get  off  spam  e-mail  lists. 

•  Cut  lines,  get  baggage  faster,  by  joining  a 
frequent-flier  program. 

•  Head  left  at  toiis;  slow-moving  trucks  usually  move 
to  the  right. 

•  Go  to  the  "telemarketing  scum"  Web  page  and  others 
for  tips  on  hanging  up  on  time-wasting  pests. 

•  Don't  read  time-management  books  or  attend 
seminars  on  the  tc 


2  hours 

Time  wasted 
applying  makeup 
and  other  per- 
sonal grooming 


2  hours 

Picking  up  dry 
cleaning,  return 
ing  videos  and 
other  errands. 


known  for  his  theories  about  how  knowledge  and  ted 
ogy  impact  economic  growth,  is  now  thinking  about 
technology  will  make  the  hidden  cost  of  wasted  time  less 
den.  "We're  taught  not  to  waste  things,  but  in  the  conte 
'don't  waste  money,'"  Romer  says.  "People  aren't  tai 
about  wasting  time."  The  Internet  will  teach  them. 

Take  your  aftertax  salary— let's  say  it's  $100,000- 

divide  by  2,000  hours  a  year.  Your  time  is  worth  $50  an 
Say  you  want  a  John  Grisham  bestseller.  If  you  get  it  b> 
ving  to  Barnes  &  Noble,  parking,  asking  inside  the  stor 
directions  to  the  right  aisle  and  waiting  in  line  for  a  cas 
you  might  invest  an  hour  in  the  acquisition.  Then  the  r 
really  cost  you  $70,  not  $20.  If  the  same  purchase  on  bi 
sandnoble.com  costs  you  only  6  minutes  plus  a  $4.50 
ping  charge,  the  price  falls  to  $29.50.  A  screaming  barga 

Why  does  it  take  six  weeks  to  get  a  sofa  after  you 
picked  it  out  at  the  store?  Because  companies  like  Ethan  J 
and  Furniture  Brands  International  know  the  value  of 
factory  workers'  time — something  like  $17  an  hour,  inclu 
benefits — and  can  save  a  bit  of  it  by  manufacturing  in  bat 

Robert  Davidow  is  trying  to  teach  them  a  lesson  wit 
Benchmark  BeHome  Internet  site  and  store  in  Kansas 
Mo.  Davidow's  12-acre  store  stocks  37,000  items.  If  a  custc 
likes  one  of  the  400  sofas  on  Davidow's  floor,  he  removes 
from  the  item  and  scans  it  at  a  computer  that  can  tell  if  ij 
stock.  Fifteen  minutes  later  it's  in  the  back  of  his  Chevy 
urban,  or,  for  a  fee,  delivered  to  his  home  the  next  day. 

"Your  time  on  this  planet  is  precious,"  says  Davi 
"Most  industries  just  don't  get  it." 

Yet  old  habits  die  hard.  Some  customers  actually 
browsing  in  book  stores  or  wandering  in  superma 
aisles.  If  they  didn't,  George  Shaheen  would  be  a  billion 
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A  STITCH  IN  TIME  SAVES  NINE 


If  it's  true  that  time  becomes  our  most  precious 
commodity  in  a  prosperous  economy,  then  some 
companies  will  win  by  valuing  their  customers' 
time,  while  others  will  fall  behind.  Most  winners 
on  our  list  have  developed  new  products  or 
processes  that  value  "the  customer's  life  span  as 
a  crucially  scarce  resource,"  as  technology  pun- 
dit George  Gilder  has  written.  The  losers  may  be 
running  out  of  time  themselves. 


AIRLINES 


winner:  Virgin  Atlantic 

Speedy  check-in  for  upper-class  passen- 
gers from  inside  their  chauffeured  cars. 
LOSER:  United 

Dubious  honor  of  most  flight  delays  of  any 
airline  for  past  13  years  has  helped  earn  it  a 
Web  site,  www.untied.com. 

BANKS 


WINNER:  Wells  Fargo 

Internet  account  access  with  optional  bill- 
paying  service  reduces  banking  chores. 
LOSER:  Citibank 

Bails  out  of  attempt  at  all-Internet  banking 
service,  Citi  f/i. 

FAST  FOOD 


WINNER:  Wendy's 

Serves  up  Big  Bacon  Classic  within  two- 
and-a-half  minutes. 
LOSER:  Steak  n  Shake 

More  like  Wait  and  Wait.  Midwest  chain 
takes  almost  six  minutes  for  a  steakburger. 

HOTELS 


WINNER:  Omni  Hotels 

Tops  among  upscale  hotels  in  J.D.  Power 
survey.  Services  include  fast  Web  access. 
LOSER:  Marriott  International 

Tumbles  in  American  Customer  Satisfaction 
Index. 


LOCAL  PHONE  SERVICE 

WINNER:  BellSouth 

Spares  couch  potatoes  extra  time  of  going 
to  the  phone  by  flashing  caller  ID  numbers 
on  TV  screen. 
LOSER:  US  West 

New  owner  Qwest  Communications  has  its 
hands  full:  Some  US  West  customers  can 
reach  someone  by  mail  faster  than  they  can 
get  a  new  phone  line. 


MAIL,  SHIPPING 

WINNER:  United  Parcel  Service 

Can  download  and  print  out  merchant- 
return  labels  for  speedy  returns. 
LOSER:  U.S.  Postal  Service 

Millennium  digital  clock  promotion  ticked 
off  customers  last  year  who  saw  life  pass  by 
while  waiting  in  molasses-like  lines. 

ONLINE  MERCHANTS 


WINNER:  Amazon.com 

A  faded  darling  on  Wall  Street,  but  still  the 
best  for  one-click  shopping,  fast  order  pro- 
cessing. 

LOSER:  Value  America 

Seven-month  delays  for  product  refunds 
helped  drive  company  into  bankruptcy. 

RENTAL  CARS 

WINNER:  Enterprise 

At-home  customer  pickup  and  tight  rela- 
tions with  body  shops  speed  up  rentals. 
LOSER:  Alamo  Rent  A  Car 

Slow  lines  will  leave  it  with  only  the  most 
price-sensitive  customers. 

RETAIL  

WINNER:  J.C.  Penney 

Otherwise  dowdy  chain  is  a  star  on  the 
Internet,  with  three-day  delivery  or 
in-store  pickup  of  online  orders. 
LOSER:  Fry's  Electronics 

Nightmarish  service,  snaking  lines, 
make  it  the  chain  customers  love  to  hate. 
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TIME 


Shaheen  quit  his  job  running  Andersen  Consulting  to 
Lake  one  running  Webvan,  the  Foster  City,  Calif.-based  In- 
ternet grocery  store.  For  a  $5  delivery  fee  (waived  on  orders 
of  more  than  $50),  Webvan  comes  to  your  door  with  your 
groceries  within  a  30-minute  window,  and  even  brings  the 
bags  into  the  kitchen.  (No  tipping  allowed.)  You  are  thereby 
spared  the  round-trip  drive,  the  schlep  from  the  cashier  to  the 
parking  lot  and  from  your  driveway  to  the  kitchen,  the  time 
spent  wandering  the  aisles  looking  for  the  peanut  butter,  the 
tantrums  of  sticky-fingered  kids  in  the  candy  aisle.  Plus,  the 
Web  site  remembers  what  brand  of  toilet  paper  you  like. 

Webvan  doesn't  take  coupons,  which  probably  saves  you 


in  Santa  Monica,  Calif.  At,  say,  an  average  $20  an  hour 
tomer  labor  was  being  incinerated  at  a  rate  of  $50* 
hour.  Where  did  this  cost  figure  in  the  bank's  branch  I 
get?  Nowhere,  explicitly,  but  the  bank  says  it  is  doing  c 
puter  modeling  to  determine  the  busiest  times  at  b 
branches  and  how  many  tellers  to  schedule. 

There's  a  whole  discipline,  called  queuing  theoA 

scheduling  service  to  cope  with  intermittent  demand, 
theory,  which  goes  back  to  efforts  by  Danish  engineer  J 
Erlang  to  predict  phone  traffic  in  1909,  gets  pretty  absti) 
Here's  a  mouthful  from  the  International  Journal  of  Proi 
tion  Economics:  "A  single-stage  kanban  system  with  Poi; 


YOUR  TIME  IS  PRECIOUS.  MOST  INDUSTRIES  JUST  DON'T  GET  IT. 


money.  If  that  sounds  paradoxical,  do  the  arithmetic.  If  you 
take  home  $50  an  hour,  then  a  75-cent  coupon  is  a  loser  un- 
less you  can  clip  it  out  of  the  newspaper,  save  it,  find  it  on 
shopping  day  and  hand  it  to  the  clerk  in  54  seconds. 

But  Webvan,  whose  service  is  available  in  ten  cities,  has 
had  a  devil  of  a  time  getting  people  to  sign  up.  It  costs  the 
company  $137  to  acquire  each  new  shopper.  Losses  are 
climbing,  and  the  stock  is  off  from  $34  last  November  to  $3. 

"The  real  clinker  here  is  good  old-fashioned  human  be- 
havior," says  Shaheen,  who  is  sitting  on  15  million  underwa- 
ter options.  "People  are  reluctant  change  agents  unless  they 
have  no  other  options." 

Wells  Fargo  deserves  a  hesitant  pat  on  the  back  for 
helping  its  depositors  save  time.  An  early  adopter  of  Inter- 
net banking,  Wells  Fargo  has  persuaded  25%  of  its  cus- 
tomers to  bank  online,  a  higher  fraction  than  any  other  big 
bank  can  boast.  But  cynical  customers  may  wonder:  Is  all 
this  aimed  at  saving  my  hours  or  saving  teller  hours?  On  a 
busy  Friday  before  the  Labor  Day  holiday,  25  customers 
were  ensnared  in  a  motionless  line  in  a  Wells  Fargo  branch 


27  minutes 

Waiting  for  dates 
and  business  as- 
sociates to  show 
up  for  meetings. 


demand  arrivals  and  Erlang  production  times  is  addres 
and  an  optimizations  of  the  number  of  kanbans  wh$ 
change  of  load  to  the  system  is  planned  is  studied." 

But  there  are  ways  that  mathematics  can  be  applif 
the  problem  of  allocating  resources  to  serve  customer^ 
IBM's  research  lab  in  Yorktown  Heights,  N.Y.  compu 
scientist  Baruch  Schieber  is  using  linear  programminj 
help  an  IBM  client  schedule  hours  for  250  workers  at  a| 
center.  The  fluctuation  in  demand  during  the  day,  and 
fact  that  workers  want  uninterrupted  shifts,  make 
problem  tricky.  The  computer  has  cut  the  numbei 
wasted  worker  hours  by  33%.  The  same  math,  of  cou 
can  rearrange  a  given  number  of  labor  hours  to  red) 
customer  waiting  time. 

Walt  Disney  Co.  is  sophisticated  about  solutions  like 
— and  has  to  be,  as  anyone  who  has  wilted  in  a  theme  p 
line  knows.  "We've  made  a  big  breakthrough,"  beams  Br 
Laval,  executive  vice  president  of  operations  planning 
development  for  Walt  Disney  Parks  &  Resorts.  Laval's  sc 
tion  starts  with  the  FastPass,  a  free  ticket  that  entitles 


23  minutes 

Time  wasted  on 
hold  waiting  for 


51  minutes 

Time  spent  be- 
hind slow-movin 
cars  and  stuck 
in  traffic  jams. 


someone  to  pick 
up  the  phone. 


24  minutes 

Standing  in  lines 
to  make  pur- 
chases, renew 
driver's  license. 
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Sources:  IRS;  NPD  Croup; 
Wingspan  Financial  Index. 


Deutsche  Banc  Alex.  Brown  identifies  the  US  investment  banking  activities  of  DB  Alex.  Brown  LLC  (formerly  BT  Alex.  Brown  Incorporated)  and  Deutsche  Bank 
Securities  Inc.,  which  are  indirect  subsidiaries  of  Deutsche  Bank  AG.  t  Trademark  application  pending. 


Deutsche  Banc  Alex.  Brown 


The  expertise  to  preserve  the  value 
of  your  equities 

You  have  applied  sound  principles  to  the 
investment  of  your  time  and  energy.  You  now 
need  to  apply  the  same  principles  to  preserve 
what  you  have  created.  Your  investments  are 
now  a  huge  success  and  have  created  wealth  for 
you  and  your  investors/shareholders  —  on  paper. 
But  your  newfound  successes  have  led  to 
sleepless  nights  —  what  if  there's  another  big 
correction!1  Is  there  a  way  to  lock-in  a  portion  of 
the  gains  and  still  participate  in  the  upside? 
Can  you  create  liquidity  out  of  your  restricted 
stock  positions?  Can  you  do  it  with  a  $5  million 
position?  $500  million? 

Sound  familiar? 

With  one  of  the  most  sophisticated  advisory 
services  in  the  world,  we  have  the  expertise  to 
help  you  manage  your  risk  and  protect  your 
profits  and  wealth.  We  can  structure  solutions 
whose  aim  is  to  preserve  the  value  of  assets 
when  the  market  drops.  We  can  transform  a 
single  major  asset  into  a  diversified  portfolio  or 
turn  seemingly  illiquid  assets  into  cash  —  all  in 
a  tax-efficient  manner. 


Let  our  experts  assist  in 
preserving  your  wealth. 


Whoever  you  are 


renberg  212-469-4555 
tner  212-469-5268 
com/ederivatives 


Deutsche  Bank 


m 


COVER  STORY  I  TIME 

mrr  MflRF  TIME  VS.  MORE  MONEY 


Used  to  be  that  it  was  the  company's  way  or  the  highway 
when  it  came  to  saving  time.  Thanks  to  the  Internet,  we 
now  have  a  choice.  It  may  cost  you,  whether  it's  in  the  form 
of  fewer  discounts  and  coupons  for  HomeGrocer.com,  or 
processing  fees  to  quickly  get  a  passport.  But  it's  worth  it. 


H0MEGR0CER.COM 
DELIVERED  TO 
LOS  ANGELES  HOME 

TOTAL  TIME  TO  SHOP:  19  minutes. 
TOTAL  TAB:  $42. 
WEB  PAGES  TO  NAVIGATE:  Five. 
PEOPLE  WATCHING:  Husband  in 
boxer  shorts. 

PERKS:  Avoiding  L.A.  traffic,  time 
to  clean  bathroom  and  sit  in  the 
garden  while  awaiting  delivery. 
ANNOYANCES:  Sending  back  bad 
fruit,  organizing  time  to  stay  at 
home  to  wait  for  delivery,  forget- 
ting password  to  the  Web  site. 
DRESS:  Bathrobe  and  slippers. 


RALPHS  SUPERMARKET 
IN  WEST  LOS  ANGELES 

TOTAL  TIME  TO  SHOP:  35  minutes. 

TOTAL  TAB:  $36  with  discounts. 
AISLES  TO  NAVIGATE:  Eleven 
PEOPLE  WATCHING:  Usual  Califor- 
nia oddities,  including  guy  in  flip- 
flops  with  German  shepherd. 
PERKS:  In-store  banking,  25- 
cent  gumball  machines,  free 
samples. 

ANNOYANCES:  Grimy  grocery  cart, 
sticky  floor  at  checkout,  circling 
the  lot  for  a  parking  space, 
pompous  guy  on  cell  phone. 
DRESS:  Work  clothes. 


TICKET  FROM 
M0VIEF0NE.COM 

TOTAL  TIME:  4  minutes. 
COST.  $9.  no  additional  fee. 
STTE  CONTENT.  Can  see  if  show  is 
sold  out,  saving  time-wasting 
trip.  Aiso  includes  directions  to 
theater,  maps,  reviews. 
SOCIAL  INTERACTION  ON  UNE:  Chat 
room,  "Get  Romantic"  singles 
section  to  look  for  a  date. 
ANNOYANCES:  Cheesy  banner  for 
Internet  matchmaking  service. 


TICKET  FROM  BOX 
OFFICE,  AMC  CENTURY 
CITY  14  IN  LOS  ANGELES 

TOTAL  TIME:  25  minutes. 
COST  $9. 

CONTENT  OF  LOS  ANGELES  TIMES 
NEWSPAPER  LISTING:  Movie  times, 
comics,  daily  bridge  column. 
SOCIAL  INTERACTION  IN  UNE:  Non- 
English-speaking  family,  obnox- 
ious motor-mouthed  teenagers. 
ANNOYANCES:  Dirty  hands  from 
newspaper,  not  knowing  if  tick- 
ets would  be  available. 


INSTANT  PASSPORT 
INTERNET  PASSPORT 
RENEWAL 

TOTAL  TIME:  20  minutes  navigat- 
ing lnstantpassport.com  site, 
getting  passport  photos,  retriev- 
ing necessary  documents. 
TOTAL  COST  $140  fees. 
PHONE  CALLS:  One  to  Instant 
Passport's  24-hour  hotline. 
Pleasant  owner  picked  up,  an- 
swered question  immediately. 
ANNOYANCES:  Wish  we  knew 
about  this  priva.e  service  before. 


COLLEAGUE  S  RECENT 
EXPERIENCE  RENEWING 
PASSPORT  OLD  WAY  AT 
THE  LAST  MINUTE  FOR 
TRIP  TO  SOUTH  AFRICA 

TOTAL  TIME:  8  hours  over  several 
days,  one  day  lost  travel  time. 
TOTAL  COST  $75  for  fees,  phone 
calls;  $290  in  wasted  time. 
PHONE  CALLS:  30  into  Kafkaesque 
government  voice  mail  system. 
ANNOYANCES:  Scolded  by  bureau- 
crat, sending  73-year-old  father 
on  errands,  panic,  anxiety. 


holder  to  join  a  faster- moving  line.  FastPass  is  attache 
complicated  data-gathering  operation.  Unbeknow 
most  sunbaked  tourists,  the  Happiest  Place  on  Earth 
enclosed  universe  of  monitoring  systems  that  conti: 
cull'  customer  surveys  and  use  computer  modeling  t« 
diet  everything  from  how  many  people  will  eat  at  ar 
time  to  passenger  loads  on  the  Jungle  Cruise  boats. 

Taking  his  inspiration  from  the  way  a  single 
speeds  up  lift  lines  on  a  ski  slope,  Laval  reasoned  tl 
could  create  something  akin  to  a  virtual  singles  line 
on  computer  data  that  measure  peak  times  on  the 
But  instead  of  singles  as  the  differentiating  factor,  L 
FastPass  line  consists  of  real-time  information  aboui 
conditions  that  predicts  the  best  time  for  guests  to  r 
to  the  ride. 

To  keep  the  FastPass  data  current,  a  park  mai 
monitors  the  time  guests  spend  waiting  in  the  re 
standby  line  and  punches  it  into  a  two-way  pager 
nected  to  the  ride's  computer.  At  the  Buzz  Lightyear  r 
Walt  Disney  World  in  Orlando,  Laval  ushers  a  visitor : 
darkened  closet-size  room  designated  for  "cast  mem 
only.  He  opens  a  metal  cabinet  exposing  a  humble  ( 
paq  PC.  The  waiting-time  data  goes  into  the  comp 
which  helps  decide  how  many  FastPasses  to  distribut' 
adjusts  the  expected  wait  time  on  a  neon  sign  (us 
overstated,  to  trick  tourists  into  thinking  the  line  is  mc 
more  quickly).  That  computer  is  connected  to  a  li 
server  housed  at  the  park's  headquarters,  where  Fas 
rides  throughout  the  park  are  monitored. 

But  none  of  the  fancy  technology  can  solve  the  ba 

any  complicated  Solution:  the  tourist  who  is  flummoxec 
that  reason  a  Disney  worker  hovers  nearby  to  explain  i 
to  catch  cheaters.  And  what  of  those  tourists  chafing  i 
standby  line  when  they  see  others  skipping  ahead  of  the 

"It's  only  a  problem  if  they  don't  self-select,"  del 
Laval.  "The  only  challenge  has  been  getting  people  tc 
derstand  FastPass." 

But  despite  Disney's  relentless  marketing  of  the 
system,  including  letters  about  FastPass  inserted  into 
Disney  World  reservation  confirmations,  there  is  si 
learning  curve.  On  Deb's  Unofficial  Walt  Disney  Worl< 
formation  Guide  Web  site,  a  recent  anonymous  Fasl 
user  posted:  "Be  prepared  for  hostile  stares  from  those 
have  waited  in  line  and  don't  know  what  FastPass  is." 

Even  so,  Mickey  Mouse  might  be  able  to  teach  co 
rate  America  a  lesson  about  saving  what  is  becoming 
customers'  most  valuable  possession.  Technology  pu 
and  FORBES  contributor  George  Gilder  has  previo 
summed  up  the  changing  competitive  mind-set  on  the  t< 
"The  customer  who  grasps  the  possibilities  of  the  new  t 
nologies  of  the  speed  of  light  is  no  longer  going  to  pu 
with  standing  in  unnecessary  lines,  filling  out  gratui 
forms,  telling  telemarketers  whether  he  has  had  a  nice 
and  waiting  for  bureaucrats  to  get  around  to  his  case." 

Or,  put  another  way:  Time  is  money,  but  for  whom 
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irprisingly,  to  become  one  of  the  largest  e-business 

companies  in  the  world,  you  don't 
have  to  deal  in  books  or  collectibles. 


.9 


sal 


or  over  30  years,  you've  known  Fannie  Mae  as  the  private  company  with  a  public  mission  to  expand  the 
dream  of  homeownership.  Despite  our  traditional  look,  we've  also  been  a  leader  in  developing 
innovative  technology  solutions  that  help  our  lender  partners  serve  more  borrowers 
and  qualify  more  families.  So  it's  only  natural  that  we're  putting  this  expertise  to 
work  by  making  our  technology  more  widely  available  on  the  Internet  to  help 
our  mortgage  industry  partners  offer  consumers  the  best  possible  low-cost 
mortgage  experience. 

&i  FannieMae       Last  year  alone,  we  conducted  about  $170  billion  in  business  through  our 

fanniemae.com  .  .  ...  „    .  , 

proprietary  e-business  network.  Now  we  are  moving  all  of  our  business  services 

to  the  Internet,  enabling  us  to  do  $300  -  $400  billion  of  business  online  each  year. 

Which  explains  why  we're  more  than  just  the  world's  largest  source  of  mortgage 
funds.  We're  rapidly  becoming  one  of  the  world's  largest  e-businesses. 

Fanniemae.com.  It's  how  we  do  business.  Period. 


OWRF.S  T  UNCH 


SY  OVAN  MACHAM 


I  Will  Not  Be  Denie 


Interpublic's  new  chief,  John 
Dooner,  is  an  ad  man  who  knows 
when— and  when  not— to  keep  his 
mouth  shut. 

A BIG  FAMILY  WILL  NEVER  LET  YOU  WALK  AROUND 
with  a  large  zit,"  observes  John  Dooner  Jr.,  chief  ex- 
ecutive elect  of  Interpublic  Group  of  Companies, 
about  growing  up  with  four  sisters  and  a  brother  on 
New  York's  Long  Island.  "They  bring  you  humility." 
Humility  is  part  of  Dooner's  charm,  which  was  recently  re- 
warded when  Dooner,  52,  was  elected  to  take  over  from  Philip 
Geier  come  Jan.  1.  After  more  than  20  years  in  the  job  Geier,  65, 
will  step  aside  as  chief  executive  but  stay  on  as  chairman. 

Interpublic,  the  marketing  communications  giant,  had  1999 
sales  of  $4.5  billion  and  earnings  of  $322  million. 

The  quintessential  adman,  Dooner  likes  everyone:  "I  keep 
doors  open,  I  don't  shut  them.  I  look  for  the  good  in  people, 
which  comes  from  my  dad.  He  was  a  great  cheerleader  who  al- 
ways put  his  kids  first — way  before  paying  the  bills."  Dooner 
even  speaks  well  of  his  competitors:  "I  have  the  greatest  respect 
for  my  competition;  diey're  huge!" 

Unless  he's  off  the  record,  but  we  can't  write  about  that. 
"It's  just  not  appropriate  to  be  honest,"  Dooner  says,  in  one 
of  his  more  honest  statements.  In  fact,  many  of  his  liveliest  ob- 
servations were  retracted  from  the  record  as  soon  as  he  uttered 


agency  was  in  a  creative  slump. 
A  hands-on  client  guy,  Dooner 
injected  excitement  and  high  ex- 
pectations. He  won  huge  ac- 
counts, like  Motorola,  Microsoft 
and  MasterCard.  In  five  years  he 
tripled  billings  to  $20  billion. 
Dooner  came  up  with  a  concept 
called  the  McCann  World 
Group,  using  the  agency  to  offer 
clients  more  than  just  advertis- 
ing. He  made  1 14  acquisitions  to 
help  the  agency  evolve  into  a  full- 
service  marketing  company  that 
included  public  relations,  re- 
search and  direct-marketing  spe- 
cialties. "Ten  years  ago  a  30-sec- 
ond  spot  of  someone  washing 
dishes  could  create  a  brand-and- 
client  relationship,"  says  Dooner. 
"Today  it  wouldn't  get  you 
through  the  door." 

Somewhere  along  the  way 
Dooner  applied  the  phrase  "I  will 
not  be  denied"  to  himself,  and  it 
stuck  as  a  motto.  Colleagues  and 
clients  give  him  T  shirts  with 


"It's  just  not  appropriate  to  be  honest,"  he 
says,  in  one  of  his  more  honest  statements.  He  retracts  m 


them.  Like  how  a  big  client  could  have  avoided  all  its  legal  prob- 
lems, and  what  he  really  thinks  about  a  competitor  who  re- 
cendy  sold  out. 

Even  so,  a  few  comments  and  tidbits  of  humor  escaped 
his  editing.  Like  when  we  asked  how  he  got  Geier's  job  when 
he's  so  distinctly  different  from  the  more  reticent,  soft-spoken 
chairman.  "I  have  [embarrassing]  pictures  of  Phil  Geier,"  he 
says,  winking.  We  should  have  known  we  wouldn't  get  a 
straight  reply. 

So  we  will  answer  the  question  by  looking  at  the  record. 
Dooner  has  worked  for  Interpublic  since  1973,  but  the  spotlight 
fell  on  him  in  1994  when  he  took  over  Interpublic's  flagship 
agency,  McCann-Erickson.  At  the  time  the  world's  largest  ad 


those  words  printed  on  them.  Nina  DiSesa,  who  heads  up 
creative  effort  in  McCann's  New  York  office,  attests  to  the  1 
validity.  After  she  had  left  Interpublic  for  a  WPP  unit  in  Chi 
during  the  early  1990s,  Dooner  called  her  up  and  said, 
time  to  come  home,  baby!"  Dooner  then  started  workin; 
selling  her  husband  on  his  plan.  "He  was  persistent,  but 
such  charm  I  didn't  feel  stalked,"  she  recalls. 

Dooner  brought  Coca-Cola  home,  too.  In  1993  a§ 
Michael  Ovitz,  then  with  Creative  Artists  Agency,  took  a  1. 
piece  of  Coke  business  away  from  McCann,  a  huge  embarr 
ment.  Dooner,  who  was  once  the  Coke  account  executive, 
a  big  piece  of  the  Coke  account  back  in  1999  by  winning 
prized  client's  confidence. 
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pounds— and  gained  the  top  job. 


a  separate  profit  center,  and  unit 
performance  is  based  on  results, 
not  congeniality. 

After  the  megamergers  of 
the  past  couple  of  years,  three 
companies  have  emerged  as  the 
main  global  players:  Omnicom 
Group,  WPP  and  Interpublic. 
Dooner  muses  on  the  symme- 
try. "We're  all  the  same  size, 
about  $5.1  billion.  And  all  are 
being  led  by  relatively  young 
guys."  Dooner  is  52,  John  Wren 
of  Omnicom  is  48  and  Sorrell  is 
55.  Okay,  so?  Taking  a  sip  of  diet 
Coke,  and  finishing  off  his  salad, 
Dooner  explains  brightly,  "Our 
industry  is  growing  at  20%  a 
year.  To  maintain  that  rate  you 
need  to  double  the  size  of  your 
business  every  five  years."  We're 
with  him.  "The  truth  is,  in  five 
years  we  will  all  have  to  be  $10 
billion,"  he  says. 

"So  ask  John  [Wren  of  Om- 
nicom] how  he's  going  to  do 
that.  Then  we'll  ask  the  midget 
(Sorrell  of  WPP)  what  he  thinks," 
says  Dooner,  laughing  uproari- 
ously at  his  humor.  "And  how 
am  I  going  to  do  it?  Well,  if  I 
don't  come  up  with  a  way,  I 
won't  have  a  job." 

The  newly  svelte  Dooner 
may  also  need  to  bulk  up  with 
another  acquisition.  WPP  and 
Omnicom  each  have  three  net- 


hs,  like  what  he  thinks  about  a  competitor  who  sold  out. 


dooner' s  iron  will  applied  to  his  own  diet.  While  reinvent- 
the  business,  he  says,  "I  decided  to  reinvent  myself."  The 
It:  Dooner  lost  60  of  his  more  than  250  pounds.  He  admits 
effort  didn't  hurt  his  chances  of  getting  the  top  job.  "It 
vvs  you  can  control  your  destiny,"  he  explains. 
The  less  flashy,  but  consistently  effective  Geier  is  credited 
i  building  Interpublic  into  a  many-faceted  communications 
lpany.  Dooner  says  that  he  would  never  say  anything  nega- 
about  Interpublic  but,  when  pressed,  he  notes  that  WPP's 
ctin  Sorrell  has  stated  that  the  various  Interpublic  entities 
rate  without  much  cross-fertilization.  "That  isn't  my  style," 
.  Dooner;  his  strength  is  milking  synergy  out  of  all  units. 
Of  course,  that's  easier  said  than  done.  Each  Interpublic  is 


works,  or  big  operating  agencies.  In  WPP's  case,  it's  Ogilvy  & 
Mather,  Young  &  Rubicam  (pending  shareholder  approval)  and 
J.  Walter  Thompson.  Omnicom  has  BBDO,  DDB  and  TBWA. 
When  Dooner  recently  combined  the  problematic  Ammirati 
Puris  Lintas  with  the  Lowe  Group,  Interpublic  lost  its  third  web. 
Dooner  says  it's  not  necessary  to  bring  in  another  major  global 
footprint,  but  admits  it's  a  possibility  should  the  right  client 
list  come  along. 

"The  reality  is  there's  going  to  be  a  good  battle  going  for- 
ward," he  says.  As  he  steps  into  the  chief  executive's  role  come 
January,  Dooner  is  on  the  record  every  day  with  his  clients,  his 
associates  and  shareholders.  Will  he  be  denied?  That's  the  on- 
the-record  question.  F 
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For  the  Masses 


A  Nike  without  the  swoosh?  It  may 
become  common  as  more  shoppers 
demand  personalized  goods. 

BY  KRYSTEN  A.  CRAWFORD 

MIKAL  PEVETO  IS  A  SNEAKER  ADDICT.  THIS  IMELDA 
Marcos,  who  once  sported  a  tattoo  of  Nike's  signa- 
ture swoosh,  owns  400  pairs.  Today,  the  corporate 
logo  is  gone — from  his  arm  and  many  of  his  running  shoes. 
Instead,  he  prefers  an  image  of  a  spider. 

Peveto,  38,  is  creative  director  of  Customatix.com,  a  fledg- 
ling sports  apparel  company  that  just  might  represent  the  fu- 
ture of  e-tailing.  The  Santa  Cruz,  Calif.-based  company  al- 
lows footwear  fans  to  design  their  own  sneakers,  choosing 
their  own  colors,  symbols  and  fabrics.  The  blueprint  is  trans- 
mitted to  the  company's  factory  in  China,  and  the  shoes  are 
shipped  within  two  weeks.  Want  pink-and-green  running 
shoes  with  silver  laces?  There's  no  filter  for  taste. 

The  carriage  trade  has  always  had  its  custom  goods — 
$3,000  Savile  Row  suits  or  a  $30,000  custom  perfume  con- 
cOction  from  the  House  of  Creed.  With  the  help  of  the  Inter- 
net, where  Dell  Computer  advanced  the  cause,  personalized 
goods  can  be  made  affordable  for  the  masses. 

Levi's  sells  made-to-fit  jeans  for  $55.  Nike  sells  customized 
sneakers  for  $50  to  $100  a  pair.  Mattel  sells  customized  Bar- 
bie dolls  for  $40.  Procter  &  Gamble  will  soon  let  coffee  fans 


Sole  man:  Customatix 
Chief  David  Ward  sell 
shoes  designed  by  yoi 

blend  their  own  javai 
at  P&G-owned 
flect.com,  cosmetic 
whipped  up  to  orde 
shipped  in  package 
beled  with  the  custoi 
name.  Prices,  typit 
are    not  outland 
higher  than  the  one 
department  store  gt 
Like  Nike,  Cus 
atix.com  lets  armchai 
signers  create  their  sr 
ers,     which  ap 
instantly  on  a  3-D  ii 
on  the  screen.  Both 
panies  also  allow 
tomers  to  personalize 
fare  with  their  owru 
gan,  albeit  (for  r 
Nike's  version  also  cc 
with  a  trademark  swc 
Both  offer  9  shoe  stt 
but  Customatix  delivers  more  visual  variety:  For  one  m« 
Customatix  has  29  colors  and  16  design  steps;  a  Nike  mod 
www.nikeid.com,  offers  3  basic  color  schemes  and  12  ac 
colors  in  3  steps.  The  Customatix  footwear  runs  $85  delive 
This  isn't  an  immensely  profitable  business,  yet.  Cust 
atix.com  Chief  Executive  David  Ward  says  his  basic  cost 
$40  per  pair  of  shoes,  an  $8  import  duty  and  a  pricey  UP? 
livery  charge  to  the  U.S.  Although  Nike  won't  discuss  its : 
gins,  the  sneaker  giant  can  probably  land  a  mass-proc 
$80  retail  sneaker  on  U.S.  shores  for  $20  or  less.  The 
mail-order  distribution  model,  of  course,  cuts  out  the 
store,  which  is  an  expensive  part  of  the  shoe  industry, 
eliminates  inventory  writedowns. 

The  cost  of  doing  business  could  be  one  reason  Adi 

New  Balance  and  I 
bok  haven't  steppec 
to  the  personalizal 
plate — yet.  When  t 
do,  five-month-old  ( 
tomatix.com  is  a  lil 
acquisition  target, 
that  event  the  comp 
may  have  to  scrap  t 
rent  ads,  which  re 
"Shoes  designed  by  \ 
Not  the  corpoi 
Mafia." 


Levi's  sells 
made-to-fit 
jeans.  Mattel 
hawks 
customized 
Barbie  dolls. 
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com 


BE     THAT  GOOD 


>ducing  the  Web  service  that  streamlines  the  sales  process 
/ou  and  your  team  can  close  more  deals.  Faster.  With 
grated  tools  to  help  you  manage  and  forecast  your  sales, 
>rary  of  sales  skills  articles  from  experts  such  as  Tom  Hopkins 


and  Zig  Ziglar,  targeted  leads  from  Dun  &  Bradstreet,  and 
everything  else  you  and  your  team  need  to  be  killer  closers.  How 
can  it  work  for  you?  Find  out  mere  today.  Call  toll-free 
1-877-809-7025  or  register  online  at  www.sales.com. 


<©  2000  Salet.com,  Inc  Sales.com  and  "BE  THAT  GOOD  "  are  trademarks  of  Sales  com,  Inc  All  other  brand  or  product  namet.  marki,  and  logos  may  be  trademark*  or  registered  trademark*  of  other  companies 


PREREORS 


£DnLH  BY  TO  Ml 


"FAKE  IT  TILL 

YOU  MAKE  IT 

The  Roberts  brothers  have  built  a  tidy  empire  of  malls,  television 
stations  and  wireless  customers  on  moxie  and  smarts. 


BY  TOMAS  KELLNER 

EVERY  ENTREPRENEUR  KNOWS 
how  to  bluff.  Michael  Roberts 
and  his  brother  Steven  have  re- 
fined the  practice  into  high  art. 
A  couple  of  years  ago  the 
small-time  businessmen  from  North  St. 
Louis  decided  to  cash  in  on  the  wireless 
craze.  With  no  experience  in  the  trade, 
they  approached  Thomas  Mateer,  vice 
president  of  affiliations  at  Sprint  PCS  in 
Kansas  City,  and  put  an  offer  on  the 
table.  Instead  of  Sprint's  having  to  deal 
with  dozens  of  little  telcos  in  rural  Mis- 
souri, the  Robertses  would  build  the 
cell  phone  network  themselves  and  take 
a  90%  piece  of  the  action.  They'd  pay 


for  what  I  needed  to  do,"  says  Mike,  5 1 . 

Just  one  problem:  He  really  didn't 
have  that  kind  of  dough — or  any  easy 
way  of  getting  it. 

Mike  approached  Nortel  Networks, 
which  was  providing  equipment  for  the 
Sprint  franchise,  and  hit  it  up  for  a 
loan.  Nortel  agreed  to  match  the  SI 8 
million  in  equity  that  they  had  from 
past  deals.  Hardly  enough.  So  Mike 
took  his  offer  to  a  competitor.  "I  told 
Lucent,  how  would  you  like  to  have 
Missouri,  and  take  it  from  Nortel?"  he 
recalls.  Lucent  agreed  to  a  S56  million 
loan  to  Roberts  Wireless  Communica- 
tions, with  an  interest  rate  of  4.5% 
above  Libor,  and  took  the  company  as 


up  in  a  middle-class  fami 
six,  in  a  segregated  area  o 
Louis.  Their  mother  \^ 
teacher;  their  father,  who 

W serves  as  their  chief  fina: 
officer,  worked  for  the  poj 
fice.  The  kids  had  big  ai 
tions.  Both  put  thems< 
through   college  and 
school  with  scholarships, 
briefly  entered  local  politj 
the  late  1970s.  "I  learne 
come  across  as  if  I  were 
ceeding,"  Mike  says.  "No  one  ri 
wants  to  be  in  the  presence  of  sorro 
who  is  broke  or  looks  broke." 

His  life  in  business — and  actii) 
started  after  he  graduated  from  St.  11 
University's  law  school.  Mike  passed  1 
self  off  as  a  consultant  and  began  an 
ing  corporations  on  how  to  avoidl 
crimination  and  sexual  harassment  s 
"My  lawyer  friend  put  me  in  a  Linj 
Continental  and  let  me  wear  his  a 
sucker  suits  to  meetings,"  he  says.  \ 
the  little  bit  in  fees  that  came  in,  Rob 
invested  in  run-down  urban  real  ej 
that  he  bought  for  next  to  nothing 
modeled  and  sold  for  a  profit. 

Steve,  now  48,  joined  Mike  in  II 


1  COULD  SIT  HERE  AND  CUT  GRASS  OR  REPAIR  CARS  AND  CALL  MYSELF 


for  the  entire  project  themselves — S74 
million  in  total,  including  S34  million 
for  transmission  equipment,  57  million 
for  retail  oudets  and  S13  million  for  the 
licenses  and  equipment  in  two  small 
urban  markets  Sprint  owned. 

The  pitch  was  dubious.  The  broth- 
ers had  dabbled  in  soul  food,  in  con- 
sulting and  in  real  estate  in  the  worst 
part  of  St.  Louis,  as  well  as  in  a  couple 
of  little-watched  home  shopping  UHF 
TV  stations.  Still,  they  were  convincing, 
since  they  ended  up  with  a  deal.  "Of 
course,  I  told  Sprint  I  had  the  money 


collateral.  "We  grab  at  a  chance  and 
then  figure  out  how  we're  going  to  do  it 
and  how  we're  going  to  pay  for  it," 
Mike  laughs.  "Fake  it  till  you  make  it." 

And  make  it  they  did.  In  ten  months 
they  built  a  wireless  system  with  12,000 
clients  in  an  area  with  1.5  million  po- 
tential customers.  But  instead  of  staying 
in  the  business  they  flipped  it  to  Alam- 
osa Holdings,  a  Sprint  affiliate,  for  S400 
million  in  cash  and  stock,  which  in- 
cluded S56  million  in  assumed  debt. 

This  sort  of  chicanery  can't  be 
learned  overnight.  The  brothers  grew 


and  together  they  bought  an  ab 
doned  200,000-square-foot  builc 
from  Sears,  Roebuck  for  S20,00< 
cash,  and  a  S500,000  loan  from  the 
■tailer  and  a  bank.  Totally  refurbis 
the  urban  mall  has  50  minority- 
businesses  and  services,  from  clot 
shops  to  Chinese  take-out  and  a  h 
school  equivalency  testing  center, 
brothers  still  keep  their  offices  there 
telling  study  in  contrasts:  Mike' 
dark,  cavernous,  filled  with  African 
and  heavy  wooden  chairs  shaped 
elephants;  Steve's  is  light,  functic 
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iparsely  decorated.  They've  since 
jht  and  are  developing  several 
|)ing  centers  and  office  buildings. 
|;al  estate  is  nice,  but  the  Robertses 
|?d  a  different  kind  of  action,  too. 
■had  served  as  an  alderman  on  the 
liuis  city  council,  and  they'd  sat  in 
nany  cable  television  hearings,  a 
I  course  in  broadcasting.  When  they 
led  for  and  got  a  UHF  TV  license  in 
I  they  didn't  have  the  money  to  build 
lation.  Mike  convinced  Home  Shop- 
ping Network  to  put  up  a 
$3.8  million  loan,  in 
addition  to  $1.6 
million  a  year 
for  carrying 


the  show  on  the  channel.  Suddenly  he 
had  a  station.  These  days  a  computer  runs 
the  channel.  A  single  operator  feeds  ad 
tapes  and  controls  Home  Shopping  pro- 
gramming via  satellite  link — at  close  to 
zero  labor  cost.  The  brothers  replicated 
that  model  in  Denver  and  spent  the  1990s 
building  TV  stations  in  Raleigh-Durham, 
Albuquerque,  Salt  Lake  City  and  Hart- 
ford. Then  they  sold  off  all  but  the  Den- 
ver operation  to  Acme  Communications 
and  Paxson  Communications,  for  $21 
million  in  cash  and  stock. 

Today  their  enter- 
prises, collectively 
called  Roberts  Cos., 
gross  $30  million  a 


Raising  bluff  into  a  high  art:  Brothers 
Steve  and  Mike  Roberts  have 
founded  30  businesses— some 
on  little  more  than  gumption. 


year;  90%  of  their  200  employees  are 
blacks  and  Hispanics.  The  Robertses  are 
worth  at  least  $300  million  (given  the 
drop  in  Alamosa's  stock),  although  they 
claim  that  estimate  is  way  too  low. 

No  resting  on  laurels  here.  In  May 
Mike  bought  a  $5  million  Hawker  jet, 
with  the  idea  of  starting  a  charter 
company.  He  wants  to  privatize  tele- 
coms  in  the  Caribbean.  "In  the  busi- 
ness world  there's  a  barrel  of  small 
fish  and  a  fast  stream  with  the  big 
fish,"  he  says.  "I  could  sit  here  and  cut 
grass  or  repair  cars  and  call  myself 
a  business.  But  I'm  trying  to 
catch  the  whale.  I'm  looking 
s    for  Moby- Dick."  F 


VinOWN,  P.R.C. 


Mike  OYoung  is  bringing  suburban  life  to  China.  But  the 
welcome  mat  has  been  slow  to  roll  out. 


DANIEL  KRUGER 


MICHAEL  O'YOUNG  WAS  SCOUTING 
for  property  deals  in  bustling 
Shanghai  in  1996  when  he  no- 
ticed something  odd.  In  some  parts  of 
the  city,  streets  were  chockablock  with 
town  houses  and  luxury  high  rises — 
homes  mostly  to  expats.  Aside  from  the 
storied  elegance  of  the  Bund,  the  rest  of 
town  was  dotted  with  depressing  gov- 
ernment-owned tenements  reminiscent 
of  East  Germany.  There  was  nothing  for 
Shanghai's  growing  middle  class. 

O'Young,  57,  returned  to  his  com- 
pany's headquarters  in  Hong  Kong  and 
pitched  management  at  Far  East  Con- 
sortium International  with  the  idea  of 
introducing  single-family  housing  to 
Shanghai,  a  sort  of  Levittown  of  the  Far 
East.  Forget  it,  said  the  property  devel- 
opment group.  It  had  been  burned  on 
two  investments  in  China.  One  it 
dumped  at  a  loss.  "The  other  is  still  a  big 
hole  in  the  ground,"  says  O'Young,  who 
grew  up  in  Hong  Kong. 


Still,  he  persisted,  lobbying  Far  East's 
board,  promising  he  could  deliver  prof- 
its. Seven  months  later  the  company 
chipped  in  $9  million  and  signed  a  70- 
year  lease  with  the  government — which 
still  owns  all  land  in  the  People's  Repub- 
lic— on  350  undeveloped  acres  just  out- 
side Shanghai. 

But  importing  the  American  dream 
to  China  was  no  snap.  Shanghai  officials 
didn't  like  the  plan  for  three-story,  1 ,600- 
square-foot  attached  town  houses  with 
front  and  back  yards. 
They  doubted  the 
$50,000  houses  would 
sell,  citing  a  glut  of  un- 
sold villas  in  the  city  cen- 
ter. O'Young  convinced 
them  attached  homes 
were  more  fashionable — 
and  affordable — than  the 
freestanding  units. 

Groundbreaking  was 
not  easy,  either.  O'Young 
rejected  the  first  architect, 


No  fun  and  games  yet:  The 
project  has  challenged  O'Young, 


who  was  Chinese,  then  hired  an 
tralian  architect  before  his  blueprint 
the  $250  million  development  wen 
proved.  Finally,  in  July  1997  he  wai 
to  show  prospective  buyers  models 
project,  optimistically  christj 
California  Gardens  to  evol 
American  middle-class  Edeni 
talk  about  California;  we| 
about  flowers;  we  talk  aboutl 
shine,"  he  says. 

The  illusion  wasn't  enoui 
offset  the  reality  in  China,  vi 
home  ownership  is  still  a 
concept.  Shanghai's  emeu 
middle  class  has  little  cred 
tory,  making  it  tough  for  b 
to  assess  risk.  O'Young  hi 
do  a  lot  of  hand-holding 
helped  prospects  find  a  q 
then  hired  a  staff  to  pr<| 
mortgages  ($10,000 
$15,000  down,  the  rest  a) 
interest),  home  registra 
and  other  paper  work. 

To  spur  sales,  O'Yd 
added  a  few  amenities 
provided  morning  exeij 
on  the  grounds  of  California  Ganl 
built  an  on-site  school  and  wooed 
chants  to  the  area.  "In  the  West,  yot 
a  house — that's  it.  In  China,  you  hai 
take  care  of  buyers,"  he  says. 

It's  starting  to  pay  off.  New  C 
Homes  has  sold  2,300  units  in  Ca 
nia  Gardens.  It  hopes  to  sell  6,000  m 
1,700  of  which  are  already  built, 
company  is  finally  profitable,  ear 
$2.8  million  on  revenues  of  $32  mi 
in  the  last  12  months. 

Next  year  O'Young  aims  to  ina 
profits  by  selling  uni 
an  840-unit  luxury  a] 
ment  complex 
Millennium  Towei 
Beijing's  Silicon  Valle 
help  raise  money  fo 
$120  million  deve 
ment,  New  C 
Homes  offered  2  mi 
shares  to  U.S.  investo 
March.  Far  East  still  c 
77%  of  the  company 
But    New  C 
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jjies,  which  is  based  in  the  Cayman 
Ids  for  tax  breaks,  was  no  easy  sell 
[Wall  Street.  Goldman  Sachs, 
ban  Brothers  and  other  white-shoe 
jes  dismissed  O'Young  because  of 
bompany's  size.  After  rejections 
|i  over  20  firms,  he  settled  for  Bar- 


ron Chase  Securities — despite  citations 
against  the  Boca  Raton  firm  by  the 
NASD  for  unauthorized  trading  and 
forging  client  signatures.  "We  had  no 
choice,"  O'Young  shrugs. 

New  China  Homes'  shares  were 
placed  at  $5  each.  But  with  only  a  few 


thousand  shares  trading  daily,  the  slight- 
est whiff  of  trouble  can  send  the  stock 
into  a  death  spiral.  It  recently  traded  at 
$3,  giving  the  company  a  market  value 
of  $37  million.  Still,  as  the  old  Chinese 
proverb  goes,  "A  journey  of  a  thousand 
miles  must  begin  with  a  single  step."  F 


ometi 
gobbled  up  Fr 
Lent's  foods. 
But  getting  other 
folks  to  bite  has 
been  mighty  tough. 

BY  CHANDRANI  GHOSH 


|  EMEMBER  BABY  BOOM — THE  HOL- 
•jKlywood  fantasy  where  Diane 

■  Keaton  quits  her  investment 
liking  job  to  run  an  infant  health- 
id  startup  in  Vermont?  Fantasy,  in- 
)  d.  Francine  Lent  thought  she  could 
jn  her  M.B.A.  and  seven  years  as  a 

nd  manager  with  Del  Monte  into  a 
jigbuster  business.  The  idea  for  a  nu- 
jious  line  of  frozen  foods  for  children 
|ang  from  her  trying  to  feed  her  own 

)  kids — who  were  picky  eaters.  "I 
Is  convinced  I  had  found  an  un- 

ped  market,"  says  Lent,  now  43. 

To  find  out,  she  haunted  grocery 

res,  bought  a  mailing  list  of  5,000 
mes  and  sent  out  a  survey  to  600 
per-income  Bay  Area  parents.  The 
;d  was  there,  so  in  1 995  Lent  quit  her 


$80,000-a-year  job,  and  invested 
$130,000  of  her  savings  in  Fran's  Healthy 
Helpings,  offering  meals  like  Soccer-oni 
&  Cheese  and  Twinkle  Star  Fish  that  were 
low  in  sodium  and  fat  and  free  of  preser- 
vatives and  artificial  coloring.  (Example: 
A  1 -ounce  portion  of  her  chicken- nugget 
meal  contains  1  gram  of  fat  and  73  mg  of 
sodium  versus  2  grams  of  fat  and  1 18  mg 
of  sodium  for  an  ounce  of  ConAgra's 
Kid  Cuisine.)  They  proved  a  hit — at  least 
with  30  high-end  grocery  stores  around 
the  Bay  Area. 

Going  national,  though,  nearly 
proved  her  undoing.  "It  stretched  me  as 
far  as  I  could  go  with  my  skills  and 
knowledge,"  Lent  concedes.  She  hired 
Judy  Walker — whose  21  years  of  sales 
experience  for  Dial,  Sorrento  Cheese 


and  others  could  help  cajole  store  man- 
agers of  the  frozen-food  section — as 
vice  president  of  sales.  But  there  was  lit- 
tle money  in  the  till  for  blanketing  a 
market  like  Los  Angeles,  much  less  for 
paying  slotting  fees.  They  couldn't  af- 
ford to  send  dieticians  to  talk  about 
child  nutrition  to  mom's  groups  and 
give  out  free  samples,  as  they  had  in  Sil- 
icon Valley.  Instead,  they  used  coupons 
in  the  Sunday  papers.  Sales  were  slow  to 
take  off,  but  reached  20%  of  the  market 
at  the  end  of  three  months. 

Packaging  was  also  a  problem.  Earth 
colors  were  okay  for  the  tofu-and- 
Birkenstock  crowd,  but  left  big-city  folks 
cold.  "In  a  crowded  shelf  our  product 
didn't  jump  out  at  you,"  admits  Lent. 

So  she  tried  a  fresh  approach  in  her 
next  big  market — Indiana.  Lent 
switched  manufacturers  from  California 
to  Nebraska,  a  saving  of  $200,000  that 
Fork  lore-  helped  improve  gross 

Lent's  picky-  margins  20%.  She  also 
eating  kids  replaced  her  chief  mar- 
helped  spark  a  keteh  who  seemed  bet- 
new  business.  ter  suited  to  the  safety 
of  corporate  life,  and  began  an  aggres- 
sive effort  to  get  into  stores.  "We  did  di- 
rect mailing  and  jumped  to  sponsor  any 
kids-related  promotions  to  retailers," 
says  Lent.  She  introduced  eye-catching 
bright  yellow  and  fluorescent  green  on 
the  packaging  and  lowered  the  price  of 
the  meals  from  $3  to  $2.50. 

Healthy  Helpings  is  no  sure  bet.  At 
$1.5  million,  sales  for  the  first  half  of 
this  year  were  nearly  triple  what  they 
were  during  the  first  two  quarters  of 
1999.  Profits  are  at  least  two  years 
away.  Lent  has  only  nine  months  of 
funding  left,  an  estimated  $2  million. 
But  some  new  accounts,  like  Wal-Mart 
Super  Centers,  on  top  of  Food  Lion 
and  Kroger,  will  put  her  products  in 
4,200  stores.  F 
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CHARITY  CASES 

Enron  is  known  for  risky  investments  in  the  Third  World.  At  the 
urging  of  two  young  executives,  it's  now  gambling  close  to  home 

BY  LYNN  COOK 


ENRON  CORP.  HAS  A  LOT  OF  SMART 
folks  with  little  to  do  on  weekends. 
A  sad  comment,  perhaps,  on 
Houston's  social  scene,  but  a  circum- 
stance that  led  to  the  first  corporate 
venture  capital  fund  devoted  to  women 
and  minorities  to  be  started  by  a  nonfi- 
nancial  institution. 

Enron  Investment  Partners  owes 
its  existence  to  Domingo  Drakes,  28, 
and  Claude  Tellis,  27.  In  their  day  jobs 
they  studied  ways  to  privatize  Latin 
America's  energy  industry.  When  Sat- 


urdays and  Sundays  rolled  around, 
they  teamed  up  with  other  consulting 
types  from  McKinsey  &  Co.  and 
Arthur  Andersen  to  offer  entrepre- 
neurial know-how  to  small  businesses 
in  Houston's  impoverished  Fifth 
Ward.  That's  where  business  and  vol- 
unteering intersected. 

Pockets  of  Latin  America  and  run- 
down urban  areas  in  the  U.S.  are  similar, 
Drakes  and  Tellis  realized.  Both  are  is- 
lands of  indigence  subsidized  by  govern- 
ment and  cut  off  from  thriving,  main- 
stream economies.  Each  world  holds 


enormous  potential  for  invfl1 
who  strike  early.  This  isn't  a 
charity;  this  is  capitalism 
most  self-enlightened.  "Cor) 
ing  without  capital 
nowhere,"  says  Drakes. 

And  capital  seeks  newi 
portunity.  Sales  at  minority-ov| 
businesses  are  growing  34%  a  yej 
three  times  the  rate  of  all  U.S.  corj 
nies,  says  Glenn  Yago,  director  of 
ital  studies  at  the  Milken  Institute 
last  year  private  investors  comm] 
only  $2  billion  of  the  $95  billioi 
equity  capital  invested  in  the  U.! 
this  underserved  market.  "It  cai 
perceived  as  risky,"  Tellis  says.  "B 
Enron's  willing  to  invest  internat: 
ally  where  governments  are  unstj 
and  exchange  rates  in  constant 
why  shouldn't  they  be  willing  to 


A  growing  appetite  for  investmei 
Claude  Tellis  and  Domingo  Drake 
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[Named  by  discerning  travelers  the  number  two  island  in  the  world*,  and  the 
pnly  one  with  a  single  resort,  Pangkor  Laut  is  unique.  Privately  owned,  the 
island  is  covered  by  a  two  million  year  old  jungle,  dimpled  with  coves  of 
(golden  sand,  and  set  amidst  an  emerald  sea  in  the  Straits  of  Malacca. 

iLess  than  a  tenth  of  the  island  was  used  to  create  Pangkor  Laut  Resort, 
fa  destination  which  harmoniously  blends  nature  with  luxurious  accommodations 
land  facilities.  No  towns,  no  highways,  no  hubbub.  There's  nothing  quite  like  it 
^anywhere  else  on  Earth. 

P  Conde  Nast  Traveller  (October  1999) 

Pangkor  Laut  Resort,  Pangkor  Laut  Island,  32200  Lumut,  Perak,  Malaysia 

Tel:  (605)  699  1 100  •  Fax:  (605)  699  1200  •  plr@po.jaring.my  •  www.pangkorlautivsort.com 

YTL  North  American  Marketing  and  Sales  Office 

877-757-5288  (toll-Free)  •  inlofe'pangkorlaut.com  •  www.pangkorlaut.com 


Pangkor  Laut  Resort 

ONE  ISLAND  •  ONE  RESORT 


in  (heir  own  back  yard?" 

•'.  )ne  Suiiday  afternoon  Drakes  and 
Tellis  ran  in*o  Chief  Financial  Officer  An- 
drew I  astow  in  the  hallway.  On  a  whim 
they  pitched  the  idea  to  him.  "He  didn't 
laugh  in  our  faces,"  Drakes  says.  In  fact, 
he  encouraged  them  to  go  ahead — pro- 
vided they  could  find  an  Enron  business 
unit  to  sponsor  the  effort.  Enron  wanted 
more  minority  vendors,  but  most  didn't 
have  the  scale  to  handle  business  from 
the  energy  giant.  The  plan:  Enron  would 
take  a  minority  stake  in  ventures  led  by 
promising  entrepreneurs,  with  the  ex- 
pectation of  cashing  out  the  investment 
in  three  to  five  years. 

Their  first  stop,  Enron  Energy  Ser- 
vices, was  a  no-go.  After  flaming  out  in 
California's  residential  electricity  mar- 
ket, the  division  was  under  too  much 
earnings  pressure  to  take  on  more  risk. 
Then  on  to  the  community  develop- 
ment unit.  The  corporate  flacks  loved 
the  idea.  But  Tellis  and  Drakes  feared 
the  program  might  devolve  into  a  mere 
publicity  blitz  for  the  company,  and  de- 
cided to  keep  looking.  That's  when 
Enron's  Industrial  Services,  which  fo- 
cuses on  energy-intensive  equity  invest- 
ments in  North  America,  offered  to  in- 
cubate the  group — but  would  that 
jeopardize  the  program's  autonomy? 

They  needed  a  boost  from  the  top. 
So  the  pair  spent  months  talking  to 
folks  like  Kevin  Hannon,  head  of  Enron 


Capital  &  Trade;  President  Jeffrey 
Skilling;  Chief  Executive  Kenneth  Lay; 
as  well  as  board  members. 

Naturally,  there  was  skepticism. 
"Why  Enron?"  was  usually  the  first 
question;  "How  profitable?"  was  almost 
always  the  second.  Drakes  and  Tellis 
countered  with  the  argument  that  if 
Enron  was  willing  to  gamble  in  Russia, 
India  and  Brazil,  why  not  in  Houston, 
Los  Angeles  and  New  York?  They 


"WE'RE  NOT  DOING  THIS 
BECAUSE  IT  FEELS  GOOD. 
WE'RE  DOING  THIS  BECAUSE 
IT  MAKES  BUSINESS  SENSE." 


pointed  to  the  example  of  the  $350  mil- 
lion fund,  operated  by  Calpers  (the  Cal- 
ifornia Public  Employees  Retirement 
System,  a  frequent  partner  of  Enron's), 
that  invested  in  domestic  emerging 
markets.  They  prevailed.  "Skilling  told 
us,  'We're  not  doing  this  because  it  feels 
good,'"  Drakes  recalls.  "'We're  doing 
this  because  it  makes  business  sense.'" 

Which  represented  a  vindication  of 
their  efforts;  neither  guy  was  looking  for 
special  favors.  Tellis,  whose  father  was 
the  first  black  student  to  graduate  from 
LSU's  medical  school,  was  encouraged 


GREAT  EXPECTATIONS 

ENRON  INVESTMENT  PARTNERS'  BIGGEST  GAMBLE  TO  DATE  HAS  BEEN  THE  $4  MILLION  IT 
pumped  into  Cynet.  The  software  outfit  relies  on  a  wireless  modem  that  plugs  in  to 
a  laptop  or  PC  and  lets  you  e-mail,  fax,  and  use  voice-  and  data-messaging.  That 
may  not  sound  like  much.  But  imagine  e-mailing  thousands  of  people  at  once— or 
sending  a  document  and  following  with  a  prerecorded  message  to  tell  folks  to 
check  their  fax  machines.  Cynet  is  also  developing  the  ability  to  retrieve  e-mail 
messages  as  voice  mail  on  a  laptop  and  to  translate  voice  mail  into  e-mail. 

The  investment  helped  launch  Cynet  as  the  first  African-American  company  to 
go  public  out  of  Houston.  How's  it  doing?  Not  so  hot.  After  the  initial  offering  in  Jan- 
uary the  stock  jumped  to  $8,  but  it  got  pummeled  in  April  and  now  hovers  around 
$1.  It  has  yet  to  recover. 

Still,  Enron  is  holding  on  to  its  investment,  now  worth  only  $1.9  million.  Cynet 
holds  the  exclusive  North  American  marketing  license  for  Teleran  Electronic's 
wireless  modems.  That's  got  to  be  worth  something.  Compaq  Computer  is  using 
the  technology  to  add  high-speed  wireless  Internet  connections  to  its  iPAQ  Pocket 

-L.C. 


by  his  parents  to  get  the  best  eduq 
possible.  He  grew  up  in  suburban  Vi 
ington,  D.C.,  attended  the  elite  Si 
bans  School,  then  went  on  to  Duk< 
earned  an  M.B.A.  from  the  Wh< 
School.  Drakes  had  always  fende 
himself.  A  native  of  Panama,  he  car 
Atlanta  at  14,  speaking  no  English 
first  exposure  to  commerce  was 
dling  tacos  with  his  grandmoth 
construction  sites.  Enron  recruitet 
at  Clark  Atlanta  Univers 
The  fund  got  launch 
Enron's  February  1999 
meeting  in  London,  bankr 
with  $20  million.  Marc 
son,  who  joined  the  g 
from  Enron's  Industrial 
vices  division,  helped  brin 
board  Bank  of  America,  Vv 
ington  Mutual,  Wells 
and  Houston  investment  firm  San 
Morris  Mundy,  which  signed  oi 
round  out  the  Houston  Economic 
portunity  Fund  at  $38  million.  Thus 
has  invested  $28  million  in  14  compa 
near  Houston,  in  amounts  ranging  fi 
$250,000  to  $4  million  (see  box). 

Some  are  unglamorous.  Th 
Beale's  Towncars,  an  executive  chauf 
service  that  got  $500,000,  and  Cab 
Houston  eatery  that  plans  to  take  its 
thentic  Mexican  menu  national 
Enron  has  also  backed  Treasury  ( 
nect,  a  customized  Internet  porta 
interest-rate  swaps,  which  received 
million;  Bodyflash  ($300,000),  an  on 
retailer  that  uses  sexually  charged  p 
tos  to  push  gems  and  jewelry;  and  In 
national  E-commerce  ($1  million), 
interactive  television  play  in  La 
America.  Enron  aims  for  a  minimi 
25%  annual  return.  It's  too  soon  to 
an  inkling  of  results. 

Now  for  the  big  time — hooking 
with  institutional  investors.  Enron 
vestment  Partners  plans  to  roll  out  Ca 
bium  Fund  in  early  200 1 ,  with  $  1 50  rr 
lion  targeted  at  minority  businesses 
New  York,  Chicago,  Los  Angeles  and  i 
lanta.  "There's  a  whole  rest  of  the  wo: 
out  there  in  diverse  industries,"  says  1 
lis  (he  now  runs  the  fund  withe 
Drakes,  who  left  Enron  in  Septembo 
"We  could  blow  it  wide  open." 
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royalty-free.  When 

ou  join  the  Yamacraw  Design  Center,  you  close  the  gap  between  broadband 
jchnology  research  and  the  next  generation  of  products.  You'll  also  find  big  brains 
>r  hire,  with  eight  Georgia  universities  collaborating  on  Yamacraw  curriculum  to 
roduce  a  surging  broadband  work  force  of  technology  design  professionals.  To  find 
ut  more  about  Georgia's  broadband  telecom  consortium,  contact  Yamacraw  at 
ww.yamacraw.org  or  (404)  894-1400. 
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SOFTWARE 


Shedding 
Its  Skin 

The  days  of  selling  software  are  numbered,  as  a  new  creature— 
the  ASP— leases  its  services  over  the  Web.  Oracle  aims  to 
change  its  ways  and  build  a  new  business  before  it's  too  late. 


BY  CARLEEN  HAWN 

FROM  HIS  SPARTAN  OFFICES  ON 
a  noisy  access  road  off  High- 
way 101  in  Redwood  Shores, 
Calif.,  Timothy  Chou,  presi- 
dent of  Business  OnLine, 
dives  into  a  well-rehearsed 
spiel  about  his  plans  for  leasing  out 
software  over  the  Web. 

He  waxes  on  about  how  selling  "ser- 
vices, not  products"  is  the  future  and 
warns  that  software  companies  without 
an  online  strategy  will  die;  companies 
like,  say,  Oracle,  whose  glistening 
turquoise  towers  can  be  seen  from  a 
back  window  of  Chou's  offices. 

It  is  a  fitting  backdrop,  because  Or- 
acle, the  second-largest  software  com- 
pany in  the  world,  owns  Chou's 
scrappy  Weblet,  and  his  revolution  be- 
gins there.  "Business  OnLine  is  about 
the  real  transformation  of  Oracle," 
Chou  says.  "There  is  meat  to  this." 
He  envisions  Oracle  as  an  "online 
ore"  that  will  someday  lease  out  all  of 


its  products  over  the  Web,  serving  busi- 
nesses that  won't  even  have  to  bother 
running  their  own  computer  networks. 
He  wants  new  Web-based  wares  to  ac- 
count for  half  of  Oracle's  fastest-grow- 
ing business — application  software — in 
four  years. 

It's  a  bold  statement  from  a  guy 
whose  outfit  has  only  46  employees  and 
produces  less  than  $30  million  of  Ora- 
cle's $10  billion  in  sales — and  that  has 


signed  up  hundreds  of  b 
nesses,  driven  billions  in 
revenue  and  created  billion 
market  value. 

For  years  the  mc 
operandi  of  software  shops 
Oracle,  SAP  and  PeopleSoft 
"build  it,  ship  it  and  fo 
about  it."  They  sold  their 
to  big  companies  that  had 
heft  to  buy  it,  install  it  and 
and  maintain  it  (or  pay  so 
one  else  to  do  it).  It  was  bey 
the  reach  of  many  firms. 

ASPs  make  life  simple 
taking  on  all  the  hassle.  11 
typically  license  software  fi 
big-name  makers  (or  w 
their  own),  then  install  il 
their  own  servers  and  "le; 
service  to  clients  who  acce 
over  the  Web. 
The  ASP  pitch  appeals  to  the  i 
big  market  for  software:  small  and  r 
size  firms  that  can't  or  won't  hai 
big-time  products  like  Oracle's. 
ASP  market,  at  $3.5  billion  this  y 
could  grow  to  $25  billion  in  four  yc 
Gartner  Group  says. 

One  day,  moreover,  ASPs  ccj 
reach  into  the  huge  accounts  that 
Oracle's  lifeblood.  So  far  they  hav 
been  charmed  by  the  ASP,  in  part 


IN  FIVE  YEARS  EVERY  SOFTWARE  FIRM  MUST 
TRANSFORM  ITSELF  INTO  AN  ASP-OR  DIE. 


lost  $20  million  since  it  opened  for 
business.  Some  parts  of  the  software  in- 
dustry already  are  far  ahead  of  him. 

The  rise  of  the  ASP — "application 
service  provider" — is  roiling  the  en- 
tire industry.  Dozens  of  ASPs  have 
popped  up,  led  by  Corio,  Critical  Path 
and  USinternetworking.  They  have 


cause  Web-based  products  aren't  p 
erful  enough.  But  one  day  they  will 
and  Oracle  must  be  ready. 

In  five  years,  says  Oracle  foun 
and  Chief  Executive  Larry  Ellis 
every  software  firm  must  transforn 
self  into  an  ASP — or  die.  "We'll  have 
The  future  of  this  industry  is  sel 
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software  as  a  service  over  the  wire." 

Such  a  transformation  will  require 
an  overhaul  at  Orade,  from  product 
design  and  pricing  to  sales  commis- 
sions and  marketing.  A  notoriously  ag- 
gressive sales  force  will  have  to  put  ser- 
vice first. 

Oracle  was  the  first  traditional 
software  company  to  see  the  ASP 
threat.  Ellison  unveiled  Business  On- 
Line  in  November  1998,  figuring  that 
starting  his  own  ASP  was  better  than 
handing  over  Oracle  products  to  ASPs 
that  would  lease  them  out.  (He  has 
since  struck  deals  with  several  ASPs  to 
do  just  that.)  PeopleSoft  announced 
its  own  ASP  initiative  earlier  this  year, 
and  Microsoft  has  just  begun  market- 
ing its  version  of  an  ASP  service,  called 
"dot-Net." 

Last  year  Oracle  tapped  Chou,  46, 
to  run  Business  OnLine; 
he's  its  third  chief  in  a  little 
over  two  years.  Chou  had 
worked  at  Oracle  from  1994 
to  1996  and  had  been  run- 
ning Reasoning,  an  ASP  in 
Mountain  View,  Calif.  The 
Oracle  subsidiary  now  has 
100  clients,  including  mid- 
size accounts  Oracle  could 
not  land  in  the  past. 

Chipotle,  a  Denver-based 
restaurant  chain  with  less 
than  S100  million  in  sales, 
signed  on  in  February,  leas- 
ing Oracle  programs  for  ac- 
counting and  supply-chain 
automation.  Chipotle  didn't 
have  the  budget  or  the  time 
to  build  its  own  data  center. 
Oracle  had  it  up  and  running 
in  four  months. 

"I  can  send  financials  or 
inventory  procurement  to 
several  restaurants  at  once 
instead  of  going  into  them 
one  by  one  to  update  a  PC. 
That's  huge!"  says  Chipotle's 
tech  chief,  David  Chamber- 
lain. A  company  the  size  of 
Chipotle,  with  2,200  employ- 
ees, typically  pays  Oracle  a  li- 
censing fee  of  $50,000  to  use 
its  Web-based  software.  Ora- 


cle also  charges  an  annual  fee  for  sup- 
port, equal  to  an  extra  22%  of  the  li- 
cense fee.  But  the  real  money  is  the  esti- 
mated $2,500  in  hosting  fees  that 
Chipode  pays  Oracle  each  month.  The 
monthly  charge  is  an  entirely  new  rev- 
enue source  for  Oracle,  and  it  increases 
with  the  number  of  users  on  a  cus- 
tomer's network. 

Commercial  Net  Lease  Realty,  an 
Orlando-based  REIT  with  $75  million 
in  annual  sales,  was  one  of  Business 
OnLine's  first  customers.  "It  wouldn't 
have  made  sense  to  use  Oracle"  other- 
wise, says  David  Lachicotte,  chief  infor- 
mation officer.  A  consulting  firm  of- 
fered to  install  an  Oracle  system  for  $3 
million  plus  annual  operating  ex- 
penses. With  Business  OnLine,  CNLR 
did  it  for  $750,000  for  the  first  year  and 
$10,000  a  month  thereafter. 


Oid  Dog,  New  Trick 


Old  Model: 

-Manufacture,  ship  product 
-Collect  one-time,  big  license  fee 

-Provide  third-party  service  &  support,  for  additional  fee 


BIG  ONE-TIME 


LICENSE  FEE 


SHRINK- 

WRAPPED 

<9 

PRODUCT 

New  Model: 

-Build  software,  ship  electronically 
-Service,  support  and  hosting 


Smaller  One-time  License  Fee, 
Monthly  Fees  for  Hosting 


Oracle  hopes  to  generate  as 
as  half  of  its  applications  reve) 
through  Business  OnLine  by  2005. 
plications  now  provide  one-thirl 
total  sales  and  are  growing  twice  as 
as  the  database  business,  which 
drives  73%  of  revenue. 

What  would  that  do  to  OraJ 
flagship  sales  force?  Some  say  it  w<] 
lead  to  the  near  elimination  of 
10,000-strong  organization.  "That's 
degrees  from  what  we  will  do," 
George  Roberts,  Oracle's  executive 
president  of  sales.  He's  even  hii 
more  salespeople  in  anticipation 
growth  at  Chou's  group. 

This  month,  as  part  of  a  $100 
lion  ad  campaign,  the  company 
unveil  a  new  slogan  to  hammer  he 
its  new  mission.  Tagline:  "Big  busir 
small  business,  all  business." 

But  to  make  the  trans 
mmmmm_m_  mation  complete,  Or 
needs  to  convince  its  big 
customers,  with  huge 
disparate  amounts  of  d 
that  it  can  host  their  op 
tions.  That  could  take  ye; 

Until  then  Business  ' 
Line  will  remain  a  seconc 
business.  Some  within  C 
cle's  ranks  are  skeptical 
Business  OnLine  is  the 
ture.  "Tim  may  think  t 
but  I'm  not  convinced," 
Chief  Financial  Officer 
frey  Henley.  Oracle  has 
vested  all  of  $50  millioi 
Chou's  venture  thus  far, 
the  losses  are  barely  a  rou 
ing  error  on  Oracle's  bala 
sheet.  "It's  nothing,"  Hen 
says. 

Maybe  so,  for  now, 
Tim  Chou  believes  his 
will  thrive  and  spread  ev 
tually  to  some  of  Orac 
centerpiece  accounts. 

"We  just  need  one 
customer  with  eight  differ 
operating  units  to  be  bo 
Chou  reasons,  clearly  yea 
ing  for  the  chance  to  prove 
mettle.  "We  don't  have  t 
guy  today.  But  we  will." 
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'  e-marketplace  solutions  have  already  created  more  than  $10  billion  in  value  for  over 
)  companies  worldwide.  Hard  dollar,  bottom-line  benefits  from  reducing  cost  of  goods 
I,  shrinking  inventories,  accelerating  time-to-market  and  creating  new  e-markets.  i2  has 
only  B2B  solution  that  incorporates  a  complete  supply  chain  model,  marketplace-to- 
ketplace  support  and  rich  content  management  capabilities.  Value?  Want  some? 
itact  us  at  www.i2.com  or  1-877-926-9286. 


Powering  the  Bottom  Line. 


HelloBrain.  Good-to 

d 

Who  needs  visas?  Thanks  to  hot  demand,  techies  get  rich  and  stay  put  in  Bulgaria— tax-f 


HelioBraincoio 


No-brainer:  Bharat  Sastri's  Web  site  lets  the  world's  engineers  bid  on  projects  in  the  roaring  U.S. 


BY  QUENT1N  HARDY 

BHARAT  SASTRI  PEDDLES  HIGH- 
tech  flesh.  So  far  this  year  he  has 
brought  thousands  of  foreigners 
into  Silicon  Valley.  Many  have  found 
work,  but  they  all  reside  in  his  office — 
they  don't  take  up  much  space,  and 
they  may  make  him  very  rich. 

Sastri's  talented  multitudes  reside  on 
the  servers  of  HelloBrain.com,  an  "intel- 
lectual capital  exchange"  in  Santa  Clara, 
Calif,  where  high-tech  companies  post 
engineering  projects  and  freelance  engi- 
neers around  the  world  bid  on  the  work. 


An  engineer's  Ebay  HelloBrain  has 
signed  up  17,000  freelancers  in  11 
months,  10,000  of  them  from  outside 
the  U.S.  They  hail  from  126  coun- 
tries— engineers  in  India  and  Germany,  . 
code-crunchers  in  the  Cook  Islands, 
programmers  from  the  old  Soviet  de- 
fense complex. 

In  effect,  they  have  let  their  talents 
emigrate  to  a  hot  market  without  the 
hassle  of  going  there.  Mostly  they  work 
for  U.S.  firms,  get  paid  in  dollars  and 
have  the  cash  deposited  where  they 
like — often  Switzerland,  the  Cavmans 


or  some  other  offshore  haven.  Ann 
never  leave  home. 

"I  don't  like  the  word  anarch 
in  some  ways  that's  what  we're  < 
ing,"  says  Sastri,  HelloBrain's  chi 
ecutive.  He  also  has  registered  i 
sands  of  U.S.  engineers,  who  may 
for  a  Taiwanese  telco  one  day,  a 
man  semiconductor  maker  the  ne 

Monster.com  and  other  job-1 
sites  offer  a  crack  at  commitmen 
full-time  job.  HelloBrain  and  rivi 
starts  in  this  international  tech  b 
such  as  Ants.com  and  ELance,  spec 
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tiles. 


Labor  Pains 

Many  U.S.  tech  jobs  go  unfilled. 
The  Web  helps  close  the  gap 
with  foreign  talent. 

total  number 
of  information  technology 
(IT)  jobs  in  the  U.S. 

U.S.  IT  jobs  that 
will  be  vacant  this  year 

number  of 
programmers  in  India 

quota  for 
temporary  U.S.  visas  for  skilled 
foreigners  in  all  industries 

foreign-based  IT 
professionals  registered  with 
HelloBrain.com 

Sources:  Immigration  and  Naturalization 
Service,  Information  Technology  Association 
of  America.  HelloBrain.com 

.  • 

techie's  version  of  the  one-night 
These  short-term  assignments 
get  done  fast — designing  filter  al- 
ims  for  digital  signal  processors, 
r  writing  software  for  Internet- 
phone  calls.  Companies  need  help 
;diately,  but  not  all  in  the  same 
and  not  at  the  same  time, 
the  U.S.  talent  is  so  scarce  that 
/ear's  annual  quota  of  115,000 
orary  visas  for  skilled  workers 
up  by  early  spring.  Experts  say 
's  enough  work  to  fill  another 
00  such  positions  easily. 


That  is  where  HelloBrain  and  its  70 
employees  come  in.  Sastri,  46,  a  20-year 
veteran  of  the  U.S.  semiconductor  busi- 
ness, got  the  brainstorm  for  the  com- 
pany after  watching  demand  for  tech 
talent  explode. 

"The  first  chip  I  designed  in  1984 
had  5,000  electronic  gates,"  he  says. 
"The  last  one  [in  1996]  had  4  million 
gates — you  need  processing  guys,  de- 
signers, packagers." 

He  and  partner  Joseph  Tung 
founded  the  private  firm  early  last  year 
and  raised  $33.5  million  in  funding 
from  Redpoint  Ventures,  Intel  and  oth- 
ers. Since  opening  up  shop  last  Decem- 
ber HelloBrain  has  handled  180  proj- 
ects. Lately  the  average  assignment  has 
been  paying  $18,000;  some  have 
brought  in  up  to  $400,000;  the  Weblet 
keeps  a  handsome  cut  of  up  to  25%. 

HelloBrain  works  much  like  an  Ebay, 
with  added  security  and  payment  rules. 
Without  identifying  themselves,  compa- 
nies list  a  job  they  need  done — designing 
a  frequency  synthesizer  for  the  upper 
corner  of  a  chip,  let's  say — and  its  sug- 
gested value,  starting  at  $500.  Anony- 
mous bidders  suggest  designs,  a  process 
that  lets  companies  quickly  spot  the  most 
talented  prospects.  Find  a  match,  and  the 
two  sides  retreat  to  a  secure  area  to  talk 
specifications  and  price. 

If  they  agree,  HelloBrain 
guarantees  the  engineers  will  get 
paid  within  30  days  after  they 
complete  a  project.  Some  of  the 
500  companies  Sastri  has  signed 
up  pay  only  after  120  days,  forc- 
ing his  tiny  outfit  to  pay  out  be- 
fore getting  paid.  HelloBrain  also  lets 
the  client  control  who  gets  access  to 
what,  keeps  a  digital  trail  of  the  work  in 
progress  and  applies  a  "watermark"  to 
authenticate  original  ownership. 

With  a  cost  per  transaction  of 
$1,000,  HelloBrain's  gross  margins  are 
an  "obscene"  90%-plus,  Sastri  says.  Hel- 
loBrain expects  sales  of  only  $500,000 
this  year  and  about  $6  million  in  2001. 

The  world's  ranks  of  stay-home 
"immigrants"  have  split  into  country 
camps,  says  Richard  Davis,  president  of 
Ants.com,  a  HelloBrain  rival.  "You  get 


cheap  Web  design  in  India,"  he  says. 
"The  Romanians  and  the  Bulgarians, 
they're  good  at  security.  Russians  build 
good  e-commerce  Web  sites,  good  3-D 
animation." 

Ants.com  figures  it  has  28,500  over- 
seas workers;  its  contracts  run  an  aver- 
age of  $10,000  and  get  as  cheap  as  $20 
for  a  Web-page  design.  Another  site, 
ELance,  has  even  more  freelancers  and 
a  lot  of  lower-paying  jobs.  All  these  sites 
plan  to  make  money  by  taking  com- 
missions. ELance  is  free  in  its  early 
months,  but  will  soon  take  a  cut  akin  to 
Ants.com's  5%  commission. 

One  reason  HelloBrain's  cut  can  be 
much  higher  may  be  that  the  free- 
lancers like  the  tax  implications — or 
lack  thereof — of  the  firm's  paying  them 
in  U.S.  dollars,  plunked  into  hard-to- 
find  offshore  accounts. 

"People  shouldn't  have  to  be  en- 
slaved to  this  bull  about  taxation  or 
who  can  do  what,  where,"  says  Sastri. 

The  high-tech  companies  hungry 
for  talent  don't  care  if  the  tax  man  in 
Moscow  is  paid.  "I  just  needed  voice- 
compression  software,  fast,"  says  one 
HelloBrain  client,  Theodore  Griggs, 
chief  executive  of  Syndeo  Corp.,  a  Mil- 
pitas,  Calif,  maker  of  telephone  soft- 
ware for  data  networks.  "The  Russians 


"I  DON'T  LIKE  THE  WORD 
ANARCHY,  BUT  THAT'S 
WHAT  WE'RE  CREATING." 


are  good  at  that.  The  guy's  tax  situation 
is  not  my  problem." 

Some  workers  do  pay  taxes.  Bogdan 
Putinica,  a  24-year-old  Romanian,  says 
he  started  out  with  an  offshore  account, 
but  decided  to  declare  his  income  after 
making  $75,000  in  three  months. 

"The  authorities  would  notice  the 
new  car,  the  nice  house,"  he  explains. 
"Most  people  here  make  $300  a  month." 
He  now  employs  20  friends  and  oversees 
their  work.  Going  to  America  used  to  be 
a  dream,  he  adds,  but  now  he  figures — 
why  bother?  F 


FORBES-  October  16,  2000  183 


lMJi.O  VA  T  I  Q  M 


Meet 
Bob  Black 

A  teacher  turned  inventor 
racks  up  gritty  patents. 


BY  SRIKUMAR  S.  RAO 

ROBERT  BLACK  DIPS  A  PAPER  CUP 
into  a  bucket  of  G-Pro,  a  white,  vis- 
cous liquid  he  has  concocted  which 
can  easily  resist  graffiti.  "One  of  my  great- 
est satisfactions  is  that  all  my  products 
are  perfectly  safe  for  people  and  the 
earth,"  he  says,  then  takes  a  sip  and  gri- 
maces. "It  will  never  replace  Pepsi,  but  it 
will  never  put  you  in  a  hospital." 

Black  has  performed  this  trick  mam- 
times.  As  a  56-year-old  retired  high 
school  chemistry  teacher,  he  knows  what 
it  takes  to  get  people's  attention.  From  a 


cluttered  shop  in  his  basement  in  New 
Rochelle,  N.Y.,  Black  has  generated  a 
stream  of  valuable  compounds  and  ma- 
terials that  are  now  making  their  way  into 
roads,  buildings  and  household  products. 

He  is  living  proof  that  worthwhile  in- 
vention doesn't  have  to  come  from  a  cor- 
porate lab.  "I  spend  zero  to  a  few  hun- 
dred thousand  dollars  to  develop  an 
invention.  A  large  company  might  spend 
tens  of  millions  for  the  same  result." 

Black's  milieu  for  invention  lies  in  the 
grit  of  urban  living.  His  G-Pro  wards  off 
graffiti  at  many  of  the  arenas  at  the  Syd- 
ney Olympics  as  well  as  the  Brooklyn 
Bridge  and  the  Long  Island  Expressway. 
An  additive  he  invented  makes  concrete 
stronger,  faster-setting  and  virtually  im- 
permeable to  water.  Switzerland-based 
Sika  is  now  testing  it. 

Black  also  came  up  with  a  sprayable 
blacktop  driveway  sealant;  a  more  con- 
venient scooper  for  dog  owners;  a  spray 
that  removes  gum  from  upholstery;  and 
a  mixture  that  makes  grout  water-  and 
mildew-resistant.  Sales  of  Condurx,  a 


concrete  additive  he  invented  for 
builders,  which  could  greatly  re 
freeze-thaw  damage,  could  hit  $10 
lion  in  its  first  year  on  the  market. 

He  owns  six  individual  patent^ 
shares  three  others;  five  more  are  pen 
and  more  than  a  dozen  are  in  vai 
stages  of  filing.  Great  Barrier  System 
Ghicago-based  company  he  has  set  I 
commercialize  his  inventions,  expea 
million  in  profits  this  year  on  $6  ml 
of  revenue,  most  of  that  from  fl 
"Bob  has  more  inventions  than  thei 
departments  of  many  of  my  corpl 
clients,"  says  Black's  patent  lawyer,  G 
Schur  of  Welsh  &  Katz  in  Chicago. 

Part  of  Black's  resourcefulness  i 
netic.  His  grandfather  invented  Black 
insect  killer.  His  father,  a  train  condU 
escaped  from  a  Japanese  prisoner-ol 
camp  during  World  War  II. 

While  in  grade  school,  Bob  Blad 
died  with  three  cheese  graters,  soldi 
them  together  with  the  grating  surl 
turned  inward.  Put  a  potato  in  it  ancj 
have  a  messy  but  workable  peeler. 

After  obtaining  a  master 
physics  from  New  York's  Yei 
University,  Black  started  teac 
at  the  prestigious  Brooklyn  1 
nical  High  School  in  1969) 
turned  a  basic  chemical  engii 
ing  course  into  a  mini-Proct 
Gamble,  requiring  seniors  to  < 
ally  make  products  like  shoe 
ishes,  perfumes  and  hair  gels.  B 
left  the  school  in  1996  to  bee 
director  of  science  and  technc 
for  the  Wantagh  (N.Y.)  secon 
school  system. 

By  then  he  had  honed  hk 
proach  to  solving  problems: 
up  a  problem,  see  what  others 
done  and  adapt  their  solutioi 
fit.  In  1992  a  perfumemaker  a 
him  how  to  stop  fragrant  oils  1 
soaking  into  the  factory's  com 
floor.  Black  made  a  concrete 
and  tested  paints,  including  ep 
but  the  invasive  perfume  oils 
tered  all  of  them.  Then  he  recs 
reading  about  how  sodium  sit 
was  sprayed  on  the  inside  of 
crete  vats  of  olive  oil  in  Gre 
Adding  sodium  silicate  to  thed 
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eBusiness  for  a  customer-driven  world. 


WARMTH 

INTIMACY,  CHARM,  CARING 


and  other  secrets  of 


RUTHLESS  COMPETITORS. 


Yl  ice  guys  finish  first 

First  in  revenue  growth.  First  in 
customer  satisfaction.  First  in  the 
hearts  of  their  shareholders. 

At  least,  that's  the  finding  of 
an  independent  study  of  companies 
that  use  Siebel  eBusiness 
Applications  —  realizing  an 
increase  of  21%  in  customer 
satisfaction,  15%  in  revenue  growth 
and  20%  in  employee  productivity.1 

This  helps  explain  why  overall, 
between  January  1995  and  December 
1999,  companies  who  made  significant 
investments  in  Siebel  eBusiness  Applications 
outperformed  leading  market  indicators 
such  as  the  Standard  &  Poor's  500  index  by  a 
stunning  85%.2 

At  Siebel,  we  make  the  applications  that 
companies  need  to  succeed  in  today's  ruthlessly 
competitive,  customer-driven  eBusiness 
environment. 

The  most  valuable  asset  any  business  can 
have  is  the  loyalty  of  its  customers  — since  it  can 
cost  up  to  12  times  more  to  replace  a  customer 
than  it  does  to  keep  one.  But  keeping  customers 
loyal  isn't  as  easy  as  it  used  to  be. 


Customers  want  to  do  business 
anytime,  anywhere,  in  any 
language,  in  any  currency,  and 
through  any  communications 
channel  they  choose.  Whether 
they're  ordering  over  the  Web, 
connecting  to  a  call  center, 
buying  at  retail  or  talking  to  a 
service  rep  in  the  field.  Clearly, 
in  this  multichannel  environment, 
customers  rule. 

That's  why  you  need  applica- 
tions that  can  give  everyone  in  your 
organization  access  to  the  same  real 
time  information— so  no  matter  where  or 
with  whom  customers  interact,  they  feel  as  if 
they  are  having  one  continuous  uninterrupted 
conversation. 

Siebel  eBusiness  Applications  deliver  customer 
satisfaction  for  more  organizations  in  more 
industries  in  more  places  around  the  world.  It's 
a  brutally  competitive  world  out  there.  But  it 
really  pays  to  be  nice. 

j     FOR  MORE  INFORMATION,  VISIT  US  AT  ) 
SIEBEL.COM  or  800.273.9913 


CUSTOMER 

satisfaction  EMPLOYEE 
INCREASE  productivity 
GAINS 


RF  V  F  Nil  F 
growth 


In  a  ma|or  study.  Siebel  solutions  helped  increase 
revenue  by  15%,  customer  satisfaction  bv  2\%  and 
employee  productivity  by  20%.  Which  makes  for 
happv  shareholders.  And  not-so-happy  competitors. 
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ing  worked  {perfectly. 

He  also  noticed  that  graffiti  washed 
easily  oiT  the  coating's  surface,  and  added 
a  wax  emulsion.  The  result  was  G-Pro;  a 
patent  for  it  was  issued  in  1995.  "There  is 
nothing  on  the  market  that  is  remotely 
as  good,"  says  Charles  Ford,  chief  execu- 


tive of  All  Surface  Protection,  the  firm 
that  used  G-Pro  for  Olympic  arenas. 

Most  people  slow  down  with  age. 
Black  only  picks  up  steam.  In  March  1 999 
he  walked  into  a  bent  pole,  breaking  two 
ribs  and  damaging  heart  valves.  While  re- 
cuperating from  surgery,  Black  kept  tin- 


kering in  his  basement.  Much  of  the 
that  led  to  Condurx,  the  road  adt 
was  done  then.  "People  left  me  aloi 
cause  I  was  convalescing,"  he  says.| 

Srikumar  S.  Rao  is  Louis  and  Johanna  Vem\ 
Professor  of  Marketing  at  the  C.  W.  Post  cam\ 
New  York's  Long  Island  University. 


Seven  Terabytes 
And  a  Dozen  Roses 

UnitedHealth  wants  to  deliver  a  dose  of  database  technology 
to  help  doctors  improve  health  care.  The  docs  are  skeptical. 


BY  ZINA  MOUKHEIBER 

THANKS  TO  UNITEDHEALTH  GROUP, 
Robert  Graham  lives.  Pixie  Fernan- 
dez, a  nurse  for  the  HMO  in  Tampa, 
Fla.,  had  phoned  him  after  he  had  left  the 
hospital  to  make  sure  he  was  fine.  At  the 
other  end,  Graham,  a  cardiac  patient., 
could  hardly  breathe.  She  immediately 
put  him  in  a  rehab  program. 

"If  I  hadn't  made  the  phone  call,  he 
would  have  been  back  in  the  hospital, 


or  worse,"  the  nurse  says. 

That,  anyway,  is  the  made-for-TV 
testimonial  in  a  video  that  United- 
Health has  produced  to  showcase  its 
new  compassionate  face.  This  year  the 
managed-care  giant  has  called  on 
200,000  seriously  ill  patients  and  their 
doctors  as  part  of  a  new  program  called 
Care  Coordination. 

It  is  a  promise  managed  care  has 
made  for  years,  but  rarely  fulfilled:  A 


health  maintenance  orgj 
tion  pores  over  the  mi 
records  of  millions  of  l 
bers  to  spot  lapses  in 
then  coaxes  doctors  tc 
preventive  steps;  almost 
afterthought,  the  HMO 
returns  in  the  end. 

"We're  not  mar 
care,"  says  William  Mc( 
UnitedHealth's  chair 
"We're  a  well-being 
pany."  And  you  thouj 
was  just  about  money. 

UnitedHealth  is  thi 
tion's  second-largest  1 
with  14.5  million  men 
and  365,000  doctors  an 
nual  revenue  of  more 
S20  billion.  Its  executive: 
campaigned  vigorously 
cent  months,  wooing  d 
groups  and  preachin; 
"new"  UnitedHealth. 
In  June  LeRoy  Spn 
gynecologist  who  heads  the  II 
State  Medical  Society,  watched  a 
and  fuzzy  Power  Point  present 
"We  respect  physicians  and  don 
tend  to  preapprove  care,"  trum] 
one  slide.  "They  told  us  HMO 
dead,"  Sprang  says.  "They  now  he 
walk  the  talk." 

HMO  is  still  a  dirty  word, 
UnitedHealth  hasn't  escaped  the 
lash.  Trying  to  persuade  physici. 
genetically  ornery  breed  to  begin 
to  "improve"  their  practices  will 
difficult  and  delicate  task.  "We  h 
vested  interest  in  taking  care  of  ot 
tients.  UnitedHealth  has  a  vested 
est  in  seeing  its  profits  go  up.  Tho: 
conflicting  goals,"  says  Michael  \ 
lik,  an  orthopedic  surgeon  in  Ta 
James  Longe,  a  physician  in  Salt 
City,  says  of  the  big  HMO:  "They'c 
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Your  supply  chain  is  holding  16-22%  excess  and  obsolete  inventory. 

Where  on  earth  is  it? 


slationship  Technology  Solutions.  They  tell  you  exactly  what  inventory  k  a  —%\  m   m  m  mm  ■        ■  ■  ■ 

needed,  when  and  where.  They  give  you  the  information  you  need  1     VI  fL  |\l  I    I  Ifllfl 

efficiently  drive  your  manufacturing  and  distribution  processes.  So  mww  ^M*  I  mm-  m  m  m 

Producing  Relationship  Technology™ Solutions  from  NCR,  the  power  to  know. 

>u  minimize  the  quantity  of  finished  goods  in  inventory,  while  maximizing  -  .   .  m  Mm  m  A%x  ■  M  I 

iles.  That's  the  awesome  power  of  a  Teradata  Active  Data  Warehouse  II    I     W I    II   I  wK  |\|  I  ||f|f 

)m  NCR.  With  it,  nearly  one-third  of  the  largest  US  manufacturers  are  tmW  \f      I  \^  \m  I  »l  ■  \w   ■  ■ 

reraging  knowledge-based  analysis  to  make  their  relationships  with 

istomers  and  suppliers  more  efficient  and  more  profitable.  When  you  I   I  l/L  I  ^ml  A  J 

Jly  understand  your  customers'  needs,  you  can  shift  from  selling  what  111     T  1   1 1  Wm  111  1   J  II II 

iu  make,  to  making  what  you  sell.  If  you're  ready  to  dump  the  waste  ' 
your  supply  chain,  visit  www.teradata.com  today  and  get  your 

■radata  Knowledge  Pack.  We  give  you  the  power  to  know.  ^^^^^^ 


TECHNOLOGY 


going  to  change;  they're  not  going  to 
slit  their  out.  throats." 

Recent  headlines  don't  help.  A  for- 
mer UnitedHealthcare  of  Florida  exec- 
utive recently  sued  the  company,  alleg- 
ing it  delays  payments  for  high-cost 
claims  and  uses  software  to  "down- 
code"  claims — classifying  an  illness  as 
less  serious  to  reduce  the  reimburse- 
ment for  treatment.  In  March  the 
American  Medical  Association  filed  a 
class-action  lawsuit  against  the  HMO, 
accusing  it  of  arbitrarily  reducing  reim- 
bursements to  doctors  and  patients. 

Steven  DeToy,  public  affairs  director 
for  the  Rhode  Island  Medical  Society, 
turned  down  a  recent  chance  to  meet 
with  UnitedHealth.  "I'll  meet  with  their 
traveling  road  show  when  they  first  re- 
solve a  bunch  of  issues,"  such  as  late 
payments  and  downcoding,  he  says.  In 
other  words,  the  basics. 

Now  McGuire,  UnitedHealth's  52- 
year-old  chairman,  wants  to  repair  dam- 
aged relations.  In  most  states, 
UnitedHealth  has  stopped  second- 
guessing  doctors  on  their  decisions,  win- 
ning applause  in  the  press.  Doctors  no 
longer  need  to  seek  approval  for  a  wide 
range  of  medical  procedures,  including 
\LRIs,  CAT  scans  and  colonoscopies. 

Instead,  HMO  staff  now  calls  on  pa- 
tients discharged  from  the  hospital  to 
make  sure  they're  okay.  UnitedHealth 
shares  data  with  its  general  practition- 
ers, pediatricians  and  cardiologists,  pin- 
pointing which  of  their  patients  may 
not  be  getting  the  right  treatment. 

At  the  center  of  McGuire's  push  is 
Galaxv,  a  formidable  database  of  histor- 
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UnitedHealth  pieces  together  the 
clinical  histories  in  ways  that  are  differ- 
ent from  competitors.  Other  health 
plans  transfer  the  task  of  reimbursing 
claims  to  doctors  through  capitation 
contracts.  Most  UnitedHealth  plans  pay 
a  fee  for  service  and  reimburse  every 
medical  and  pharmacy  claim,  yielding  a 
plethora  of  care  data. 

Starting  this  month  UnitedHealth 
takes  its  Care  Coordination  program  a 
step  further,  adopting 
new  software  based  on 
predictive  modeling  al- 
gorithms. Using  a  so- 
phisticated set  of  if/then 
rules,  UnitedHealth 
wants  to  predict  how 
much  a  patient  will  cost 
the  health  plan  over  the 
next  year. 

The  proprietary 
software  will  troll  the 
database  for  high-risk 
patients  with  chronic 
diseases,  such  as  asthma, 
diabetes  and  heart  dis- 
ease, and  flag  those  who 
rack  up  $5,000  to 
$100,000  in  claims  in  a 
year.  In  this  top  5%  slice 
of  heavy  users,  patients 
will  get  a  risk  rating. 

The  software  sometimes  points  to  a 
different  diagnosis.  A  particular  pre- 
scription can  indicate  the  illness  being 
treated  is  asthma,  although  the  doctor 
coded  the  visit  as  bronchitis.  The  goal  is 
to  prevent  visits  to  the  emergency  room 


Tender  and 
Loving  Care 

Among  UnitedHealth  patients 
eligible  for  a  given  test  or 
drug,  more  are  getting  care. 
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ACE  INHIBITORS 


BETA  BLOCKERS 


P0TASSIU 


ANTICOAGULATION 


MAMMOGRAPHY 


Source:  UnitedHealth  Group. 


clearance  to  prescribe  Vioxx  orj 
brex,  two  new  pricey  painkiller! 
weren't  on  UnitedHealth's  list 
proved  drugs.  This  month  it  app 
the  two  medications. 

UnitedHealth  also  evaluates  3 
doctors  in  its  network  who  provio 
quent  follow-up  care — general  p 
tioners,  cardiologists,  gynecologist 
pediatricians.  Twice  a  year  they  reo 
clinical  profile  listing  such  thir 
heart  patients 
haven't  received 
thinners. 

There  are  14) 
sures  for  which 
practice"  guidelin 
advised,  and  doctc 
stacked  up  agains 
peers.  The  profiles 
to  have  had  som 
pact.  United!: 
views  potassium 
for  patients  on  d 
ics  as  a  good  prev. 
step,  and  now  8( 
the  patients  it  trac 
the  test,  up  from 
in  1997.  Beta-bl 
prescriptions  for 
attack  patients  ; 
78%,  up  from  72* 
lames  Osbon 
internist  in  Greensboro,  N.C.,  well 
the  profiles.  "An\thing  that  brings 
tion  to  the  fact  that  patients  are  nc 
ting  appropriate  care  is  good,"  h« 
But  at  times  he  must  alert  the  con 
to  mistakes — reminders  for  pap  s 


by  contacting  patients  to  ensure  they    for  women  who  have  had  hys 


THEY  TOLD  US  HMOS  ARE  DEAD.  THEY  NOW  HAVE  TO  WALK  THE  TALK. 


ical  claims  of  7  million  members.  It  will 
be  fully  operational  by  early  next  year, 
storing  7  terabytes — 7  trillion  bytes — 
of  claims  data  on  an  IBM  mainframe  in 
Southbury,  Conn. 

McGuire,  a  onetime  pulmonary- 
disease  specialist,  says  the  data  aren't 
aimed  at  punishing  doctors  but  at  pro- 
moting better  care.  "We  need  to  change 
the  behavior  of  all  participants  in  the 
health  care  system,  and  in  order  to  do 
that,  we  need  data,"  he  says. 


follow  their  treatment. 

This  drives  some  doctors  crazy. 
"How  can  they  do  something  so  com- 
plex when  they  can't  even  answer  the 
phone  right?"  says  Michael  Wasylik,  the 
surgeon  in  Tampa.  He  says  United- 
Health essentially  demanded  that  his 
patients  get  sicker  before  meriting  cost- 
lier treatment.  For  arthritis  pain,  he  first 
had  to  prescribe  an  older  and  cheaper 
drug  such  as  Motrin;  only  if  it  caused 
stomach  problems  did  Wasylik  get 


tomies,  or  for  mammogram 
women  with  mastectomies. 

UnitedHealth  doesn't  yet  knov 
much  money  its  new  efforts  can  s 
still  pays  out  86%  of  the  premium  < 
it  collects,  on  par  with  the  industr 
fall  it  will  raise  premiums  by  up  to 
and  since  May  its  stock  has  run  up . 
the  S90  range.  But  that's  financia 
McGuire  admits  the  challenge  ah 
tougher:  winning  over  skeptical  dc 
"This  stuff  is  a  dilemma,"  he  says. 
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Web-Based 
Solutions, 
Net  Markets 
Revolutionize 
Corporate 
B  Purchasing 


Written  and  Produced  by  Jerry  Bowles 


Dr.  Michael  Hammer  has  seen  the  future 
and  it  is  called  collaborative  commerce. 
That  is  probably  significant.  The  last  time 
the  leading  author  and  guru  saw  the  future,  it 
was  called  reengineering  and  his  landmark  1993 
book,  Reengineering  the  Corporation,  touched 
off  a  global  revolution  in  the  way  companies 
manage  their  business  processes. 


"I  have  a  very  simple  definition  of 
collaborative  commerce,"  Hammer 
says.  "It  is  multiple  companies  work- 
ing together  to  achieve  better  results 
than  they  could  together.  Clearly,  the 
Internet  is  the  key  enabler  of  that 
because  it  lets  companies  work 
together  in  ways  that  would  have 
been  impossible  or  uneconomic  in  the 


For  example,  suppose  that  rather 
than  each  fortress  spending  enormous 
amounts  of  time  and  resources  iden- 
tifying, qualifying  and  developing 
extended  relationships  with  its  own 
set  suppliers  of  turrets,  swords  and 
armor,  the  castles  create  a  single, 
open  market  where  the  supply  and 
demand  for  such  items  could  be 


products  —  computers,  paper  clifj 
maintenance  services  and  so  on.  T 
effect  was  immediate  —  millions 
dollars  saved  by  improved  efficiencid 
Then  came  net  markets,  with  thJ 
tantalizing  promise  of  even  great) 
cost  savings  in  the  purchase  of  dire) 
supplies  —  the  raw  materials  th| 
actually  go  into  a  product  or  servicl 
In  the  past  few  months,  seven 
hundred  independent  exchanges  ha 
opened  for  business  and  more  thj 
60  coalitions  of  billion-dollar  comd 
nies  have  announced  plans  to  bu 
their  own  Web-based  marketplace 
These  online  markets  create  na 
ways  of  doing  business  in  tradition 
industries  such  as  industrial  shippin 
papers  and  chemicals,  where  tH 
process  of  buying  and  selling  con 
modity-like  products  is  complex  ait 


Online  markets  create  new  ways  of 


past.  The  reason  I  think  this  is  the 
next  wave  is  that  we've  already  mined 
much  of  the  gold  out  of  what  goes  on 
inside  the  individual  corporation.  The 
opportunity  now  is  to  see  what  kind  of 
results  you  can  get  by  working  togeth- 
er with  other  companies." 

The  notion  that  each  company  is 
a  self-contained  fortress  defending 
its  feifdom  from  other  fiefdoms  — 
Castle  General  Motors  versus 
Castle  Ford  and  Castle  Daimler- 
Chrysler  —  is  being  replaced  by  the 
realization  that  there  are  enormous 
cost-savings  to  be  had  by  working 
together  in  areas  where  everyone 
benefits  by  cooperation. 


aggregated  and  purchases  made 
through  transparent  auctions.  Or,  sup- 
pose a  third  party  established  such  a 
marketplace.  Inevitably,  of  course,  tur- 
rets and  swords  and  armor  would  get 
cheaper  for  everyone. 

This  is  precisely  what  is  happening 
today.  Over  the  past  three  years,  the 
hidebound,  inefficient  world  of  corpo- 
rate purchasing  has  been  shaken  by 
two  major  revolutions.  First,  a  new 
category  of  "buy-side"  software  from 
vendors  like  Ariba  and  CommerceOne 
appeared  on  the  scene.  This  software 
allowed  companies  to  automate  and 
streamline  the  purchase  of  indirect, 
everyday  supplies  that  are  not  used  in 


time-consuming.  Buyers  and  selle 
can  meet  on  a  virtual  trading  flo 
and  transact  as  quickly  and  efficier 
ly  as  commodities  traders  do.  using 
variety  of  market-making  mechanisn 
ranging  from  fixed-price,  such  as  ce 
alog  purchasing,  to  dynamic  pricir 
mechanisms  that  include  auction 
exchanges  and  barter. 

How  does  collaborative  commerc 
work?  In  this  first  generation,  colla 
orating  companies  simply  agree 
share  accurate  and  timely  inform 
tion  about  activities  related  to  whc 
ever  transaction  or  process  they  ai 
working  on  together  and  use  the  We 
as  a  common  platform  upon  which  1 


1 


Bmmunicate  and  coordinate.  As  col- 
jborative  commerce  becomes  the 
|rm,  there  will  be  greater  and 
leater  business  process  integration 
Itween  companies.  Many  compa- 
ss are  already  reaping  significant 
Inefits  using  only  the  Internet  as  a 
Iphnology  enabler. 
'The  first  wave  of  Internet- 
abled  collaboration  focused  on 
e  supply  chain,  as  companies  col- 
lated with  their  customers, 
ppliers    and  intermediaries," 
immer  says.  "By  streamlining 
ansactions  and  sharing  informa- 
?n,  they  drove  out  costs,  reduced 
cle  times,  and  eliminated  inven- 
ries.  But  Internet-enabled  collab- 
ation  also  extends  laterally,  to 
iterprises  with  which  a  company 
eviously  had  no  relationship." 


find  new  sources  or  new  places  to  sell 
to  —  in  some  very  fragmented  indus- 
tries," says  Ed  Starr,  lead  partner  for 
B2B  and  e-procurement  at  Andersen 
Consulting,  which  has  more  than  100 
clients  in  the  net  markets  space, 
including  nearly  20  of  the  large  indus- 
try exchanges.  "That's  a  tremendous 
benefit,  obviously,  but  they  are  not 
likely  to  be  the  places  where  major 
companies  go  to  do  the  bulk  of  their 
direct  buying  and  selling." 

In  mature,  consolidated  industries 
with  large  incumbents  already  in 
place,  marketplaces  will  not  be 
about  spot  transactions  or  price  dis- 
covery or  finding  new  suppliers  or 
buyers,  Starr  believes.  They  will  be 
about  collaboration. 

"For  the  industry  consortia  that 
are  now  in  development  —  whether 


Nistevo  —  A  New  Concept 
In  Collaborative  Commerce 

There  is  no  single  approach  to  collab- 
orative commerce.  The  kinds  of  ar- 
rangements being  made  vary  greatly 
and  are  limited  only  by  the  imagination 
of  individual  executives  and  the  nim- 
bleness  of  their  corporate  cultures. 

For  example,  consider  the  new  pri- 
vate, Internet-based  freight  and  logis- 
tics alliance  managed  by  Nistevo,  a 
collaborative  logistics  network  com- 
pany, for  General  Mills,  The  Pillsbury 
Co.,  Land  0'  Lakes,  Graphic  Packaging 
Corp.  and  other  leading  consumer 
products  companies.  The  alliance  has 
12  members.  Through  Nistevo.com,  all 
members  manage  their  contracts 
online,  track  shipments  and  manage 
exceptions  through  execution  and 
share  capacity  with  other  members 


Ding  business  in  traditional  industries 


In  fact,  Web-based  technologies  and 
■|jet  markets  are  transforming  cross- 
terprise  processes  in  much  the 
me  way  that  reengineering  and 
terprise  resource  planning  changed 
e  enterprise  a  decade  ago.  Collabo- 
tive  commerce  is  rapidly  becoming 
ie  norm.  Over  the  next  few  years, 
creased  business  process  integra- 
on  will  lead  companies  to  a  big 
ayoff  —  a  more  synchronized  supply 
I pain,  which  yields  better  customer 
■  irvice,  higher  quality  products,  lower 
ventory  and  faster  delivery. 
>|  "Many  of  the  first-generation  inde- 
andent  marketplaces  provided  buyer- 
3ller  matching  —  a  place  to  go  to 


there  is  ultimate 
ly  one  big  public 
marketplace  in  1 
each  industry  or ' 
several  large  pri- 
vate market- 
places that  in- 
dividual companies 
build  out  —  the  val-  j 
ue  proposition  is  ' 
going  to  be  about 
deepening  integration  and 
increasing  the  amount  of  collabora- 
tion among  trading  partners.  It's 
going  to  be  about  companies  really 
working  more  closely  with  their  chan- 
nels and  suppliers." 


through  exchange. In 
addition,  detailed  per- 
formance reporting  pro- 
vides real-time,  accu- 
rate measurement 
k  throughout  the  entire 
H  logistics  process. 
1  For  the  alliance, 
Nistevo  manages 
term  service  con- 
tracts for  members  of  the  alliance  and 
matches  carriers  that  have  extra  cargo 
space  with  other  companies  on  the 
network  that  need  goods  delivered 
along  the  same  route.  By  combining 
loads  and  enabling  trucks  to  travel 
close  to  capacity,  companies  save 


money,  improve  customer  relation- 
ships and  streamline  their  processes. 
In  this  neutral  environment,  carriers 
are  able  to  track  and  report  their  per- 
formance, maximize  asset  utilization 
and  increase  revenues,  all  without  dis- 
rupting their  existing  relationships 
with  their  customers. 

The  key  advantage  of  the  arrange- 
ment is  its  ability  to  provide  forward 
visibility  into  the  excess  capacity,  or 
backhaul  opportunity,  created  when 
an  outgoing  load  is  scheduled.  For 
example,  each  time  an  alliance 
member  books  a  forward  trip,  the 
return  portion  becomes  visible  in  the 


mines  what  lanes  they  want  to  share 
with  other  members  of  the  alliance  as 
well  as  divide  shared  gains  and  losses. 
Companies  maintain  their  existing 
relationships  with  their  carriers  and 
suppliers  while  using  Nistevo.com  to 
enable  collaboration. 

It  is  a  simple  example  that  will  save 
each  of  the  participating  companies 
(including  suppliers  and  carriers)  mil- 
lions of  dollars  in  logistics  costs,  but 
it  would  have  been  impossible  to 
manage  without  the  Internet  and  the 
trusted,  neutral  environment  offered 
by  Nistevo.  It  is,  experts  believe,  a 
harbinger  of  things  to  come. 


Given  the  complexity  and  dynamic  nature  of  today's 
rapidly  changing  business  world,  it  is  a  mistake  for  any 
one  firm  to  remain  isolated." 

—  Dr.  C.  John  Langley  Jr.,  Dove  Distinguished  Professor, 
Logistics  and  Transportation,  University  of  Tennessee 


exchange  as  excess  capacity.  When 
the  next  member,  within  the  prede- 
termined private  network,  logs  on  to 
book  a  load,  the  system  will  look 
inside  the  contract  database  and  at 
the  exchange  at  the  same  time,  to 
see  if  any  backhauls  are  available  to 
handle  the  load.  In  addition,  the  exe- 
cution service  offers  real-time  track- 
ing of  shipments,  which  pinpoints  the 
physical  location  of  any  shipment  from 
the  time  an  order  is  placed  until  the 
product  arrives  at  its  destination.  The 
network  is  not  open,  but  rather  a  net- 
work of  trusted  members  whereby 
each  member  of  the  alliance  deter- 


"Given  the  complexity  and  dynamic 
nature  of  today's  rapidly  changing 
business  world,  it  is  a  mistake  for  any 
one  firm  to  remain  isolated,"  says  Dr. 
C  John  Langley  Jr.,  the  Dove  Distin- 
guished Professor  of  Logistics  and 
Transportation  at  the  University  of 
Tennessee.  "Companies  need  to 
rethink  their  traditional  supply  chain 
practices.  As  they  evaluate  their  own 
core  competencies,  the  need  to  col- 
laborate with  other  organizations  will 
become  more  and  more  apparent." 

The  biggest  challenge  to  collabora- 
tive commerce  will  be  cultural, 
Michael  Hammer  believes. 


"It's  been  tough  enough  for  the  p 
ten  years  getting  departments 
cooperate  together  to  address  end] 
end  processes,"  he  says.  "Now,  we! 
saying  'you  have  to  collaborate  w 
the  enemy.'  Not  only  competitors 
lot  of  companies  look  at  their  c 
tomers  and  suppliers  as  the  ener 
too.  The  idea  that  you're  going  to  hi 
to  work  together  with  other  com 
nies  and  not  be  a  pig,  in  the  sense 
demanding  all  the  benefits  for  yours 
—  that's  going  to  require  a  very 
cultural  change." 

Clarus  Takes  Aim  at 

Net  Markets  With  ClarusNet™, 

Clarus  eMarket™  Solutions 

The  rapid  adoption  of  e-marketplac 
and  the  growing  emphasis  on  aut, 
mating  direct  procurement  p 
cesses,  as  well  as  indirect  or  op 
ating  resources  purchases,  h 
afforded  some  of  the  leading  e-p 
curement  vendors  an  opportunity 
differentiate  themselves  by  expa 
ing  their  range  of  products  a 
services.  Few  have  seized  the  opp 
tunity    more    aggressively  th 
Atlanta-based  Clarus,  which  h 
moved  quickly  into  the  e-mark 
place  space.  Clarus  has  added 
ASP-model  services  delivery  netwo 
and  developed  or  acquired  for 
new  products  major  auctioning,  pa 
ment  settlement,  content  manag 
ment  and  expense  processing  ca 
bilities  that  allow  marketmakers  1 
leverage  their  offerings. 

In  so  doing,  Clarus  has  moved  w 
beyond  its  former  position  as  the  lea 
ing  developer  of  buy-side  procuremei 
(continued  on  page  £ 
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ICL,  one  of  Europe's  leading 
e-business  services  companies 
has  empowered  6 1 ,000  users 
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eBusiness  Creates  Value  for  the  Process  Industrie 

An  Interview  With  Lawrence  B.  Evans 

Founder,  Chairman  of  the  Board  and  Chief  Executive  Officer,  Aspen  Technology  ln« 


Larry  Evans,  Aspen  Technology's  princi- 
pal founder,  has  served  as  chairman  of 
the  board  and  chief  executive  officer 
since  1984.  Prior  to  founding  the  com- 
pany, Evans  was  a  professor  of  chemical 
engineering  at  the  Massachusetts  Institute  of  Technology. 


Q:  Could  you  give  us  a  brief  overview  and  a  little 
history  of  Aspen  Technology? 

Evans:  We  are  the  largest  provider  of  integrated,  scalable  e-busi- 
ness solutions  to  the  process  industries,  which  are  an  $8  trillion 
group  of  industries  worldwide,  made  up  of  chemicals,  petroleum, 
pharmaceuticals,  specialty  chemicals,  polymers,  electric  power, 
forest  products  —  basically  all  the  industries  that  make  product 
in  bulk  form,  enabling  old  economy  companies  to  be  successful  in 
the  new  digital  networked  economy  by  optimizing  and  automating 
these  three  value  chains.  These  industries  manufacture  products 
that  we  need  to  use  every  day,  from  the  gasoline  that  fuels  our  car 
to  the  clothes  we  wear  to  the  drugs  that  improve  our  lives.  Aspen- 
Tech  is  a  process  industry  value  creation  company  —  today  our 
solutions  provide  tens  to  hundreds  of  millions  of  dollars  per  year  in 
economic  benefits  to  the  customers  we  serve.  We  were  founded 
in  1981  with  eight  people.  We  went  public  in  1994,  and  we've 
acquired  19  industry-leading  companies  as  part  of  our  strategy  to 
offer  a  complete,  integrated  solution.  Today,  all  the  leaders  of  the 
companies  we  acquired,  except  one,  are  still  with  us.  I  think  the 
key  is  that  each  of  the  companies  that  we  acquired  bought  into 
the  vision  that  together  we  could  provide  a  lot  more  value  than  any 
of  us  could  alone. 

Q:  You  describe  AspenTech  as  a  process  industry  value  creation 
company.  What  do  you  mean  by  that? 

Evans:  For  two  decades  we've  worked  with  the  leading 
process  companies,  and  we  have  more  than  1,000  customers, 
including  46  of  the  world's  50  largest  chemical  companies, 
22  of  the  top  25  petroleum  companies  and  18  of  the  top  20 
pharmaceutical  companies.  Most  of  those  companies  produce 
commodity  products,  which  means  they  have  no  control  over 
the  cost  of  their  raw  materials  —  they  have  to  buy  that  on  the 
open  market  —  or  on  the  price  they  can  command  for  their 
product.  The  only  thing  they  have  control  over  is  the  efficien- 
cy, or  the  cost,  of  converting  those  raw  materials  into  prod- 
ucts and  delivering  them  to  customers.  Our  solutions  enable 


them  to  affect  this  one  thing,  and  that  can  amount  to  hu 
dreds  of  millions  of  dollars  in  annual  economic  value. 

Q.  What  are  the  unique  ways  in  which  AspenTech  helps  its  cu 
tomers  create  value? 
Evans:  Our  solutions  address  all  three  critical  process  industt 
value  chains:  1)  managing  and  optimizing  the  extended  suppi 
chain;  2)  manufacturing  —  controlling  and  optimizing  productia 
processes;  and  3)  engineering/innovation  —  the  management 
capital  intensive  plants.  We  deliver  a  tremendous  economic  valu 
to  these  industries.  In  some  ways  I  look  at  us  as  delivering  profil 
to  the  process  industries,  enabling  old  economy  companies  to  tj 
successful  in  the  new  digital  networked  economy  by  optimiziri 
and  automating  these  three  value  chains. 

Q:  What  features  make  you  different  from  other  companies  tha 
compete  in  this  space? 
Evans:  There  are  really  six  things  that  differentiate  us:  procea 
industry  expertise;  strong  customer  franchise  —  some  ofou 
products  are  licensed  on  a  term  basis,  and  we  have  better  tha 
a  90%  renewal  rate;  best-of-breed  technical  products;  AspenTec 
is  the  only  company  that  offers  a  complete,  integrated  solution 
our  people  are  the  largest  brain  trust  of  process  industry  expe\ 
tise;  AspenTech  offers  very  industry-specific  solutions  that  focUi 
on  vertical  markets,  while  many  competitors  pursue  generic  ho\ 
izontal  strategies. 


Q:  As  you  look  at  this  marketplace,  what  changes  do  you  expec 
over  the  next  couple  of  years  that  are  either  going  to  help  or  hur 
AspenTech? 

Evans:  So  far,  a  lot  of  the  emphasis  in  e-procurement  has  been  ii 
the  area  of  indirect  purchases  —  routine  office  supplies  and  sen 
vices  that  companies  need  day  to  day.  And,  as  the  process  indua 
tries  begin  to  conduct  more  and  more  business  over  the  Internet 
it  is  going  to  drive  the  demand  for  the  types  of  solutions  we  pro 
vide.  We  think  the  real  opportunity  is  in  connecting  the  value 
chain  from  buying  raw  materials  to  meet  a  schedule,  to  optimizing 
the  schedule,  to  selling  and  delivering  to  the  next  step  in  the  chain; 
We're  strategically  well-positioned  for  growth  in  this  marketplace 
because  it's  such  a  huge  market,  because  of  the  increaseo 
demand  for  optimized  and  integrated  business  processes,  oul 
strong  relationship  with  customers,  our  people  and  our  unmatchec 
domain  experience. 


ask  your  e-business 

solution  provider  to  deliver 
this  kind  of 


il 


Mroleum: 
0  billion 


chemicals: 
$35  billion 


polymers: 
$22  billion 


specialty  chemicals: 
$28  billion 


life  sciences: 
$28  billion 


$153  billion  in  annual  economic  value  to  be  gained 


getting  yOUr  Share  Of  Value  yet?  Today  there  is  one  company  creating — and  delivering — dramatic  economic 
value  for  the  process  industries.  AspenTech  combines  intelligent  e-business  solutions  with  20  years  of  process 
industry  expertise.  As  a  result,  leading  companies  and  their  trading  partners  are  gaining  tens  to  hundreds 
of  millions  of  dollars  in  value  per  year  through  increased  asset  utilization,  lower  inventories  and  reduced 
costs.  We'll  work  with  you  to  automate,  optimize  and  accelerate  not  just  one — but  all  three  process  industry 
value  chains:  e-supply  chain,  engineering,  manufacturing.  In  today's  global  economy,  knowledge  rules.  Learn  how 
you  can  benefit  from  AspenTech's  expertise  in  digital  marketplaces  and  intelligent  e-business.  Go  to 
www.aspentech.com/value  to  register  for  a  free  AspenTech  Value  Analysis. 


aspentech 

process,  to  the  power  of  e. 


e-supply  chain   +   engineering        manufacturing   =   dramatic  results 


(continued  from  page  4) 

software  based  on  the  Microsoft  plat- 
form. It  has  become  a  top  vendor  of 
B2B  procurement  software  and  trad- 
ing services  that  exploit  the  global 
marketplace  of  the  Internet  to 
manage  corporate  purchasing  and 
enable  digital  marketplaces. 

The  moves  have  not  been  lost  on 
analysts  and  other  industry  watchers. 
"Clarus  is  charting  out  a  solid  vision 
—  functionally,  technically,  vertically 
and  geographically,"  says  AMR 
Research's  Pierre  Mitchell.  "Although 


it  is  not  explicitly  going  after  the 
manufacturing  verticals,  there's  no 
reason  why  any  midsize  to  large  firm 
considering  an  e-procurement  system 
shouldn't  put  Clarus  on  its  short  list." 

The  company  recently  added  Clarus 
eMarket™  to  its  portfolio  of  industry- 
leading  procurement  solutions. 
Winner  of  the  Microsoft®  Global  e- 
Commerce  Solution  of  the  Year 
Award,  Clarus  eMarket™  takes  advan- 
tage of  the  latest  Internet  technolo- 
gies to  deliver  scalability,  reliability 
and  speed-to-market  advantages  to 
net  marketmakers  according  to  their 
individual  business  models.  Clarus 
shipped  its  Clarus  eMarket™  solution 
June  30  and  already  has  10  market- 


places under  deployment  based  upon 
this  new  technology. 

In  addition  to  the  e-market  solution, 
the  company  has  also  expanded  its 
offerings  to  include  B2B  trading  ser- 
vices that  are  designed  to  work  with 
any  B2B  platform.  ClarusNet™,  a  fully 
managed  service  portal  and  the  first 
any-to-any  service  for  B2B  trading,  pro- 
vides a  comprehensive  range  of  criti- 
cal trading  services  such  as  payment 
settlement,  supplier  enablement,  auc- 
tions,  integration   and  analytics. 


Designed  to  provide  unprecedented 
interoperability,  ClarusNet™  enhances 
the  value  and  speeds  delivery  of  any 
B2B  trading  platform,  including  Clarus 
eMarket™  and  Clarus™  eProcurement, 
as  well  as  other  vendors. 

"We  don't  believe  proprietary 
models  are  sustainable  over  the  long 
run,"  says  Steve  Hornyak,  executive 
vice  president  and  chief  strategy  offi- 
cer at  Clarus.  "Through  ClarusNet™,  a 
customer  that  uses  Ariba  or  Com- 
merce One  or  Tradex,  say,  for  a 
market  platform  will  be  able  to  use  our 
components  for  such  valued-added 
services  as  global  payment  settle- 
ment, dynamic  pricing  and  auctions, 
managed  content  and  contracts." 


As  part  of  its  new  emphasis  or 
network  trading  services,  Clarus  ha^ 
introduced  a  global  settlement  porta 
called  Clarus™  Settlement  that  auto 
mates  the  entire  payment  and  rec 
onciliation  process  between  buyer; 
and  sellers.  Clarus™  Settlement  is  an 
open,  interoperable  trading  service 
available  through  ClarusNet™  and  15 
a  complete  multicurrency  settlement 
solution  designed  to  work  with  anjl 
B2B  trading  platform. 

Peregrine's  Infrastructure  Manage- 
ment Solutions  Produce  Big  Savings 
For  Fujitsu  Network  Communications 

In  the  always-open-for-business  world 
of  e-commerce,  companies  depend  ori 
their  infrastructure  assets  to  function 
24  hours  a  day,  seven  days  a  weekj 
For  competitors  in  a  business  envij 
ronment  where  margins  of  victory  are 
increasingly  thin,  managing  those) 
assets  well  can  be  the  key  difference 
between  success  and  failure. 

"Infrastructure  is  all  of  the  assets 
that  a  company  has  that  it  uses  tq 
compete  —  its  computers,  its  build- 
ings, its  telephones,  its  furniture,  its 
networks,  its  intellectual  property,  its 
cars  and  trucks,  even  its  people," 
says  Steve  Gardner,  chief  executive 
officer  of  Peregrine  Systems  Inc.,  a 
world  leader  in  infrastructure  man-t 
agement  software.  "It's  the  interac- 
tion of  all  these  things  —  people, 
places,  things,  intellectual  capital  — 
that  allows  a  company  to  be  efficient 
or  inefficient,  its  people  to  be  produc- 
tive or  nonproductive  and  allow  it  to 
get  a  good  return  on  capital  or  a  bad 
return  on  capital.  If  you  manage  infra- 


"We  don't  believe  proprietary  models  are  sustainable 
over  the  long  run.  Through  ClarusNet™,  a  customer 
that  uses  Ariba  or  Commerce  One  or  Tradex,  say,  for  a 
market  platform  will  be  able  to  use  our  components." 
—  Steve  Hornyak,  Executive  Vice  President  and 
Chief  Strategy  Officer,  Clarus 


now  your  business  like  nobody  else.  But  we  can  turn  that  knowledge  into  valuable 
ess  intelligence  that  works  harder  for  you.  From  optimizing  your  existing  supply  chain 
living  eBusiness  trading  networks,  our  solutions  empower  you  to  make  better  decisions 
r.  The  result?  Higher  profits,  lower  operating  costs  and  faster  time  to  market.  That's 
?al  power  of  leveraged  intelligence.  Want  to  know  more?  Visit  www.manugistics.com. 


manugisHcs 


Leveraged  Intelligence 


structure  well,  you  have  a  far  better 
chance  of  being  a  productive  and  prof- 
itable company." 

Fujitsu  Network  Communications 
(FNC),  a  leading  North  American 
designer  and  manufacturer  of  fiber- 
optic transmission  and  broadband 
switching  platforms,  needed  a  solution 
to  help  the  company  manage  its  suc- 
cess. Market  demands  for  FNC's  fiber- 
optic networking  technology  were  so 
high  that  they  were  driving  the  com- 


The  company  approached  its  sister 
company,  ICL,  a  dynamic  e-business 
service  company  with  more  than 
21,000  employees  in  over  40  coun- 
tries, to  assist  in  creating  and  imple- 
menting an  e-procurement  solution 
that  could  take  advantage  of  the 
latest  Web-based  technologies  and 
logistically  track,  manage  and  support 
FNC's  current  PC  environment. 

ICL  partnered 
with  Peregrine  to 


"It's  the  interaction  of . . .  people, 
places,  things,  intellectual  capital  that 
allows  a  company  to  be  efficient  or 
inefficient ...  If  you  manage  infrastructur 
well,  you  have  a  far  better  chance  of  be- 
ing a  productive  and  profitable  company." 
—  Steve  Gardner,  Chief  Executive  Officer, 
Peregrine  Systems  Inc. 


pany's  business  growth  at  a  phenom- 
enal three-digit  rate.  FNC  manage- 
ment quickly  recognized  that  it 
needed  to  improve  all  internal,  paper- 
based  procurement  processes  to  work 
in  "Internet  time"  rather  than  "paper 
days"  and  keep  pace  with  this  tremen- 
dous growth. 

The  company  pinpointed  several 
internal  asset  management  and  pro- 
curement systems  that  required 
improvement.  FNC  also  recognized  the 
need  to  create  an  airtight  method  of 
entering,  tracking  and  maintaining 
asset  data  without  compromising 
information  integrity. 


deliver  an  automated  solution  that 
eventually  revolutionized  FNC's  entire 
procurement  process  —  reducing  the 
hardware/software  ordering  lifecycle 
by  approximately  85%.  ICL  has  limited 
its  strategic  partners  to  a  select 
group  of  four:  Peregrine,  Microsoft, 
Siebel  and  Fujitsu.  ICL  had  earlier 
made  the  strategic  decision  to  stan- 
dardize on  Peregrine's  suite  of  infra- 
structure management  solutions. 

Drawing  on  Peregrine's  innovative 
Get. Resources!  and  AssetCenter 
products,  ICL's  technical  profes- 
sionals developed  and  implemented 
a  customized  e-procurement  solution 


designed  to  meet  FNC's  specil 
business  needs.  The  solution,  nam 
PC  Express,  streamlined  the  pij 
curement  channel  to  work  inside 
five  days  (the  previous  process  of  F 
ordering  and  implementation  hi 
generally  taken  between  37  and  t 
days  to  complete),  automating  8 
processes  associated  with  bringiii 
desktops,  servers  and  associate 
hardware  and  software  into  FNC 
business  environment.  In  addition 
streamlining  and  standardizing  tfi 
process,  PC  Expres 
provided  a  dedica 
I  ed,  secure  metric 
for  entering  ar 
tracking  an  ordQ 
implementing  tf 
hardware/softwa 
and  managing 
associated  data. 
"Based  on  an  asses 
ment  of  the  organiz 
tion's  international  needs,  FN 
looked  at  several  potential  vendoi 
and  decided  to  select  the  Per 
grine/ICL  e-procurement  solution 
says  Steve  Ramsay,  professional  se 
vice  manager  for  ICL  North  Americ 
"From  a  financial  and  technolog 
standpoint,  it  was  simply  the  be 
fit.  It  allows  FNC's  employees  to  fin 
information  at  their  desktop 
through  a  single  Web-based  inte 
face  that's  tied  to  a  central  dat 
repository.  Automating  the  procur< 
ment  process  has  not  only  produce 
tremendous  time  and  cost  saving 
it  has  allowed  personnel  at  FNC  t 
track  internal  assets  better  tha 
they've  ever  done  before." 


"The  market  for  supply  chain  solutions  has  never  been 
stronger,  and  its  convergence  with  e-business  uniquely 
positions  us  for  success." 

—  Greg  Owens,  President  and  Chief  Executive  Officer, 
Manugistics  Group  Inc. 


anugistics  Delivers  Collaborative 
jpply  Chain  Solution  to  Commerx 
ading  Networks 

3  e-marketplaces  evolve  from  purely 
ansactional  or  supply  aggregation 
lOdels  toward  new  approaches  that 
mphasize  the  delivery  of  integrated 
|i  procurement  and  collaborative 
;  jpply  chain  applications,  Rockville, 
laryland-based  Manugistics  Group 
ic.  finds  itself  once  again  the  belle  of 
le  ball.  Manugistics  has  been  a  lead- 
g  global  provider  of  supply  chain  so- 
itions  for  major  enterprises  for  more 
lan  20  years. 

I  "The  market  for  supply  chain  solu- 
ons  has  never  been  stronger,  and  its 
onvergence  with  e-business  unique- 
'  positions  us  for  success,"  says 
reg  Owens,  Manugistics'  president 
nd  chief  executive  officer.  "The 
larket  is  progressing  from  indirect 
laterial  exchanges  to  direct  materi- 
Is  e-networks,  to  secure,  intelligent 
-business  trading  services  and  net- 
'orks.  Business  trading  networks  of 
ihe  future  will  need  to  incorporate 
xchange  frameworks,  procurement 
i-.nd  sourcing,  logistics  brokering  and 
l(verall  trading  network  optimization 
id  succeed  in  a  dynamic  marketplace 
i-  and  Manugistics  will  be  central  to 
hat  process." 

A  compelling  vision,  and  one  shared 
|y  e-marketplace  innovator  Commerx, 
nc,  a  leading  provider  of  e-business 
network  solutions  for  manufacturing 
|  ompanies  and  their  trading  partners. 

"Since  the  beginning,  we've  been 
nn  e-business  networks  company, 
:ather  than  simply  a  trading  ex- 
:hange,"  says  Tim  Stojka,  chief  exec- 


utive  officer  of  Commerx,  who  found- 
ed the  company  with  his  brother  Nick 
in  Chicago  in  1995.  "We  build  and 
operate  trading  networks  that  enable 
a  channel  master  —  it  could  be  either 
a  large  buyer  or  a  large  supplier  —  to 
integrate  its  trading  partners  into  the 
system  and  conduct  business  elec- 
tronically. Our  eProcurement  supply 
chain  solutions  enable  buyers  and 
sellers  in  industrial  processing  mar- 
kets, such  as  plastics,  metals  and 
packaging,  to  easily  transact  busi- 
ness on  the  Internet." 

Commerx  provides  a  suite  of  end- 
to-end,  Web-hosted  applications, 
including  solutions  for  e-procure- 
ment  (Commerx  eBuy™1,  trans- 
portation (Commerx  eShip™),  auc- 
tions and  exchanges  (Commerx 
Global  Xchange™)  and  connectivity 
(CommerxNet™). 

And  now  Commerx  is  set  to  pro- 
vide its  customers  with  improved 
supply  chain  collaboration  —  thanks 
to  Manugistics. 

"The  way  business  has  traditional- 
ly been  done  in  industrial  processing 
industries  is  that  buyers  forecast 
how  much  they  are  going  to  buy,  and 
suppliers  estimate  how  much  they 
will  need  to  produce  months  in  ad- 


vance without  ever  talking  with  each 
other,"  Stojka  says.  "This  means 
that  there  are  often  wrong  guesses 
that  result  in  large  inventory  levels 
and  frequent  stock-outs  throughout 
the  supply  chain." 

Eliminating  this  guesswork  requires 
better  supply  chain  visibility  —  some- 
thing Manugistics  has  been  facilitating 
for  years.  Manugistics  NetWORKS™ 
Web-based  solutions  will  provide  Com- 
merx with  a  technological  infrastruc- 
ture designed  to  enable  users  to  share 
and  view  information,  and  execute 
intelligent  mission-critical  decisions, 
all  in  real  time.  Leveraging  Manugis- 
tics' solutions,  Commerx  expects  its 
hosted  collaboration  among  suppliers, 
buyers  and  their  customers  will  help 
companies  reduce  inventory-carrying 
costs,  improve  cash  flow  through  more 
efficient  use  of  working  capital  and 
enhance  customer  service. 

"Today,  Manugistics'  best-of- 
breed  technology  will  help  enable 
our  customers  and  their  trading 
partners  to  collaborate  on  a 
common,  secure  business  plat- 
form," Stojka  says.  "Longer-term, 
we  see  Manugistics  as  having  the 
leadership,  supply  chain  manage- 
ment expertise,  and  B2B  e-market- 


Choosing  the  right  partner  can  mean  the  difference  between  winning  and  losing. 
.   Whether  it's  a  3-legged  race,  or  your  company's  B2B  future.  So  it's  no  surprise 
that  industry  powerhouses  like  CheMatch.com,  Dell  Computer  and  Sabre  have 
chosen  Ariba.  In  fact,  our  Ariba  B2B  Commerce  Platform™  has  helped  launch 
more  companies  into  the  new  economy  than  any  other  offering.  Want  a  proven 
leader?  Give  us  a  call  at  800-535-3471  or  visit  www.ariba.com/partner. 

A  R  1  B  A* 

Making  the  net  work  for  B2BS" 
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place  vision  needed  to  help  us 
achieve  our  strategic  objectives." 

Ariba  and  ABN  AMRO: 

When  Customers  Become  Partners 

You  know  you're  doing  something 
right  when  your  customers  want  to 
become  your  partners.  That's  the 
happy  situation  between  ABN  AMRO, 
one  of  the  world's  10  largest  banks, 
with  total  assets  of  $460  billion  and 
more  than  3,500  locations  in  76 
countries  and  territories,  and  Ariba 
Inc.,  the  leading  B2B  e-commerce 
platform   and   network  services 


form  in  the  U.S.  and  then  roll  it  out 
globally  with  solutions  tailored  to 
regional  market  needs. 

The  ABN  AMRO  and  Ariba  relation- 
ship has  developed  over  time,  begin- 
ning with  ABN  AMRO's  commitment 
to  deploy  Ariba  for  its  internal  pro- 
curement needs  in  the  U.S.  The  bank 
is  now  in  the  process  of  implementing 
the  Ariba  Buyer'-"  e-procurement  solu- 
tion throughout  its  worldwide  opera- 
tions to  help  further  streamline  its 
own  internal  procurement  and  busi- 
ness operations  processes.  The  solu- 
tion will  provide  a  comprehensive 


"ABN  AMRO  adds  tremendous  value  to  the  Ariba 
B2B  Commerce  Platform.  This  latest  step  in  our 
strong,  ongoing  relationship  provides  critical 
financial  services  to  Ariba's  global  network  of 
buyers,  suppliers  and  marketplaces." 
—  Eric  Bochner,  Vice  President,  Commerce 
Services,  Ariba  Inc. 


provider.  The  latest  development  in 
the  two  firms'  evolving  relationship  is 
an  agreement  to  integrate  ABN 
AMRO's  innovative  suite  of  Internet- 
based  financial  services  with  the 
Ariba  B2B  Commerce  Platform. 

The  new  agreement  complements 
the  other  two  elements  of  the  rela- 
tionship already  in  place  —  globally 
implementing  an  internal  Ariba-pow- 
ered  e-procurement  solution  at  ABN 
AMRO  and  offering  an  ABN  AMRO- 
developed.  Ariba-powered  market- 
place to  the  bank's  customers.  ABN 
AMRO  first  will  integrate  its  financial 
services  engine  with  the  Ariba  plat- 


B2B  system  for  connecting  ABN 
AMRO  employee  buyers  directly  with 
preferred  suppliers,  and  it  went  live  in 
the  U.S.  in  July  with  global  deploy- 
ments to  follow. 

An  early  Ariba  Marketplace""  cus- 
tomer. ABN  AMRO  also  has  created 
its  own  Ariba-powered  B2B  market- 
place aimed  at  increasing  the  effi- 
ciencies related  to  customers'  pro- 
curement activities.  By  providing 
access  to  the  bank's  preferred  suppli- 
ers and  their  goods  and  services  at 
negotiated  rates  via  this  complete, 
integrated  Internet-based  solution, 
ABN  AMRO's  customers  are  able  to 


better  manage  procurement  activity 
ABN  AMRO  customers  in  the  U 
began  initiating  transactions  via  t| 
marketplace  in  July  2000.  making  I 
ABN  AMRO  marketplace  one  oft 
first  Ariba-powered  marketplaces 
process  live  transactions. 

"It  quickly  became  apparent  ho 
we  could  add  value  to  each  othe 
propositions  and  jointly  to  our  ci 
tomers,"  says  Harrison  Tempe; 
chairman  and  chief  executive  offic 
ABN  AMRO  North  America  Inc.  "W 
are  excited  about  expanding  tr* 
partnership  globally  after  first  dev 
oping  it  in  the  U.S." 

Until  now,  one  of  the  most  sign 
cant  missing  elements  with  B2B 
commerce  solutions  has  been  tl 
ability  for  buyers  to  initiate  paymen 
to  complete  online  purchases 
means  other  than  credit  cards.  Re 
ognizing  this  need.  ABN  AMRO  h 
integrated  bank-neutral  payme 
alternatives  into  its  U.S.  financial  se 
vices  engine,  allowing  all  companie 
even  those  without  a  direct  bankir 
relationship  with  ABN  AMRO,  to  in 
ate  automated  clearing  house  pa 
ments  with  self-defined  settleme 
dates.  This  solution,  when  integrat 
with  the  Ariba  platform  and  AB 
AMRO's  online  registration  and  rel; 
ed  security  offerings,  represents 
innovative  development  unavailable 
today's  marketplace. 

"As  one  of  the  world's  premi 
global  corporate  banks.  ABN  AMR 
adds  tremendous  value  to  the  Arit 
B2B  Commerce  Platform."  says  E 
Bochner,  vice  president.  Commerc 
Services.  Ariba.  "This  latest  step 
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technology. 
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A  future  where  CHANGE  is  quick  and  easy 
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A  future  more  FLEXIBLE  than  you  ever  dreamed 
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our  strong,  ongoing  relationship  pro- 
vides critical  financial  services  to 
Ariba's  global  network  of  buyers,  sup- 
pliers and  marketplaces,  helping  them 
to  streamline  and  automate  critical 
business  processes." 

Additional  value-added  offerings  will 
include  credit  and  risk  management 


tionships  with  existing  commercial  cus- 
tomers, develop  exciting  relationships 
with  new  commercial  customers  and 
forge  partnerships  with  e-marketplaces 
and  B2B  infrastructure  providers  like 
Ariba  —  all  elements  of  our  B2B  e<;om- 
merce  strategy,"  said  Gerben  Kuyper, 
senior  executive  vice  president,  B2B  E- 


"The  combination  of  Remedy  and  Requisite  is  a  power- 
ful e-procurement  solution  for  global  buying  organiza- 
tions . .  .  The  addition  of  the  Requisite  solution  will  be 
a  big  benefit  to  our  e-procurement  customers." 
—  Gary  Oliver,  Vice  President  and  General 

Manager,  E-Business  Infrastructure 

Solutions,  Remedy  Corp. 


solutions  to  determine  the  potential 
risks  involved  in  transacting  with  var- 
ious, often  newly  introduced  buyers. 
The  engine  also  will  provide  state-of- 
the-art  security  capabilities  via  Iden- 
trus-powered  technology,  enabling 
sellers  to  continually  expand  their  cus- 
tomer base  and  transact  business  in 
a  safe  and  secure  forum. 

By  augmenting  these  solutions  with 
additional  services,  such  as  electron- 
ic invoice  presentment,  information 
integration,  special  financing  services, 
treasury  services,  credit  card  services 
and  wire  transfers,  ABN  AMRO's  finan- 
cial services  engine  will  offer  an 
unparalleled  breadth  of  financial  solu- 
tions to  the  Ariba  platform. 

"Developing  such  a  robust  B2B 
e-commerce  financial  services  engine, 
offering  integrated  solutions  not  yet 
seen  in  today's  marketplace,  positions 
ABN  AMRO  to  further  strengthen  rela- 


Commerce  and  Pri- 
vate   Equity,  ABN 
AMRO  Bank  NV. 

Remedy,  Requisite 
Technology  Provide 
Complete  Procurement 
And  Content  Management  Solution 

The  growing  demand  for  a  wide 
range  of  highly  specialized  e-busi- 
ness and  procurement  solutions  has 
created  a  new  kind  of  business  alli- 
ance that  is  often  called  a  "best-of- 
breed"  partnership.  Two  or  more 
software  firms  agree  to  integrate 
their  wares  to  provide  a  seamless, 
total  solution  for  customers. 

When  Remedy  Corp.,  a  leading  pro- 
vider of  eCRM  and  e-business  infra- 
structure solutions,  decided  to 
launch  a  new  buy-side  procurement 
software  called  Remedy  Purchas- 
ing@Work™,  it  first  formed  a  strate- 


gic alliance  with  Requisite  Technc 
ogy  Inc.  to  add  Requisite's  e-contei 
tools  and  services  to  its  new  e-pl 
curement  solution. 

"Our  solutions  enable  B2B  corf 
panies  to  organize  their  products  ar 
services  in  a  consistent  manner  s 
they  can  be  found  and  bought  on  th 
Web,"  says  Jim  Wilson,  director  < 
global  brand  communications  at  Rei 
uisite.  "The  typical  Global  2000  coJ 
pany  may  have  thousands  of  suppl 
ers.  The  challenge  is  to  get  each  i 
their  specific  catalog 
up  on  the  Web  in 
consistent,  unifiej 
format  so  buyers  caj 
1  easily  find  and  bu 
things.  Our  tools  art 
services  allow  users  ti 
easily  create  catalo 
content,  manage  art 
change  it  whenevq 
they  need  to,  and  fi 
it  when  they  want  it." 
Remedy  will  embed  Requisite1] 
patented  BugsEye™  finding  engine  art 
eMerge™  content  management  tools^ 
into  Remedy  Purchasing@Work.  Bugj 
Eye  is  an  intuitive,  natural-languag 
finding  engine  that  lets  users  quick 
find  and  select  the  products  they  neefl 
without  forcing  them  to  learn  the  sp^ 
cialized  rules  of  the  underlying  dat 
structure.  eMerge  tools  and  service) 
enable  buyers  and  suppliers  to  creat 
and  manage  dynamic  e-catalogs. 

Remedy  Purchasing@Work  is  a 
electronic  procurement  applicatio 
that  automates  and  speeds  pu( 
chases  for  indirect  materials  and  sei 
vices  from  request  to  receipt.  / 
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Web-centric  application,  Remedy 
Purchasing@Work  lets  users  enter, 
route  and  track  purchase  requisi- 
tions and  approvals  online,  signifi- 
cantly reducing  a  company's  non- 
production  purchasing  costs. 
Remedy  estimates  that  a  customer 
with  5,000  purchase  requests  per 
year  will  see  a  positive  return  on 
investment  within  six  months. 

"The  combination  of  Remedy  and 
Requisite  is  a  powerful  e-procure- 
ment  solution  for  global  buying  orga- 
nizations," says  Gary  Oliver,  vice 
president  and  general  manager  of  the 
e-business  infrastructure  solutions 


solutions,  and  together,  we  can  pro- 
vide buying  organizations  an  enter- 
prise solution  that  simplifies  and 
automates  their  content  manage- 
ment and  procurement  needs." 

Fasturn  Revolutionizes  Procurement 
For  Fragmented  Apparel  Industry 

Had  Stan  Joffe,  president  of  a  mid- 
size Van  Nuys,  California-based 
apparel  manufacturer  called  TCI 
Apparel,  decided  to  source  his 
firm's  production  internationally  a 
couple  of  years  ago,  he  would  have 
had  to  spend  weeks  tracking  down 
the  location  of  plants  in  various 


"What  Fasturn  did  essentially  is  give  us  a  win- 
dow to  the  world  of  manufacturing  overseas 
that  we  could  never  have  gotten  on  our 
own . . .  and  really  for  very  little  cost." 
—  Stan  Joffe,  President,  TCI  Apparel 


division  at  Remedy.  "The  value  of 
online  catalogs  is  significantly 
increased  when  the  content  is  accu- 
rate and  easy  to  find,  so  the  addition 
of  the  Requisite  solution  will  be  a  big 
benefit  to  our  e-procurement  cus- 
tomers. It  will  help  eliminate  even 
more  time-intensive  and  labor-inten- 
sive processes,  and  provide  a  superi- 
or return  on  investment." 

"Our  relationship  with  Remedy 
allows  us  to  extend  our  reach  to 
Remedy's  customers  worldwide," 
says  Liz  Kramer,  manager  of  business 
development  at  Requisite.  "Remedy 
is  a  leading  provider  of  e-procurement 


countries, 
visiting  them 
to  make  sure 
they  were  capa- 
ble of  meeting  V 
his  requirements, 
negotiating  prices,  and  then 
hoping  for  the  best. 

"We  had  always  done  all  our  manu- 
facturing domestically,  so  making  the 
transition  to  imports  was  not  that 
easy  for  us,"  Joffe  says.  "This  industry 
is  incredibly  fragmented  with  thou- 
sands of  manufacturing  plants  spread 
out  all  over  the  world.  Without  actual- 
ly going  and  looking  at  them,  picking 


those  plants  that  meet  your  needs  a 
that  you  can  rely  on  is  like  throwi 
darts  at  a  board." 

Then,  Joffe  says,  he  heard  about  Fa 
turn  (www.fasturn.com),  a  new  co 
pany  based  in  Los  Angeles  with  offici 
in  New  York,  Seoul,  Korea,  and  agen 
throughout  the  globe,  whose  prorj 
etary  technology  enables  pre-qualifil 
buyers  and  sellers  to  streamline  soui 
ing  and  production,  delivering  increast 
margins  and  workflow  efficiencies.  H 
decided  to  give  them  a  try. 

"They  were  able  to  provide  us  wit 
access  to  a  database  of  many  hu 
dreds  of  manufacturers  around  tN 
world  who  could  make  the  product  fl 
us  that  we  needed,"  Joffe  says.  "Ba: 
cally,  we  gave  them  some  items 
price  for  us  which  they  put  irt 
their  system  and  thq 
very  promptly  return6 
with  quotes  from  a  vai 

rety  of  companie 
and  countries." 
Fasturn's  bus 
ness  model  is  I 
k  cused  on  seven 
areas,  including  cn 
ating  secure,  privat 
procurement  marke 
places  where  apparel  manufa< 
turers  and  retailers  work  online  wit 
their  existing  suppliers  and  cu) 
tomers  in  a  one-to-many  approac 
and  hosting  a  secure  global  marke 
place  that  aggregates  a  qualifie 
community  of  buyers  and  sellers  fc 
direct  sourcing  of  apparel. 

"Buyers  can  upload  designs 
search  the  factory  databases,  pi 
out  RFQs,  send  messages  and  neg( 


"The  true  power  of  the  Web  is  its  ability  to  foster  collabo- 
ration between  trading  associates  and  partners.  Collabo- 
ration is  enhanced  through  use  of  Empriva's  solutions." 
—  Fritz  Maxwell,  Vice  President,  Marketing,  Empriva 


«e  prices,  order  and  track  samples 
lb  have  a  sophisticated  work-in- 
Ifcess  tracking  system,"  says  Fas- 
'Jfn  founder,  chairman  and  chief 
Jlicutive  officer,  Dr.  Frank  Litvack. 
■istomers  also  have  access  to  our 
.ay  vetted  database  of  some  2000- 
||s  suppliers,  with  detailed  profiles, 
■n  48  countries." 
H he  Fasturn  services  used  by  TCI 
Jjoarel  and  many  others  are  Fas- 

■  n's  global  marketplace,  where 
■alified  buyers  can  leverage  Fas- 
Mi's  manufacturer  database  and 
■house  sourcing  team  to  manage 
Kir  requirements.  A  registered 
wer  logs  onto  the  system  and 
■ers  such  product  specifications 
li  style,  size  and  color.  Fasturn 
|tn  supplies  a  list  of  appropriate 
lltories,  and  the  buyer  can  call  up 
Bailed  factory  profiles.  Once  a 
Bnufacturer  is  chosen,  the 
litem  can  be  used  to  negotiate 
He  order,  request  samples  and 
Insmit  images  of  the  style.  Fas- 
in  also  offers  a  progress  sched- 
jjk  that  provides  updates  on  the 
llrk  order  and  has  quality  inspec- 
ts in  each  country. 

jStan  Joffe  is  a  true  believer.  "What 
Bpturn  did  essentially  is  give  us  a 
ftidow  to  the  world  of  manufactur- 
»  overseas  that  we  could  never 
ive  gotten  on  our  own  .  .  .  and 
wally  for  very  little  cost,"  Joffe  says. 
Be  plan  to  use  them  to  expand  our 
Isiness,  and  I  can't  imagine  that 
"J3re  won't  be  thousands  of  compa- 
res in  the  industry  who  won't  come 

■  Fasturn  once  they  realize  just  how 
feat  the  benefits  are." 


Empriva  Solves  Procurement 
For  Packaging  Industry 

When  Mike  Stradinger,  chief  execu- 
tive officer  and  principal  founder  of 
Empriva  (formerly  idmarket.com) 
launched  the  company,  he  envisioned 
a  neutral  marketplace  where  OEMs, 
converters,  suppliers,  distributors 
and  brokers  in  the  product  identifi- 
cation and  packaging  industries 
could  buy  and  sell  supplies  and  end 
items  such  as  tags,  decals,  labels 
and  membrane  switches.  The  com- 
pany quickly  outgrew  that  narrow 
definition,  and  today  its  solutions 
encompass  the  entire  packaging 
product  lifecycle,  including  design 
and  specification  management,  pro- 
curement, production  and  fulfillment. 

"We  have  rapidly  become  a  Web- 
based  technology  company  that 
provides  supply  chain  solutions  for 
the  packaging  industry,"  Stradinger 
says.  "Our  mission  is  to  help  com- 
panies that  buy  and  sell  packaging 
realize  operational  efficiencies  and 
collaborative  cost  savings.  By  stan- 
dardizing packaging  terminology 
and  making  the  data  accessible  via 
a  Web  browser,  our  solutions 
improve  communication  and  auto- 
mate business  processes." 


Empriva  develops  and  deploys  Web- 
based  enabling  tools  to  facilitate  the 
efficient  communication  and  interac- 
tion between  members  of  the  pack- 
aging supply  chain.  These  tools 
include  a  specification  management 
application  that  aggregates  specifi- 
cation data  on  one  browser-accessed, 
secure  database  and  a  business-to- 
business  exchange,  which  runs  on  a 
BroadVision  platform,  that  allows  for 
efficient  sourcing  of  custom  products. 
The  company  has  headquarters  in 
Kansas  City,  Mo.,  with  regional  offices 
in  Atlanta,  Boston  and  Cleveland. 

"Our  new  name  was  developed  off 
the  theme  of  improving  business  prac- 
tices via  the  Web,"  adds  Fritz 
Maxwell,  vice  president  of  marketing. 
"The  true  power  of  the  Web  is  its  abil- 
ity to  foster  collaboration  between 
trading  associates  and  partners.  Col- 
laboration is  enhanced  through  use  of 
Empriva's  solutions." 

Intelisys  Rebranded  Metiom; 
New  Focus  on  Small  Business 

What's  In  a  name?  Romeo  wondered, 
as  he  wandered  love-struck  through 
Juliet's  garden. 

If  you  happen  to  already  be  a  well- 
known  global  leader  in  business-to- 
( continued  on  page  22) 


GSA  Advantage  Program  Manager 
Al  lagnemmo  (left)  and  Federal 
Supply  Service  Chief  Information 
Officer  Ed  O'Hare 


'The  pioneering  net  market  allows  government  ag 
cies  such  as  the  Department  of  Transportation  (DO 
the  Navy  and  the  Department  of  Veterans  Affairs  (VA 
conduct  procurement  research  and  order  products 
services  to  support  their  mission.  Authorized  buyers  I 
purchase  products  and  services  from  a  database  H 
now  contains  more  than  1  million  products  in  2,800  ^ 
alogs  from  more  than  2,500  vendors. 

"In  1994,  we  had  a  team  of  people  who  sat  down  i 
basically  did  an  analysis  of  what  this  World  Wide  V( 
thing  was  all  about  and  how  we  could  use  it  in  the  ft 
to  sell  products."  says  Al  lagnemmo,  program  manag 
GSA  Advantage.  "It  was  one  of  those  'if  we  build  it, 
they  come'  kind  of  analyses.  The  team  spent  about 
months  looking  at  CompuServe  and  other  sites  that  W' 
around  back  then  and  decided  that  yes,  electronic  cq 
merce  is  the  future,  and  we  should  use  the  Web." 

The  site  did  about  $6  million  online  that  first  y< 
but  has  grown  at  a  triple-digit  rate  every  year.  To| 
sales  through  GSA  Advantage  in  government  f i s« 
year  2000  topped  $125  million,  and  GSA  officials 
projecting  sales  of  $500  million  in  2001  and  $1 
lion  in  2002. 


PETER  VIDOR 


BroadVision  Delivers  Next-Generation  Platforr 


To  handle  the  anticipate 
increased  workload,  the  FSS  It 
launched  a  major  overhaul 
GSA  Advantage,  which  was  on 
inally  built  from  scratch  simp 
because  there  were  no  suitab 
packaged  e-business  platfor 
solutions  around  in  those  days 

"We  realized  that  the  system  v 
had  would  not  scale  to  meet  tf 
growth  that  we  anticipate  in  tr 
next  couple  of  years,"  lagnemrr 
says.  "We  also  realized  that  w 
needed  to  add  personalization  to  o 
offers  so  that  customers  didn't  hav 


If  you're  looking  for  the  mother  of  all  digital  mar- 
ketplaces, you'll  find  it  in  a  most  unlikely  place. 
GSA  Advantage,  the  largest  federal  govern- 
ment, Internet-based,  online  shopping  site, 
operated  by  the  General  Services  Administra- 
tion's Federal  Supply  Service  (FSS),  has  been 
up  and  running  since  September  1995  —  long 
before  the  Forresters  and  Gartners  of  the  world 
ever  heard  of  something  called  net  markets. 


spend  hours  looking  through  catalogs  to  find  exactly  the 
rtt  product.  Finally,  we  needed  a  more  flexible  and  easily 
dated  system  to  handle  changes  in  laws  and  new  pro- 
'ement  regulation." 

3iven  the  requirements  —  scalability,  personalization  and 
<ibility  —  BroadVision  was  the  perfect  choice  for  the  new 
ding  platform. 

'The  strengths  of  BroadVision  all  came  into  play  in  our 
ection  for  this  project,"  says  Phil  Cooke,  BroadVision's 
'tional  federal  director,  "including  scalability,  time  to 
arket  and  our  experience  in  building  large  transactional 
es  for  companies  such  as  Wal-Mart,  Sears,  Home  Depot 
d  British  Telecom.  The  openness  and  flexibility  of  our 
;hitecture  was  also  important,  which  allows  for  easy  con- 
nt  changes  when  new  laws  or  regulations  appear,  and,  of 
lurse,  the  ability  to  personalize  a  buyer's  experience  so 
sy  don't  have  to  continue  to  search.  The  buyers  can  dic- 
e  what  their  interests  are,  and  we  can  deliver  that  infor- 
ation  to  them  in  three  clicks  or  30  seconds." 
BroadVision  is  the  leading  provider  of  packaged  e- 
mmerce  applications  that  organizations  use  to  buy  and 
II  products  and  services  and  exchange  information  over 
a  Web  and  on  wireless  devices.  These  applications  enable 


wireless  visitor  profile  information,  organizing  the  content, 
dynamically  targeting  that  content  to  each  visitor,  based 
on  their  individual  needs."  For  example,  he  says,  different 
agencies  may  prefer  to  buy  from  different  vendors.  Auto- 
mated personalization  will  make  it  possible  for  them  to  go 
directly  to  the  products  or  services  they  want  without 
having  to  search  through  the  entire  database. 

GSA  Advantage  looks  and  performs  like  a  lot  of  e-com- 
merce  Web  sites.  It  has  a  series  of  nine  virtual  stores 
reflecting  the  diversity  of  the  products  available  through 
the  GSA  schedules.  Customers  can  shop  by  keyword 
searches  for  products  or  by  browsing  through  a  series  of 
menus.  Items  selected  can  be  placed  in  a  virtual  shopping 
cart  and  paid  for  with  a  government  purchase  card  or 
through  an  account  set  up  with  GSA. 

Most  of  the  bigger  vendors,  such  as  Dell  and  Compaq, 
supply  GSA  Advantage  with  catalog  content  and  update 
information  via  electronic  data  interchange.  Smaller  sup- 
pliers use  a  schedule  input  program  tool  that  GSA  Advan- 
tage provides  that  allows  them  to  upload  content  and 
changes  automatically  or  to  attach  spreadsheet  or  data- 
base files,  lagnemmo  expects  XML  to  play  an  increasingly 
important  role  as  well  (as  does  Gartner,  which  estimates 


Advantage,  Pioneering  Government  Marketplace 


ganizations  to  become  more  competitive  and  profitable 
i  establishing  and  sustaining  high-yield  interactions  and 
ansactions  with  customers,  suppliers  and  employees.  In 
|e  highly  automated  world  of  B2B  commerce,  success 
■quires  building  lasting  relationships  between  buyers,  sell- 
|s,  suppliers  and  partners  that  go  beyond  mere  transac- 
ts. The  ability  to  quickly  deliver  a  complete  solution  that 
(in  be  personalized  to  each  customer's  individual  needs 
is  become  a  competitive  advantage. 
'"Right  now,  we're  getting  only  two-tenths  of  1%  of  the 
tal  GSA  schedule  [contract]  business,  but  that  is  chang- 
g  rapidly.  As  we  add  more  users  and  more  products  to  our 
atalogs,  the  need  to  personalize  each  customer's  online 
tperience  becomes  critical,"  lagnemmo  says.  "BroadVi- 
on  allows  us  to  do  that  by  interactively  capturing  Web  and 


that  80%  of  application-to-application  traffic  passing  over 
public  networks  will  be  in  XML  by  2003,  as  it  reported  in 
an  October  1999  research  study). 

"The  true  value  of  GSA  Advantage  in  the  future  will  be 
more  than  just  a  marketplace  for  government  buyers  and 
sellers,"  lagnemmo  says.  "The  real  efficiencies  will  come 
from  the  way  our  system  tightly  couples  with  the  back-end 
procurement  systems  of  the  agencies  we  serve.  For  exam- 
ple, we  can  have  an  arrangement  with  the  VA  or  Navy  or 
DOT  where  they  buy  from  us,  and  we  send  them  all  the 
information  in  XML.  They  run  it  through  their  back-end 
finance  system  without  reentering  all  the  data  again.  The 
new  BroadVision  platform  has  the  flexibility  and  adaptabil- 
ity to  allow  us  to  conduct  true  G2G  [government-to-gov- 
ernment] e-commerce."  ■ 


(continued  from  page  19) 
business  e-commerce  but  you  have  a 
new  strategy  designed  to  bring  the 
power  of  online  marketplaces  to  small 
and  midsize  companies,  as  well  as 
large,  the  answer  is  "plenty." 

That's  why  Intelisys  Electronic 
Commerce  Inc.  has  changed  its 
name  to  Metiom,  pronounced  mee- 
tee-om,  and  unveiled  the  next  phase 
of  a  multimillion-dollar  advertising 
and  marking  campaign  designed  to 
"consumerize"  B2B.  As  Metiom,  the 
company  aims  to  create  an  entirely 
new  space  within  the 
current  universe  of  B2B 
e-commerce:  enabling 
companies  of  all  sizes 
—  from  mom-and-pop 
stores  on  Main 
Street  to  the  largest 
corporations  in  the 
world  —  to  tap  into 
the  power  of  online  e 
marketplaces  sponsored 
by  name  brands  like  Chase,  First 
Union  and  Intuit. 

"Until  now,  the  control  of  e-com- 
merce has  been  in  the  hands  of  a 
powerful  few  catering  to  industrial 
titans,  working  to  organize  them  into 
even  bigger  consortiums,  swamping 
smaller  companies  in  their  wake," 
says  Michael  J.  Collins,  Metiom's 
vice  president  of  worldwide  market- 
ing. "Metiom  is  founded  on  the 
principle  that  the  true  promise  of  e- 
commerce  is  achieved  through 
enablement,  not  entitlement." 

Metiom's  positioning  and  integrat- 
ed campaign  stakes  the  company's 
claim  to  deliver  B2B  e-commerce  to 
all,  including  the  fast-growing  small- 


business  market.  Online  purchases 
by  the  nation's  25  million  small  busi- 
nesses are  forecasted  to  hit  $118 
billion  by  next  year.  According  to 
industry  analyst  firm  Forrester 
Research,  small  business  will  do 
65%  of  total  purchasing  via  e-busi- 
ness by  2004. 

"Metiom  uses  big,  trusted  brand 
names  to  deliver  B2B  e-commerce 
to  every  business.  That  is  the 
vision  of  the  'ultimate  e-market- 
place,'" Collins  says.  "No  other 
company  is  approaching  B2B  e- 
business  like  Metiom  — 
using  the  power 
of  a  large,  spon- 
sor-branded mar- 
ketplace to  em- 
brace small  and 
medium-size  busi- 
nesses, which  ac- 


ciencies  of  a  billion-dollar  corpd 
tion,"  adds  Collins. 

The  company's  marketing  lead 
ship  is  deploying  consumer  tact 
to  demystify  online  B2B  e-cq 
merce  for  small  businesses  —\ 
effect,  to  turn  B2B  into  "chili 
play."  This  new  twist  in  B2B  m 
keting  leverages  the  unique  attl 
utes  of  the  small-business  owni 
where  the  decision  makers  conj 
tute  a  consumer-sized  market. 

"Metiom  recognized  early  til 
year  that  increasing  both  the  le< 
and  quality  of  its  marketing  is  o 
of  the  key  factors  to  success  in  t 
B2B  space,  and  it  has  moved  f 
ward  accordingly,"  says  Alba 
Pang,  e-commerce  software  analy 
with  International  Data  Corp.  "T 
company's  name  change  to  Metic 
is  a  bold  and  significant  step  in 


"In  Metiom  Powered  e-marketplaces,  a  sma 
business  customer  can  now  shop  with  the  samt 
buying  power  and  cost  efficiencies  of  a  billion- 
dollar  corporation." —  Michael  J.  Collins,  Vice 
President,  Worldwide  Marketing,  Metiom 


count  for  more  than  75%  of  the 
U.S.  economy." 

As  a  result  of  its  network  of  e- 
marketplaces  launching  this  year, 
Metiom  will  power  corporate-  and 
public-sponsored  marketplaces 
reaching  more  than  6  million  small 
businesses  and  over  50  million 
end  users.  "In  Metiom  Powered 
e-marketplaces,  a  small-business 
customer  can  now  shop  with  the 
same  buying  power  and  cost  ef fi- 


ef forts  to  differentiate  itself  as 
continues  to  drive  awareness,  ar| 
this  change  should  augur  well  U 
an  array  of  future  plans." 

The  marketing  campaign  is  coi 
pled  with  a  move  of  corporate  heai 
quarters  to  Manhattan's  Silica 
Alley,  giving  Metiom's  communic; 
tions  experts  the  opportunity  t 
enact  a  "change-agent"  marketin 
approach  to  re-brand  the  compan 
inside  and  out. 


The  biggest  revolution 
in  apparel  manufacturing 
since  the  zipper. 


It  made  production  faster,  easier,  and  cheaper.  It  was 
hi-tech  and  easy  to  use.  And  it  took  30  years  to  be 
accepted.  Today,  Fasturn  offers  all  the  same  benefits  as  the 
zipper.  But  if  you  wait  even  30  days  to  put  it  to  work  for  you, 
you  could  be  at  a  competitive  disadvantage.  Only  Fasturn  offers 
a  web-based  direct  sourcing  application  written  exclusively 
for  the  apparel  industry.  It  is  backed  by  a  world-wide 
network  of  experienced  apparel  professionals. 
Only  Fasturn  pre-qualifies  its  buyers 

and  suppliers.  And  Fasturn  even 
gives  you  the  option  of 
creating  a  Private 
Sourcing  Network 
comprised  of  your 
existing  customers  and 
suppliers  without  losing 
the  benefits  of  the  global 
network.  So  don't  let  the 
new  revolution  start  without 
you.  Contact  Fasturn  today. 


r 


,  One  source  for  ail  your  sourcing '." 

1-877-FASTURN  www.fasturn.com 


Web  Directory 


Andersen  Consulting 


www.ac.com 


Ariba  Inc. 


www.ariba.com 


Aspen  Technology  Inc.  www.aspentech.coi 


BroadVision 

Clarus 

Empriva 

Exterprise 

Fastum 


www.broadvision.cor  i 


www.c  laruscorp.com 


www.empnva.com 


www.exterprise.com 


www.fasturn.com 


Hammer  and  Company  www.hammerandco 
Manugistics  Group  Inc.  www.manugistics.c< 


Metiom 


www.metiom.com 


Nistevo 


www.nistevo.com 


Peregrine  Systems  Inc.  www.peregrine.com 


Remedy  Corp. 


www.remedy.com 


Exterprise's  ActiveMarket 
Enables  Collaborative 
Marketplace  for  3M  and 
rts  Business  Partners 

For  large  manufacturers  with 
vital  reseller  relationships,  e- 
commerce  presents  a  dilem- 
ma: how  to  participate  in  the 
marketing  of  products  direct- 
ly to  online  consumers  with- 
out squashing  longtime  chan- 
nel partners  in  the  process. 
3M,  the  St.  Paul.  Minnesota- 
based  maker  of  Scotch  tape, 
Post-it  Notes  and  thousands 
of  other  indispensable  prod- 
ucts, decided  that  the  solu- 
tion was  to  work  with  its 
resellers  to  create  virtual, 
co-branded  showrooms  —  an 
arrangement  that  allows  3M 
to  control  how  its  products 
are  showcased  and  gather 
valuable  data  about  users, 
while  the  resellers  handle 
the  consumer  transactions 
and  fulfillment. 

"All  of  our  efforts  in  the 
Internet  area  are  aimed  at 
enhancing  our  reseller  rela- 
tionships by  providing  our 
partners  with  different  tools 
that  will  help  them  sell  more 
3M  products,"  says  Paul  Mul- 
laney.  manager  of  digital  ini- 
tiatives at  3M's  office  sup- 
plies division,  which  depends 
almost  100%  on  channel 
sales.  "We  have  no  plans  to 
sell  anything  directly,  but  we 
do  want  to  be  able  to  directly 
(continued  on  page  28) 
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HARD  TO  BE  A 


VISIONARY 


WHEN  YOU  CAN  SEE 

this  CLEARLY. 


LARUS 

VR  THINKING    IN  B2B 


At  Clarus,  our  goal  is  to  make  B2B  e-commerce  perfectly  clear.  So  you  can 
be  a  visionary  in  your  business.  Our  solutions  power  digital  marketplaces 
and  corporate  e-procurement  systems.  When  it's  time  to  choose 
an  Internet  commerce  partner,  do  what  MasterCard  International,  Inc., 
Wachovia  and  MetLife*  did  -  look  to  Clarus.  www.claruscorp.com 
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'Ir'nMiH— — 

Michael  Hammer  on  Collaboration 


Dr.  Michael  Hammer  is  the  originator 
of  both  reengineering- and  process- 
centering,  ideas  that  have  trans- 
formed the  modern  business  world. 
He  is  the  author  of  three  books:  the 
international  bestseller  Reengineering 
the  Corporation:  A  Manifesto  for  Busi- 
ness Revolution;  The  Reengineering  Revolution:  A  Hand- 
book, co-authored  with  colleague  Steven  Stanton;  and  his 
latest  book,  Beyond  Reengineering:  How  the  Process-Cen- 
tered Organization  Is  Changing  Our  Work  and  Our  Lives. 
Here,  he  shares  his  thoughts  on  collaboration. 

"One  new  form  of  collaboration  is  what  I  call  'co-cus- 
tomer.' If  you  and  I  were  competitors  in  the  old  days,  we 
probably  wouldn't  have  anything  to  do  with  one  another. 
But  nowadays,  if  we  are  both  customers  of  the  same  sup- 
plier, we  might  pool  our  purchases  in  order  to  get  a  better 
price  than  we  could  have  gotten  on  our  own. 
That's  the  principle  behind  a  lot  of  these  digi- 
tal marketplaces.  The  fancy  name  for  it  is 
'demand  aggregation,'  but  all  it  is  are  two  or 
more  customers  of  the  same  supplier  collabo- 
rating on  the  buy-side." 


borders  of  a  company.  It  may  be  awkward  to  deal  w 
another  department,  but  it's  nothing  compared  to  de 
ing  with  another  company.  Second,  I  think  it's  going 
be  even  more  disruptive  to  traditional  ways  of  think 
and  attitudes." 

"We've  had  a  lot  of  people  telling  us  how  big  digital 
ketplaces  are  going  to  be  when,  in  fact,  we  still  don't  unc 
stand  what  digital  marketplaces  are.  A  lot  of  what  are  be 
called  marketplaces  is  based  on  a  not  very  sustainable  id< 
The  emphasis  on  simply  transactional  buying  and  selling 
not  very  realistic.  In  the  short  term,  at  least,  we're  going 
see  a  lot  of  these  things  done  on  a  private  basis  by  indiv 
ual  companies.  We  will  see  selected  activities  being  do 
across  companies.  The  hardest  collaboration  is  betwe 
competitors,  yet  that  is  what  some  of  these  marketplac 
are  expecting.  That  is  going  to  be  tough  going." 


"We've  had  a  lot  of  people  telling  us  how  bi 
digital  marketplaces  are  going  to  be  when, 
fact,  we  still  don't  understand  what  digit; 
marketplaces  are." 


"We're  starting  to  realize  that  the  business 
processes  inside  a  company  are  part  of 
larger  processes  that  cross  company  boundaries.  In  other 
words,  my  product  development  process  and  your  prod- 
uct development  process  are  each  part  of  a  larger  prod- 
uct development  process  that  covers  us  both.  Or  my  pro- 
curement system  is  really  connected  to  your  procurement 
system  if  you  and  I  are  buying  from  the  same  supplier. 
This  realization  is  going  to  spur  another  wave  of  redesign 
of  internal  processes  to  make  them  work,  collaborative- 
ly, with  other  companies'  processes." 

"I  actually  think  that  the  collaboration  movement  is 
going  to  be  bigger  than  reengineering  in  at  least  two  pro- 
found ways.  First,  it's  going  to  have  larger  financial  con- 
sequences. The  inefficiencies  that  crop  up  inside  com- 
panies are  nothing  compared  to  the  inefficiencies  at  the 


"What  we're  learning  —  and  it  shouldn't  come  asi 
surprise  —  is  there  has  to  be  something  in  it  for  ever 
body.  Suppliers  are  not  going  to  be  very  happy  aboi 
the  idea  that  they  invest  a  fair  amount  of  money  \ 
become  compatible  with  the  marketplace,  which  give 
them  the  opportunity  to  further  cut  their  prices  to  the 
existing  customers." 

"The  thing  about  collaboration  is  the  idea  that  ever 
body  comes  out  ahead.  Because  what  you're  doing 
either  leveraging  economies  of  scale  that  would  othe 
wise  be  unexploited  or  getting  rid  of  inefficiencies  at  th 
borders.  In  a  way,  it  is  a  little  analogous  to  the  kierets 
idea  in  Japan,  except  that's  more  of  a  financial  relatior 
ship;  this  is  more  operational." 
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Setting  e-commerce 
in  motion. 
It's  this  simple. 
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(continued  from  page  24) 

influence  online  users'  experiences, 
as  well  as  better  understand  the 
needs  of  the  customers  buying 
our  products." 

To  provide  the  platform  for  its  col- 
laborative efforts,  3M  selected  an 
Austin,  Texas-based  startup  called 
Exterprise.  whose  ActiveMarket™ 
software  enables  a  network  of  trading 
partners  to  share  processes,  infor- 
mation, revenues  and  costs,  and  as  a 
result,  the  partners  promote,  sell  and 
support  complementary  products  and 
services.  ActiveMarket™  facilitates 
co-branded,  collaborative  selling  and 
order  fulfillment,  while  providing  a 
solution  that  addresses  the  problems 
of  channel  conflict,  brand  commodifi- 
cation  and  integrated  network  selling. 

"It  takes  special  expertise  to  suc- 
cessfully engage  the  customer, 
process  the  transaction,  fulfill  the 
product  and  provide  customer  ser- 
vice. Very  few  companies  will  do  it 
all  on  the  Internet,  and  the  more  suc- 
cessful companies  will  collaborate 
with  partners,"  says  Gene  Alvarez, 
analyst  at  META  Group.  "ActiveMar- 
ket is  the  first  e-business  solution 
that  easily  enables  this  kind  of  col- 
laboration in  an  online  network  of 
companies,  trading  partners  and, 
most  importantly,  customers." 

A  100%  Java-based  solution,  the 
ActiveMarket  software  platform  is 
built  upon  a  unique  and  patent-pend- 
ing collaborative  agent  architecture. 
The  result  is  an  improved  online  cus- 
tomer experience,  as  the  system 
learns  from  both  historical  and  real- 
time customer  behavior  through  the 
dynamic  exchange  of  marketing. 


commerce  and  services  information 
among  trading  partners. 

"What  we  offer  is  a  flexible  tech- 
nology and  networking  framework 
under  which  different  and  changing 
partners  can  collaborate,"  says 
Exterprise  Chief  Executive  Officer 
and  President  Manoj  Saxena.  "The 
marketing  module  within  ActiveMar- 
ket helps  companies  attract  loyal 
buyers;  the  services  module  helps 
companies  build  personal  customer 
relationships;  and  the  commerce 
module  provides  customers  with  an 
integrated  buying  experience." 

Over  the  past  several  months,  3M 
has  been  using  ActiveMarket  to 
build  a  collaborative  co-branded 
showroom  with  its  channel  partner, 
US  Office  Products,  one  of  North 
America's  leading  providers  of  office 
supplies,  office  furniture  and  office 
coffee  and  vending  services. 

"If,  for  example,  you  go  to  the  US 
Office  Products  site  at  www.usop 
net.com,  you'll  see  a  banner  ad  that 
takes  you  to  the  3M  Ergonomics  Solu- 
tions Showroom,  and  from  there,  you 
can  self-select  three  different  levels  of 
information  about  our  ergonomics 
products,  depending  upon  how  inter- 
ested you  are,"  Mullaney  says.  "These 
are  high-value  items  that  usually  get 
a  brief  and  fairly  generic  treatment  in 
our  resellers'  print  catalogs,  but  our 
online  showroom  allows  us  to  provide 
as  much  detail  as  a  potential  buyer 
could  possibly  need  to  make  a  buying 
decision." 

And  that,  Mullaney  says,  is  where 
3M  wants  to  bow  out  of  the  picture 
and  let  the  reseller  take  over. 


"Establishing  this  new  model  wi 
Exterprise  has  been  a  strategic 
business  initiative  for  our  division 
3M,  since  we  are  not  in  the  businel 
of  selling  directly  to  end  users,"  Ml 
laney  says.  "The  solution  enables  i 
to  collaboratively  work  with  a 
established  channel  partners,  HI 
US  Office  Products,  to  directly  mfl 
ence  a  customer's  experience  an 
aggregate  market  information  abo| 
our  customers  buying  preference) 
while  preserving  our  tradition) 
reseller  relationships." 


This  section  was  produced  and 
written  by  Jerry  Bowles,  who  has 
more  than  30  years  of  experience 
as  a  writer,  editor  and  corporate 
communications  director  specializ- 
ing in  technology,  supply  chain, 
e-commerce  and  customer  issues. 
For  information  about  the  Forbes 
2000-01  e-business  series,  contact 
Bowles  at  jbowles@bellatlantic.net 
or  (212)  582-3791. 
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|HOR  NEARLY  TWO  DECADES  I'VE  KEPT  A  LIST  OF 
I  dumb  innovations  brought  to  market  by  companies 
that  should  have  known  better.  It  has  become  a  long 
list.  Some  of  the  items  on  it  are  technically  obscure: 
for  example,  SOS  (silicon-on-sapphire),  a  semicon- 
or  technology  about  which  Intel  need  have  no  fears, 
•rs  spilled  buckets  of  red  ink — quadraphonic  stereo  and 
Drola's  Iridium  satellite  system,  to  name  but  two. 
Jow  I'm  getting  ready  to  post  a  new  entry  to  my  Ledger 
lame:  electronic  books,  gadgets  that  have  "loser"  written 
/er  them.  Try  as  I  might,  I  can  conceive  of  no  imaginable 
fication  for  e-books.  Are  they  cheaper  than  print?  No.  A 
k  check  of  Barnes  &  Noble's  Web  site  reveals  that  plenty 
books  cost  more  than  the  printed  kind.  None  costs  less. 
Veil,  then,  are  they  more  convenient?  Hardly. 
Roughly  the  size  of  a  paperback,  electronic  books  display 
v  dozen  lines  in  a  file-card-size  window.  Read  a  para- 
h,  then  scroll  down.  Read  another  and  scroll  more.  If 
imagine  trying  to  wade  through  an  800-page  Tom 
cy  opus  printed  on  a  mammoth  roll  of  toilet  paper, 
11  understand  what  the  experience  is  like.  Not  even 
cy  deserves  treatment  like  that. 

5ut  what  about  Stephen  King,  you  ask?  Four  hundred  thou- 
people  downloaded  his  e-book  novella,  Riding  the  Bullet. 
>n't  that  mean  there's  a  big  market  for  electronic  fiction? 
sope.  The  work  King  is  distributing  over  the  Web  is  un- 
able in  print;  the  only  way  to  get  it  is  via  modem.  King's 
riment  proves  nothing  about  the  market-worthiness  of 
ronic  texts;  the  only  way  King  could  do  that  would  be  to 
both  print  and  digital  versions  of  his  work  simultane- 
y.  If  more  than  25%  of  King's  fans  bought  digital,  then 
elieve  the  market  was  real. 

Moreover,  you  can't  trade  an  e-book  with  your  neighbor, 
le  author  to  sign  it  for  you,  read  it  while  an  airplane  is 

lg  off  or  landing,  or  donate  it  to  your  church's  rummage 
True,  it  is  easier  to  search  for  the  dirty  parts,  but  on  the 

k  hand  you  don't  have  to  wade  through  a  user  manual 

>re  using  a  real  book. 

>o  why  have  Bill  Gates  and  Barnes  &  Noble's  Steve  Rig- 
oined  forces  to  promote  a  technology  of  dubious  value? 
Id  it  be  they  believe  e-book  purveyor  Gemstar  Interna- 
al's  chief  executive,  Henry  C.  Yuen:  "Next  to  watching 
vision,  reading  is  America's  most  favorite  pastime."? 
hope  Yuen's  financial  reports  are  more  credible  than  his 
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Software  Horizon  By  Joseph  R.  Garber 

ubiish— and  Perish 


market  data.  The  average  citi- 
zen spends  45%  of  his  media 
time  glued  to  the  tube  and 
3%  turning  pages.  Americans 
devote  a  paltry  0.4%  of  their 
spending  to  books. 

Gates,  Riggio  and  Yuen 
aren't  the  only  ones  who  have 
caught  e-book  fever.  All  the 
publishers  are  infected,  too. 
But  then  the  publishing  indus- 
try's technological  acumen  is 
just  about  what  you'd  expect 
from  a  bunch  of  English  ma- 
jors— not  that  ignorance  has 
stopped  them  from  scrambling 
to  lock  up  rights  to  every  tech- 
nology you  can  think  of.  Video 
tie-ins,  CD-ROMs,  computer 
games,  Web  transmission — 
you  name  it,  and  they  want  it, 
even  though  they've  proved 
laughably  inept  at  making 
money  from  all  the  electronic 
rights  contracts  gathering  dust 
in  their  warehouses. 
Which,  I  predict,  will  be  the  fate  of  electronic  books.  But 
I  could  be  wrong.  If  you  think  I'm  off  the  mark,  why  not 
download  some  reading  material  onto  your  PC  before  buy- 
ing an  e-book?  A  lifetime  of  literature  is  available  for  free 
from  such  sites  as: 

MIT  (classics.mit.edu);  the  University  of  California 
(sunsite. berkeley.edu/alex);  the  University  of  Virginia's 
sampler  of  bestsellers  written  between  1900  and  1930 
(etext.lib.virginia.edu/eng-on.html);  Columbia  University's 
library  of  fiction  and  reference  books  'www.bartleby.com); 
the  women's  collection  at  the  University  of  Pennsylvania 
(digital. library.upenn.edu/women);  and  the  far-from-user- 
friendly  granddaddy  of  all  electronic  publishers: 
www.gutenberg.net — a  site  where  you  will  find  The  Life 
and  Adventures  of  Calamity  Jane  By  Her  Self  and  a  gazillion 
more  obscure  and  famous  titles. 

Meanwhile,  don't  sell  your  stock  in  International  Paper. 
The  printed  page  will  be  with  us  for  a  long  time  to  come.  F 


You  can't  trade  an 
e-book  with  your 
neighbor,  get  the 
author  to  sign  it, 
read  it  on  an  air- 
plane or  donate  it  to 
a  rummage  sale. 


ph  R.  Garber,  a  bestselling  author,  serves  on  the  board  of  directors  of  three  technology  companies, 
past  columns  at  www.forbes.com/columnists/garber  or  use  your  C.A.T.  scanner  on  the  Cue  code 
t)  to  take  you  there  instantly. 
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this  is  the  surge  economy,  where  more  business  is  condensed  into 
seconds  than  used  to  get  done  in  a  day.  and  the  only  constant  is  change, 
in  the  surge  economy,  the  only  way  to  thrive  is  to  be  flexible,  intel  provides 
technology  that  keeps  your  options  open,  makes  your  business  agile, 
doesn't  consume  your  bottom  line,  from  mission-critical  servers  and  powerful 
workstations,  to  innovative  networking  and  communications  solutions, 
to  state-of-the-art  internet  data  centers,  intel  makes  the  technology  that 
makes  you  ready  for  anything,  because  in  the  -surge  economy,  long-term 
business  plans  aren't  written  in  stone,  they're  e-mailed  every  monday 
morning.  Q  solutions  for  the  surge  economy  ->  intel. com/go/ebiz^ 


Digital  Tools  By  Stephen  Mane^ 


Little  Big  Cam 


I KNOW  WHAT  I  WANT  FOR  CHRISTMAS:  SONY'S  NEWEST 
digital  camcorder.  No  problem  cramming  the  DCR-PC5 
into  the  stocking:  It's  about  half  the  size  of  the  Penguin 
edition  of  Dickens'  Our  Mutual  Friend  and  weighs  just  over 
a  pound.  And,  unlike  digital  still  cameras,  digital  camcorders 
are  clearly  superior  to  their  analog  ancestors. 

Digital  video  (DV  for  short)  offers  video  and  audio  qual- 
ity good  enough  to  be  used  for  low-budget  movies.  That 
quality  holds  up  no  matter  how  many  times  you  transfer 
footage  to  and  from  a  computer,  so  you  can  edit  your  mas- 
terpiece down  to  a  final  version  that  looks  every  bit  as  good 
as  the  original.  That's  simply  not  possible  with  any  analog 
medium,  including  film. 

DV  camcorders  cost  far  more  than  traditional  models,  so 
they  haven't  taken  hold  here,  but 
they  have  in  camera-crazy 
Japan.  The  $1,500  Sony's 
m     incredible  lightness  of 
being  begins  with  the 


Sony's  DCR-PCS:  In  real  life,™ 

it  s  not  much  Ngger  thatrthis. 


matchbox-size  Mini-D\ 
cassette,  which  holds  an 
of  footage  for  less  than 
That  lets  the  designer 
virtually  every  feature  irr 
able  into  a  travel-ready 
age  smaller  and  lighter 
many  still  cameras  I've  0' 
The  new  unit  attacks 
irritating  annoyances 
predecessors — like  ho\ 
hold  the  thing.  Now  a  i 
fold-down  grip  helps 
shots  steady.  A  few  oft 
buttons  still  exist,  but  mo 
tions  have  been  move 
menus  that  share  a  new  to 
sensitive  flat-panel  wit 
viewfinder.  You  won't  w; 
use  it  right  after  a  burge 
fries,  but  it  works.  All  so 
point-and-shoot  modes  a 
eluded;  fussbudgets  wil 
being  able  to  adjust  exp 
and  focus  manually. 

Various  speci 
fects  come  bu 
but  you're  U 
off  saving  the 
for    the  ed 
room.  One 
wrinkle,  also  fc 
on  many  Sony 
log  camcorder 
Night  Shot, 
sends   out  infr 
light  to  let  you  she 
total    darkness.  Electr 
image  stabilization  minimizes  shakes,  but  not  qu 
smoothly  as  the  more  effective  optical  vers 
found  in  some  competitors. 

The  unit's  weakest  feature,  which  it  shares 
most  consumer  models,  is  audio.  The  top-mou 
microphone  tends  to  pick  up  the  wheezes  o 
person  behind  the  camera  rather  than  the  soun 
the  subject  in  front  of  it.  But  any  good  videogra 
will  tell  you  that  for  decent  sound  you  need  an  e: 
nal  mike  anyway.  The  PCS  will  accept  one,  but  like  I 


Designers  have 
crammed  every 
feature  imaginable 
into  a  travel-ready 
camcorder  smaller 
and  lighter  than 
many  still  cameras. 
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;ls  aimed  at  amateurs,  it  insists  on  adjusting  the  volume 
natically,  not  letting  you  do  it  manually. 
3U  can  capture  snapshots  on  tape.  You  can  also  put 
on  Sony's  Memory  Sticks,  which  fit  in  a  special  slot, 
ike  most  digital  models,  this  one  makes  a  lousy  still 
ra.  Printed  at  snapshot  size,  the  images  look  blocky  and 
.  Seen  small  on  a  PC  screen,  they  might  be  acceptable. 
1  my  tests  the  supplied  battery  was  good  for  only  about 
inutes  of  taping  when  I  used  it  the  way  I  wanted:  stop- 
starting  and  keeping  it  on  standby,  so  I  could  grab 


shots  quickly.  Longer-lasting,  costlier  batteries  will  also  fit — 
but,  of  course,  they  make  the  unit  bigger  and  heavier. 

This  is  far  from  the  cheapest  DV  model;  you  can  find 
others  for  as  little  as  $600.  This  is  far  from  the  most  versatile 
model;  "prosumer"  units  like  Canon's  $3,500  XLl  offer  pro- 
fessional features  like  interchangeable  lenses,  a  user-control- 
lable shutter  and  more  flexible  audio.  But  the  new  Sony  is 
the  first  unit  I've  seen  with  a  plentiful  complement  of  fea- 
tures in  a  package  not  much  bigger  than  my  first  cell  phone. 

Santa,  are  you  listening?  F 


ay  I  Have  the  Envelope,  Please? 

i 


OST  RAW  VIDEO  FOOTAGE,  PRO  AND 
amateur,  is  awful,  a  mass  of  dross 
surrounding  a  few  rare  nuggets.  But 
jck  of  editing  facilities,  amateur  lens- 
5nd  up  forcing  friends  and  relatives  to 
lii  every  stupefying  minute.  With  digital 
•,  they  no  longer  have  any  excuse. 
!  omputer-based  editing  was  once  re- 
I  ed  to  pricey  professional  systems.  But 

I  s  gained  speed  in  processors,  storage 
:  orts,  they  became  powerful  enough  to 

I I  with  video  streams  in  their  own  right. 
|  anyone  can  own  an  editing  room  for 
NO;  $3,000  can  make  you  almost  a  pro. 
!  he  simplest  solution  is  to  buy  an  iMac. 
r»  with  a  FireWire  port  (also  known  as 
i  394  and  iLink),  Apple's  iMovie  soft- 
comes  with  all  but  the  cheapest  model, 
t  works  on  the  more  expensive  G4  units 
;ll.  It  is  clearly  the  best  of  the  amateur 
ig  programs,  taking  a  complicated 
ijss  and  making  it  almost  fun.  The  new 
ie  2  fixes  most  of  the  original's  prob- 

1  and  you  can  learn  the  basics  in  an 
J  This  is  the  first  editing  software  I've 
1  that  doesn't  keep  getting  in  my  way. 

:ony  machines  with  built-in  iLink  ports 
!:  with  capture  and  editing  software  of 

own,  but  it's  about  as  elegant  as  a  con- 
i  f  pickup  trucks.  The  video  capture  pro- 
ji  is  separate  from  the  one  where  you 

needlessly  complicating  things.  And 
rs  editor  is  more  limited  than  Apple's, 
nique  feature  is  an  ability  to  randomly 
imble  clips  into  little  30-second  shorts 

Dlete  with  sound— without  any  effort  on 


your  part.  But  that  feature  didn't  work  prop- 
erly on  two  machines  I  tried,  and  at  best  it 
gives  you  something  that  resembles  a  sec- 
ond-rate commercial. 


student  days.  For  example,  once 
you've  shot  your  video,  you  can  hook 
the  camera  to  the  PC  and  walk  away. 
Software  sucks  up  the  video,  detects  where 
each  clip  should  begin  and  end,  and  creates 
a  "shelf"  of  neatly  arranged  shots.  IMovie  is 
particularly  good  at  this. 

Trimming  scenes  to  cut  out  the  chaff  is 
exceptionally  simple.  Adding  titles,  transi- 
tions and  special  effects  is  easy.  Suddenly 
realize  that  your  brilliant  zoom-out  would 
look  better  as  a  zoom-in?  A  couple  of  clicks, 
a  brief  wait,  and  it's  done.  When  your  project 
is  finished,  you  can  save  it  back  to  tape  at 
full  quality  or  as  an  inferior  computer  file 
handy  for  sending  as  e-mail.  Consider  stor- 
age and  backup  carefully:  Every  five  min- 
utes of  DV  gobbles  up  about  I  gigabyte. 

The  hardest  thing  is  working  with  sound. 
IMovie  gives  you  two  audio  tracks,  one  for 
the  sound  from  the  camera,  the  other  for  ef- 
fects and  music  that  it  can  import  from  CDs 
and  other  sources.  But  tweaking  audio  can 
be  frustrating. 

Editing  is  humbling.  Closely  examining 


Computer-based  video  editing  was  once  restricted  to 
pricey  professional  systems.  Now  a  cheap  PC  works  fine. 


Other  Windows  machines  can  be  up- 
graded with  1394  ports  for  about  $100,  if  the 
processor  and  hard  drive  are  fast  enough. 
Pinnacle's  Studio  DV  comes  in  a  close  sec- 
ond to  iMovie,  despite  some  annoying  limi- 
tations. Alas,  it  won't  work  with  any  1394 
port  except  the  one  that  comes  with  it. 

Still,  these  programs  and  others  have 
features  I  would  have  killed  for  in  my  film- 


minute  after  numbing  minute  of  jiggly  shots 
will  convince  anyone  that  sending  raw  tapes 
to  the  relatives  is  an  act  of  aggression.  But 
once  you  get  the  hang  of  a  tool  like  iMovie, 
shaping  two  hours  of  vacation  footage  into 
a  two-minute  masterpiece  can  be  downright 
addictive.  Bad  news:  Vendors  of  fancier, 
pricier  products  stand  ready  to  feed  that 
craving.  —S.M. 


ien  Manes  is  the  cohost  of  Digital  Duo,  a  weekly  public  television  series. 

past  columns  at  www.forbes.com/manes  or  use  your  C.A.  T.  scanner  on  the  Cue  code  (right)  to  take 
here  instantly. 
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Unrepentant  Bear 

After  losing  a  bundle,  Laurence  Tisch  finally  stopped  shorting  the  S&P.  But  he's 
still  growling  about  overpriced  stocks  and  waiting  for  the  next  big  correction. 


BY  BERNARD  CONDON 

OUR  FIRST  MISTAKE  IS 
calling  the  man  who  has  been 
predicting  a  stock  market 
crash  a  bear.  He  insists  he's 
not:  "I'm  not  pessimistic.  I'm 
realistic."  Then  we  speculate  that  a 
market  correction  might  vindicate  his 
value-flavored  investing.  He  bridles  at 
that.  Why,  he  didn't  get  to  be  worth 
$1.9  billion  by  following  the  crowd.  So 
why  does  i , :  need  vindication? 

But  our  biggest  goof  is  expecting 
Laurence  Tisch,  whose  company's  stock 
ended  the  last  decade  right  back  where 
it  started,  to  share  lessons  from  his 
stumbles.  "I  haven't  changed  my  invest- 


ing philosophy  in  50  years,"  says  the 
unrepentant  77-year-old  cochairman  of 
Loews  Corp.  "I  don't  understand 
nonsense." 

He  does  understand  portfolios.  In 
form,  Loews  is  a  conglomerate,  whose 
businesses  include  insurance,  tobacco, 
hotels,  offshore  drilling  and  watchmak- 
ing. In  truth,  it's  more  of  a  closed-end 
mutual  fund — rather  like  Warren  Buf- 
fett's  Berkshire  Hathaway.  Seen  this 
way,  the  main  purpose  of  the  businesses 
is  to  give  this  born  investor  some  assets 
to  invest. 

The  business  operations  are  okay 
these  days,  but  lately  the  investment  re- 
turns haven't  been  good.  Under  Tisch, 


Loews  has  been  betting  against  the 
500  for  four  years  now  and  famo 
lost  $2  billion  from  shorting  S&P1 
tures  and  buying  puts. 

So  once  we  heard  that  Tisch 
stopped  his  high-stakes  gambling, 
visited  him  at  his  office  on  Manhatt. 

"I  HAVEN'T  CHANI 

Upper  East  Side.  Aside  from  defianc 
the  notion  he  may  have  changed, 
got  a  Tisch  who  still  enjoys  himsel 
grinning  broadly  and  laughing  at 
market's  follies.  And  we  got  three  Ti 
sons  dropping  in  to  defend  him. 
Tisch  wants  us  to  know  that  just 


222     FORBES"  October  16,  2000 


adummy?  cause  a  few  bets  didn't 
ways  it's  work  out  doesn't 
tiers  who  mean  they  were  mis- 
'Pr  '  takes.  "This  market  has 
ijpf  greed  in  it.  People  don't  realize 
■much  risk  they're  taking.  Or 
■e  choosing  not  to  see  it." 
in  James,  who  is  Loews'  chief 
Htive,  explains  that  it  no  longer 
II  sense  to  short  the  S&P  index,  what 
Kialf  its  issues  selling  lower  than 
■lid  a  year  ago.  In  fact,  Loews  is  buy- 
■  few  stocks,  classic  beaten-down 
U  plays  with  potential.  The  Tisches 
■"etty  closemouthed  about  what 
llo,  but  they  let  on  that  they  bought 
U  Federated  Department  Stores 
llo  long  ago  at  $21.  It's  up  27%  but 
■heap,  trading  at  nine  times  esti- 
1  earnings. 

sch  is  best  in  down  markets, 
s  run  by  UBS  Warburg,  Merrill 
l  and  Putnam  Investments  gave 
vote  of  confidence  recently  by  in- 
g  in  Loews.  Change  is  afoot.  The 
any,  owned  30%  by  Tisch  and  his 
er,  Preston,  has  bought  back  $800 
>n  of  its  shares  since  early  1999. 
ocks  now  account  for  only  $4  bil- 
)f  Loews'  $40  billion  portfolio, 
and  short-term  investments  for 
illion,  Treasurys  and  other  debt 
lments  for  most  of  the  rest.  "Peo- 
lk  about  a  10%  correction,  or 
1  he  says.  "They  don't  talk  about 
I  "  Meaning,  bear  or  not,  this  fel- 
irants  to  buy  during  the  next  crash, 
i  is  baleful  scenario:  Foreigners  will 
their  money  out  when  the  dollar 
'enly  weakens.  It  will  finally  dawn 
;westors  in  companies  like  Mi- 
i|)ft  that  their  profits  are  being 
fed  away  to  buy  back  stock  given  to 


horror  show:  an  initial  dip,  then  a  half- 
hearted rally,  then  the  deep  slide.  A  re- 
peat of  Japan  ten  years  ago,  or  the  U.S. 
in  1929.  The  Dow's  performance  dur- 
ing the  Great  Crash  trips  off  his  tongue: 
380  to  200  to  280  to  41. 

Tisch  is  hunting  now  for  a  Viacom 
report  on  his  desk.  The  report,  written 

Bear  Essentials 


Loews'  bets  include  some 

of  this  year's  biggest 

losers.  Will  Tisch  go  doubl 

e  or  nothing  should  the 

market  falter? 

Name 

Price 

52-week  high 

P/El 

Archer-Daniels-Midland 

$8.81 

$13.50 

19 

Federated  Department  Stores 

27.63 

53.88 

8 

General  Motors 

68.19 

94.63 

8 

MetLife 

24.06 

25.31 

13 

'Based  on  estimated  earnings.  Sources 

;  Loews;  Bloomberg. 

by  a  Deutsche  Bank  analyst,  is  gush- 
ingly bullish,  urging  that  a  stock  that 
has  already  moved  from  $38  to  $70  in 
the  past  year  is  a  terrific  buy  because  it's 
going  to  zoom  right  on  up  to  $100. 
Tisch  is  fascinated  with  the  company 
because  it  owns  CBS,  which  Tisch 
bought  (when  the  network  and  its  sta- 
tions were  cheap)  and  ran  for  ten  years. 

"Look  at  that  headline  there,"  he 
says.  "  'Free  cash-flow  powerhouse.'  See 
that?  I  figured  a  $70  stock  must  have  $7 
of  cash  flow."  Fat  chance.  The  Deutsche 
Bank  analyst  predicts  that  Viacom's  cash 
flow  will  grow  at  a  stunning  20%  annual 
rate.  But  it's  starting  small.  Value  Line 
estimates  that  Viacom  will  earn  about 
$1  a  share  in  cash  flow  this  year,  in  the 
sense  of  earnings  plus  depreciation.  As- 
suming that  the  number  compounds  at 
20%  indefinitely,  it  would  still  take  more 
than  a  decade  for  Viacom  to  catch  up  to 
a  muni  bond  portfolio  in  cash-generat- 
ing power.  You  could  invest  the  same 


private  money  and  Tisch's  youngest  son, 
arrives.  He  can't  resist  a  little  bragging. 
Do  we  know  what  happened  to  Jeffrey 
Vinik,  the  mutual-fund  star  who  left  Fi- 
delity in  disgrace  four  years  ago  after  an 
ill-timed  shift  into  bonds?  After  a  single 
meeting  Larry  Tisch  pledged  $100  mil- 
lion to  help  launch  Vinik's  new  hedge 
fund.  It  was  Vinik's 
biggest  investment. 
The  fund  has  aver- 
aged 55%  a  year 
after  fees. 

Are  things  fi- 
nally looking  up 
for  Loews?  The 
stock  did  well  in 
the  1980s,  then 
next  to  nothing  in 
the  next  decade,  as  other  stocks 
quadrupled.  But  Loews  is  rising  now. 
The  worst  of  the  tobacco  litigation — it 
owns  Lorillard,  maker  of  Newport  ciga- 
rettes— may  be  over.  Premiums  at  CNA, 
Loews'  87%  owned  insurer,  are  climb- 
ing again.  And  that  bet  against  the  S&P 
is  finally  over. 

It's  not  that  Tisch  hasn't  made 
money  timing  the  market  before.  He 
made  a  pile  shorting  the  S&P  before  the 
1987  crash.  In  1973-74,  when  the  Dow 
dropped  from  1000  to  560,  he  was  buy- 
ing— and  later  profited  outrageously. 
But  he  also  put  New  York  University, 
whose  board  he  headed  for  20  years, 
into  bonds  in  1982,  convinced  that  a 
Dow  at  777  was  fully  priced. 

Andrew,  the  oldest  son  and  a  Loews 
director,  arrives.  He  starts  talking  about 
his  father's  gut  for  picking  lows.  He  re- 
calls a  1983  dinner  in  Hong  Kong  with 
Run  Run  Shaw,  the  moviemaker  and 
billionaire.  The  Hong  Kong  dollar  was 


ING  PHILOSOPHY  IN  FIFTY  YEARS.  I  DON'T  UNDERSTAND  NONSENSE. 


[oyees,  via  option  plans,  in  lieu  of 
y.  The  money  managers  who  were 
|shed  for  having  any  cash  in  the 
bull  market  have  now  spent  it  all 
■vill  fall  that  much  harder  when  the 
market  ends. 

isch  envisions  a  sequence  for  this 


$70  in  munis  yielding  5.5%,  and  if  you 
plowed  back  the  coupons  into  more 
bonds,  the  portfolio  would  be  yielding 
just  shy  of  $7  annually  by  20 1 1 .  Viacom 
would  just  be  hitting  $7  in  cash  flow  per 
share  at  that  point. 

Thomas,  manager  of  the  brothers' 


sinking  rapidly.  Their  father  told  Sir 
Run  Run  to  go  long  the  currency. 

Larry  Tisch  smiles.  "Yeah,  that  was 
the  night  the  Hong  Kong  dollar  made 
its  low." 

"Your  instinct  was  terrific,"  says 
Andrew.  F 
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i  T  EL- 


Stay  Home 


with  the  leasing  brokers  who 
ally  drive  the  market.  "He  pli 
golf  with  them  and  coaches  si 
cer  with  them.  Real  estate  i 
local  business." 

In  the  world  of  office  real  estate,  going  national  doesn't  mean  v^ae  going  national  is  ah 

o      o  1(jea  ^or  cfflce  K£ijS)  the  larg 

better  returns.  The  Mack-Cali  investment  trust  is  finding  that  out.    category  of  the  group  (30% 

market  cap),  it  makes  sense  for  soi 

The  day  before  the  REIT's  chief  execu- 

Ri  A I  ESTATE  INVESTMENT  TRUST  tive,  Mitchell  Hersh,  announced  the 
Mack-Cali,  which  made  a  name  merger,  rumors  of  the  deal  surfaced, 
for  itself  as  one  of  the  dominant    and  by  the  next  day  Mack-Cali's  stock 


BY  CARRIE  COOLIDGE 

EAL  ESTATE  INVESTMENT  TRUST 
Mack-Cali,  which  made  a  name 
Lfor  itself  as  one  of  the  dominant 
regional  players  in  the  booming  North- 
east office  market,  had  been  burning  to 
go  national.  It  wasn't  enough  for  the 
company  to  own  gems  like  Harborside 
Financial  Center  in  Jersey  City,  N.J., 
where  DLjdirect  is  headquartered. 

Mack-Cali  announced  in  June  it 
would  buy  out  Prentiss  Properties,  a 
strong  Southwest  player  based  in  Dallas 
that  already  had  shouldered  into  the 
Washington,  Philadelphia  and  Chicago 
office  markets.  The  $2.3  billion  acquisi- 
tion of  Prentiss  would  catapult  Mack- 
Cali  of  Cranford,  N.J.  into  the  big 
leagues,  making  it  the  nation's  fourth- 
largest  REIT  with  holdings  in  16  states. 
In  a  single  move,  the  company  would 
increase  its  property  portfolio  by  68% 
to  48  million  square  feet. 

At  first  blush  there  seemed  to  be  a 
compelling  argument  for  going  na- 
tional. Geographic  diversity  would  pro- 
tect a  REIT  from  a  regional  downturn, 
like  the  one  the  Southwest  experienced 
during  the  oil-bust  1980s.  And  now 
that  REITs — publicly  traded  real  estate 
operating  companies — are  back  from  a 
season  in  Wall  Street  purgatory,  this 
seemed  like  a  good  time  to  do  a  deal. 

But  this  was  a  bad  idea  from  the 
start,  which  Mack-Cali  finally  figured 
out  when  it  backed  out  of  the  deal  on 
Sept.  22.  "Shareholders  don't  want  a 
REIT  to  take  on  a  diversification  strat- 
egy, because  that  is  something  they  can 
accomplish  on  their  own,"  says  Louis 
Taylor,  senior  real  estate  analyst  at  Pru- 
dential Securities. 

That's  why  Mack-Cali  investors, 
many  of  them  institutional  types  savvy 
about  real  estate,  immediately  revolted. 


had  fallen  12%  to  $25.  It  since  has 
nudged  back  to  $28. 

What  was  the  problem?  Outsiders 
don't  often  understand  enough  about 
the  ins  and  outs  of  a  local  office  market. 
A  REIT  that  has  built  up  this  expertise 
over  time  in  a  certain  region  knows  the 
mosaic  of  its  needs  and  tastes.  "A  local 

Real  Estate  Is  Local  


types  of  REITs.  Trusts  with  shoppy 
malls  and  hotels  have  more  levera 
dealing  with  national  retail  and  lodgi 
chains  if  they  are  themselves  nation 
In  addition,  finding  the  right  sites 
their  buildings  is  not  as  seat-of-th 
pants  as  it  is  for  office  developers.  M^ 
need  to  be  near  major  highways;  dij 
for  hotels,  which  of  course  also  shot) 
serve  major  business  and  entertaL 
ment  centers. 

Perhaps  if  Mack-Cali's  Hersh  h 


Below  are  some  of  the  largest  REITs  around.  Those  with  a  national  strategy 
lag  the  three-year  returns  earned  by  the  ones  that  have  stayed  regional  in 
scope.  The  reason:  The  trusts  that  stay  near  home  know  their  turf.  Those  that 
go  a-roving  are  more  prone  to  buy  a  building  in  the  wrong  location. 


Annualized 
total 
return1 


Recent 
price2 


FFO3 


CarrAmerica/office  5.5% 

$30.75 

$2.92 

Equity  Office  Properties/office  1.7 

30.88 

2.85 

Equity  Residential/apartments  5.3 

46.94 

4.95 

Prentiss  Properties/office  4.6 

25.19 

3.10 

REGIONAL  PLAYERS/PROPERTY  TYPE/LOCATION 
Avalon  Bay/apartments/bicoastal  10.5 

47.03 

3.60 

Boston  Properties/office/northern  California,  Northeast  15.9 

42.75 

3.30 

Kilroy  Realty/office/southern  California  6.6 

20.38 

2.69 

Spieker/office/California,  Seattle,  Portland,  Ore.  19.3 

57.63 

4.15 

'From  Sept.  12.  1997  to  Sept.  8.  2000  with  dividends  reinvested.  2As  of  Sept.  21,  2000 
share  as  of  Sept.  13.  2000.  Sources:  Green  Street  Advisors;  Prudential  Securities. 

3Funds  from  operations  per 

player  knows  why  you  want  to  be  on 
this  side  of  the  freeway  instead  of  the 
other,"  says  James  Sullivan,  a  senior  an- 
alyst at  Green  Street  Advisors,  a  New- 
port Beach,  Calif,  real  estate  research 
firm.  The  same  goes  for  apartment 
REITs,  although  there  are  fewer  of  them 
around  than  the  office  kind. 

A  local  real  estate  operator,  says  Sul- 
livan, has  relationships  with  the  mayor 
and  the  planning  commission  that  are 
difficult  to  replicate.  And  he  has  links 


compared  the  total  returns  earned 
some  of  the  country's  largest  natior 
REITs  to  those  of  top  regional  playe 
over  the  past  three  years,  he  might  ha 
thought  twice  about  changing  1| 
firm's  strategy  (see  table).  The  avera 
total  return  since  1997  (with  dividen 
reinvested)  for  national  office  REITs  vt 
only  3.9%.  That's  painfully  lower  thj 
the  13.9%  earned  by  office  REITs  witH 
regional  strategy. 

Indeed,  in  a  hot  market  for  offi) 
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ntals,  many  ended  up  spending  too 
Uch  to  add  space  in  strange  areas.  Take 

uity  Office  Properties  Trust,  which 
s  added  tens  of  millions  of  square  feet 
ice  it  went  public  in  July  1997.  Trouble 

assembling  a  national  portfolio  re- 
tires substantial  amounts  of  capital 
I  d  organizational  infrastructure  that 
ts  very  expensive  and  harmful  to  the 
mpany's  near-term  returns.  Result: 
|uity's  average  annual  return  since  its 
iiblic  offering  is  a  stinko  1.7%. 
!  "Getting  big  at  too  high  a  price  off- 
ts  all  the  cost  efficiencies  of  being 
g,"  says  Green  Street's  Sullivan. 

Washington,  D.C.-based  CarrAmer- 
a  Realty  was  a  regional  player  that 
obably  would  have  done  better  if  it 
id  stuck  to  its  Northeast  axis.  But  in 
•95  it  went  national  and  is  now  cop- 
g  with  Atlanta's  vacancy  rate  of  7.5%, 
consequence  of  the  city's  pro-growth 


posture  and  overdevelopment.  In  New 
York,  vacancies  are  only  2.4%  and  in 
Washington  5%.  Carr's  annualized  total 
return  over  the  past  three  years  is  5.5%. 

REITs  that  stick  with  their  regional 
strategies,  on  the  other  hand,  have  done 
dramatically  better.  The  tech  boom  has 
aided  the  West  Coast  strategy  of  Spieker 
Properties,  which  knows  how  to  peddle 
its  space  and  retrofit  it  for  demanding 
tenants  in  Silicon  Valley.  Three-year  av- 
erage annual  return:  19.3%. 

Mack-Cali's  wanderlust  is  hard  to 
fathom.  The  company  wouldn't  talk  to 
us,  but  in  its  zeal  to  close  the  deal  it  ob- 
viously waited  too  long  to  pay  attention 
to  its  shareholders.  Lord  knows  they  had 
already  suffered  plenty  because  of  the 
general  downdraft  in  REIT  stocks,  which 
were  eclipsed  by  flashy  tech  issues  and 
also  suffered  from  worries  that  another 
spate  of  1 980s-style  overbuilding  would 


OPPORTUNITIES  TO  STUMBLE  INCREASE  WHEN 
REITS  FORAY  INTO  A  NEW  TERRITORY. 


lead  to  an  early- 1990s-style  bust. 
Mack-Cali  traded  at  $43  in  Oc- 
tober 1997,  but  by  March  2000  it 
had  tumbled  to  $23. 

Then  came  the  spring's  tech 
crash,  which  caused  investors  to 
look  for  conservative  invest- 
ments like  REITs.  Mack-Cali's 
shares  were  just  starting  to  climb 
back  when  Chief  Executive 
Hersh  uncorked  his  Prentiss 
surprise. 

The  deal  called  for  Mack- 
Cali  to  pay  only  a  modest  pre- 
mium for  Prentiss  shares.  But  it 
was  paying  in  Mack-Cali  stock 
trading  at  a  20%  discount  to  net 
asset  value,  which  would  make 
the  purchase  dilutive. 

Not  only  that:  Hersh  had  the 
bad  luck  to  be  saddled  with 
heavy-duty  shareholders  who 
know  their  real  estate.  And  what 
they  know  is  that  the  densely 
populated  Northeast,  its  home 
turf,  makes  hog-wild  develop- 
ment tough. 

That's  not  the  case  in  some 
of  Prentiss'  territories.  "Mack-Cali  was  a 
well-run  office  company  in  an  insulated 
market  where  it's  difficult  to  build,"  says 
David  Jellison  of  Portland,  Ore.-based 
Columbia  Real  Estate  Equity  Fund. 

Lately  Mack-Cali  is  trying  to  be 
conciliatory  to  its  investors.  The  com- 
pany said  it  will  refocus  on  its  regional 
strategy.  It  also  announced  it  will  repur- 
chase up  to  $150  million  of  its  stock. 

This  misadventure  was  costly. 
Mack-Cali  has  forked  over  $25  million 
to  Prentiss  in  breakup  fees.  But  think 
about  it  another  way:  The  company  got 
off  easy  by  killing  the  snake-bit  merger, 
which  would  have  poisoned  the  stock 
price  for  a  long  time. 

"Had  the  merger  taken  place,  it 
would  have  taken  them  several  years 
developing  at  breakneck  speed  to  get 
the  value  back,"  says  John  Robertson, 
vice  president  at  Chicago-based  pen- 
sion fund  advisor  RREEF  America, 
which  owns  6.5%  of  Mack-Cali. 

So  Mack-Cali,  at  least,  has  learned 
its  lesson.  F 
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What's  Your 
Benchmark? 

In  the  beginning,  1976,  there  was 
just  the  Vanguard  500.  Now  there  is 
all  manner  of  index  funds  tracking 
the  500— and  lots  of  other  indexes. 


BY  ROBERT  J.  SHERWOOD 

WITH  $111  BILLION  IN  ASSETS, 
the  Vanguard  500  Index 
Fund  is  America's  most  pop- 
ular fund.  And  it  has  a  lot  of  imita- 
tors: Individual  investors  can  choose 
from  150  S&P  500  index  funds.  The 
selling  proposition:  low  expenses 
(averaging  0.6%  of  assets  annually, 
half  the  stock  fund  average)  and 
good  returns  of  late  (22%  a  year  over 
five  years,  four  points  better  than  the 
average  stock  fund). 


What's  not  to  like?  1 
field  is  getting  a  lit 
crowded.  S&P  500  fur 
have  a  total  market  capi 
ization  of  $260  billion.  1 
S&P  500  index,  moreo\ 
is  lopsided,  with  a  34 
technology  exposure 
from  1 2%  five  years  agc( 
If  you  think  such  pop 
larity  makes  the  S&P  5| 
vulnerable,  consider  alt 
native  index  funds, 
which  there  are  more  than  a  hu 
dred.  Vanguard's  Small  Cap  Inc 
fund,  for  example,  is  tied  to  the  R( 
sell  2000.  The  expense  ratio  ij 
cheap  0.3%. 

The  42%  turnover,  alas,  is  higl 
than  what  you  would  expect  in 
index  fund;  the  main  reason  for  su 
turnover  is  the  constant  reshuffl 
of  the  Russell  index.  Another  sma 
cap  fund  with  low  expenses  a 
turnover  is  the  Capstone  S&P  Sm 
Cap  600  Index. 


Wherever  business  takes  you... 
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bu  can  get  a  sector  index  fund. 
Vanguard  REIT  Index  has  a  20% 
rn  year-to-date,  although  its 
e-year  average  annual  return  is 
■  1%.  This  fund  mirrors  the  Mor- 
Stanley  REIT  Index  and  has  annual 
folio  turnover  of  12%;  expenses 
33  cents  for  every  $100  in  assets. 


The  Rushmore  American  Gas  Index 
Fund  is  an  obscure  index  fund  ($287 
million  in  assets)  that  tracks  a  group  of 
stocks  followed  only  by  Rushmore — the 
American  Gas  Association's  82  publicly 
traded  members.  "With  many  gas  com- 
panies sinking  fiber-optic  cable,  the  in- 
dustry has  a  telecommunications-based 


revenue  stream,"  says  Philip  Borish, 
Rushmore's  senior  financial  adviser. 
Through  the  end  of  August  the  fund  has 
a  year-to-date  return  of  32%  and  a 
three-year  average  return  of  13%. 

Below  are  ten  reasonably  cheap 
index  funds  that  have  beaten  the  weak 
S&P  500  so  far  this  year.  F 


lexing  Game 


500  Index  funds  are  an  easy  way  to  play  the  market,  but  they  are  heavily  weighted  with  technology  stocks  and  ignore 


ler  stocks.  The  following  are  some  index  funds 

that  can 

help  fill  in  the  gaps. 

TOTAL  RETURN 

Expenses 

year 

lyear 

3  years1 

Assets 

per 

Portfolio 

benchmark 

to  date 

ago 

ago 

($mil) 

$100 

turnover 

|  EIT  Index/Morgan  Stanley  REIT  Index 

20.0% 

19.5% 

0.0% 

$27 

$0.27 

33% 

!  one  SERV  Small  Cap  Eq  C/S&P  Small  Cap  600 

8.6 

25.6 

NA 

91 

0.41 

41 

i  le  Technology  index/Goldman  Sachs  Technology  Index 

3.0 

48.0 

NA 

100 

0.00 

0 

\  ipal  Pres:  PSE  Tech  100A  7PSE  Technology  100 

9.8 

70.7 

46.2 

475 

0.69 

33 

more  Amer  Gas  Index/American  Gas  Index 

32 

30.1 

13.0 

287 

0.85 

16 

ah  Small  Cap  Index  Sel/Schwab  Small  Cap  100 

4.8 

26.0 

7.4 

779 

0.38 

41 

ah  1000  Sel/Schwab  1000 

0.4 

17.3 

16.7 

2,630 

0.35 

3 

ite  Price  Ext  Eq  Mkt  Index/Wilshire  4500 

1.8 

31.2 

NA 

109 

0.40 

23 

jard  REIT  Index/Morgan  Stanley  REIT  Index 

20.1 

19.7 

0.6 

1,026 

0.33 

12 

uard  Small  Cap  Index/Russell  2000  Small  Cap 

2.9 

24.0 

10.2 

4,270 

0.25 

42 

hrough  Sept.  21.  'Annualized.  JFront-end  load  of  5.25%.  NA:  Not  available.  Source:  Upper  inc. 

home  is  where  the  ticker  is. 
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Analysts  Analyzed 

Are  those  stock  analysts  on  TV  worth  their  high  pay? 
A  new  Web  site  called  BulldogResearch  rates  this  crew. 


BY  HEIDI  BROWN 

YOU'RE  WATCHING  A  CNN 
program  on  personal  invest- 
ing and  an  analyst  touts  a 
stock.  But  what's  his  track  record 
at  picking  winners? 

Now  two  alumni  of  Lehman 
Brothers  have  launched  a  Web  site 
that  culls  out  the  best  analysts 
based  on  their  recommendations 
and  earnings  estimate  accuracy. 
The  site,  BulldogResearch.com,  is 
free.  You  can  order  research  re- 
ports by  these  hotshot  analysts, 
using  a  link  from  the  site  to  Mul- 
tex,  which  generally  charges  you  $5 
to  $50  per  report. 

Of  course,  analysts  have  their 
limits.  There's  a  lot  of  cynicism 
about  them  among  investment 
cognoscenti,  some  of  it  de- 
served. Yes,  a  lot  of  analysts  are 
puppets  for  the  companies 
they  cover.  Hoping  to  land 
juicy  investment  banking  jobs 
for  their  firms,  they  seldom 
see  anything  other  than  sun- 
shine surrounding  their  sub- 
ject matter. 

Bulldog  has  an  upbeat  fla- 
vor to  it,  too,  without  which  it 
would  have  had  a  hard  time  persuading 
brokerage  firms  to  cooperate.  To  wit, 
only  the  stars  are  mentioned.  You  can't 
use  the  site  to  identify  a  stinker. 

Regardless,  the  Bulldog  method 
gives  you  an  objective,  quantitative 
ranking  of  the  top  three  analysts  by 
stock  (or  American  Depositary  Receipts 
for  foreign  companies)  and  the  top  five 
by  industry.  At  the  moment,  the  survey 
covers  only  U.S. -based  analysts,  but 
there  are  plans  to  add  the  rest  of  the 
world.  Bulldog  now  covers  the  analysts 
of  217  out  of  227  top  firms.  A  few  hold- 
outs, such  as  Merrill  Lynch,  Morgan 
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Michael  ThompsonjjM 
Brent  Johnstone  sniff 
put  the  top  analysts. 


Who's  the  Best  Telecom  Analyst? 


Depends  on  whom  you  ask.  Different  raters  use  different 
methodologies.  So  their  conclusions  are  hardly  uniform. 
Bulldog's  choice,  unlike  the  others',  is  continually  updated. 

Rater  Analyst  Firm 

BulldogResearch.com      Richard  Klugman       Donaldson,  Lufkin  &  Jenrette 


Institutional  Investor 


Jack  Grubman 


Salomon  Smith  Barney 


TheStreet.com 


Jack  Grubman 


Salomon  Smith  Barney 


Wall  Street  Journal 


Ken  Hoexter 


Merrill  Lynch 


Source:  Companies. 


Stanley  Dean  Witter  and  Robertson 
Stephens,  aren't  participating. 

For  the  analyst's  returns,  Bulldog 
creates  a  virtual  portfolio  for  every  ana- 
lyst in  its  database,  with  the  help  of 
IBES,  the  investment  data  house.  When 
an  analyst  recommends  buying  a  stock, 
the  computer  adds  the  stock  to  the  ana- 
lyst's portfolio.  The  stock  is  removed 
from  the  portfolio  if  the  recommenda- 
tion changes  to  sell  or  to  any  of  the  eu- 
phemisms for  it:  neutral,  hold,  market 
perform,  etc. 

Curious  about  an  analyst?  Just  type 
in  his  or  her  name  on  the  search  bar.  If 


the  name  comes  up,  it  means  that 
analyst  is  one  of  the  top  five  in  the 
tor  he  covers;  he's  shown  ra 
among  the  other  top  dogs.  Ano 
screen  shows  the  companies  the  ■ 
lyst  has  accurately  covered  for  the 
three  years.  Successive  screens  s 
company  consensus  earnings  H 
casts.  Downside:  The  site  is  n 
to  navigate. 

As    former  brokers 
Lehman's  high-net-worth  divis 
Bulldog's  copresidents  would 
to  help  full-service  brokers 
back  business  that  has  been  los 
online  brokers.  "What  the 
houses  have  is  good  research, 
they  can  use  that  to  compete," 
Michael  Thompson,  who  debi 
the  site  in  May.  Adds  partner  B 
Johnstone:  "It  bothers  me  \ 
people  are  investing  by  goinj 
chat  rooms." 

The  ranking  of  analysts 
been  going  on  a  long  time.  B 
dog's  advantage  is  that  it  con 
ually  updates  its  lists.  For 
stance,  Josephthal  &  Co.'s  fi 
Hochfeld  had  been  the  ni 
ber  one  Oracle  analyst 
eight  quarters  running, 
he  lost  his  position  on  S 
14  to  Andrew  Brosseau 
S.G.  Cowen. 

Methodologies  and  res 
differ  among  the  con 
sponsors  (see  table).  But 
others  simply  name  a  ro 
and  let  it  stand  for  a  year, 
original  analyst  picker  is  Institutio 
Investor  magazine,  which  uses  a  po 
buy-side  types.  Disparaging  this  £ 
popularity  contest,  the  Wall  Street  Jo 
nal  opts  for  a  Bulldog-like  measu 
ment  system  that  covers  only  one  y< 
TheStreet.com  knocks  that  as  flav 
because  it  doesn't  wash  out  somec 
who  had  one  year's  good  luck. 

TheStreet.com  combines  a  yeal 
stock  picking  with  an  //-style  insti 
tional  poll.  One  problem:  The  mon 
losing  financial  Web  site  has  dissoh 
the  ratings  division  and  no  longer  i 
dates  its  picks. 
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17.  Prudential.  1-800-THEROCK. 
www.prudential.com 

18.  Smith  Barney  Mutual  Funds. 
1-888-SERIOUS  ext.  1862. 
www.smithbarney.com/mutualfunds 

19.  TIAA-CREF.  1-800-226-0147. 
www.tiaa-cref.org 

Hotels 

20.  Far  Eastern  Plaza 
Hotel,  Taipei. 

www.shangri-la.com 

21.  Makati  Shangri-la,  Manila. 

www.shangri-la.com 

22.  The  Broadmoor.  1-800-634-7711. 
www.broadmoor.com 

23.  Pangkor  Laut  Resort. 

www.pangkorlaut.com 

24.  The  Waldorf  Astoria. 

1-888-WA-TOWER. 
www.waldorf-towers.com 

Business  Classified 

25.  Art  Print  on  Canvas.com,  Inc. 

www.artprintoncanvas.com 

26.  Capital  Asset  Management. 

www.assetprotection .  com 
1-800-710-0002 

27.  Delaware  Business  Inc. 

www.e-incorporate.com 
1-800-423-2993 

28.  Class  Mechanix. 
www.giassmechanix.com 
1-800-826-8523 

29.  McGrow  Consulting. 
1-800-358-8011 

30.  Optionetics.  www.optionetics.com 
1-800-366-8264 

*  Steven  Sears  CPA/Attorney. 

www.searsatty.com 

*  Value  Line,  www.valueline.com 

31.  Worldwide  Business 
Consultants. 


Northwest  Ohio 

Regional  Growth  Partnership 

www.rgp.org 

32.  Regional  (Northwest  Ohio) 
full-service  economic  development 
organization 

33.  Comprehensive  regional  site  and 
facility  searches 

34.  Creative  financing/tax  incentives 

35.  International  trade  resources 

36.  Market/labor  force  information 

37.  Technology  resources 

38.  Associated  General 
Contractors  of  Northwest 
Ohio,  Inc.  www.cccouncil.com 

Very  Best  of  Business  Travel 

39.  AT&T,  www.att.com 

40.  Flight  Options. 

www.flightoptions.com 

41.  Marriott  Hotel,  www.marriott.com 

42.  Hertz,  www.hertz.com 

*  Hilton  Hotels,  www.hilton.com 

43.  Qantas  Airways. 
www.qantas.com 

44.  The  Broadmoor. 
www.broadmoor.com 

45.  TWA.  www.twa.com 

eProcurement 

46.  Ariba  Technologies. 

www.ariba.com 

47.  Aspen  Tech.  www.aspentech.co 

48.  Broadvision. 

www.broadvision.com 

49.  Clarus.  1-800-840-1594. 
www.claruscorp.com 

*  Fasturn.com.  www.Fasturn.com 

50.  Manugistics. 
www.manugistics.com 

51.  Nistevo.  www.nistevo.com 

52.  Peregin  Systems. 

53.  Remedy,  www.remedy.com 

*=Website  visit  only. 
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Wildcat  Energy  Plays 

What  if  oil  went  to  $50  or  $100?  What  kinds  of  long-shot 
energy  companies  would  begin  to  make  sense? 


BY  TRICiA  MCGINNIS 

mmt  HE  TWO  OIL  PRICE  SHOCKS  OF  THE 
Seventies  inspired  Wall  Street  to 
I  engage  in  a  frenzy  of  capital  re- 
allocation. Investors  fled  from  auto 
manufacturers  and  airlines.  They 
poured  billions  into  oilfield  service  com- 
panies, drilling  partnerships,  banks  that 
supposedly  had  special  skills  lending  to 
wildcatters,  windmill  farms  and  oil 
shale.  A  lot  of  this  money  was  wasted. 

This  time  around  the  reaction  to 
the  spike  in  energy  prices — at  a  recent 
$32  a  barrel,  oil  is  double  what  it  was 
two  years  ago — is  more  subdued.  But 
once  again  investors  are  thinking  about 
how  an  era  of  high  energy  prices  would 
change  the  economics  of  a  lot  of  com- 
panies. Airline  profits  would  come 
under  pressure  again.  Ford  Motor  and 
General  Motors,  which  make  a  lot  of 
profits  from  V-8  pickups  and  SUVs,  sud- 
denly look  less  attractive  than  Toyota 
and  Honda,  which  are  ahead  in  the 

Oil  at  $100  a  Barrel? 


manufacture  of  gasoline/electric  hy- 
brids. The  Toyota  Prius  and  Honda  In- 
sight are  $20,000  autos  that  get  more 
than  48  miles  per  gallon  in  combined 
city/highway  driving. 

What  else?  If  oil  prices  race  ahead 
over  the  next  year,  in  spite  of  petro- 
leum releases  from  the  federal  reserve 
in  Louisiana  and  Texas,  oil-service  out- 
fits will  do  well.  Companies  like 
Helmerich  &  Payne,  a  contract  drill  op- 
erator, helped  fuel  a  40%  rise  in  the  S&P 
Oil  and  Gas  Drilling  and  Equipment 
Index  since  the  beginning  of  the  year. 
Its  stock  is  selling  at  17  times  next 
year's  earnings,  which  are  expected  to 
rise  45%. 

A  manufacturer  of  home  furnaces 
and  boilers,  like  Lennox,  might  see  a 
pickup  in  demand  as  homeowners  ac- 
celerate their  replacement  of  old,  less- 
efficient  heating  equipment.  Calpine, 
one  of  the  biggest  producers  of  geo- 
thermal  power,  should  see  its  revenues 


grow,  as  will  Ogden,  which  opera 
waste-to-energy  plants. 

Fuel  cells,  whose  main  claim  to 
gitimacy  is  low  pollution,  also  pron 
higher  fuel  efficiency  than  inter 
combustion  engines.  So  fuel-cell  ma 
Ballard  Power  Systems,  whose  first-! 
sales  of  $21  million  nearly  equaled 
1999  total,  could  prosper.  If  oil  pri 
got  crazy  enough,  even  a  solar-po^ 
firm,  like  $35  million  (sales) 
tro Power,  would  be  a  winner.  It's  a  lc 
shot  now,  trading  as  it  does  at  197  tir 
earnings.  Impco  Technologies  woj 
also  see  renewed  interest  in  its  produ 
that  enable  internal  combustion  < 
gines  to  run  on  alternative  fuels. 

Chances  are  oil  won't  get  much  p 
the  $40  mark  in  the  next  year  (see  stc 
p.  56).  But  if  you  want  to  bet  that  it  v 
take  a  look  at  the  speculative  energy- 
lated  plays  in  the  table. 


High  oil  prices  could  mean  increased  revenues  for  these  energy  alternatives. 

Company 

Energy  play 

Recent 
price 

Sales 
($mil) 

EPS  growth 
2001E 

Market  value 
($mil) 

AstroPower 

solar  power  equipment 

$40.88 

$35 

61% 

$470 

Ballard  Power  Systems 

fuel-cell  technology 

110.75 

23 

NA 

9,467 

Calpine 

geothermal  power  plants 

96.44 

848 

25 

12,332 

Echostar  Communications 

in-home  entertainment 

51.38 

1,603 

NM 

24,289 

Energy  Conversion  Devices 

hydrogen  storage  devices 

35.13 

33 

NM 

502 

Ensco 

oil  drilling  equipment  and  services 

35.31 

369 

190 

4,880 

Helmerich  &  Payne 

contract  drilling  and  exploration 

33.81 

576 

45 

1686 

Honda1 

gasoline/electric  hybrid  cars 

73.13 

58,808  . 

19 

35,627 

Impco  Technologies 

alternative  fuel  technology  for  cars 

26.94 

113 

NM 

277 

Lennox 

home  heating  systems 

10.06 

2,362 

20 

587 

MPM  Technologies 

waste-to-energy  technology 

6.00 

19 

NA 

17 

Ogden 

waste-to-energy  power  plants 

14.13 

1,010 

48 

701 

7-Eleven 

convenience  stores 

12.44 

8,252 

14 

1303 

Toyota1 

gasoline/electric  hybrid  cars 

76.94 

125,646 

40 

144,668 

Webvan 

grocery  delivery  services 

2.91 

13 

NM 

968 

Prices  as  of  Sept.  22.  'American  Depositary  Receipt.  NA:  Not  available.  NM:  Not  meaningful.  Sources:  IBES  Express:  Marker  Guide  via  FactSet  Information  Systems. 
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Commerzbank's 

international  banking  and  finance 
capabilities  in  perspective 


re  you  really  up  to  speed 
r  global  change? 

Jail  in  the  experts  from  Commerzbank. 


)  help  meet  the  growing  necessity  for  quick  but 
nooth  transitions  to  the  new  complexities  of  the  market- 
ace  in  Europe  and  around  the  world,  you  can  rely  on  the 
ghly  flexible,  integrated  approach  of  Commerzbank. 

'hether  your  requirements  call  for  commercial  bank- 
g  transactions  or  investment  banking  know-how, 
)mmerzbank  -  one  of  Europe's  large  universal  banks 


with  total  assets  of  over  €  400bn  -  has  the  experience, 
capacity  and  global  reach  to  provide  a  rapid  response. 
Wherever  you  need  it:  about  70  outlets  in  45  countries. 

To  get  up  to  speed  for  worldwide  change,  call  in  the 
Commerzbank  experts  nearest  you.  Commerzbank  - 
a  premier  European  universal  bank  with  a  global  sales 
network 


EXCELLENCE  IN  RESEARCH 


An  integral  part  of  Commerzbank's  international  experience  built  up  over  130  years  is  the  excellence 
of  the  Group's  research.  Both  the  quality  and  scope  of  our  research  is  recognized  by  policy  makers,  the  business  and  financial  community 
and  the  press  around  the  world.  For  more  information  about  Commerzbank's  broad  research  capabilites,  just  contact  us  in  Frankfurt 
(volkswirtschaft@commerzbank.com),  London  (comsec@commerzbankib.com).  New  York  (cbmailbox@cbkna.com),  Singapore  (Fax  +65  225  39  43), 
or  Tokyo  (cbkjapan@gol.com).  Or  visit  our  website:  www.commerzbank.com 


COMMERZBANK 


E  E  T  WALK  E  R 


Genera!  Wilis  puts  old 
cereals  in  new  packages 


Cereal  Killer 

GENERAL  MILLS'  $10.5  BILLION  PURCHASE  OF  PILLSBURY  FROM  BRITAIN'S 
Diageo  is  unappetizing  to  Wall  Street.  The  debt  load  that  General  Mills  (NYSE: 
GIS)  is  assuming  for  the  deal  will  bite  into  profits,  so  the  stock  has  tumbled  8% 
to  $34  since  word  of  the  buyout  emerged  in  July. 

But  J.P.  Morgan  managing  director  Erika  Gritman  Long  says  investor  fears 
of  dramatic  earnings  dips  are  exaggerated.  The  market  underestimates  the  com- 
pany's ability  to  expand  product  lines,  she  adds — which  the  addition  of  Pills- 
bury  brands  will  only  enhance. 

The  packaged-food  industry  has  suffered  of  late  as  time-pressed  consumers 
eat  less  at  home.  But  General  Mills  has  figured  out  an  array  of  innovative  prod- 
ucts, even  in  its  slow-growing  main  business,  cereal.  Example:  The  company  is 
bringing  out  Rice  Chex  and  Honey  Nut  Cheerios  in  a  candy-bar-like  shape. 

General  Mills  sells  at  16  times  earnings.  That's  cheaper  than  Kellogg  (25) 
and  Nabisco  (28). 

— Michael  Freedman 


No  Streaming 
Bargain 

REALNETWORKS  HAS  PIONEERED  SOFT- 
ware  that  lets  Internet  users  download 
audio  and  video  files — so-called 
streaming  media.  And  the  company 
says  that  has  happened  an  impressive 
140  million  times  since  1995.  But  the 
company's  cachet  as  a  cyberdarling 
won't  save  it  from  competitor  Mi- 
crosoft, now  stepping  up  its  online 
media  offerings. 

Longtime  moneyloser  RealNet- 
works (Nasdaq:  RNWK),  which  posted 
first-half  losses  of  $48  million  on  $116 
million  in  sales,  has  allowed  individuals 


to  use  its  software  for  free.  Manage- 
ment's new  revenue-generating  strat- 
egy is  to  make  users  pay  $30  for  soft- 
ware and  $10  a  month  to  use  it.  Odds 
are  they  won't  go  for  it. 

Add  in  the  Microsoft  factor,  and 
RealNetworks'  $6.4  billion  market  cap 
could  be  in  jeopardy.  Short  this  $40 
stock  and  cover  at  $20. 

— Christopher  Helman 

Eggs  Over  Easy 

SUNNYSIDE-UP  IS  NO  LONGER  A  DIRTY 
word,  and  that's  good  news  for  Michael 
Foods,  one  of  the  nation's  premier  egg 
producers.  Last  year  the  average  Amer- 


ican consumed  255  eggs,  a  9%  incn 
since  1991.  This  cholesterol-be-dam 
approach  has  spurred  overproducti 

Weak  egg  prices  are  not  going  to 
Michael  (Nasdaq:  MIKL):  60%  oj 
sales  come  from  longer-lasting  liq 
products  like  Easy  Eggs  and  T< 
Ready.  Most  of  these  bypass  low-n 
gin  retail  grocery  outlets  and  h 
straight  to  restaurant  clients  sucl 
Burger  King.  The  firm's  gross  pr 
margin  inched  ahead  from  18°/c 
18.6%  in  2000's  first  half. 

George  Dahlman,  analyst  at  H 
Bancorp  Piper  Jaffray,  expects  str> 
demand  to  continue.  First-half  ea 
ings  per  share  were  up  1 5%,  to  $  1 . 1 C 
a  recent  $23  Michael  sells  at  ten  til 
trailing  earnings,  a  20%  discount  tc 
peers  in  the  food  sector.  — A 

Future  Gusher 

A  CHEAP  OIL  COMPANY  AT  A  TIME 
spiraling  energy  prices?  Italy's  EN 


i 


Italy  has  a  good  buy  in  more  than  olive  a 
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VIRTUAL  REALITY? 


www,  flexjet.  com 


t  that.  At  $55  per  share,  it  trades  at  1 1 
les  estimated  2000  earnings.  That's  a 

>'  1  bargain  compared  with  industry 
ders  Royal  Dutch  Petroleum  (18) 

or  d  Exxon  Mobil  (23). 
The  reason  for  the  disparity  is  that 

I  nt  ENI  (NYSE  ADR:  E)  is  still  35% 
ned  by  the  Italian  government, 

'  fich  does  things  like  order  it  to  divest 
ne  of  its  capacity  to  smaller  competi- 
(S.  But  Rome  is  hinting  it  would  like 
;ell  its  stake  to  another  large  private 
icern  like  France's  TotalFinaElf,  says 
niel  Barcelo,  oil  and  gas  analyst  at 

iti  oman  Brothers. 
As  with  its  energy  brethren,  the 
rldwide  oil-price  runup  has  been 
)rmously  kind  to  ENI:  First-half 
nings  were  up  119%  to  $2.3  billion 

-  $20  billion  in  sales.  — C.H. 

r  arts  of  the 
Vhole 

IACRON  IS  A  WORLD  LEADER  IN 
jlding  specialized  computer-operated 
i  chines  that  make  ever  more  intricate 
jstic  and  metal  products.  Containers, 
i  parts,  medical  devices,  toys — they 
all  fabricated  with  Milacron 
inology. 

What  the  company  (NYSE:  MZ) — 
rnerly  known  as  Cincinnati  Mila- 
n — lacks  in  sex  appeal  it  makes  up 
'alue,  says  E.  Clifton  Hoover  Jr.,  co- 
nager  of  the  $275  million  Pimco 
:l all-Cap  Value  Fund.  At  $15,  Mila- 
>ijn  goes  for  a  cheap  eight  times  trail - 
;  earnings.  First-half  earnings  were 
I  5%,  to  $32  million  on  $800  million 
ales. 

Milacron's  customer  service  con- 
::ts  help  smooth  out  the  company's 
nerability  to  the  business  cycle, 
jover  also  likes  the  fact  that  90%  of 
metal  products  made  by  Milacron 
chines  are  pieces  that  regularly  wear 
and  must  be  replaced.        — C.H. 


HOW  ABOUT  ACTUAL  REALITY? 


Some  things  just  can't  be  communicated  over 
fiber  optic  cable.  And  our  Learjet®  and 
Challenger®  business  jets  enable  the  modern 
CEO  to  capitalize  on  the  kind  of  face-to-face 
interaction  that  moves  businesses  forward. 
We  offer  the  most  complete  range  of  latest 
technology  aircraft  available  today.  So  while" 
there  may  be  other  options  to  Flexjet,  there 
can  only  be  one  choice.  Flexjet.  For  more\ 
information  on  the  many  affordable  benefits  of 
fractional  ownership  and  our  unprecedented 
level  of  personal  service  and  attention  to 
detail,  call  1-800-FLEXJET. 


FLEXJET 

we  build  the  aircraft 


With  the  right  iaiiiistfyeiiii,  everyone  can  appreciate  life's  true  wealth. 
From  mutual  funds  to  unit  investment  trusts,  Van  Kampen  has  nearly  four  generations 
of  money  management  experience.  Because  enjoying  life  is  what  life  is  really  all  about. 
Call  jour  financitti  advisor  or  I-80O-231-2808.  Or  visit  www.vankampen.com 


>rospectus  c 
reod  the  pi 


VAN  KAMP 

FUNDS 

Generations  of  Experi 


e  -information,  including  a  discussion  of  risk  considerations,  charges  and  expenses  for  any  Van  Kampen  investment  product,  contact  your  financ 
.investing  or  sending  money.  Distributed  by  Van  Kampen  Funds  Inc.,  1  Parkview  Plaza,  Oakbrook  Terrace,  II  60181.  ©2000  Von  Kampen 


IIARKETS ; 

HE  OVERALL  MARKET 


FORECASTS 


-week  performance 
s  of  9/22/00 


arra  All-US  Index1 

-2.9% 

&P  Barra  Growth  Index2 

-3.0 

iP  Barra  Value  Index3 

-3.1 

ow  Jones  industrials 

-3.3 

&P  500 

-3.1 

IFF 

-3.7 

irtaes  Internet  Index 

-2.0 

irbes  40  Index  (total  return) 

-5.4 

TER EST  RATES 


stimates  on  this  and  the  next  page  are  from  a  biweekly  survey  of  economists  by 
idge  Information  Systems  and  Forbes  magazine.  Data  for  period  ending  Sept.  22. 

ACTUAL  2DJI11  ESTIMATE.. 


1999 

Latest 

Mean 

4-wk  chg 

-year  Treasury  yield  (%) 

6.48 

5.91 

5.74 

-2.7 

month  Treasury  yield  (%) 

5.33 

6.16 

6.28 

-1.7 

ist  action:  May  16,  2000,  +50  basis  points.  Current  rate:  6.5%. 
:xt  Federal  Reserve  meetings:  October  3  and  November  15,  2000. 


■ECIAL  STOCK  FOCUS 


slowdown  in  new  housing  starts  has 
en  its  toll  on  stocks  of  building  materi- 
>  makers.  The  companies  below  are 
iwn  at  least  16%  from  their  52-week 
;hs  and  trade  for  no  more  than  II  times 
ar  2001  earnings  estimates.  These 
cks  could  benefit  if  the  Federal  Reserve 
ts  interest  rates  in  the  months  ahead. 


The  S&P  500  has  stumbled  through 
most  of  2000  but  Morgan  Stanley 
Dean  Witter  strategist  Peter  Canelo  ex- 
pects a  7.5%  gain  for  the  S&P  500  by 
December,  the  average  gain  during  the 
past  eight  presidential  election  years. 


Edited  by  Shlomo  Z.  Reifman 


8500 

EPS  change 

Expected 

7500 

Estimated 

versus 

year-to-year 

Year  P/E 

3  months  ago 

EPS  growth 

6500 

S&P  500 

oouu 

2000  26 

-1.5% 

18% 

2001  23 

-3.0 

13 

MSCI  World-ex  US4 

4500 

2000  26 

1.9 

31 

2001  23 

1.3 

15 

3500 

IBES  estimate  increases/decreases. 

Aug  00 

Aug  01 

S&P  500 

0.78 

0.88 

MSCI  World-ex  US4 

1.22 

1.23 

2500 

Rising  estimates 

Falling  estimates 

Brazil 

Pakistan 

Estonia 

Peru 

Hong  Kong 

Romania 

1500 

Lithuania 

Slovakia 

Venezuela 

Thailand 

Source  IBES  International  Inc. 

Index 

Recent 

4  wks  ago 

Value 

107.5 

110.3 

Companies 

338 

321 

Valuations 

Stock  price/sales 

5 

6 

Market  value  ($bil) 

$723 

$678 

Sales/employees  (Sthou)  $192 

$187 

12-month  sales  growth 

198% 

209% 

2000  estimates 

Sales  total  ($bii) 

$56.2 

$49.1 

Stock  price/sales 

5 

5 

P/E 

106 

117 

Sources:  Forbes:  Market  Guide  and  IBES  International 
via  FactSet  Research  Systems. 


mpany 


terican  Standard 


STOCK  PRICE 

recent  chg6 


Mfg 


uthdown 


itsco 


rk  International 


$41.88  -16% 


21.38  -33 


18.19  -44 


44.56  -16 


52.75  -25 


11.75  -28 


24.31 


-37 


P/E7 


10 


11 


Buying 

Selling 

Price 

EPS8 

Price 

EPS8 

Columbia  Sportswear 

$4419 

$2.17 

Monaco  Coach 

$16.06 

$2.66 

CryoLife 

32.88 

0.80 

Payless  ShoeSource 

57.50 

6.01 

Grey  Wolf 

5.00 

0.14 

SCM  Microsystems 

37.13 

1.75 

Security  Capital  Group 

19.06 

2.57 

Tribune 

39.25 

1.61 

Unit 

14.19 

0.93 

Uniroyal  Technology 

16.00 

-0.16 

8Year  2001  estimate.  Sources:  ldayo.com:  Bloomberg  Financial  Markets:  IBES  Express. 

rsus  52-week  high.  '2001  estimate. 

urces:  IBES  International  and  Interactive  Data  Corp.  via 

tSet  Research  Systems:  IBES  Express. 


'The  Barra  All-US  price  index  consists  of  all  publicly  traded  U.S.  common  stocks  for  which  price  quotations  are  available 
and  ordinary  shares  of  foreign  stocks  traded  on  U.S.  markets.  ADRs,  REITs  and  closed-end  funds  are  excluded.  zTotal 
return  of  more  than  150  large-capitalization  stocks  that  have  predicted  above-average  earnings  growth.  3Total  return  of 
more  than  300  large-capitalization  stocks  characterized  by  low  price-to-book  ratios,  high  yields  and  low  price-to-earnings 
ratios.  "A  dollar-denominated,  capitalization-weighted  index  of  foreign  stocks.  Source:  Morgan  Stanley  Capital  International. 
5Capitalization-weighted  index  of  all  US-based,  publicly  traded  Internet  commerce  sites,  portals,  service  providers  and 
software  companies.  Base  value  12/31/98  =  IOO.  Index  ratios  and  growth  rates  are  medians. 


v.forbes.com  for  updates  on  many  of  these  items,  quotes  on  over  9,000  securities  and  stock  and  mutual  fund 
is.  Or  use  your  CA  T  scanner  on  the  Cue  code  ( right)  to  take  you  to  this  page. 
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1999  Latest 

Mean      4-wk  chg 

1    Aaitaninhilft  cftlflft^  f mill 

174          18  0'  aug 

17.4       •  0.4% 

^anaritv  iif':t7Atinn 

VC**;<3l>i|J  U'lflAwHUII  \/Q/ 

81  1          82  3  aug 

81.6  0.3 

Upw  hasslatf  *;tart«7  (fhnfi) 

1  663        1  608*  d  aug 

1,615  0.6 

Retail  sales3  ($liil) 

2,246        2,374*  p  aug 

2,481  -0.4 

Trade  balance4  ($bil) 

-268        -329*  p  aug 

-366  2.6 

Unemployment  rate5  (%) 

4.1          4.1  aug 

4.1  0.2 

Gross  domestic  product  (%  chg) 

4.2           5.36  p2Q 

5.1  1.8 

Inflation 

CPI  services  (unadjusted )  (%  chg) 

2.7          3.6*  aug 

3.4  4.4 

CPI  total  (unadjusted )  (%  chg) 

2.6          3.4*  aug 

3.2  3.9 

Prices 

CRB-Bridge  spot  indexes 

227.25  221.65 

226.25  0.0 

Gold  per  troy  ounce  ($) 

288.50  271.80 

285.17  0.0 

Oil/bbl  W  Texas  Intermediate  ($) 

25.60  32.73 

27.60  4.6 

Currency 

German  marks  per  dollar 

1.94  2.23 

2.12  0.0 

Yen  per  dollar 

102  108 

108  2.8 

Dollars  per  euro 

1.01  0.88 

0.95  -4.0 

Joshua  Feinman,  chief  economi 
Deutsche  Asset  Management,  Amei 
thinks  that  there  are  limits  to  the  gl 
ization  of  world  economies.  He  poir 
the  U.S.  trade  deficit,  which  hit  $32  b 
in  July  and  totals  $329  billion  for  the 
12  months,  an  alltime  high.  Feir 
thinks  the  deficit  will  keep  mounting 
that  it  represents  a  significant  liabil 
U.S.  share  prices  if  there  is  a  drastic  : 
down  in  America's  economy  or  a  s 
spike  in  unemployment. 


Aug  Sep!  Oct  Nov  Dec  Jan  Feb  Mar  Apr  May  Jun  Ju 

Forbes  Index:  Current:  325.5  2-wk  chg:  Q 


StarMine,  a  firm  that  has  a  proprietary  process  for  adjusting 
consensus  earnings  estimates,  says  that  negative  earnings  sur- 
prises are  likely  to  outweigh  positive  surprises  in  the  third 
quarter.  Among  the  industries  targeted  by  StarMine  for  negative 
surprises  are  paper-  and  forest-product  companies.  The  third- 
quarter  StarMine  SmartEstimate  on  Weyerhaeuser  is  14%  below 
the  general  consensus.  In  contrast,  StarMine  expects  oil  compa- 
nies to  post  a  large  number  of  positive  surprises. 

Company 

Price 

IBES 

consensus 

StarMine  Expected 
Smart-  report 
Estimate  date 

Positive  Exoected  Surprises  or  Revisions 

American  Eagle  Outfitters 

$35.88 

$0.51 

$0.53 

11/16/00 

Burlington  Resources 

34.94 

0.69 

0.72 

10/20/00 

Kerr-McGee 

62.44 

2.01 

2.21 

10/25/00 

St.  Mary  Land  Exploration 

22.00 

0.53 

0.57 

11/15/00 

Sun  Microsystems 

118.06 

0.25 

0.26 

10/18/00 

Vintage  Petroleum 

21.19 

0.78 

0.88 

11/3/00 

Negative  Exoected  Surorises  or  Revisions 

ArvinMeritor 

13.94 

0.56 

0.41 

11/8/00 

International  Paper 

29.31 

0.56 

0.53 

10/10/00 

Maytag 

31.63 

0.85 

0.74 

10/12/00 

Mead 

23.06 

0.60 

0.55 

10/18/00 

UAL 

47.19 

1.08 

0.95 

10/20/00 

Weyerhaeuser 

39.50 

1.06 

0.91 

10/18/00 

Data  as  of  Sept.  22. 

Sources:  StarMine  Corp.:  Bloomberg  Financial  Markets:  IBES  International  and 
Interactive  Data  Corp  via  FactSet  Research  Systems. 

MUTUAL  FUND  SPECIAL  FOCUS 


Although  the  euro  declined  22%  over  the  last  year,  European  sil 
funds  returned  an  average  of  16%  in  U.S.  dollars  over  the  samel 
period.  These  five  funds  outperformed  their  peers  by  a  wide  m;| 


TOTAL  RETURN7 

As 

Fund 

2  years8 

lyear 

YTD 

($ 

AIM  European  Development-A9 

37.6% 

58.9% 

2.0% 

$! 

Driehaus  Euro  Opportunity 

NA 

129.1 

4.7 

Flag  Inv  European  Mid-Cap-A9 

20.7 

32.9 

4.8 

Ivy  European  Opportunity- A1 0 

NA 

87.7 

19.1 

Mutual  Opportunity  A1 0 

31.0 

36.4 

8.2 

c 

Through  Sept.  21.  "Annualized.  95.5%  load.  l05.75%  load.  NA:  Not  applicable. 
Sources:  Lipper  Inc.:  Morningstar. 

NOTEWORTHY  NEW  ISSUES  IN  REGISTRATION 


The  current  stock  market  is  not  particularly  receptive  to  initial  | 
lie  offerings,  but  53  telecommunications  and  wireless  companii 
are  currently  in  registration  and  waiting  for  a  window  of  opport 

Company/business 

OFFERING 

Share  Size 
price  ($)  (Smil) 



Sail 
($• 

Advanced  Switching/broadband  telecom  equip 

$13-15  $88 

$1 

Oplink/optical  network  equip 

10-12  151 

Synplicity/  semiconductor  software  products 

10-12  47 

TNPC/electric  &  gas  marketing 

18-20  399 

i: 

Watson  Wyatt/human  resources  consulting 

12-14  70 

6: 

"Latest  12  months.  Source:  Renaissance  Capital:  wvm.ipo.com. 

"12  months,  p:  preliminary  r:  revised.  Autos,  light  and  heavy  trucks,  includes  imports.  S  I 
Ward  s  Automotive  Yearbook.  Total  single  and  multiple  family,  seasonally  unadjusted.  3Exc  I 
auto  sales,  seasonally  adjusted.  Total  goods  and  services,  seasonally  adjusted.  5Pereent  o| 
ian  labor  force.  Quarterly  change,  annualized.  Source:  Bridge  Information  Systems 
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-commerce 


Finally! 

eCommerce  Fulfillment 

that's  Actually  DESIGNED 
for  eCommerce. 


•  Reliable  Order  Fulfillment 
■  High-Speed  Delivery  Nationwide 
•  Real-Time  Inventory  Control 

learn  more  at 

corp.sameday.com 


lipment 
ves  Popular 

"1ie.com  helps  dealers  & 
come  together  with 
end  market  &  exchange 

T 

i 

i  Wiebner 

equipment  market  has  grown 
:ndously  over  the  past  few  years.  At 
:ime,  so  have  the  challenges  facing  buy- 
alers  of  excess  IT  equipment.  Both 
<pensive,  time-consuming  tasks  of 
I  inventory,  locating  needed  products, 
le  best  prices  and,  last  but  not  least, 
utable  parties  that  are  ready,  willing 
3  do  business. 

ie.com  is  helping  users  and  suppliers 
>ment  overcome  these  challenges  by 
i  neutral  online  marketplace  to  buy, 
ade  excess  IT  equipment  worldwide. 

Continued  on  page 


Breaking  the  Digital  Divide 

helloNetwork.com  delivers  live  Internet  broadcasting 
to  the  desktop  without  players,  plug-ins  or  downloads 


By  Mike  Wiebner 

It's  a  troubling  fact  of  streaming 
life. To  access  video  or  audio 
content  on  most  websites,  users 
must  continually  download  or 
update  their  players,  close  their 
open  applications,  install  the  play- 
er, restart  their  computer  and 
return  to  the  site  to  gain  access 
to  the  broadcast. This  process  is 
decidedly  user-unfriendly  —  a 
fact  realized  by  an  increasing 
number  of  electronic  retailers 
and  B2B  companies.  According  to 


Craig  Ellins,  chairman  and 
CEO  of  helloNetwork.com,  Inc. 


Dataquest,  only  nine  percent  of  U.S.  businesses  use  video  on  their  websites.Technology 
barriers  and  high  costs  are  factors  in  preventing  its  wide  spread  use. 

Las  Vegas-based  helloNetwork.com,  Inc.  is  helping  e-businesses  cross  this  digital 
divide  with  its  live  and  recorded  desktop  streaming  media  solutions  —  without 
requiring  any  players.  "We  enable  any  company,  regardless  of  size,  to  cost-effectively 
deliver  a  positive  visitor  experience,  promote  their  brand  image,  and  sell  online 
with  human  interaction  that  viewers  can  see  and  hear  with  just  a  click  of 
their  mouse,"  says  Craig  Ellins,  chairman  and  CEO  of 


A 


helloNetwork.com,  Inc. 


Continued  on  page  7 


°rofits  Increase  with  'Live  Help' 

[us  Corporation's  live  service  options  are  boosting  web  sales 


i:  Appleby 

isinesses  call  it  the  "shop  and  drop."  Online 
:omers  come  close  to  buying  an  item,  but 
If  leave  because  they  don't  want  to  wait 
for  answers  to  their  last-minute  questions, 
'ever,  Quintus  Corporation's  live  help  solu- 
lelping  e-businesses  to  provide  customers 


with  access  to  live  service  reps  via  text-based  Web 
chat,  voice  over  IP,  and  shared  browsing. These  com- 
panies are  also  closing  more  sales  since  customer 
questions  are  being  asked  and  answered  in  real-time 
without  forcing  anyone  to  leave  their  sites. 

To  experience  Quintus  Corporation's  live 
help  solution,  visit  www.quintus.com.  << 


<?- 


2 
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Making  the  Wirel 
Internet  a  B2B  Reality 

VeriSign  provides  transaction  security  for  companies  and 
consumers  doing  business  over  the  wireless  Internet 


By  Make  Wiebner 

The  buzz  about  wireless  Internet  access 
is  everywhere.  Will  we  really  be  able 
to  buy  movie  tickets  over  our  cell  from  the 
restaurant?  Or  change  our  airline  reserva- 
tion from  the  cab?  Thanks  to  the  rapid 
development  of  devices,  applications,  con- 
nectivity and  Internet  trust  services  to 
ensure  transaction  security,  the  vision  of 
seamless  wireless  access  to  the  Internet  is 
much  closer  to  being  realized  than  even 
just  a  few  months  ago. 

First  Content, 
Then  Transactions 

The  desire  to  conduct  transactions  via  the 
wireless  Internet,  not  surprisingly,  has 
grown  as  more  people  have  become  accus- 
tomed to  using  it  for  more  than  simple 
information  purposes  —  much  as  with 


what  happened  to  the  "wired"  Internet. 
Consumers  became  increasingly  comfort- 
able and  familiar  with  the  Internet  and 
transferred  that  comfort  level  to  their  busi- 
ness dealings  —  and  vice  versa. 

Currently  42  percent  of  U.S.  homes 
have  a  computer  but  the  penetration  of 
cell  phones  is  even  higher,  with  101  million 
US.  subscribers  according  to  the  Cellular 
Telecommunications  Industry  Association. 
And  in  Asia  and  Europe  penetration  rates 
are  even  higher.  "We're  really  looking  at  an 
already  adopted  consumer  device,"  says 
Stratton  Sclavos,  CEO  of  VeriSign.  "You'll 
see  more  adoption  because  you're  going 
after  a  much  broader  target  consumer 
audience. The  notion  of  being  mobile  and 
connected,  especially  with  the  younger  gen- 
eration, is  very  compelling."  Moreover,  cell 
phone  use  is  growing  rapidly  with  an  esti- 
mated 376  million  cell  phone  users  across 
the  globe  today  and  millions  more  with 
handheld  devices  who  will  have  wireless 
Internet  access. 

Seamless  Integration, 
Not  Separation 

As  Sclavos  sees  it,  the  key  is  creating  not 
two  separate  environments  —  wired  and 
wireless  —  but  rather  a  seamless  user 
experience  in  which  devices  can  detect 
and  respond  to  that  user's  unique  identity. 

"You  will  have  individuals  with  both  a 
wired  and  wireless  connection  —  maybe 

multiples  of  each,"  says  Sclavos.  "We 
/     help  assure  this  individual's  identity  and 
\    the  appropriate  privileges  across  multi- 
\    pie  devices  with  businesses  at  the 
other  end. This  allows  consumers  to 
conduct  transactions,  make  secure  pay- 
m    ments  and  communicate  without  being 
"  forced  to  continually  switch  identities." 

Nonetheless,  the  fear  of  sending  out 
personal  information  untethered,  through 
the  air  is  still  a  strong  one.  "Users  want  to 
be  sure  that  if  they're  buying  something 

Stratton  Sclavos,  president 
and  CEO  of  VeriSign. 


mmerce 


from  Amazon  using  their  handheld  d 
for  instance,  that  their  private  inforrr 
is  not  intercepted  in  transit,"  says  Scl 
"Typing  personal  information  into  a  c 
phone  can  be  a  very  consumer-unfrie 
experience  as  well." 

Working  with  Partners, 
Setting  Standards 

VeriSign  and  other  industry  leaders  a 
working  to  incorporate  technology  s 
dards  in  a  cooperative  fashion  desigr 
garner  industry-wide  support.  "We're 
working  very  hard  with  standards  be 
to  make  trust  services  part  of  the  of 
standards,"  says  Paul  Healy.VeriSign's 
director,  global  wireless  services.  "W 
not  pushing  proprietary  solutions,  b 
rather  we're  looking  to  benefit  users 
businesses." 

VeriSign's  wireless  developer  prog 
has  already  proven  quite  popular  wit 
cations  developers.  The  company  is  p 
ing  with  leading  telecommunications 
ers  across  Europe  and  Asia.  Several  d 
are  in  the  works  with  major  cell  pho 
companies  to  OEM  the  VeriSign  set  c 
tions,  Nextel  being  one  notable  exam 

"We  are  already  making  our  auth 
tion,  validation  and  payment  services 
able  on  the  wireless  side,"  adds  Hea 
are  entering  a  new  phase,  a  transact 
environment,  which  requires  high  se 
measures  for  high  value  transactions 
Wireless  devices  are  evolving  to  bee 
personal  trusted  device,  the  digital  e 
lent  of  a  wallet.  We're  providing  the 
ty  to  make  that  happen." 

VeriSign  is  creating  digital  creden 
wireless  devices  and  working  with  a| 
tions  providers  to  ensure  privacy  th 
encryption.  "We're  building  a  set  of 
scalable  back-end  services  to  issue  c 
tially  billions  of  digital  signatures  to  i 
of  cell  phones  and  wireless  Internet 
devices,"  says  VeriSign's  CEO  Sclavos 
"We're  also  working  with  applicatior 
developers  to  build  our  functionality w 
their  e-commerce  systems." 

Development  is  moving  rapidly  ao 
the  wireless  Internet  "We're  entering 
od  of  much  more  behind-the-scenes 
says  Sclavos.  "By  the  second  half  of  2C 
you'll  see  a  whole  set  of  mainstream 
less  Internet  solutions. VeriSign  will  cc 
to  play  a  key  role  in  making  the  wirel 
Internet  a  reality."  « 
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exible  Marketing  Tool 
cpands  Beyond  Web 

iz.com,  a  global  rewards  program  for  the  Internet, 
s  companies  succeed  in  e-commerce 


n  Ross 

|  ply  1998,  Charles  Cohen  was  frus- 
r:d  with  the  rewards  points  he  had 
::jo  with  various  merchants, 
wouldn't  build  value  on  any  of  these 
'  cards,  and  didn't  even  know  how 
j  had  built  up  with  each,"  recalls 
."They  were  actually  starting  to  de- 
|te  me.  I  thought/If  I  added  these 
together  onto  one  card,  I'd  get 
>ut  of  this." 

:hat  is  what  Cohen  created  in 
1998  when  he  founded  beenz.com 
Dbal  rewards  program  for  the 
it.  Consumers  could  earn  beenz  for 
and  interacting  with  on-  and  off- 
mpanies,  and  could  spend  their 
with  any  business  that  opted  to 
payment  in  beenz. 
n  he  went  further.  He  turned 
nto  a  currency  for  the  digital 
The  more  than  $70  million  in  fund- 
and  his  team  received  went  toward 
ing  beenz  around  the  globe. 


increase  Website  registrations.  It  offered 
250  beenz  to  any  consumer  who  regis- 
tered with  it.  Prior  to  offering  beenz,  1 0 
percent  of  that  site's  visitors  went  ahead 
and  registered.  With  beenz  offered  as  a 
reward,  consumers  registered  60  percent 
of  the  time,  a  500  percent  increase. 

One  major  online  retailer  offers  20 
beenz  for  every  dollar  spent  on  its  prod- 
ucts. A  popular  sports  games  Website  pays 
400  beenz  for  registering  as  a  site  mem- 
ber. In  all,  more  than  350  companies  are 
utilizing  beenz. 

"beenzback  shopping"-enabled  web- 
sites, which  offer  beenz  as  a  kind  of  "cash" 
back  reward  for  purchases,  have  seen 
20,000  transactions  in  the  last  two 
months  that  would  not  have  hap- 
pened without  beenz. 

In  addition,  consumers  spend  their 
beenz  with  companies  that  accept 
beenz  directly,  or  by  downloading 
them  onto  a  "rewardzcard"  debit 
card  that  is  accepted  wherever 
MasterCard  is  accepted. 


siness  Marketing  Tool 

Charles  Cohen's  idea  has  evolved 
)me  a  marketing  tool  for  all  busi- 
trying  to  turn  browsers  into 
isers,  one-time  purchasers  into 
:  customers  and  repeat  cus- 
s  into  loyal  shoppers.  And  for 
ses  wanting  consumer  interaction 
:  the  parameters  of  commerce, 
:an  be  a  "thank  you"  for  a  con- 
;  behavior. 

nz  can  even  be  given  instead  of  cash, 
imple,  beenz.com  is  working  with  an 
t  commercial  streaming  company  to 
consumers  to  earn  beenz,  rather 
sh,  for  viewing  commercials  online, 
nk  of  the  time  people  spend  online 
hg  online  companies  succeed,"  says 
"Shouldn't  consumers  be  compen- 
)r  that  time  and  energy?" 
|ently,  an  e-business  wanted  to 


Wireless  Future 

So  what  does  the  future  hold  for 
beenz.com? 

The  company  believes  in  a  "killer  app" 
that  has  not  yet  been  maximized:  mobile 
beenz. The  company  is  already  developing 
this  application,  beenz.com  is  working 
with  wireless  portals  in  the  U.S.  and  Japan 
to  offer  beenz  on  wireless  devices. 
"People  will  be  conducting  significant  e- 
commerce  transactions  on  mobile  phones 
and  PDAs,"  says  Cohen.  "That  means 
beenz  transactions  have  to  be  wireless." 

In  fact,  the  potential  marketing 
applications  of  beenz  appear  unlim- 
ited. "I  can't  think  of  a  marketing  goal 
we  can't  help  a  company  achieve,"  says 
Cohen.  "I'm  still  waiting  for  a  marketing 
executive  to  present  me  with  a  cus- 
tomer-oriented problem  that  beenz  can't 
help  solve."  << 


are  you 

beenz 

enabled? 


the  web's  currency 
www.beenz.com 


for  more  information, 
call  1.212.725.5577  now  or  email 
us  at  sales@beenz.com. 
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will  you 
be  next? 


i 


Some  companies  are  really  on  the  ba 

POlV/C/s       Some  of  the  world's  most  forward-thinking  companies  have  transformed  their  Web  sites  into  live  meetinc 
&     rooms.  They  have  discovered  the  speed,  reliability  and  scalability  of  the  WebEx  Interactive  Network.  Th 
j _/T^^fc^Mr         Web  sites  now  hum  with  people  conducting  business  right  in  their  browsers,  without  any  hardware  or  sd 
changes.  Now  you  can  give  presentations.  Share  software  and  desktops.  Tour  the  Web.  Voice  and  video  confere 
All  in  real-time.  All  on  the  Web.  Talk  about  ROI.  Isn't  it  time  your  company  got  on  the  ball?  Visit  webex.com  or  call  1-877-525-! 
to  see  how  great  minds  meet  online.  — 


great  minds  meet  online  at  webex.com 


WebEx  and  the  WebEx  logo  are  trademarks  of  WebEx  Communications,  Inc.  ©2000  WebEx  Communications,  Inc.  All  rights 
reserved.  All  other  names  and  logos  "o  -egistered  trademarks  of  their  respective  owners. 
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treamlining  the  Enterprise 
Dftware  Selection  Process 

i5g.com  helps  make  better  decisions  faster 


|  Richard  Engling 

ie  process  of  selecting  soft- 
ware to  automate  the  func- 
of  a  company's  enterprise  is  a 
cant  challenge  to  any  organi- 
1.  After  all,  how  can  an  enter- 
make  an  "apples-to-apples" 
arison  of  the  many  functional- 
n  the  multitudes  of  packages 
ystems  available? 
>me  companies  choose  to 
oy  the  services  of  consult- 
However,  many  companies  — 
;  onsultants  —  are  now  dis- 
•ing  the  tools  available  at 
;  com.  As  the  world's  largest 
le  resource  of  its  kind, 
;  com  offers  them  unique  advantages. 
!>ws  users  to  search,  evaluate  and 
|t  enterprise  applications  and  manu- 
ring point  solutions  and  services 
j  a  variety  of  methods. 

e Saved 

com  enables  users  to  spend  less  time 
■ring  information  and  more  time  ana- 
I  the  best  fit  for  their  businesses. 
I  can  trim  as  much  as  a  third  of  their 

rch  time,  eliminate  off-target  bids 
'  consideration  and  anticipate  the 
;ial  financial  impact  of  new  software 
tons. 

I  typical  selection  process  for  a  busi- 
j  critical  application  involves  months  of 

rch  and  weeks  of  management  evalua- 
irhen,  after  comparing  hundreds  of  fea- 
£  and  functions  against  company 

rements,  specifications  become  obso- 
ls  new  versions  and  upgrades  replace 

ng  products  faster  than  evaluators  can 
*  pace.  Masg.com  alleviates  this  risk  by 
Inually  updating  information  online, 
lie  masg.com  database  is  also  compre- 
Ive.  It  contains  more  than  90  applica- 

:ategories  with  950  detailed  vendor 
jes.  Users  may  review  and  compare 
liO  software  functions  and  features,  all 

2d. 


n.  larstan .  net 


Masg.com  brings  the  online  revolution  to 
selecting  enterprise  and  manufacturing 
software  solutions. 


masg.com 


Search,    Evaluate    and  Select 


Bias- Free 
Evaluation 

Masg.com  elimi- 
nates bias  by  providing  tools  to  evaluate 
software  solutions  according  to  objective 
criteria.  Users  can  create  custom  specifica- 
tions, identify  qualified  vendors,  and  match 
and  compare  products  by  specifications  and 
functionalities. 

Flexible  Research  Options 

Users  can  begin  searching  for  applica- 
tions quickly  based  on  platform,  industry 
type,  manufacturing  process  and  other 
parameters. The  site  then  returns  an 
unbiased  list  of  qualifying  products  with 


links  to  vendor  profiles. 

Evaluators  can  then  create  their  own 
customized  specifications  and  generate  a 
side-by-side  product  comparison  table 
based  on  the  thousands  of  features  and 
functions  covered  in  the  masg.com  data- 
base. Applications  can  be  ranked 
according  to  the  buyer's  own  crite- 
ria.When  complete,  this  chart  can  be 
printed  and  saved  to  the  user's  hard 
drive  and/or  the  masg.com  server. 

Auto  RFP 

After  identifying  products  that  close- 
ly match  specs,  users  can  translate 
this  insight  and  information  into  RFP, 
RFI  or  RFQ  documents,  which  can 
then  be  submitted  online  directly  to 
vendors. 

The  Latest  News 

In  addition  to  search,  evaluation  and 
selection  features,  the 
masg.com  site  enables 
users  to  scan  the  latest 
product  news  from 
trade  articles  and  press 
releases,  read  expert  commentaries  on 
trends,  sample  a  glossary  of  tech  terminol- 
ogy and  peruse  a  calendar  of  events  to 
plan  conference  attendance. 

Licensing 

Masg.com  will  also  license  its  content, 
allowing  both  large  and  mid-sized  compa- 
nies to  leverage  their  purchasing  power. 
With  several  software  licensing  models 
available,  masg.com  can  expertly  guide 
organizations  to  find  the  best  program  to 
fit  their  specifications. « 


Impco  Updates  ERP 

Forbes  magazine  named  Impco  Technologies  Inc.  of  Cerritos,  CA,  one  of  the  "200  Best 
Small  Companies  in  America"  in  1998.  In  1999,  with  revenues  of  nearly  $87  million, 
the  maker  of  alternative  fuel  devices  discovered  its  outdated  ERP  system  lacked  the 
functionality  it  needed. 

Rick  Range,  Impco's  Director  of  MIS,  used  masg.com  to  help  pick  six  ERP  suppliers 
that  could  bring  his  organization  into  the  Internet  age  from  a  list  of  more  than  129 
initial  vendors. 

"Once  we  found  those  six,  we  were  able  to  use  other  resources,  too,"  says  Range. 
His  staff  built  on  the  foundation  masg.com  provided  with  Dun  &  Bradstreet  reports, 
articles  from  trade  publications,  vendor  web  site  reviews  and  in-house  expertise. 

"We  might  have  hired  consultants,"  explains  Range.  "But  MASG  was  much  less 
expensive.  Besides,  we  felt  we  had  enough  expertise  in-house  that  we  wouldn't  need 
consultants.  Not  only  that,  but  any  of  our  users  could  access  the  software  from  any 
location:  home  or  office.  It  (masg.com)  really  was  the  major  tool  we  used  in  our 
evaluation." 
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Enough  about  "e!' 


What  about  "u?" 


At  MERANT,™  wc  look  at  the  brave  new  e-business  world 
a  little  differently. 

Because,  quite  simply,  we  start  with  a  different  point  of 
emphasis.  Instead  of  being  infatuated  with  the  next  great 
technology  leap  or  the  intrinsic  joy  of  e-commerce, 
e-services,  e-everything,  we  start  by  looking  at  your  company. 

Your  investment  in  existing  technologies,  platforms  and 
philosophies.  Your  fears,  hopes  and  desires  for  evolving 
your  entire  organization. 

Your  needs. 

Simply  put,  we  start  with  you.  And  unlike  so  many 
e-enabling  partners,  we  never  leave  your  side  in  the  pursuit  of 
creating,  transforming,  integrating  and  managing  the  entirety 
of  your  evolving  e-business  organization. 

In  fact,  we  have  a  word  for  what  we  bring  to  the 
party.  Egility.™  The  ability  of  a  company  to  continually 
integrate  and  leverage  existing  and  new  Web  technologies 
to  succeed  in  the  new  electronic  business  landscape. 

MERANT  Egility  is  the  framework  by  which 
solutions  are  formulated  and  work  gets  done.  From  web  site 
design  to  the  total  integration  of  all  aspects  of  your  business. 
Today,  MERANT  technology  and  solutions  are  helping 
companies  everywhere  compete  in  e-business.  Companies 
including  hundreds  of  leading  dotcoms,  the  majority  of  the 
Fortune  Global  500,  and  all  of  the  Fortune  100. 

To  find  out  more,  visit  us  at  merant.com.  Thank  "u." 
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recasting  Markets  at  Web  Speed 

Il/e  Research  Takes  Guesswork 
■  of  Product  Management 

f  ohn  Smith 

*  Dmpanies  are  now  racing  faster  to  determine  exactly  what 
Bl  .heir  customers  want — and  with  good  reason. The 
ce!  iet  has  accelerated  everything. The  Web  is  making  markets 
at1  competitive.  At  the  same  time  product  lifecycles  are  shrinking.  How  do  you  keep  up? 
n'ampanies  such  as  Sony  and  Kodak  are  using  state-of-the-art  technology  from  Active 
)$  rch  to  effectively  track  their  markets  and  design  new  products  specifically  tailored  to 
5  mer  demands.  At  ActiveResearch.com,  clients  can  select  from  the  150  market  cate- 
H  that  are  actively  tracked  and  instantly  view  real-time  reports  on  what  consumers 
it  "A  manufacturer  can  input  a  new  laptop  concept  and  immediately  forecast  its  future 
a  ,"  says  Active  Research  CEO  Tom  DuBois.'This  can  reduce  a  company's  time-to-mar- 
m  four  months." 

iitive  Research  already  powers  most  of  the  web's  top  e-commerce  sites  and  licenses 
its  product  recommendation  technology  to  45  leading  portals, 
f  ""V*-^ *#» /y%      including  CBS's  lwon.com,  Disney's  Go  Network, Yahoo,  Lycos, 
I  M  I  E  Ir  Bizrate,  Dealtime  and  Productopia.To  learn  more,  visit 

Research"      www.ActiveResearch.com  or  call  650-342-0500.  « 


Breaking  the  Digital  Divide: 
Cent,  from  page  1 

helloNetwork.com  solutions  empower 
e-businesses  to  send  video  emails,  provide 
live  customer  sales  support,  offer  live 
desktop  broadcasts,  or  store  video 
libraries  online.  "Our  B2B  solutions  enable 
corporations  to  provide  streaming  content 
without  the  typical  high  costs,  technology 
hassles,  or  site  diversions,"  says  Ellins."By 
eliminating  all  significant  barriers, 
helloNetwork.com  has  profound  signifi- 
cance for  e-businesses." 

A  solutions  provider  for  AT&T,  Dell  and 
Cisco,  helloNetwork.com  has  become  the 
leading  video  Applications  Service  Provider 
for  B2B  and  e-commerce  companies.  « 

To  see  player-free  video  streaming 
solutions  in  action,  visit 
www.helloNetwork.com. 


nhne  Retailing  to 
bp  $61  Billion  in  2000 

Iny  Online  Retailers  Seeing  Boom  in  Profits 


I  lobert  L.  Smith,  Jr. 


shopg 


orth  American  online  retail  sales  sur- 
passed $33  billion  in  1 999  and  are 
:ted  to  soar  to  $6 1  billion  in  2000. 
contrary  to  popular  belief,  many 
iet  retailers  are 
d  making  a  profit, 
fact,  nearly  40 
nt  of  the  retailers  surveyed  for  The 
of  Online  Retailing  3.0,  a  new  market 
by  Shop.org  and  The  Boston 
ulting  Group,  are  making  a  profit  at 
perating  level  and  fully  half  the  com- 
s  that  have  been  selling  online  for  at 
a  year  are  operating  in  the  black, 
le  State  of  Online  Retailing  3.0  is  the 
in  a  series  of  in-depth  studies  that 
s  the  size  and  growth  of  the  online 
channel. This  landmark  research  also 
des  vital  market  information  and  per- 
ince  metrics  critical  to  the  business 


planning  process,  with  detailed  category-by- 
category  breakdowns  for: 

>  revenue,  visitor,  and  order  growth  rates; 

>  order  and  buyer  conversion  rates; 

>  customer  acquisition  and  loyalty  metrics; 

>  marketing  and  advertising  spending; 

>  customer  service  costs  and  contacts  per 
order;  and 

>  fulfillment  costs  and  effectiveness. 

Only  Shop.org  members  have  access  to 
this  groundbreaking  research. To  learn  how 
to  get  a  copy — and  about  the  other  benefits 
of  joining  the  trade  association  for  online 
retailers — visit  www.shop.org.  Or  call  Sherry 
Syence  at  30 1 .650.232 1 ,  ext.  224.  « 

Shop.org  members  include  such  leading 
companies  as  I  -800-FLOWERS.COM, 
America  Online,  Barnesandnoble.com, 
Bloomingdales,  CBS  SportsLine,  Eddie 
Bauer,  eToys,  Godiva,  Nordstrom, 
Reel, com  and  Visa  U.S.A. 


Excess  IT  Equipment  Proves 
Popular:  Cont.  from  page  1 

In  fact,  ITParade.com  is  already  widely 
used  by  corporations  and  dealers  that 
trade  in  IT  equipment  for  RFQs, 
exchanges,  and  liquidation  services  to 
reduce  costs,  streamline  operations,  and 
increase  efficiency  and  effectiveness  for 
corporations  and  dealers  who  trade  in  IT 
equipment. 

The  global  nature  of  the  IT  equipment 
market  has  led  ITParade.com  to  provide 
its  services  to  corporations  and  suppliers 
worldwide,  including  complete  information 
on  prices,  availability,  and  customers.The 
ITParade  Dealer  Network  guarantees  all 
products  sold  on  ITParade.com  and  the 
company  assigns  support  staff  for  every 
single  transaction. 

With  more  than  1 20  dealers  signed  on 
and  $700  million  in  inventory,  the  IT 
equipment  industry  is  definitely  in  step 
with  the  ITParade.com  market  and 
exchange  service. « 

For  more  information,  call  1 .9 1 9.388.9993 
or  visit  www.itparade.com. 
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Our  email  solutions  are  so  easy  to  use  and  set-up  that  most 
companies  don't  require  an  IT  professional.  Every  person  in  your 
company  will  have  personalized  email  minutes  after  signing  up  with 
Bluegenesis.com.  Hey  let's  be  honest  yourname@yourname.com 
looks  much  more  professional  than  yourname@somelSP.com! 


After  you've  secured  your  name,  consider  hosting  your  Website 
with  us.  We  challenge  you  to  find  a  more  robust,  user  friendly, 
cost  effective,  hosting  &  email  solution.  Plus:  state  of  the  art 
E-commerce  Capabilities  included  with  packages.** 


This  is  Web  Hosting  Made  Easy! 


"One  year  of  service, 
"begin  with  bronze  package 


sales@bluegenesis.C( 

Call  now:  1-800-266-4881 


irww.bluegenesis.com 
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I  so,  paradoxically  finding  solace  in  signs  that  the 
I  economic  boom  is  petering  out.  Here's  the  some- 
I  what  tortured  reasoning.  With  various  indicators 
I  flashing  an  economic  slowdown,  the  Federal  Re- 
;  will  no  longer  be  inspired  to  tighten  the  money  supply, 
est  rates  will  come  down.  Inflation  will  go  away. 
,et's  examine  what's  wrong  with  this  reasoning.  In  order 
istify  the  high  prices  stocks  now  fetch,  analysts  have  to 
ect  strong  earnings  gains. 
IBES  consensus  forecasts 
or  earnings  of  the  S&P  500 
lcrease  19%  for  the  last 
of  this  year  over  the  last 
of  1999,  and  to  increase 
Vo  for  full-year  2001  over 
Is  Where  are  these  power- 
:arnings  gains  going  to 
e  from  if  the  economy  is 
ing  down? 

lere  lies  the  paradox.  While  investors  want  a  cooling 
omy  to  prevent  rising  inflation  and  to  fend  off  future 
rate  hikes,  they  also  demand  that  company  results  meet 
eat  the  high-octane  forecasts,  sometimes  including 
er  "whisper  estimates"  that  analysts  put  out. 

en  earnings  don't  oblige,  the  stocks  collapse.  Com- 
r  Associates  dropped  42%  in  a  single  day  when  earnings 
preannounced  to  be  75%  under  expectations.  Agilent 
ologies  is  off  69%  from  the  high  it  set  in  March  after 
ompany  preannounced  in  late  July  that  it  would  miss 
quarter  estimates  by  50%. 

d  these  demanding  forecasts  are  not  limited  to  high- 
stocks.  Xerox  is  down  75%  over  the  past  12  months  be- 
e  quarterly  results  fell  short,  while  Gillette  is  off  38% 
l  its  12-month  high  for  a  similar  reason, 
-low  likely  is  it  that  revenues  and  earnings  will  surge 
id  as  consumer  demand  slows?  Not  very.  As  revenues 
;au,  business  will  cut  back  capital  spending — and  note 
50%  of  capital  spending  now  goes  into  technology.  Can 
11,  for  example,  which  has  missed  revenue  and  operating 
£ts  four  times  in  the  recent  past  in  booming  conditions, 
v  at  a  30%  annual  rate?  That's  what  the  analysts  would 
us  believe.  I  don't  buy  it. 

xpect  a  gaggle  of  negative  earnings  surprises.  Combine 


The  Contrarian  By  David  Dreman 

Hard  Landing 


Don't  be  fooled.  A 
slowing  economy 
is  not  good  for 
earnings  or  the 
stock  market. 


this  with  many  stocks  priced  at  levels  ranging  from  high  to 
ridiculous  and  you  can  see  that  prospects  are  not  good  for  a 
bull  market. 

Use  the  opportunity  of  a  market  rally  to  sell  stocks 
whose  valuations  are  in  the  stratosphere.  Keep  some  of  the 
proceeds  in  money  market  funds,  and  put  the  remainder 
into  promising  stocks  that  have  already  been  knocked  down 
sharply,  because  of  the  fear  that  business  will  slow. 
These  are  ones  I  would  look  at: 

Bristol-Myers  Squibb  (58, 
BMY),  a  major  pharmaceutical 
producer,  will  suffer  from  de- 
lays in  getting  approval  of 
Vanlev  (for  hypertension)  and 
Orzel  (colorectal  cancer). 
However,  the  45%  price  de- 
cline from  its  12-month  high 
more  than  makes  up  for  the 
temporary  stumbles.  Earnings 
should  increase  13%  this  year 
and  11%  next.  The  stock  trades  at  a  price/earnings  ratio  of 
25  and  yields  1.7%. 

Albertson's  (21,  ABS)  has  disappointed  since  I  recom- 
mended it  in  my  Feb.  21  column.  Earnings  have  been  lack- 
luster, and  the  merger  with  American  Stores  in  June  1999 
has  had  problems.  Still,  the  stock,  which  has  been  cut  down 
by  55%,  has  more  than  paid  the  price.  The  grocery  chain 
trades  at  a  P/E  of  12  and  yields  3.6.%. 

UST  (20,  UST)  is  the  largest  manufacturer  of  smokeless 
tobacco.  Although  earnings  growth  has  been  slowing  in  re- 
cent years  because  of  discounting  from  competitors,  the 
stock  presents  good  value  at  a  P/E  of  7  and  a  yield  of  8.8%. 
Moreover,  rumors  are  popping  of  a  possible  acquisition  by 
another  large  tobacco  or  consumer  products  company.  Fi- 
nally, the  stock  has  far  less  overall  liability  from  lawsuits  than 
do  the  cigarette  manufacturers. 

Ohio  Casualty  (7,  OCAS)  has  had  a  rough  time  in  the  past 
few  years.  Underwriting  losses  are  up.  In  addition,  it  has 
taken  a  55-cent  one-time  charge  related  to  discontinued 
agency  relationships.  As  a  result,  the  insurer  was  in  the  red 
for  2000's  first  half.  Rising  rates  and  cost-cutting  should  re- 
sult in  an  improving  operating  picture  by  the  fourth  quarter. 
So  out  of  favor  is  Ohio  Casualty  that  it  trades  at  40%  of  book 
value.  It  yields  6.6%.  F 


d  Dreman  is  chairman  of  Dreman  Value  Management  of  Jersey  City,  N.J. 
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Market  Trends  By  Martin  Sosnoff  

Rational  Exuberance 


OBERT  SHILLER  HAS  DONE  A  RARE  THING  FOR  AN 
M^^B  economist:  Write  a  stimulating  book.  The  Yale  aca- 
H^Mr  demic's  Irrational  Exuberance  has  struck  a  chord 
»  jH  among  those  timorous  souls  who  quail  in  terror 
H  ^that  the  market  still  is  absurdly  high,  despite  last 
spring's  Nasdaq  crash,  and  that  a  far  worse  slump  is  coming. 

If  anyone,  Shiller  has  earned  the  right  to  call  the  stock- 
buying  public  unhinged,  even  if  he's  wrong  about  that.  He 
broadly  hints  that  he  inspired  the  phrase  that  Alan 
Greenspan  made  famous.  In 
1996,  two  days  after  Shiller  be- 
moaned market  wackiness  in 
testimony  before  the  Federal 
Reserve's  board  of  governors, 
Chairman  Greenspan  gave  the 
speech  decrying  "irrational 
exuberance." 

That  is  great  for  a  book 
title,  but  it  won't  wash  in  the 
real  world  of  Wall  Street.  The 
one  lesson  to  glean  from  Shiller's  hand-wringing  exercise  is 
that  economists  shouldn't  predict  the  stock  market. 

It's  telling  that  Greenspan  himself  has  modified  his 
stance.  The  Dow  Jones  industrial  average  is  80%  higher 
than  it  was  in  late  1996  when  the  Fed  chief  made  his  bear- 
ish speech.  Lately  he  has  even  been  sounding  a  trifle  con- 
structive. Greenspan  now  says  the  economy  is  in  a  "new 
era"  with  rising  productivity,  low  inflation  and  higher  rates 
of  return  for  corporate  America  that  might  justify  higher 
valuations  for  equities. 

The  trouble  with  Shiller's  analysis  is  that  he  has  stacked 
the  deck  against  the  market  by  using  valuation  conventions 
that  are  so  academic  as  to  be  useless.  Not  that  I  think  the 
market  is  a  screaming  buy,  but  his  ciphering  obscures  the 
fact  that  a  large  number  of  S&P  500  members  are  nowhere 
near  to  running  wild  in  animalistic  high  spirits. 

My  problem  with  Shiller  is  that  he  sets  up  a  straw  man 
and  then  whales  the  hell  out  of  him.  He  overstates  how  high 
the  market  has  flown  in  order  to  argue  that  negative  returns 
for  the  next  ten  years  seem  almost  certain.  Shiller  adjusts  the 
numbers  to  pump  up  the  S&P's  price/earnings  multiple  for 
the  year  2000  from  31  to  44.  (The  unadjusted  ratio  has  eased 
a  bit  to  29.) 

I  have  no  problem  with  Shiller's  adjusting  the  S&P  index 


and  its  earnings  for  inflation,  today  a  very  small  number 
big  objection  is  to  his  using  a  ten-year  moving  averad 
earnings.  That  move  brings  down  the  denominator  ol 
P/E  ratio  and  increases  the  ratio  considerably.  Shiller's  j 
fication  is  that  he's  smoothing  out  temporary  booms 
busts  in  earnings  during  wars  and  economic  downturn 
precedent  he  cites  Graham  and  Dodd's  1934  treatise,  w 
they  formulated  in  the  Great  Depression,  when  the  mos 
novative  industries  were  radio  transmission  and  alumii 

fabrication. 


Shiller  plays 
games  with  the 
numbers  to  make 
the  market  seem 
hotter  than  it  is. 


Shiller's  method  is  in\ 
because  the  index  has  un 
gone  so  many  changes  th 
doesn't  lend  itself  to  histo 
comparisons.  Not  to  men 
changes  in  what  drives 
economy,  namely  the  ris 
the  technology  sector  as 
chief  force. 

The  market  always  sell 
the  extrapolation  of  earnings  12  months  out.  One  cc 
make  a  case  that  analysts  today  are  too  optimistic  on  e| 
ings  and  that  the  slowdown  in  consumer  spending  is  spr< 
ing.  The  market  trades  at  24  times  next  year's  earnings, 
exacdy  cheap,  but  not  into  the  wild  blue  yonder  either. 

Shiller's  analysis  is  also  off  base  when  he  argues 
today's  low  dividend  yields  portend  an  infelicitous  frit 
Historically,  he  warns  us,  a  period  of  low  dividends  is 
lowed  by  decreasing  stock  prices  or  at  least  only  small 
creases.  He  shakes  his  head  over  the  current  low  divid 
yields  of  1.2%,  far  below  the  past  century's  average  of  4. 

The  weakness  of  this  comparison  is  that  the  last  time 
market  yielded  over  4.7%  was  in  1982,  following  a  b« 
breaking  recession  and  a  bout  of  double-digit  inflation.  1 
ther,  high-technology's  ascent  in  the  1990s  has  made  c 
dends  irrelevant.  Today  tech  houses  have  better  things  tc 
with  their  money,  like  buying  back  stock  and  pushing  c 
tal  spending. 

Finally,  Shiller  drowns  the  market  in  3  feet  of  water, 
top  25  stocks  in  the  S&P  500  are  tech-dominated,  and  m 
sell  at  60  to  80  times  earnings.  The  median  P/E  multip 
just  16.  Irrational  exuberance  is  confined  to  30%  of  the  n 
ket's  valuation.  Don't  let  it  stop  you  from  investing  in 
other  70%. 


Martin  Sosnoff  is  chief  investment  officer  of  Atalanta/Sosnoff  Capital  in  New  York  and  author  of  Silent 
Investor,  Silent  Loser.  Find  past  columns  at  www.forbes.com/columnists/wsosnoff  or  use  your 

C.A.T.  scanner  on  the  Cue  code  (right)  to  take  you  there  instantly. 
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I  liter  Show  presents 


uenos  Aires  -  Valparaiso 
Crystal  Harmony 


Join  Steve  Forbes 
and  His  Family  for 

Seminar  at  Sea 

I'd  like;  to  e<xteruL  my  ^ersonAl 
uuntaticn,  tojouv  me  and  my 
team,  as  ure>  cruise,  tke  South  American  coast— 
January  29  -  February  10,  2001.  Don't  miss 
this  stimulating  and  informative  Forbes 
Investment  Cruise! 


-Spend  12 

breathtaking  days  surrounded  by  tropical 
colors,  majestic  fjords,  and  glacier  peaks. 

-Enjoy  a  rare 
opportunity  to  gather  with  renowned  industry 
leaders  and  today's  most  sought-after 
investment  advisors. 

-Whether  you  are  looking  for  a 
sanctuary,  a  haven  of  tranquility,  a  center  of 
activity,  or  a  heavenly  nest,  you'll  find  it 
aboard  the  world's  finest  luxury  cruise  line. 

-Cain  specific  advice  to 
maximize  your  investment  portfolio. 

-View  the  steep  cliffs  and 
windswept  waters  of  Cape  Horn  while  relaxing 
and  networking  with  top  money  experts. 
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Financial  Strategy  ByAJSary  Shilling 


Watch  the  Inventories 


SIGNS  OF  A  MODERATING  U.S.  ECONOMY  ARE 
legion.  Amid  Federal  Reserve  rate  hikes  and  energy 
price  surges  today's  economy  looks  as  it  did  at  past 
business  cycle  peaks.  Interest-sensitive  housing 
and  commercial  construction  are  slowing,  and  De- 
troit must  shell  out  ever  bigger  rebates  to  induce  consumers 
to  buy  vehicles.  Consumer  spending  and  employment  aren't 
growing  as  fast  as  they  were. 

Capital  equipment  outlays  are  still  robust,  but  they  atro- 
phy only  after  the  recession  is 
manifest  enough  to  scare  busi- 
ness. Note  that  even  comput- 
ers and  software  are  vulnera- 
ble. Most  new  tech  is  bought 
by  old-style  companies.  Also, 
in  classic  prerecession  fashion, 
the  yield  curve  is  inverted. 

Most  significantly,  inven- 
tories throughout  the  econ- 
omy— not  just  in  traditionally 
cyclical  steel  and  autos — are  mushrooming.  The  supply  of 
unsold  cars,  for  example,  has  climbed  to  59  days  of  produc- 
tion, from  5 1  days  a  year  ago. 

There  was  a  time  when  inventory  growth  would  have 
been  taken  as  a  danger  signal  by  any  economist  or  analyst. 
After  the  accumulation  reached  a  certain  trigger  point,  busi- 
nesses would  pull  back  production,  causing  a  ripple  that 
would  feed  on  itself  until  there  was  a  serious  recession. 

Why  are  investors  more  nonchalant  about  inventories 
now?  Because  they  assume  inventories  don't  matter  much  in 
a  service  economy.  In  addition,  inventory  control  is  superb. 
Think  of  all  of  those  computers  keeping  track  of  physical 
stocks  and  the  just-in-time  inventory  programs.  In  fact, 
some  optimists  view  the  current  leap  in  inventories  as  the 
forerunner  of  more  economic  growth. 

I'm  not  so  sanguine.  Despite  the  changes  in  the  econ- 
omy, inventories  still  matter.  In  each  of  the  last  two  reces- 
sions (1981—82  and  1990),  inventory  cutbacks  accounted  for 
an  increasing  share  of  the  economy's  decline. 

Prerecession  inventory  buildups  are  hard  to  detect,  since 
they  only  arise  in  an  expansion's  last  quarter  or  two  as  sales 
fall  short  of  expectations.  Furthermore,  the  buildups  are  no- 
toriously underreported  at  the  time.  Only  quarters,  if  not 
years,  later  do  government  numbers  reveal  the  full  excess. 


Inventory  buildups 

aren't  history. 
They're  happening 
now  and  portend  a 
downturn. 


Businesses,  though,  don't  have  to  wait  for  government  a 
revisions  to  see  their  inventories  jump  and  sales  fall. 

Early  in  the  recession,  production  cuts  aimed  at  tr1 
ming  inventories  aggravate  the  problem.  Payrolls  and  £ 
sumer  incomes  fall  with  production,  resulting  in  more 
disappointments.  Only  late  in  the  business  downturn 
production  cuts  get  big  enough  to  return  inventories  to 
ceptable  levels  and  allow  for  economic  recovery. 

New  tech-inspired  productivity  growth  won't  be  eno 
to  offset  the  invent) 
buildup's  negative  influei 
Weak  sales  will  tank  proc 
tion,  spawning  inefficien 
and  spreading  overhead  c 
over  fewer  units  of  out| 
That  will  hurt  earnings  ba 
The  stock  market's  per 
mance  has  an  impact  on 
ventories,  too.  How?  V 
most  stocks  priced  for  per 
tion,  corporate  leaders  have  been  managing  earning 
maintain  Wall  Street  confidence.  Cisco,  for  13  quarters  t 
ning,  beat  The  Street's  consensus  earnings  estimate  by  j 
cisely  one  penny.  But  maybe  the  accounting  gimmicks  1 
been  exhausted.  Retailers  like  Circuit  City  and  Nordstr 
basic  manufacturers  such  as  DuPont,  and  new-tech  fii 
including  Intel  and  Micron,  fessed  up  to  earnings  di 
pointments  recently.  Their  stocks  weren't  taken  to 
woodshed  for  thrashings.  They  were  shot  on  the  spot. 

As  earnings  shortfalls  hurt  more  stocks,  individual 
vestors  will  conclude  that  the  equity  appreciation  they  II 
been  relying  on  in  lieu  of  saving  out  of  salaries  and  o 
current  income  is  no  longer  reliable.  As  they  lose  confide 
and  retrench,  the  inventory  glut  will  get  even  bigger,  as 
the  production  cuts  needed  to  regain  balance.  Also,  \ 
America  the  buyer  of  first  and  last  resort  of  the  world's 
cess  goods,  recession  here  will  spread  abroad. 

Don't  look  for  a  soft  landing.  The  Fed  pulled  one  oi 
1994-95,  but  every  other  Fed  rate-raising  campaign  pre 
itated  a  recession.  If  a  recession  is  materializing,  the  F 
next  move  will  be  to  ease.  This  makes  Treasury  bonds 
best  investment  bet.  Most  stocks,  however,  will  remain  u 
tractive  until  well  into  the  slump,  when  economic  reco 
and  the  end  of  the  profits  slide  are  in  sight. 


A.  Gary  Shilling  is  president  of  A.  Gary  Shilling  &  Co.,  economic  consultants  and  invesment  advisers. 
Find  past  columns  at  www.forbes.com/columnists/shilling  or  use  your  CAT.  scanner 
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Wing  and  a  Prayer 

|  Windsurfing  too  tame  for  you?  Try  hitching  yourself  to  a  kite. 


BY  DANIEL  FISHER 

REMEMBER  WHEN  YOU  FLEW  KITES  AS  A  KID? 
Remember  wondering  what  it  would  be  like  to  fly 
a  kite  big  enough  to  lift  you  off  the  ground,  like 
Mar)'  Poppins  and  her  umbrella? 
Such  kites  exist,  but  they're  not  for  the  likes  of  Mary  Pop- 
pins.  These  things  are  mean.  On  Maui's  North  Shore,  where 
the  trade  winds  gust  past  30mph  most  days,  windsurfers  are 
developing  a  new  repertoire  of  jumps  and  aerobatic  maneu- 
vers using  man-size  kites  instead  of  conventional  sails. 

Made  of  nylon  sailcloth,  the  kites  generally  resemble  a  C- 
-saped  wing  10  feet  to  15  feet  wide,  with  inflatable  bladders 


holding  the  whole  thing  in  a  relatively  rigid  shape.  Flyir 
the  end  of  60-foot  control  lines,  they  generate  enough  li 
launch  a  sailor  40  feet  in  the  air,  with  hang  times  that  n 
the  sea-level  surfers  green  with  envy. 

All  that  power  comes  at  a  price.  In  the  hands  of  the  ii 
perienced,  kitesurfing  is  dangerous.  Let  the  kite  stray  intc 
"power  cone" — a  zone  directly  downwind  of  the  sailor, 
tending  to  about  30  degrees  above  the  horizon — and  it 
hurl  a  170-pound  man  out  of  the  water  and  treat  him 
series  of  dunkings  the  locals  charmingly  refer  to  as  "tea- 
ging."  Lose  control  of  the  water- ski -like  board  during 
process  and  it  can  get  lodged  in  the  surf  and  then  break 
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ceting  back  toward  you  like  a  missile,  thanks  to  the  sud- 
y  misnamed  safety  leash  attached  to  your  ankle. 
Even  the  best  sailors  have  had  trouble  mastering  the  kite. 
I  Robbie  Naish,  arguably  the  world's  greatest  wave  sailor 
now  a  manufacturer  of  windsurfing  and 
surfing  equipment.  Naish,  37,  makes  just 
ut  everything  look  easy,  including  sailing  up 
ace  of  "Jaws,"  the  60-foot  wave  that  occasion- 
springs  up  over  a  shallow  reef  on  the  North 
e.  (Regular  surfers  need  a  tow  from  a  Jet  Ski 
to  approach  it.) 
aish  and  his  windsurfing  buddies  started 
g  around  with  kites  three  years  ago  and  in- 
tly  realized  they  could  usher  in  a  new  age  of 
warding.  But  the  learning  process  was  ugly, 
ook  a  while  to  convince  people  it  was  as  much 
as  we  said  it  was,  because  we  looked  like  a 
ch  of  dorks  out  there,"  Naish  admits. 
Even  so,  the  adventure  is  irresistible.  Actor  Woody  Har- 
m  is  often  seen  skimming  over  the  waves  near  his  ranch 
vlaui's  North  Shore  ("He's  a  hazard,"  one  observer  says), 
actress  Leslie  Bibb  has  also  given  it  a  try.  Naish,  who  is 
largest  manufacturer  of  kitesurfing  kites,  says  he's  sold 
to  Senator  John  Kerry  but  can't  attest  to  his  ability.  (A 
y  spokesperson  says  Senator  Kerry  is  an  avid  wind-  and 
uirfer.  He  passed  on  the  bug  to  his  wife,  two  daughters 


On  Maui's 
windy  North 
Shore,  kiters 
are  giving 
windsurfers 
a  lesson  in 
aerobatics. 


and  three  stepsons.) 

While  people  have  long  experimented  with  using  kites  to 
pull  everything  from  wagons  to  boats,  the  key  breakthrough 
came  in  the  mid-1980s,  when  a  pair  of  French  brothers,  Bruno 
and  Dominique  Legaignoux,  invented  a  kite  with 
an  inflatable  bladder  on  its  leading  edge.  The  blad- 
der held  the  kite  in  a  wing  shape  and  allowed  it  to 
float  on  the  water — this  comes  in  especially  handy 
if  you  crash  during  a  solo  passage  between  Maui 
and  Oahu  and  need  to  relaunch  at  sea. 

The  sport  remained  a  curiosity  until  the  mid- 
1990s,  when  a  few  windsurfers  braved  the  ridicule 
of  their  friends  to  try  kiting  in  Maui.  Like  ancient 
Polynesians  who  set  off  over  the  horizon  in  their 
sailing  canoes  without  a  clue  where  they  would 
land,  the  first  kitesurfers  pushed  out  through  the 
waves  without  knowing  how  to  sail  broadside  to 
the  wind.  Most  ended  up  miles  downwind  of  where 
they  started.  "It  was  pretty  much  a  one-way  trip,"  Naish  says. 

As  Naish  and  others  mastered  the  beast,  the  skeptical 
started  to  become  converts.  Now  even  snowboarders  are  ex- 
perimenting with  the  contraptions,  using  kites  to  shoot  up 
the  mountain  without  benefit  of  a  ski  lift  and  then  packing 
them  in  their  knapsacks  for  the  ride  back  down.  Naish  won't 

We  have  liftoff:  Snapping  the  kite  back  and  forth  in  a  "power 
stroke,"  surfer  Robbie  Naish  launches  himself  high  into  the  air. 


go  so  far  as  to  say  kitesurfing  is  superior 
to  windsurfing — "on  the  right  day,  with 
the  right  conditions,  windsurfing  is  still 
the  best  sport  on  earth,"  he  says — but 
he's  cleaning  up  on  the  craze.  Naish  es- 
timates there  will  be  30,000  kites  sold 
this  year  and  triple  the  number  next 
year,  with  his  company  dominant 


in  the  market. 

And  since  highly  efficient  kites  can 
be  sailed  in  lower  winds  than  experi- 
enced windsurfers  require  to  have 
fun — as  little  as  10  knots,  or  about 
12mph — kites  are  taking  off  in  areas 
where  windsurfing's  popularity 
has  faded. 


The  only  problem  is  the  duffer 
tor:  In  the  wrong  hands,  a  kite  is  a  { 
ard  to  everybody  around  it.  Sq 
places  have  already  banned  kites 
others,  like  Maui,  restrict  them  to 
tain  beaches.  "It'll  take  off  until  it's 
down  everywhere,"  says  Naish, 
entirely  in  jest. 


Hook  In  and  Hold  On 


IMAGINE  SNAGGING  A  PASSING  FREIGHT  TRAIN  WITH  A  GRAPPLING 
hook  and  trying  to  hang  on.  That's  about  what  it's  like  trying  to 
control  a  kitesurfing  kite  in  the  gusty  trade  winds  off  Maui's 
North  Shore. 

Steering  the  kite  is  actually  fairly  simple.  Two  control  lines, 
generally  60  to  90  feet  long,  lead  from  the  sides  of  the  kite 
down  to  a  padded  bar  about  twice  the  length  of  a  water-ski 
towrope  handle.  To  move  the  kite  from  side  to  side,  you  simply 
puli  in  on  one  end  of  the  handle  and  ease  off  on  the  other.  To 
make  it  gain  or  lose  altitude,  push  up  or  down  on  the  bar. 

The  tricky  part  is  finessing  the  kite's  enormous  power.  Like 
an  airplane  wing,  the  kite  generates  more  lift  the  faster  it 
moves  through  the  air.  In  a  20-knot  breeze  the  kite  is  already 
straining  at  the  500-pound  test  control  lines  with  enough 
force  to  pull  you  halfway  out  of  the  water.  Zip  the  kite  back 
and  forth  in  the  maneuver  kitesurfers  call  a  "power  stroke" 
and  it's  like  getting  yanked  forward  by  a  200hp  motorboat. 

That  power  makes  it  easy  to  pop  up  onto  a  water-ski-size 
board  and  surf  off  across  the  waves.  But  to  do  that,  first  you 
have  to  wrestle  the  bar  down  low  enough  to  hook  it  into  a 


waist  harness,  then  maneuver  the  board  in  front  of  you  and 
slip  your  feet  into  the  foot  straps,  all  while  keeping  the  kite 
under  control.  Kind  of  like  trying  to  steer  a  Ferrari  Testarossa 
at  lOOmph  while  fumbling  through  your  briefcase  for  a  cellular 
phone.  Easier  said  than  done. 

Safety  features  are  rudimentary.  Most  kites  have  a  wrist 
leash  that  releases  one  side  of  the  kite  when  the  surfer  lets  go 
of  the  control  bar,  so  the  kite  flaps  uselessly  like  a  flag  instead 
of  dragging  the  surfer  underwater  (it  can  happen).  In  an  emer- 
gency you  can  cut  the  cords  with  a  knife. 

Otherwise,  it's  strictly,  a  matter  of  keeping  the  kite  under 
control,  and  that's  best  learned  from  a  skilled  instructor.  Here 
are  a  few  top  schools: 

Action  Sports  Maui,  Maui,  Hawaii.  808-871-5857, 
www.actionsportsmaui.com. 

Boardsports,  San  Rafael,  Calif.  415-258-9283 

Kiteboarding  School  of  Maui,  Maui,  Hawaii. 
808-873-0015,  ksm@maui.net. 

Windsurfing  Hatteras,  Avon,  N.C.  252-995-5000, 
www.windsurfinghatteras.com.  —D.F. 
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Tie  Classics,  Reborn 

I  R  i  t  s  Feel  a  need  to  spice  up  your  martini  or  manhattan? 
3W  rye,  gin  and  three  vermouths  point  the  way  to  happiness. 


LAN  FARNHAM 

HOSE  TWIN  PILLARS  OF  THE 
American  bar — the  dry  martini 
.  and  rye  manhattan — have 
d  for  generations  immutable  and 
1 1,  bulwarks  in  a  boozy  sea  of 
ige.  At  a  time  of  unseemly  cou- 
is  between  peach  schnapps  and 
nbord,  coconut  milk  and  vodka — 
i  drinks  swagger  up  and  down  the 
with  names  like  "Skip  and  Go 
:d" — these  venerable  tipples  corn- 
el respect  for  their  simplicity, 
hey  consist  (as  any  schoolboy 
vs)  of  only  two  ingredients — a 
t  (rye  or  gin)  softened  by  a  benison 
'eet  or  dry  vermouth.  As  such,  they 
titute  our  "Ur"  cocktails — the  seri- 
)ibbler's  sun  and  moon.  To  tamper 


with  them  is  to  tempt  fate.  Yet  even 
classics  can  profitably  stand  refurbish- 
ment. To  blow  a  bit  of  dust  off,  try  the 
following: 

Old  Potrero  ($95).  This  whiskey 
comes  from  the  smallest  distillery  in  the 
U.S. — Fritz  Maytag's  Anchor  Distilling 
in  San  Francisco.  It  was  Maytag  who,  in 
the  late  1970s,  kicked  off  the  microbrew 
phenomenon  by  making  Anchor 
Steam,  a  re-creation  of  beers  quaffed 
more  than  a  century  ago. 

He  since  has  turned  his  hand  to  rye 
(America's  first  whiskey),  intent  on  re- 
producing the  kind  of  no-nonsense 
firewater  our  ancestors  enjoyed. 
Weighing  in  at  124  proof,  Old  P.  isn't 
for  the  faint  of  heart.  Its  "astonishing" 
flavor,  says  critic  Michael  Jackson,  is 


 i  1  F  £ 


Distiller  Fritz  Maytag 
himself  helps  hand- 
bottle  his  124-proof 
Old  Potrero  rye. 

"richer,  rounder,  deep- 
er" than  that  of  other 
ryes,  since  it  uses  only 
rye  for  its  mash  (no 
corn,  no  barley).  Other 
whiskeys  may  claim  to 
be  handmade.  Old 
Potrero  really  is.  May- 
tag himself  helps  hand- 
bottle  it 

Junipero  Gin  ($30). 
Maytag's  other  spirit  is 
Junipero  (98.6  proof), 
also  handmade.  An  in- 
fusion of  botanicals  is 
what  gives  gin  its  flavor, 
but  most  distillers  make 
do  with  essences  or  ex- 
tracts. Not  Maytag:  "We 
buy  the  raw  materials." 
Among  the  herbs:  ju- 
niper berries,  coriander 
and  angelica. 

Critic  F.  Paul  Pacult, 
editor  of  Spirit  Journal,  describes  ju- 
nipero as  "impeccably  pure  and  clean," 
rating  it  by  far  the  best  U.S.-made  gin. 
He  extols  its  flavor  as  "lean,  tart,  almost 
astringent,"  with  a  creamy,  "voluptuous 
midpalate." 

Neither  junipero  nor  Old  Potrero  is 
available  in  every  state.  For  the  name  of 
a  supplier  near  you,  call  the  Anchor  dis- 
tillery at  415-863-8350. 

Before  we  turn  to  new  vermouths,  a 
word  of  caution:  Unlike  many  ver- 
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h  i,  1 !  ire  not  wallflowers.  Nor 
m  they  sues  ?  moistening  agents  for 
the  mside  of  glassware.  They  have 
body,  color.  They  demand  attention. 
Start  off  cautiously,  using  only  a  third 
as  much  as  you  would  with,  say,  a 
French  vermouth. 

King  Eider  California  Premium 
Dry  Vermouth  ($20).  Duckhorn  Vine- 

"Unlike  many 
vermouths,  these  are 
not  wallflowers.  They 
have  body,  color.  They 
demand  attention."  

yards  in  the  Napa  Valley  makes  King 
Eider  from  sauvignon  blanc,  which  it 
infuses  with  a  blend  of  herbs  and 
spices  that  includes  chamomile  flow- 
ers, star  anise,  bitter  orange  rind,  sweet 
cinnamon  and  Afghan  rosebuds.  The 
Culinary  Institute  of  America  at  its 
Napa  Valley  campus  serves  what  it  calls 
the  Ultimate  Martini  ($7.50) — King 
Eider  mated  with  lunipero 
(www.duckhorn.com). 

Vya  Extra  Dry  ($15).  Whereas 
Noilly  Prat,  for  example,  uses  blanc  de 
blancs  as  its  base  wine,  Vya  uses  French 
colombard  and  orange  muscat.  "Those 
two  alone  would  certainly  prick  up  my 
ears,"  says  Pacult,  who  describes  it  as 
"winey  and  intensely  herbal."  He  puts 
it  on  a  par  with  its  venerable  French 
rival,  calling  it  "the  finest  domestic  dry 
vermouth  around — period."  Like  Vya 
Sweet  (below),  it  comes  from  the  vine- 
yards of  Andrew  Quady,  best  known 
for  his  ports  and  dessert  wines 
(www.vya.com). 

Vya  Sweet  ($15).  To  colombard  and 
muscat,  Quady  adds  a  third  base 
wine — valdepenas — and  different 
botanicals.  The  result,  says  Pacult,  is  an 
"exotic  high-toned  herbal  bouquet  ... 
reminiscent  of  autumn  woods  and 
holiday-season  spice."  How  might  one 
best  enjoy  it?  "In  a  manhattan,  I  should 
think."  '  F 


KEEPING  UP  WITH 
THE  JETSONS 

stuff!  Your  home  screams  out  20th  century,  but  the  latest 
high-tech  appliances  will  whisk  you  into  the  new  millennium. 


THE  ROBOT  LAWN  MOWER,  Hands-off  lawn  care 

GEE-WHIZ  FEATURES:  Outline  the  edges  of  your  lawn 
with  a  wire  that  attaches  to  a  remote  switch.  Sen- 
sors allow  it  to  negotiate  the  area  within  the 
wires.  Tactile  bumpers  prevent  it  from  running 
over  Fido. 

HOW  COOL  IS  IT?  Pretty  cool.  We're  not  sure  how 
much  you  care  that  it's  constructed  of  recycled 
material,  but  the  company  says  it's  as  noisy  as  a  box  fan,  which  should  com 
handy  if  you  intend  to  run  it  at  night. 
DESIGN:  Nobody  will  confuse  this  overgrown  hockey  puck  with  R2-D2,  but  as  1 
as  you  can  nap  on  the  hammock  while  it  mows  the  lawn,  who  cares? 
PRICE  TAG:  $699.95. 

MANUFACTURER'S  WEB  SITE:  Hammacher  Schlemmer,  www.hammacher.com 

THE  IROBOT-LE,  High-tech  home  surveillance 

GEE-WHIZ  FEATURES:  The  video  camera  eye  connects  to  the  Inter 
enabling  nervous  parents  to  peek  at  the  baby-sitter  from  work. 

HOW  COOL  IS  IT?  That  depends.  If  you  need  an  electronic  mol 
your  own  house,  it's  terrific.  Also  lets  business  travelers  si 
video  bedtime  greetings  to  the  kids. 
DESIGN:  Needs  help.  Looks  like  last  year's  Christmas  toy. 
PRICE  TAG:  $4,995. 

MANUFACTURER'S  WEB  SITE:  Irobot,  www.irobot.com. 

THE  CAREBOT,  No-hands  vacuuming 

GEE-WHIZ  FEATURES:  Thanks  to  180  sensors,  this  robot  unit 
currently  knows  left  from  right  by  hitting  walls.  But  add- 
on navigation  software  allows  it  to  self-map  your  home  by 
simply  roaming  around  the  place. 

HOW  COOL  IS  IT?  Not  very.  Big,  bulky  and  expensive — a  lot  of 
hardware  to  do  very  little.  Save  the  money.  Hire  a  maid. 
DESIGN:  A  reject  from  the  original  Star  Trek  series. 
PRICE  TAG:  $2,995  (vacuum  included). 

MANUFACTURER'S  WEB  SITE:  Gecko  Systems,  www.gecko  systems.com 


SCREENFRIDGE,  Web-savvy  refrigerator 

GEE-WHIZ  FEATURES:  Need  a  carton  of  milk?  E-mail  and  video  gr< 
ings  to  your  mate  flash  on  the  monitor  in  the  Screenfridge's  d(| 
HOW  COOL  IS  IT?  Way  cool.  The  screen  connects  to  surveillance  cd 
eras  that  monitor  the  kids  playing  in  the  yard.  Also  stores  recijj 
DESIGN:  This  sleek  Swedish  model  has  much  more  style  than  y< 
new  espresso  machine.  Not  for  Ethan  Allen  types. 
PRICE  TAG:  Undetermined;  still  in  development. 
MANUFACTURER'S  WEB  SITE:  Electrolux,  www.electrolux.com/screj 
fridge.  — Lea  Goldii 
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bwering  Ivories 

I  s  I  c  I  Brilliant  jazz  pianists  are  coming  out  of  the  woodwork, 
L  happily,  they're  all  playing  on  good  old  acoustic  instruments. 


MIKE  ZWERIN 

I  YOU  HAVEN'T  LOOKED  LATELY,  YOU 
nay  be  unaware  that  the  early  21st 
entury  is  turning  out  to  be  a  special 
for  the  jazz  piano.  A  new  genera- 
of  players  has  burst  onto  the  scene 
explosive  talent.  Thank  last 
de's  prosperity  for  that,  at  least  in 
A  good  piano  is  expensive, 
ucky  thing,  too,  that  these  young 
had  the  living  presence  of  more 
ire  virtuosos  to  inspire  them — like 
ay  Werner,  Kenny  Barron  and  Keith 
tt,  all  three  still  at  the  height  of 
powers.  During  the  1960s  and 
s  rock  'n'  roll  put  the  acoustic  pi- 
orte  pretty  much  out  of  fashion.  By 
me  the  novelty  of  electronics  wore 
1  the  1980s,  the  acoustic  tradition 
nuch  catching  up  to  do. 
am  happy  to  report  that  it  has.  Of 
oungsters,  Brad  Mehldau  is  the 


On  his  recent  album,  Places 
(Warner  Music),  Mehldau  plays  only 
his  own  material,  which  together 
with  his  distinctive  style  of  interpre- 
tation, makes  this  disc  relentlessly 
introspective  and  abstract.  Still,  the 
pure  musicality  of  it  grabs  you,  and 
you  thank  him. 

Notes  can  become  a  sort  of  drug. 
But  you  would  never  send  Kenny  Bar- 
ron to  what  Miles  Davis  called  "notes 
anonymous."  Dubbed  Monsieur  Le 
Barron  in  France,  Barron  is  not  the 
type  to  invent  showy  12- 
fingered  scherzos  just  to 
get  applause.  The  58-year- 
old  has  established  his 
sterling  reputation  while 
playing  with  Stan  Getz 
just  before  the  latter's 
death  in  1991.  Getz's 
final  album,  People  Time 


Polyphonic  Br 


je  |  respected.  He  has  experimented 
il'Jimprovised  polyphony — two  mu- 
3  lines  of  equal  importance  going  at 
e  :ime  time.  His  playing  is  intellec- 
pbut  it  also  manages  to  be  welcom- 
,  f  There  are  no  speedy,  space-filling 
E  |2s  meant  only  to  impress. 


(Verve),  is  a  duo  with  Barron  recorded 
in  Copenhagen's  Montmartre  Club, 
and  it  is  essential  listening.  Barron  has 
since  formed  his  own  trio.  As  you  can 
hear  on  his  disc  New  York  Attitude 
(Uptown),  he  is  way  out  in  front  of 
the  pack. 


Throughout  the  1990s  Keith  Jarrett, 
now  55,  led  the  best  jazz  band  of  the 
decade.  Jarrett's  Standards  Trio,  with 
Gary  Peacock  on  bass  and  Jack  De- 
Johnette  on  drums,  achieved  an  amaz- 
ingly consistent  fusion  of  form  and  ab- 
straction. On  his  record  Cure  (ECM),  you 
can  hear  him  striking  out  into  inspired 
free-form  playing  without  ever  leaving 
the  melody  entirely  behind.  "We're  al- 
ways looking  to  find  the  center  of  the 
song,"  Jarrett  says. 

Born  in  Berlin  to  an  American 
mother  and  a  French  father,  Jacky  Ter- 
rasson,  34,  went  to  school  in  Paris  and 
in  his  teens  left  for  the  U.S.  As  a  youth, 
he  joined  the  band  of  the  veteran 
drummer  Art  Taylor.  It  was  a  good 
band,  and  it  surprised  no  one  when 
"Taylor's  Wailers"  T  shirts 
started  popping  up  all 
over  New  York.  Listen  to 
him  on  Alive  (Blue  Note). 
What  you'll  hear  is  Ter- 
rasson's  purely  personal 
concept  of  meter,  not  to 
mention  his  uncanny 
ability  to  go  from  pianis- 
simo to  fortissimo  with- 
out stopping  anywhere  in  between. 

Like  ordering  in  a  Chinese  restau- 
rant, you  want  to  listen  to  the  musicians 
other  musicians  are  listening  to.  Lately 
they  have  been  listening  to  Kenny 
Werner,  49.  Of  all  these  fine  pianists, 
Werner  is  perhaps  the  purest  impro- 
vises and  he's  absolutely  fearless.  You 
never  know  what's  coming  next. 

Werner  has  recorded  with  Charles 
Mingus,  Dizzy  Gillespie  and  Gunther 
Schuller,  among  many  others,  and  now 
leads  his  own  trio.  Thanks  to  his  book 
Effortless  Mastery  (Jamey  Aebersold 
Jazz),  he  is  also  in  demand  on  the  lec- 
ture circuit.  The  book  encapsulates 
Werner's  mystical  approach  to  making 
music,  which  one  critic  aptly  dubs 
"bebop  Buddhism." 

"Instead  of  deciding  what  notes  to 
play,"  Werner  says,  "you  should  try  to 
construct  a  spiritual  manner  of  playing 
them.  It's  like  a  tube  of  toothpaste.  In- 
stead of  you  squeezing  out  ideas,  some- 
thing should  be  squeezing  you."  F 
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Receive  Value  Line 
for  only  $55 

An  Introductory  subscription  to  The  Value  Line  Investment  Survey  brings  you  ^ 
the  2000-page  Investors  Reference  Library  —  Value  Line's  most  recent  Ratings  and  vj 
Reports  on  1700  stocks  and  the  practical  guide  How  to  Invest  In  Common  Stocks.  1 
You  will  also  receive  analyses  of  about  130  stocks  each  week  for  10  weeks  for  $55  l 
Available  only  once  every  three  years  to  any  household  SPECIAL  BONUS:  Wall  Street 
Words,  Revised  Edition:  An  Essential  A  to  Z  Guide  for  Today's  Investor  (retail 
price.  SI 2.00).  In  addition  to  clear  definitions  of  4.000  terms,  this  convenient  guide 
contains:  60  case  histories  Illustrating  the  real-world  application  of  key  concepts,  as  well 
as  samples  of  technical  charts.  You  also  get  explanations  and  Ideas  from  Industry 
professionals  on  50  special  topics.  Including  tax  law.  financial  management  and 
accounting.  Available  while  supplies  last.  Free  with  your  subscription.  Your 
subscrlptlon  may  be  tax-deductible;  consult  your  tax  advisor.  Send  check  or  money 
order  along  with  name,  address  and  zip  code  together  with  this  ad  or: 

CALL  TOLL-FREE  1-800-535-9651 

BONUS  CODE  516NFWF16  American  Express,  MasterCard.  Visa  Of  Discover 
24  hours  a  day,  7  days  a  week  II  you  are  not  completely  satisfied  return  all  materials 
\    in  good  condition  wrtfiin  30  days  trum  the  slart  ol  your  Inal  subscription  for  a  lull 
■^k    refund  of  your  lee  Allow  4  weeks  lor  delivery  Foreign  rales  upon  request 
99^.  Order  Online  at  www.valucline.com.  ads,  fSfnf 
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▼Banking 

^^du  cards  Capital  Asset  I 

J  Management  | 

(800)  710-0002     Free  Brochure 

Vtsa/MC/Amex  www.aisetprtileclJon.ctxn 


Buy  Foreclosed  Property. 

Use  OUR  Money.  Split  Big  Profits. 
Complete  Training.  Call  for  Free 
Information  Package. 
800-995-0049  Ext  7675 


e-incorporate. 


•  Registered  agent  services 
•U.S.  bank  accounts  opened 
•Nominee  director  services 
Delaware  Incorporation  Handbook 
Delaware  Business  Incorporators,  Inc. 
800.423.2993 


MAKE  BIG  $  S  Si 
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1-S00-S26-S523 

Usa/Canada 


wwvv.glassmechanix.com  | 


Legally  &  Ethically 


Own YOUR  Own 
OFFSHORE  BANK 
FREE  Report 
800-733-2191 


OPPORTUNITY  KNOCKS 

Once  in  a  while  an  opportunity  comes 
along  that  will  never  repeat  itself.  Get 
in  on  the  ground  floor.  Extremely  high 
income.  Training,  leads,  secured  ac- 
counts lo  call  on.  Opportunity  of  a  Life- 
time. Let's  talk.  (Inv.  Req.) 

Areas  Going  Fast. 

1-800-675-6144 
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'View  on  the  Bav' 
Yves  Ljnthier 


$300.00 
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FRAMED  COLLECTION 
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Real  Estate 


Own  and  Live  on  a  Colorado  Mountain  Ranch. 

Majestic  mountans.  AJpme  meadows.  Aspen  groves. 

abundant  wfclite.  crystal  clear  ftsnrxj  streams. 

A  retaxsd  quakly  of  kvwtq  whde  ownrxj  and  partopatng 

in  a  110  year  old  Colorado  ranching  opera  bon 

Deeded  40  acre  parcels  O  $250,000  with  addrbonal  use 

o'  320  acres  phis  thousands  of  acres  of 

National  Forest. 

Remote  private  and  only  one  hour  from 

Colorado  Spnngs  Airport 

Call  for  details  (719)  489-2301 

e-mail:  cpnewc@aoJ.com 
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Even  triple  your  money 
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Rid  your  home  of  varmints  and 
pests  once  and  for  all,  ivith... 

Rodelsonix  IX 

only  $69^* 

*But  read  this  ad  for  an  even  better  deal1. 

M ice,  rats,  roaches,  bats, 
fleas,  spiders  and  other 
pests  and  varmints  make 
life  miserable  at  home  or  at  the 
plant.  Old-fashioned  traps  and 
poisons  get  rid  of  them — but 
only  temporarily.  Rodelsonix  IX 


—        off  - 

-     "  on 


•Rodelsonix  IX 

ts  an  industrial-type  unit,  tlw  most 
paiivrftd  you  can  get.  It's  a  lumiane,  dean,  and 
effective  system  to  get  rid  of  your  pests— once  and  for  all. 

delivers  a  tremendous  blast  of  ultrasound — inaudible  to  you  and  your 
pets — that  totally  disrupts  the  nervous  systems  of  these  critters. 
They'll  leave  your  home  within  just  a  few  weeks — and  they'll  never 
return.  Rodelsonix  IX  is  an  industrial-type  unit,  designed  and  engi- 
neered to  be  effective  in  restaurants,  factories  and  food-processing 
plants.  It  protects  up  to  10,000  sq.  ft.  (70,000  cu.  ft.).  It  has  six  vari- 
able pitch  and  "loudness"  settings.  You  can  even  use  it  outdoors  to 
keep    larger    pests,    such    as    raccoons    or    rabbits    at  bay. 

*And  here  is  the  "even  better  deal":  Buy  two  Rodelsonix  IX  for  $139.90  and 
we'll  send  you  a  third  one,  with  our  compliments — absolutely  FREE! 

You  may  order  by  toll-free  phone,  by  mail,  or  by  fax  and  pay 
by  check  or  Visa /MasterCard.  Please  give  order  number 
#1007F800.  Add  $4.95  for  one  or  $9.90  for  three  ship. /ins. 
and  sales  tax  for  CA  delivery.  You  have  30-day  refund  and 
one-year  warranty.  We  do  not  refund  postage.  For  customer 
service  or  wholesale  information,  please  call  (415)  643-2810.         2360  Third  St.,  San  Francisco,  CA  941 07 


©  Order  by  toll-free  phone:  (800)  797-7367  or  (fastest!)  by  fax:  (415)  643-2818  © 
Visit  our  website  at  www.haverhills.com 
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THOUGHTS 

On  the  Business  of  Life 


BB  J  very  man  who  aspires  to  reach  the  top  should  devote  earnest  attention  to  learning  to  speak 
Bj  well  in  public  and  to  write  well.  As  they  climb  to  the  upper  reaches,  most  executives  have 

am  Jk  occasion  to  address  groups  of  their  associates,  to  say  nothing  of  directors'  meetings,  public 
gatherings.  Similarly,  it  helps  engineers,  research  men  and  bankers,  etc.,  if  they  develop 
ability  to  make  speeches,  write  articles.  Naturally,  those  who  make  the  best  impression  in  any 
assemblage  are  those  who  express  themselves  most  lucidly  and  convincingly.     —B.C.  FORBES  (1946) 


Americans  are  fascinated  by  their 
own  love  of  shopping.  This  does  not 
make  them  unique.  It's  just  that  they 
have  more  to  buy  than  most  people 
on  the  planet.  And  it's  also  an 
affirmation  of  faith  in  their  country, 
its  prosperity  and  limitless  bounty. 
They  have  shops  the  way  that  lesser 
countries  have  statues. 

—SIMON  HOGGART 


Some  women  won't  buy  anything 
unless  they  can  pay  a  lot. 

—HELENA  RUBINSTEIN 


We  used  to  build  civilizations. 
Now  we  build  shopping  malls. 

—BILL  BRYSON 


The  three-martini  lunch  is  the  epitome 
of  American  efficiency.  Where  else 
can  you  get  an  earful,  a  bellyful 
and  a  snootful  at  the  same  time? 

—GERALD  FORD 


An  excellent  martini  sort  of  tastes  like 
it  isn't  there  at  all,  just  a  cold  cloud. 

—HERMAN  WOUK 


J  am  prepared  to  believe  that  a  dry 
martini  slightly  impairs  the  palate, 
but  think  what  it  does  for  the  soul. 

—ALEC  WAUGH 


My  final  warning  to  you  is  always 
pay  for  your  own  drinks.  All  the 
scandals  in  the  world  of  politics  today 
have  their  cause  in  the  despicable 
habit  of  swallowing  free  drinks. 

— Y.  YAKIGAWA 


So  cheat  your  landlord  if  you  can 
and  must,  but  do  not  try  to  short- 
change the  Muse.  It  cannot  be  done. 
You  can't  fake  quality  any  more 
than  you  can  fake  a  good  meal. 

—WILLIAM  S.  BURROUGHS 


It  was  beautiful  and  simple, 
as  all  truly  great  swindles  are. 

— O.  HENRY 


Scandal  begins  when  the  police 
put  a  stop  to  it. 

—KARL  K4 


There  are  no  good  girls  gone  wront 
just  bad  girls  found  out. 

—MAE  \ 


Mistakes,  scandals,  and  failures  na 
longer  signal  catastrophe.  The  crut 
thing  is  that  they  be  made  credible 
and  that  the  public  be  made  awart 
of  the  efforts  being  expended  in  thi 
direction.  The  "marketing"  immrn 
of  governments  is  similar  to  that 
of  major  brands  of  washing  powde 
—JEAN  BAUDRILI 


A  Text  ... 

A  good  man  showeth  favour, 
lendeth:  he  will  guide  his  off  a 
with  discretion. 

—PSALMS 

Sent  in  by  Paul  Tarver,  Dunwoody,  Ga. 
What's  your  favorite  text? 


More  than  14,000  "Thoughts,"  arranged  alphak 
by  subject,  are  available  in  a  900-page,  one-i 
deluxe  edition,  Forbes  Book  of  Quotations:  Thoi 
the  Business  of  Life.  The  price  is  $40,  plus  $3.50  s 
and  $1  per  item  for  handling  (add  applicable  sal 
To  order,  please  call  toll-free,  1-800-876-6556. 
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By  Daniel  Fisher 
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secret  in  software  is  about  to 
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54   Scientist,  Activist,  Yogic  Flyer? 

The  geneticist  who  discovered 
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crowd.  By  Brandon  Copple 
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Supply  chains  with  no  weak 
links.  Designing  and  managing 
a  seamless  supply  chain  can  he 
a  real  headache.  Why  not  let 
UPS  Logistics  Group  do  it  for 
you?  We' II  handle  everything 
from  optimizing  inventory  levels 
and  managing  distribution 
centers  to  customizing  just-in- 
time  transportation  solutions. 
We'll  even  help  integrate  your 
IT  systems  worldwide,  for  2417 
information  visibility.  All  of 
which  can  free  up  working 
capital,  letting  you  focus  on  more 
important  things — like  trouncing 
your  competition.  Now  that's 
inspired.  Visit  upslogistics.com 
or  call  us  at  1-800-982-9170. 
MOVING  at  the  SPEED  of  BUSINESS® 
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(An  online  card  can  even  sing  it!) 
Kid,  friends,  relatives...you've  got  a  lot  on  your  mind. 
Which  is  why  Marriott,  Renaissance  and  AT&T  have  made 

those  connections  easier  and  50  times  faster  for  you. 
All  from  the  comfort  of  your  room.* 
So,  no  matter  where  in  the  world  you  are, 

home  never  seems  far  away. 
For  more  information  and  reservations  visit  marriott.com 
or  call  your  travel  agent  or  1-800-228-9290. 
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Newsbits 

Imagine  Bidding  $2  Million  on  a  Piano 

■——I  The  piano  John  Lennon  used  to 

E 


compose  "Imagine,"  his  ballad  to 
peace,  love  and  understanding, 
was  to  go  up  for  auction  on 
Oct.  1 7  and  was  expected  to  fetch 
more  than  S2  million. 

Lennon  reportedly  bought 
the  Steinway  in  1970  for  a  mere 
SI, 500.  If  it  brings  in  what  auc- 
tioneers Fleetwood  Owen  are 
hoping,  it  would  be  the  most 

valuable  item  of  pop  memora- 
John  Lennon's  piano  may  hit  a  new  high  note.    biHa  ever  sold  ^  record  js 

currently  held  by  the  1956  Fender  Stratocaster  guitar  used  by  Eric  Clapton 
to  compose  the  love  song  "Layla."  The  Strat  went  for  $497,500  last  year. 

Even  at  $2  million,  however,  Lennon's  piano  won't  top  the  charts  for  the 
most  expensive  musical  instrument.  That  record  is  held  by  a  258-year-old 
Guarneri  del  Gesu  violin  that  was  owned  by  the  late  Yehudi  Menuhin. 

Beatles  memorabilia  is  expected  to  get  a  boost  this  year  with  the  recent 
publication  of  The  Beatles  Anthology,  written  by  the  surviving  band  members. 

— Daxid  Einstein 

Full  story  available  at  www.  forbes.com/extra/piano. 


Taiwan's  Acer  Tries  to  Reboot  its  Stock 


It's  not  often  that  a  foreign  business  issues  a  press 
release  urging  American  investors  to  reconsider 
the  firm's  stock,  but  that's  what  Taiwanese  tech- 
nology company  Acer  did  recently.  In  the  release, 
company  chairman  Stan  Shih  bemoans  the  com- 
pany's low  valuation  and  chides  foreign  investors 
for  not  appreciating  Acer's  growth  potential  in 
computers  and  electronics. 

To  invest  in  Acer,  U.S.  citizens  have  to  buy 
Global  Depositary  Receipts  listed  on  the  London 
Stock  Exchange.  Is  Acer  as  good  a  deal  as  Shih 
■  says?  Sales  were  down  8%  in  the  July  quarter. 

— Lisa  DiCarlo 
For  fall  story  see  www.forbes.com/extra/Acer. 


New@Forbes.com 

The  Gilder/Forbes  New  Econoi 
Conference  Webcast  Join  us 
late  October  to  watch  t| 
live  Webcast  of  executiv< 
strategists  and  professior 
investors. 

The  World's  Best  Small  Compani 
FORBES  GLOBAL  asked  anal 
and  fund  managers  for  th< 
picks  on  the  best  small  pub 
firms  outside  the  U.S.  and  foul 
20  exciting  prospects — all  wj 
less  than  S500  million  in  sales 
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over  to  the  Web.  Can  it  succea 
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In  lieu  of  a  promoli 


ional  fee  paid  to  Elton  John,  No.tel  Networks  has  made  a  donation  to  the  Elton  John  AIDS  Foundation 
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lodity  in  the  race  to  save  lives.  So  come  together,  right  now  with  Nortel 

)rks.  And  make  the  Internet  whatever  you  want  it  to  be.  nortelnetworks.com  J§  NETWORKS 


NORTEL 
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in  e-business 

SURVIVAL  MEANS  ATTRACTING  ATTENTION  TO  WHAT'S  CRITICAL. 


he  new  economy,   you   need   immediate  contact 

every   employee —   especially    when  building 
lined  corporate  image.  BackWeb**  delivers.  From 
utive   videos   to   employee   feedback  surveys, 
cWeb's  patented  Polite"  Push  technology  seamlessly 
nloads  large  files  on  any  connection —  even  dial-up 
lections —  without  impact  to  the  network. Then  a  BackWeb 


Flash  animates  an  alert  on  users'  screens,  prompting 
instant  attention.  Little  wonder  that  BackWeb  is 
currently  used  throughout  Global  2000  companies. 
Download  a  white  paper  that  details  how  BackWeb 
can    increase    the    efficiency    of   your  executive 
communications:  www.backweb.com/accelerate4.html 
or  call  us  at  1-800-863-0100. 


What  Pushes  e-business 


)«g  the  many  companies  using  BackWeb:   Verizon  Wireless,  Rogers  Communications,  Cisco,  Robertson  Stephens,  Siemens 


-..Continued 


lnf05vs  Technologies,  80, 340 

ING  Furman  Selz  Asset 
Management,  380 
Irjies,  Jan,  92 
Innova,  298 

Intel,  32, 62, 64,104.146 
Interbrew,  134 
Intermec,  354 
lntervision,  348 
Interwest  Home  Medical,  222 
Into  Networks,  298 
intraspect  Software,  62 
Intuit,  62 
Inverco,  280 
IPD,  184 

Isdale,  HoUy,  294 
Isteel  Asia,  348 
I  ver  son,  Allan,  100 
Ivillage,  184 

J.K.L 

Jabil  Circuits,  396 
Jakks  Pacific,  266 
fanus  Fund,  1 10 
Jimenez,  Elizabeth,  178 
Johnson  8c  Johnson,  124,  368 
Jones  Apparel,  378 
Joy,  William,  298 
JSA  Research,  396 
Kalinowski,  Joseph,  399 
Kansas  City  Southern,  1 10 
Kargo,  298 

Kauffman,  Jeffrey,  396 
Keates,  Joanne,  274 
Kelly,  David,  194 
Kennedy,  Linda,  136 
Kennedy,  Murray,  136 
Kenney,  Stephen,  294 
Kerkovich,  Robert,  58 
Kinney,  Christopher  F.,  402 
Kirby,  Mike  F.,  384 
Kivera,  298 

Watt,  David  A.  Jr.,  354 

KLM.401 

K  In  / j.  Thomas  A.,  53 
Knight  Transportation,  294 
Knight,  Kevin,  294 
Knight,  Philip  H.,  104 
Kodak,  146,  354 
Koenig,  Roger,  1 84 
Kornblau,  David,  60 
Kovacevich,  Richard,  1 50 
KPMG,  146, 184 
Kraft  Foods,  54 
Kumazaki,  Katsuhiko,  66 
Kwok,  Ephraim,  280 
Labatt,  134 
Labosante  SarL,  60 
LaBranche,  194 
LaBranche,  Michael,  194 
Landstar,  136 
Lauren,  Ralph,  116 
Le  Groupe  Videotron,  92 
Leader,  Crystal,  100 
Learning  Co.,  184 
Lebenthal,  36 
Lebenthal,  Alexandra,  36 
Lebenthal,  James  A.,  36 
Lee,  Christopher,  100 
Lefrak  Organization,  36 
Lefrak,  Harrison,  36 
Lefrak,  Jamie,  36 
Lefrak,  Richard,  36 
Lefrak,  Samuel,  36 
Lennox,  194 
Leno,  Jay,  116 
Leon  de  Bruxelles,  340 
Lerner,  Alfred,  104 
Lev,  Baruch,  146 
Levy,  Richard,  86 
Liman,  Douglas,  58 
Lindbloom,  Hali,  62 
Lindelov,  Flemming,  134 
Lion  Bioscience,  380 
Liviakis,  John,  24 
Lochhead,  Christopher,  348 
Lopez- Lukis,  Vicki,  72 
Los  Angeles  Dodgers,  92 
Lotus  Development,  54 
Loudcloud,  62 
Lucent  Technologies,  62, 

146,  280, 352 
Lukas,  Russell,  72 
Lutz,  Robert,  132 
LVMH,  134 

Lynx  Photonic  Networks,  352 

M,  N,  0 


Madden,  Steven,  222 
Madrian,  Brigitte,  78 
Maher,  Paul,  348 
Mahesh  Yogi,  54 
Maheu,  Jean-Philippe,  348 
Mallon,  Joseph  R.  Jr.,  184 
Mann,  Douglas,  368 
Manpower,  378 
Marchfirst,  184 

Maricopa  Investment  Fund,  60 
Marshall-Chapman,  Paula,  156 
Martinez,  Angel,  100 
Mason,  Linda,  194 
Matan,  Ofer,  364 
Material  Sciences,  274 
Matsushita,  66 
Mattel,  184,  378 
Matthews  International,  194 
Mays,  L.  Lowry,  104 
McCaw,  Wendy,  24 
McConnell,  Patricia,  64 
McCoy,  John  B.,  408 
McDonald,  William,  58 
McDonald*s,  156 
McGovern,  Patrick  J.,  104 
McGraw-Hill,  178 
MCI  WorldCom,  184 
McKinsey,  80,  348 
McLaughlin,  Elizabeth,  194 
Measurement  Specialties,  184 
Media  Metrix,  194, 394 
Mehldau,  Brad,  24 
Mehta,  Manish,  360 
Melcher,  184 
Merck,  194 

Merrill  Lynch,  274, 282, 388, 396 
Merriman,  Jonathan,  150 
Metzenberg,  Stan,  1 78 
Microgeneral,  360 
Microsoft,  92, 104 
MicroStrategy,  294 
Milken,  Lowell,  58 
Milken,  Michael,  58 
Millennia  Systems,  184 
Nffllennium  Pharmaceuticals,  380 
Miller,  Eric,  396 
Miller,  Robert,  294 
Mitchell,  Robert,  100 
Mity  Enterprises,  184 
Mobley,  David,  60 
Molecular  Devices,  266 
Montgomery  Securities,  150 
Moody's  Investors  Service,  66, 282 
Mooradian,  Dennis,  150 
Moore,  Gordon  E.,  104 
Morgan  Stanley  Dean  Witter,  89 
I  P.  Morgan,  56,  150,  294, 396 
Mori,  Yoshiro,  66 
Mosler,  Bruce,  89 
Motorola,  156,  354,  396 
MSC.Software,  274 
Mulvaney,  James,  184 
Munger,  Charles,  378 
Murdoch,  Rupert,  92 
Murphy,  Brian,  100 
Murphy,  Thomas,  124 
Murry,  Jim  M.,  360 
Murthy,  N.R.  Narayana,  80 
M-Wave,  274 
Mynd,  64 
Nakabo,  Kohei,  66 
Narus,  62 
Nesde,  80 
NetPost,  372 
Netscape,  51 
NetScout  Systems,  184 
Network  Appliance,  222 
New  Britain  Rock  Cats,  124 
Newport,  266 
News  Corp,  401 
NextPoint,  184 
Nibblebox.com,  58 
Nielsen  NetRatings,  194 
Nielson,  Bradley,  184 
Nike,  100 

Nippon  Credit  Bank,  66 
Noda,  Seiko,  66 

Nokia,  100,  396 
Nomura  Securities,  66 
Nordstrom,  60, 80 
Nortel,  80, 184, 280, 352 
Obermaier,  Otto,  60 
Obert-Thorn,  Mark,  412 
Onsite  Dental,  298 
OPIS  Energy,  53 
Oppleman,  Victor,  360 
Opportunity  Capital,  1 10 
Oracle,  51,360 
Orangina,  158 
Orchid  Biosciences,  380 
Oshitani,  Yoshio,  66 
Outback  Steakhouse,  340 
Ozzie,  Ray  E.,  54 


p,a,R 

Packer,  Richard,  194 

Pai, T.V.Mohandas,  80 

Paine  Webber,  158 

Paolone,  Anthony,  384 

Paramount  Communications,  178 

Parker,  Devin,  136 

Pasachoff.JayM.,  178 

Patel,  (eetil,  184 

PE  Biosystems,  380 

PE,  380 

Pearl,  412 

Pearson,  178 

Pell  Rudman,  294 

Peltzman,  Sam,  52 

PeopieSoft,  62 

PepsiCo,  56, 158 

Perahia,  Murray,  412 

Perna,  Frank,  274 

Pernod  Ricard,  158 

Perry,  Joan,  298 

Peterson,  Leslie,  178 

Pfeifer,  Jamie,  1 16 

Phillips  Petroleum,  399 

Phonak,  340 

Pierce,  Nancy,  184 

Pitney  Bowes,  394 

Plantronics,  184 

Plastron  Industries,  184 

Popat,  Narendra,  184 

Portland  Sea  Dogs,  124 

Power-One,  184 

Pratt  8c  Whitney,  274 

Premji,  Azim,  80 

Prentice  Hall,  178 

Price,  Gene,  414 

Priceline,  146 

Procter  8c  Gamble,  146, 406 
Prometheus  Strategies,  156 
Proxicom,  348 
PRTM,  352 

Prudent  Bear  Fund,  396 
Pui-Yan  Kwok,  380 
Qlogic,  286 
Qode,  354,  360 
Quaker  Oats,  158, 184 
Qualcomm,  150 
Quebecor,  92 
Ragen  MacKenzie,  150 
Rangel,  Charlie,  51 
Ravitch,  Diane,  178 
Razorfish,  266,  348 
Reagan,  Ronald,  49 
Reebok,  100 
Reed,  John  Shelton,  98 
Reese,  Philip,  360 
Reichmann  family,  89 
Reille,  Alexis,  60 
Remedy,  364 
Renault,  348 
Respond.com,  62 
Riccio,  Nicholas,  282 
Richman,  William,  72 
Richten  International,  194 
Rider,  C.  Anthony,  274 
Ritz,  Peter,  354 
Rivera-Sanchez,  Pablo,  72 
Roache,  Kevin,  58 
Robertson  Stephens,  150, 280 
Rockford,  272 
Roenigk,  Martin,  274 
Rogers  AT&T  Wireless,  92 
Rogers  Cable,  92 
Rogers  Communications,  92 
Rogers,  Edward,  92 
Rogers,  Loretta,  92 
Roith,  Stephen,  66 
Rolex,414 

Royal  Scandinavia,  134 
RSA  Security,  222 
Ryan,  Melani,  410 
Ryanair  Holdings,  340 

S,  T,  U 

Sakurai,  Zensaku,  66 

Salomon  Smith  Barney,  388 
Salonen,  Esa-Pekka,  412 
Sands,  Carol,  298 
Sankaran,  Chandran,  62 
Sann,  John,  24 
Sapient,  80,  348 
Saudi  Refining,  53 
Savarese,  Kathryn,  184 
Savior,  Michael,  294 
SBC,  372 

Schiffer  Mason  Contractors,  136 
Schmidt,  Eric,  298 
Schmidt,  William  H.,  178 
Schoel,  Bernd,  54 
Schrempp,  Jiirgen,  132 
Schultz,Sue,  178 
Charles  Schwab,  30 


Schwab,  Charles,  104 
Schwartz,  Richard,  1 78 

Scient,  80,  348 
Scott  Foresman,  1 78 
Scott,  Janney  Montgomery,  280 
Seaborg,  Glenn,  178 
Seagate  Technology,  414 
Sears,  Roebuck,  394 
Seeltfirst,  298 
Semel,  Terry  S.,  58 
Sender,  Robert,  360 
Senior  Tour  Players 
Development,  100 
Sephora,  60 
Sequenom,  380 
Shalala,  Donna,  32 
Shapira,Eli,  194 
Shaw  Communications,  378 
Shell,  53 

Shimogiri,  Osamu,  66 
Shockwave.com,  58 
Shriram,  Ram,  298 
Siboni,  Roger,  364 
Siemens,  352 
Silicon  Graphics,  360 
Simon  8c  Schuster,  178 
Simpson,  Louis  A.,  378 
Simpson,  Margaret  Rowley,  378 
Simpson,  O.J.,  184 
Singhal.Anil,  184 
Sirower,  Mark  L.,  184 
Charles  E.  Smith  Residential 

Realty,  384 
Snapple,  158, 184 
Sony,  66,  348,412 
Soraruf,  Gregory,  136 
Soskis,  Benjamin,  98 
Sotheby's,  418 
South  Beach  Beverage,  158 
Southwest  Airlines,  340 
Spear,  Leeds  8c  Kellogg,  194 
Spectrum  Control,  280 
Charles  D.  Spencer 

8c  Associates,  78 
Spiegel,  Leo,  360 
Spieker  Properties,  384 
Spielberg,  Steven,  104 
Spiller,  Jonathan,  194 
Sport  Chalet,  266 
Sportsnet,  92 
Springer,  Scott,  410 
Sprint,  184 
SRA,  178 

St.  Laurent,  Yves,  418 
Stallkamp,  Tom,  132 

Standard  8c  Poor's,  282 
Starbucks,  298 
StarMine,  399 
State  Farm,  396 

State  Street  Global  Advisors,  388 

Stemple,  Ernest  E.,  104 

Stern,  Robert  A.M.,  89 

Stevens,  Charles,  66 

Stone,  Sharon,  340 

StoreRunner,  360 

Strachan,  Christopher,  360 

Strang  Hayes  Consulting,  184 

Strang,  Robert,  184 

Stryker,  64 

Sturtz,  David,  348 

Sullivan,  Fred  R.,  194 

Sumerset  Houseboats,  410 

Summa  Industries,  184 

Sun  Microsystems,  51, 360 

Sunbeam,  408 

Sunday,  348 

Svanholm,  Poul  J.,  134 

Swartwout,  James  R.,  184 

Swatch,  100 

Switchboard,  372 

Sycamore  Networks,  352 

Symbol  Technologies,  354 

T.G.I.  Friday,  340 

Takaichi,  Sanae,  66 

Take  Charge  Financial,  298 

Target,  194 

Targus,  372 

Tarter,  Jeffrey,  54 

Tata  Consultancy  Services,  80 

TCA  Cable,  378 

Technology  Crossover  Ventures,  184 

Teenage  Research  Unlimited,  100 

Teldec,  412 

Tellme  Networks,  298 

Texaco,  53 

Texas  Instruments,  1 56 
Thermoscan,  298 
Third  Wave  Technologies,  380 
Thoman,  G.  Richard,  408 
Thompson  Publishing,  78 
Thomson  famiiy,  92 
Thomson  Financial 
Securities  Data,  272 


TIAA-CREF,  388 
Tice,  David,  396 
Time  Warner,  1 84 
Tivoli,  134 
Tofolo,  Ray,  348 
Toronto  Blue  Jays,  92 
Toronto  Maple  Leafs,  92 
Toronto  Raptors,  92 
Torstar,  178 
Tory,  John,  92 
Townsley,  Theresa,  62 
Toyou,  66, 194 
Tramiel,  Leonard,  1 78 
Trapani,  Francesco,  60 
Triarc,  158 
Truglia,  Vincent,  66 
Turek,  Joseph,  274 
Tyco  International,  1 84 
U.S.  Bancorp 

Piper  Jaffray,  184 
U.S.  Bancorp,  378 
UAL,  52 
U-Haul,  396 
United  Network  for 

Organ  Sharing,  32 
Unova,  354 
Urquhart,  Ed,  24 
US  Airways,  52 
USA.net,  360 
USG,  399 

van  Biema,  Michael,  280 
Van  Dyke,  John,  298 

Van  Kasper.  1 50 
Vanguard,  30,  388 
Varady,  Desmond,  348 
Variagenics,  380 
Venter,  Craig,  380 
Verizon,  364,  372 
Versace,  60 
Viacom,  178 

Vintage  Aviation  Services,  30 
Viralon,  298 
Visa,  80 

Vitria  Technology,  24 
Vividence,  62 
VoteHere.net,  298 
Wade  Smith,  100 
Waitt,  Ted,  298 
Wallman,  Steven,  146 
Wal-Mart  Stores,  194 
Walter,  David,  24 
Walters,  Barbara,  1 24 
Warden,  John  A.  Ill,  156 
Wasson,  Leigh,  294 
Watkins,  James,  372 
Watson  Pharmaceuticals,  294 
WebTrends,  194 
Webb  Interactive  Services,  24 
Webline,  298 
Webvan,  184 

Weil,  Gotshal  8c  Manges,  60 
Weill,  Sanford,  408 
Weinstein,  Michael,  158 
Weinstein,  William,  86 
Weisel,  Thomas,  150 
Weissgarber,  Tony,  24 
Wells  Fargo,  150 
Welsh,  Mary,  364 
Wendt,  Gary,  408 
Wenzel,  Peter,  410 
Wery,  Roger,  352 
West  TeleServices,  364 
Whitbread  Brewing,  134 
White  Mountains 

Insurance,  32 
Whiteford,  Mitch,  280 
Wdson,  Gregory,  1 84 
WUson,  Pete,  98 
Winship,  Emory,  298 
Winterland,  86 
Wipro,  80 

Wireless  Networks,  298 
Witherspoon,  William,  54 
Wolford,  30 
Woolsey,  Lynn,  177 
Workman,  Kimberly,  98 
Worldscope,  340 
Xerox,  80, 136,  146,408 
Xros,  352 

Y,Z 

Yahoo,  378 
Yamaha,  414 
Yankowski,  Carl,  100 

YooHoo,  158 

Zacks  Investment  Research,  274 
Zambrano,  Lorenzo,  1 16 
Zell,  Samuel,  86, 89 

Zoll  Medical,  194 


!3     FORBES"  October  30,  2000 


Wm  always  in  Wm  w%gM  pla©# 

mom. 


(Bob  £jdwwid& 


LIBERTY  MUTUAL  CLAIMS  MANAGER 


BUSINESS 


AUTO 


HOME 


LIFE 


\\  Call  it  a  gift.  But  when  disaster 
strikes,  I'm  always  around.  Whether 
it's  a  hurricane,  fire  or  any  other 
catastrophic  event,  I'm  there  to  help 
my  customers  when  they  need  it 
most.  That's  because  I  get  to  know 
each  business  from  the  ground  up, 
so  I  understand  what  it  takes  to  keep 
them  running  when  something  goes 
wrong.  I  help  prepare  for  storms.  I 
arrange  for  backup  production  facilities 
when  plants  go  down.  It's  all  about 
anticipating  my  customers'  concerns. 
Some  might  say  my  life  is  one  disaster 
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customers,  it's  OK  by  me.  // 


Our  "Severe  Weather  Alert 


System"  provides  our  customers  with  warnings  of  incoming 
storms  and  step-by-step  checklists  on  how  to  prepare  for  them. 


Liberty 
Mutual 


E<!!iw.  Wiliism  Baldwin 

Mansslef  Editor:  Dennis  Kneale 

e*pirty  Marotflng  Editor:  Stewart  Pinkerton 

6*»letsnt  Managing  Editor*:  Jean  A.  Briggs,  Tim  W.  Ferguson, 

S;cve  Kichen,  Tom  Post 

Ait  and  Design  Director:  Robert  Mansfield 

Editorial  Business  Director:  Victoria  Ruggiero 

National  Editor:  Robert  Lenzner 

Senior  Editors:  William  P.  Barrett,  Phyllis  Berman,  Peter  Brimelow,  . 
Kerry  A.  Dolan,  Jack  Egan,  Alan  Farnham,  Betty  Franklin,  Paul  Klebnikov, 
Robert  Langrcth,  Joshua  Levine,  Larry  Light,  Daniel  Lyons,  Elizabeth 
MacDonald,  Dyan  Machan,  iMarlene  Mandel,  Brigid  McMenamin, 
Katarzyna  Moreno,  Peter  Newcomb,  Brett  Pulley,  Larry  Reibstein,  Matthew 
Srhir'rin,  Bruce  Upbin,  Merrill  Vaughn,  Neil  Weinberg,  Melanie  Wells 
Contributing  Editor*  Howard  Banks,  Mary  Beth  Grover,  Stephen  Manes, 
David  McClintick,  Richard  Phalon,  Srikumar  S.  Rao,  Edwin  S.  Rubenstein, 
Dan  Seligman,  Karl  Shmavonian 

Associate  Editors:  Susan  Adams,  James  M.  Clash,  Bernard  Condon,  Nikhil 
Hutheesing,  Deborah  Markson-Katz,  Luisa  Kroll,  Zina  Moukheiber,  Maura 
Smith,  Scott  Woolley 

Staff  Writers:  Krysten  A.  Crawford,  Ashlea  Ebeling,  Leigh  Gallagher, 
Joanne  Gordon,  Peter  Kafka,  Chana  R.  Schoenberger 
Senior  Reporters:  Doug  Donovan,  Deputy  Manager;  Scott  Bistayi, 
Carrie  Coolidge,  Michael  Freedman,  William  Heuslein,  Tomas  Kellner, 
Brett  Nelson,  Silvia  Sansoni 

Reporters:  David  Armstrong,  Kiri  Blakeley,  Monte  Burke,  Brendan  Coffey, 
Mary  Ellen  Egan,  Jonathan  Fahey,  Eileen  Glanton,  Lea  Goldman. 
Elizabeth  D.  Gravitt,  Christopher  Helman,  Michael  Katz,  Daniel  Kruger, 
Josephine  Lee,  Samantha  Lee,  Michael  Maiello,  Victoria  Murphy,  Nicole  Ridgway, 
Dirk  Smillie,  Matthew  Swibel,  Nathan  Vardi,  Rob  Wherry,  Ian  Zack 
Washington  Bureau:  Janet  Novack,  Manager;  Chandrani  Ghosh, 
Cristina  von  Zeppelin 

West  Coast  Seth  Lubove,  Manager;  Mark  Lacter,  Kelly  Barron,  John  Gorham, 

Elisa  Williams,  RiShawn  Biddle,  Dorothy  Pomerantz 

Silicon  Valley:  Elizabeth  Corcoran,  Manager;  Quentin  Hardy, 

Julie  Pitta,  Carleen  Hawn,  Erika  Brown,  Jennifer  Godwin 

Midwest  Mark  Tatge,  Manager;  Stephane  Fitch,  Brandon  Copple, 

Kemp  Powers  (Chicago);  Robyn  Meredith,  Manager  (Detroit) 

Southwest  Daniel  Fisher,  Manager;  Toni  Mack,  Lynn  Cook 

Europe:  Richard  C.  Morais,  Manager 

Pacific:  Andrew  Tanzer,  Manager  (Hong  Kong); 

Benjamin  Fulford,  Manager;  Shiyori  Ito  (Tokyo) 

Columnists:  Laszlo  Birinyi  Jr.,  Marilyn  Cohen,  David  Dreman, 

Kenneth  L.  Fisher,  Jerry  Flint,  Joseph  R.  Garber,  David  P.  Goldman, 

James  Grant,  Steve  H.  Hanke,  Peter  Huber,  Guy  Kawasaki,  Andrew  J.  Kessler, 

Robert  S.  Salomon  Jr.,  A.  Gary  Shilling 

Art  Department  Ronda  Kass,  Deputy  Art  Director;  Anton  Klusener,  Senior 
Associate  Art  Director;  Charles  Brucaliere,  karen  j,  David  Lada,  Steven  Ramos, 
Associate  Art  Directors;  Mitsuyo  Niwa,  Art  Assistant;  Lisa  Braiman  Knouse, 
Infographics;  Meredith  Nicholson,  Senior  Photo  Editor;  Alexandra  Gregson, 
Janice  Pikey,  Susan  Mettler,  Photo  Editors;  Leslie  Kippen,  Contributing  Photo 
Editor;  Kristine  Gentile  Smith,  Photo  Research;  Robin  Regensburg, 
Simone  Kaplan,  Traffic 

Digital  Imaging:  James  Cianelli,  Director;  Mark  Decker,  Assistant;  Richard  Nobile, 
Elena  Torres;  Carmen  Kasem,  Migdalia  Barreto,  Reinaldo  Barretto 
Statistial:  Michael  K.  Ozanian,  Editor;  Ann  C.  Anderson,  Scott  DeCarlo, 
Shlomo  Z.  Reifman,  Senior  Editors;  Kurt  Badenhausen,  Lisa  McDonald, 
Robert  J.  Sherwood,  Brian  Zajac,  Associate  Editors;  Vivian  Woo, 
Associate  Research  Librarian;  Fei  Mei  Chan,  Andrew  T.  Gilles,  Brett  D.  Helgren, 
Lesley  Kump,  Tricia  McGinnis,  Megan  Mulligan,  Edita  Raslova, 
Michael  Schubach,  Robert  Stanfl,  Researchers 

Director  of  Editorial  Programming:  Mitchel  Rand;  John  Chamberlain,  Senior 
Programmer;  Vadim  Parfilko,  Carl  Subick 

Copy  Desk:  Penelope  Weiss,  Assistant  Chief;  Peter  Anthony,  Sherry  F.  Belman, 

Daniel  Deming,  Tracy  Fiske,  David  J.  Fleischmann,  Susan  R.  Goldbeig, 

Suzanne  O'Neill,  Donald  Rice,  Craig  Silver 

Information  Center:  Naomi  S.  Prall,  Senior  Information  Specialist; 

Bernie  Bayless,  Natalie  Cannestra,  Joan  Fitzsimons,  Clarita  Jones,  Nicola  Pullen, 

Deborah  Schmitt,  Information  Specialists;  Luis  Collazo  Jr.,  Jaculine  Daniel, 

Queenie  Flake,  Derek  Heinz,  Staff 

Director  of  Manufacturing  and  Production:  Peter  I.  Pallans;  Edward  B.  Morgan,  Peter 
Althoff,  Donald  Althoff,  Linda  Byron  Glucksman,  Donald  R.  Conway, 
Nancy  Puskuldjian 

Vice  President  Editorial  Information:  Raymond  F.  Healey  Jr. 

Information  Technology:  Christopher  Herring,  Daniel  Hernandez,  Nelson  Olaya, 

Gabriele  Tiberia,  Managers;  Louie  Torres,  Carolyn  Buonocore 

Online:  Stephen  S.  Johnson,  Michael  Noer,  Russell  Glitman 

FORBES  GLOBAL 

Editor:  Lawrence  Minard  Deputy  Editor:  Nigel  Holloway 
Art  Director:  Andree  Kahlmorgan 

Senior  Editors:  John  H.  Christy,  Justin  Doebele  (Asia),  Karl  Shmavonian 
Associate  Editor:  Deborah  Orr 

Reporters:  Heidi  Brown,  Alexandra  Kirkman,  Susan  Kitchens 

Photo  Editor:  Michele  Hadlow  Contributing  Editors:  Lydia  Forbes;  Richard  Heller 

(London);  Uwe  Parpart  (Bangkok);  Christopher  Watts  (Frankfurt)  Columnists: 

Marc  Faber,  George  Gilder,  Andrew  J.  Krieger,  David  Roche 

Nows  Assistant  John  Moye  Production  Manager:  Alan  Biederman 

FOUNDED  IN  1917 

B.C.  Forbes,  Edttor-ln-Chlef  (1917-1954) 
Malcoim  S.  Forbes,  Editor-in-Chief  (1954-1990) 

PAID  CIRCULATION  OVER  850,000  Printed  in  U.S.A. 


SIDE  LINE  S 


c 


it 


The  Gangsters  and  the  Pols  The  century] 

muckraking  tradition  in  American  journalism  gets  car 
at  times,  to  excess.  Japan  has  the  reverse  problem 
there  the  muckrakers — or  their  employers — are  too  tiij 
with  the  result  that  gangsters  and  corrupt  politicians  a 
the  run  of  the  place.  Benjamin  Fulford,  our  Tokyo  bull 
chief  for  the  past  two  years,  previously  exposed  corr 
tion  in  the  public  works  sector  (FORBES,  Feb.  8,  1999} 
this  issue  he  takes  a  broader  look  at  the  rot  in  the  worl 
second-largest  economy. 

Says  Fulford:  "Although  I  have  been  in  Japan  14  ye 
starting  out  as  a  Zen  monk,  it  only  took  me  a  few  moij 
to  figure  out  this  place  had  a  front  end  and  a  back  end. 1 
front  end,  put  out  for  public  show,  is  squeaky  clean; 
back  end  is,  well,  the  back  end.  One  good  example  of 
is  the  company  trip  to  the  hot  spring  resort.  It  is  not 
common  for  male  senior  employees  to  dance  naked  e 
drunk  in  front  of  their  staff.  However,  once  they  are  b 
at  work  wearing  a  suit  on  Monday,  it  is  as  if  nothing 
happened.  In  many  ways,  this  is  how  business  in  Jaj 
works.  The  front  must  appear  perfect,  even  prudish, 
the  back  alley,  with  its  bribery,  yakuza  and  corrupt  int 
ence,  is  an  essential  part  of  the  show."  See  "Japan's  Di 
Secrets,"  which  begins  on  page  66. 

Marriages  That  Work  Oscar  Wilde  said  miscfl 
vously,  "Divorces  are  made  in  Heaven."  If  he  had  be 
around  to  see  today's  $1.6  trillion  mergers  and  acquisiti 
business,  he  might  have  made  a  crack  about  investmi 
bankers.  They  get  a  fee 
for  putting  companies 
together  and  another  for 
divorcing  them. 

In  the  cover  story 
that  introduces  our 
annual  survey  of  fast- 
growing  small  compa- 
nies, Luisa  Kroll  takes 
a  look  at  what  makes 
some  merger  deals  work 
and  others  fail.  "Every- 
one concentrates  so 
much  on  the  numbers  in 
these  deals,  you  forget  how  important  sheer  chemistry  i 
she  says.  "So  many  entrepreneurs  told  me  that  i 
really  important  to  get  the  guy  across  the  table  to  li 
and  trust  you."  Kroll's  story,  "The  Race  to  Embrace,"  sta 
on  page  184. 
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READERS  SAY 


SPECIAL  2  O  O  O  I  S  S  U  1 


Forbes 


Rich  List  Responses 

FORBES  has  again  put  women  who  re- 
ceived a  portion  of  their  wealth  from 
death  or  divorce  in  a  Forbes  400  cate- 
gory called  "Wives  Club"  (Oct.  9, 
p.  350).  If  one  did  not  know  better, 
one  would  think  FORBES  is  being  sex- 
ist, as  there  is  no  corresponding  cate- 
gory for  men.  All  the  men  are  placed 
in  various  business  categories. 

As  reported  in  FORBES  two  months 
ago,  the  amount  I  received  at  the  end 
of  my  23-year  marriage  is  a  fraction  of 
my  net  worth  today,  due  to  sound  business  decisions  I  have  made  and  cal- 
culated risks  I  have  taken.  I'm  sure  that  other  "Wives  Club"  members  ha\e 
had  similar  success,  even  while  coping  with  personal  tragedy 

WENDY  MCCAVvj 
Chief  Executive  Office* 
Ampersand  Holdings, 
Santa  Barbara,  Calif] 

Reading  about  The  Forbes  400  makes  me  think  that  people  would  get 
along  with  each  other  if  they  quit  worrying  about  making  more  money.l 
One  of  the  advantages  of  being  rich  is  that  you  can  wear  cheap  clothes  andl 
fake  jewelry;  being  known  as  a  rich  person  lets  one  get  away  with  it. 

I'm  familiar  with  some  of  the  members  on  your  list,  and  some  are  really] 
poor.  At  parties,  they  are  constantly  on  stage;  they  don't  laugh  a  lot  and  they 
rarely  seem  to  be  having  a  good  time.  Are  they  truly  happy  people? 

WILMA  ASKINAS 
Floral  Park,  N.Y. 


Gold  Digging 

I'm  wiping  back  the  tears  as  I  read 
about  the  atrocities  these  poor  young 
ladies  face  ("Take  Back  Your  Poils," 
Oct.  9,  p.  92).  Maybe  they  are  unaware 
that  "looking  for  love"  doesn't  imply 
being  accompanied  by  your  indepen- 
dent auditor  on  the  first  date.  It  really 
is  unfortunate  that  these  gold-digging 
hussies  don't  appreciate  being  treated 
like  the  superficial  tramps  they  are. 

JAMIE  DUNN 
Savage,  Md. 

Space  Constraints 

I  am  afraid  FORBES  missed  the  main 
point  of  EMC's  success  ("Boom!" 
Oct.  2,  p.  146).  It  has  less  to  do  with 
how  many  godzillabytes  they  can 


store  and  more  to  do  with  ho 
quickly  they  can  store  and  retrie 
data.  EMC's  customer  base  contai 
the  most  savvy  IT  minds  in  t 
world,  and  you  can  be  sure  that  th 
are  not  spending  millions  on  EM(j 
products  just  because  they  have  grc 
customer  support — EMC's  produd 
are  the  best  available  (not  just  tj 
•biggest). 

ED  URQUHA^ 
Northborough,  Ma 

Rich  in  Other  Ways 

I  read  "Busted"  (Oct.  2,  p.  154)  wil 
interest  and  amusement.  My  mothf 
through  her  frugality,  taught  mei 
valuable  lesson.  (Dad  never  had  moi 
than  a  laborer's  job,  and  my  moth 


Iberia  s  Intercontinental  Business  Class.  A4ore  space  between  seats. 


\eling  and  relaxing  can  be  one  and  the  same.  Especially  when  you  have  ergonomically  designed  reclining 
I  and  52  inches  of  room  between  your  seat  and  the  one  in  front.  Enjoy  access  to  300  plus  VIP  lounges 
ndwide,  and  when  flying  on  Iberia,  members  of  oneworld  frequent  flyer  programs,  such  as  AWjvantage"  may 
\  and  redeem  frequent  flyer  miles  along  the  way.  Iberia's  Intercontinental  Business  Class.  Just  Smile. 

usiness 

If.  b  c  o  n  i  i  \  i  \  FaT 


For  reservations  contact  your  travel  agent, 
call  Iberia  Airlines  at  1-800-772-4642,  or  visit  www.iberia.com/ingles 

Distance  measured  between  rows. 
All  our  flights  are  non-smoking. 


IBERIA  t  M 

The  Best  Kept  Secret  of  European  Travel 


inc.  *  .(I,,)  AAdvantagc  arc  registered  trade  marks  of  American  Airlines  Inc.  American  Airlin 
end  the  AAdvantagc  program  with  six  months  notice.  AAdvantage  travel  awards,  mileage  si 
ts  that  you  have  accumulated.  American  Airlines  is  not  responsible  for  products  or  ICJ 


the  right  to  change  the  AAdvantagc  program  rules,  regulations,  travel  awards  and  special  offers  at  any  time  without 
1,  and  special  offers  are  subject  to  government  regulations.  Any  such  changes  may  affect  your  ability  to  use  the  awards  or 
offered  by  other  participating  companies.  For  complete  details  about  the  AAdvantage  program,  visit  www.aa.com 
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Check  out  a 
prudent  way  to 
generate 
significant 
liquidity  from 
your  stock 
portfolio  while 
you  defer  capital 
gains  taxes 
and  limit  your 
market  risk. 
For  more  on 
what  Derivium 
Capital  can  do 
for  you,  visit 
our  website 
or  call 

for  smart 
investors. 


The  9  0% 
Stock  Loan. 
The  right 
choice 


now. 


>ERIVIUM 
CAPITAL 


1    888   DERIVIUM  WWW.DERIVIUM.COM 


CLIENT  SERVICES  OFFICE  TEL  415  983  9500  FAX  415  983  9510 
THE  90*/i:  itqCK  LOAN  IS  A  PROPRIETARY  PROGRAM  AND  A  SERVICE  MARK  OF  DERIVIUM  CAPITAL. 
©2000  &ETAIVIUM  CAPITAL.  LLC.  $100,000  MINIMUM  PORTFOLIO  VALUE  REQUIRED  TO  QUALIFY. 


handled  all  the  family's  money.) 
practiced  this  all  her  life:  "It  doe 
matter  how  much  you  earned  du 
the  year,  but  how  much  you  had  le 
the  end  of  the  year." 

We  were  poor,  but  my  brother  ai 
never  knew  it.  When  I  was  5, 1  asked 
mother,  "Mom,  are  we  rich  or  poor?" 
thought  for  a  moment  and  answei 
"How  many  boys  do  you  know  v 
share  their  one  bed  and  bedroom  v 
just  one  brother?"  To  this  day  I  am  n< 
critical  of  someone  who  really  watq 
how  he  or  she  spends.  That 
Momma. 

TONY  WEISSGARI 
San  Antonio, 

Corrections 

In  our  annual  survey  of  Americ 
richest  people  (Oct.  9),  specificall) 
"Chang  Beats  Garnett"  (p.  26), 
should  have  said  that  Vitria  Techn 
ogy's  stock  price  was  up  over  1 ,00Q 
not  157%.  On  page  198  we  said 
company  was  not  yet  profitable; 
turned  its  first  profit  in  the  seco 
quarter  of  this  year. 

Additionally,  AIG's  Maurice  Gre 
berg  (p.  282)  actually  has  four  childr| 
not  five;  he  graduated  from  New  Yd 
Law  School,  not  New  York  Universj 
and  AIG  has  yet  to  complete  its  acqui 
tion  of  HSB  Group. 

In  "Towering  Ivories,"  (Oct. 
p.  249)  we  forgot  to  credit  a  picture 
Brad  Mehldau  to  Corbis  Online  an< 
picture  of  Kenny  Barron  to  John  Sar 

"Stay  Home"  (Oct.  16,  p.  22 
stated  Equity  Office  Properties'  avi 
age  annual  return  since  its  public  < 
fering  was  1.7%.  It  should  have  sg 
since  Sept.  12,  1997.  The  company 
average  annual  return  since  its  IPO 
Sept.  8,  2000  was  18.4%. 
■  Our  Follow-Through  on  stoi 
promoter  John  Liviakis  ("Stuffed 
Ocf.  2,  p.  32)  mentioned  Webb  Intfi 
active  Services.  We  should  have  sai 
that  in  Webb's  August  SEC  filing; 
needed  to  raise  $15  million  by  Jan. 
2002,  not  Jan.  1,2001. 


Send  e-mail  to  readers@forbes.co 
Letters  will  be  edited.  Please  inclu 
address  and  phone  number. 
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•  37°2u'  North,  1  □  Sn3D'  West 


•  Price:  Not  currently  on  market 


•  Prevailing  market  rates:  $1D.5D/  sq.  ft. 


•  Attached  dwelling 


•  Great  views 


*  Needs  some  repair 


Recommendation:  Examine 


We  work  best  where  you  are. 


Yes,  we  have  248  offices  around 
the  world.  Yes,  we're  in  43 
countries.  Yes,  we're  on  six  of 
seven  continents.  But  if  you  want 
to  know  Colliers  International, 
talk  to  our  office  in  your  local 
market. You'll  find  professionals 
who  aren't  so  much  concerned 
with  our  international  status  as 
they  are  determined  to  educate 
themselves  on  every  meticulous 
detaif  of  every  piece  of  property 
in  your  market.  What  does  that 
mean  to  you?  Quite  simply,  more 
knowledge,  more  results. 

Global  breadth.  Local  depth. 
Commercial  Real  Estate  Services  Worldwide 


COLLIERS 

INTERNATIONAL 


Colliers  International  USA  Headquarters 
Boston,  Massachusetts 
617  722  0221 
www.colliers.com 


NOTICE^]  output  matters.  Printed  output  is  the  realization  of  ail  the  time, 
effort  and  monies  spent  on  a  project.  Dependable  printed  output  is  achieved 
through  DEPENDABLE  DIGITAL™  printing  solutions  from  Ricoh. 
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Playing  favorites  with  the 
employees:  Willjam  Cook. 


■ 


Endless  Water  Cooler  Talk 

►After  Bloomington,  Ind.  billionaire  William  A.  Cook,  69,  and 

wife  Gayle,  66,  gave  stock  in  their  closely  held  medical  supply 
firm,  Cook  Group,  to  estate-planning  family  trusts,  the  Internal  Rev- 
enue Service  sought  $15.4  million  more  in  gift  tax.  In  appealing, 
the  Cooks  asked  the  U.S.  Tax  Court  to  keep  secret  the  separate 
Cook  Group  holdings  of  their  executives.  A  stated  reason?  Rev- 
elation would  "cause  substantial  employee  relations  problems" 
among  those  not  favored  with  stock.  The  Cooks  won  their  pri- 
vacy bid — but  lost  the  case's  first  major  ruling. — Janet  Novack 

Audit  Standards?  What  Are  They? 

►The  Securities  &  Exchange  Commission  just  won  a  consent  court 
order  against  Las  Vegas-based  Countryland  Wellness  Resorts,  which, 
we  noted  here  (June  12),  had  reported  selling  $2.7  billion  of  du- 
bious mining  interests  to  the  equally  dubious  Dominion  of 
Melchizedek.  The  SEC  said  Countryland's  outside  auditor,  Luis 
R.  Hidalgo  Jr.,  made  laughable  efforts  to  verify  Countryland's 

We're  Still  Looking  for  Your  Paperwork 


claim  that  it  had  a  pile  of  gold  in  a  warehc 
It  really  had  a  pile  of  dirt.  — W. 

Free  Trade,  Chinese-style 

►To  Hollywood's  horror,  pirate  English 
guage  DVD  versions  of  hit  movies  like  Gj 
ator  and  The  Perfect  Storm  are  being  j 
openly  in  China — for  a  mere  $2.50  eac 
and  likely  will  reach  the  U.S.,  where  they  an 
legally  available.  Some  are  made  using  hid 
video  cameras  in  theaters,  others  by  breal 
the  code  on  Chinese-subtitled  DVDs  sol< 
Hong  Kong.  — Benjamin  Ful 

Time  To  Make  It  a  Dot-coi 

►Wall  Street  has  some  new  figures  to  exanl 
in  the  just-out  annual  report  of  Austria's  Wal 
AG  (revenues,  $141  million).  The  firm  agairJ 
eluded  many  photos  of  comely  women  wearing  its  high-l, 
panty-hose  product  line — and  little  else,  not  even  undenvf 
What  the  issuance  isn't  raising  is  Wolford's  ADR  price,  off  :l 
in  a  year  to  a  recent  $4.63.  — Leigh  Gallan 

Another  150  Museums  and  He's  Bust 

►  Microsoft  cofounder  Paul  G.  Allen,  who  just  shelled  out  $1 
million  to  build  the  rock  'n'  roll-oriented  Experience  Music  II 

ect  in  Seattle,  is  said  to  be  planning  a  museum  devoted  to 
other  of  his  loves — vintage  aircraft.  One  junker  he  owrl 
World  War  I-era  Curtiss  JN  biplane,  is  currendy  being  restel 
by  Vintage  Aviation  Services,  Kingsbury,  Tex.  No  official  w| 
from  the  $36  billion  man  himself.  — Doug  Dono\ 

Forget  That  Session  on  Diversity 

►General  Motors  gathered  its  top  3,400  executives  last  mol 
in  Orlando  for  its  periodic  Global  Leadership  Conferei 
Just  13%  were  women,  some  of  whom  quickly  gave  the  cl 
fab  another  name:  the  Million  Man  March.  — Robyn  Mem\ 


Brokerages  running  discount,  online  and  no-fee  mutual  fund  operations  avoid  big  claims  of  churning  and 
unsuitability,  since  customers  make  their  own  decisions  and  employees  generally  aren't  paid  on  commission. 
Still,  the  firms  can  end  up  in  arbitration  with  unhappy  clients,  as  these  recent  decisions  suggest.    — W.P.B.  » 


ffflM 

Charles  Schwab  &  Co 
E-Trade  Securities 
£  -Trade  Securities 
Discover  Brokerage  Direct 

Vanguard 
Ajneritrade 

Source:  NASD  Regulation  Inc. 


AWARD 

$950 
1,625 
3,281 
4,750 
15,127 
45,000 


ALLEGATION 

Ignored  customer's  cancelation  of  order  to  buy  I-net 
Didn't  say  Terayon  Communications  buy  order  fulfilled 
Failed  to  provide  account  information  on  request 
Bought  Book-A-Million  although  customer  stopped  order 
Caused  financial  loss  from  delay  in  providing  transfer  forms 
Mishandled  purchase  of  STM  Wireless 
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NetJets: 
For  People 
Who  Value  Experience 
Choice  and  Time. 


5 


ice  Counts 

xecutive  Jet,  Inc.  introduced  the 
ictional  aircraft  ownership  program, 
lizing  business  aviation  and  making 
fordable  than  ever  before.  This  year, 
lore  than  180,000  flights  to  over  90 
to  support  our  NetJets  fractional 
vners.  You  buy  only  what  you  need 
)ur  transportation  requirements, 
ty,  costs  and  a  buyback  of  your  asset 
iteed. 

Matter 

,:fers  12  different  types  of  the  world's 
sst  and  most  reliable  light,  midsize  and 
4n  aircraft  to  meet  our  owners'  varying 


needs.  In  2000,  we  will  operate  over  330  aircraft 
to  support  our  NetJets  owners.  Since  1997, 
NetJets  has  ordered  40%  of  the  world's  business 
jets  (over  600  aircraft  worth  $13  billion). 

Time  Counts 

NetJets  owners  gain  time  and  efficiency  while 
balancing  their  business  and  personal  lives. 
NetJets  programs  are  available  in  the  U.S., 
Europe  and  the  Middle  East.  Owners  can  fly  in 
any  NetJets  program  on  an  interchange  basis 
without  having  to  purchase  additional  shares. 

The  Industry  Leader 

Since  1963,  we  have  gained  more  corporate 
aviation  experience  than  any  other  company. 
With  the  most  advanced  management  software 


system  in  corporate  aviation,  NetJets  provides 
you  with  the  world's  most  personalized  service. 
Benefit  from  our  experience...  have  more  aircraft 
choices...  and  gain  valuable  time.  Choose  NetJets 
and  find  out  how  affordable  the  ultimate  in 
business  and  personal  transportation  can  be. 

1-800-821-2299 

www.netjets.com 

NetJets^ 


The  pioneer  and  worldwide  leader  in 
fractional  aircraft  ownership:'" 

Executive  Jet  is  a  Berkshire  Hathaway  Company 
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MAY  3,  1999 

Chips  Are  Down 

FORBES  PREDICTED  LAST  YEAR  THAT 
Intel  Chief  Executive  Craig  Barrett  would 
diversify  into  new  lines  of  business.  He's 
still  trying.  In  the  meantime  Intel's  core 
business  is  giving  investors  heartburn. 
The  stock  has  tumbled  from  a  high  of 
$76  in  late  August  to  a  recent  $42.  In  late 
September  Intel  blamed  lagging  Euro- 
pean demand  for  a  slackening  of  sales 
growth  to  3%  to  5%  in  the  third  quarter 
(from  1999),  well  below  analysts'  expec- 
tations of  9%.  Meanwhile,  Intel  scrapped 
plans  for  a  low-cost  chip  in  reaction  to 
flaws  and  market  apathy.  PC  makers  say 
that  Intel  has  told  them  not  to  expect  the 
powerful  new  Pentium  4  to  be  widely 
available  by  Christmas. 

— Elizabeth  Corcoran 

NOVEMBER  I,  1999 

Fox  Still  Guarding 
Henhouse 

FOUR  YEARS  AGO  FORBES  CRITIQUED 
the  bureaucracy  that  controls  the  supply 
of  transplantable  human  organs.  After  we 
ran  a  second  piece  last  year,  Secretary  of 
Health  &  Human  Services  Donna  Sha- 
lala  followed  through  on  plans  to  open 
bidding  for  the  contract  held  by  United 
Network  for  Organ  Sharing,  the  cartel  in 
Richmond,  Va.  that  rations  organs. 

In  September  Shalala  claimed  vic- 
tory when  she  took  away  a  piece  of 
UNOS'  contract  and  strengthened  gov- 


ernment oversight.  But  UNOS,  which 
has  flouted  HHS  rules,  still  runs  organ 
allocation.         — Brigid  McMenamin 

SEPTEMBER  18,  2000 

Keep  Your  Eyes  on 
The  Gross 

U.S.  ACCOUNTING  RULEMAKERS  HAVE 
gone  halfway  to  curbing  a  misleading  ac- 
counting maneuver  we  exposed  a  month 
ago.  Internet  retailers  habitually  inflate 
their  gross  margins  by  putting  shipping 
and  handling  costs  in  with  marketing  ex- 
penses rather  than  cost  of  goods  sold. 
The  Financial  Accounting  Standards 
Board's  Emerging  Issues  Task  Force  de- 
cided in  late  September  to  let  companies 
continue  this  mischief  so  long  as  they 
confess  to  their  deeds  in  a  footnote. 

— Elizabeth  MacDonald 


JULY  24,  2000 

Jack's  Back 

IN  JULY  WE  PREDICTED  RECENTLY ' 
retired"  insurance  investor  Jack  B 
would  pull  off  one  more  big  sc 
Looks  like  he's  done  it.  In  Septen 
Byrne's  White  Mountains  Insur 
Group  agreed  to  buy  the  U.S.  op 
tions  of  U.K.  property  and  casualty 
surer  CGNU  Pic.  for  $2.6  billion,  ou« 
ding  Citigroup,  among  others.  Byri 
longtime  friend  Warren  Buffett  is 
vesting  $300  million  for  a  30%  stakj 
Byrne,  known  for  buying  asseti 
the  cheap,  is  keeping  up  his  reputat) 
Bermuda-based  White  Mountains 
its  partners  are  investing  just  $1.7 
lion  in  equity  for  a  company  with  a 
worth  of  $3  billion.  Since  our  storyi 
White  Mountains  shares  have  rj 
47%  to  a  recent  $241.  —John  Gorl 


FLASHBACKS 


70  YEARS  AGO  IN  FORBES/JULY  I,  1930 

Cold  Cure?  One  of  the  most  valuable  announcements,  if  accu- 
rate, from  the  medical  field  in  many  years  has  been  made  during  recent 
weeks  in  the  form  of  a  heralded  isolation  of  the  germ  causing  the  common 
or  garden  variety  of  winter  cold,  with  resultant  promise  that  persons  may  ef- 
fectively be  immunized  against  this  common  ailment.  According  to  Dr.  J.A. 
Pfeiffer,  associate  of  the  Maryland  Medical  School  in  Baltimore,  the  cure  has 
already  been  tested  to  the  satisfaction  of  himself  and  his  associates. 

1970 


30  YEARS  AGO  IN  FORBES/DECEMBER 

No  Glamour,  Just  Growth  In  the  last  five  years  General  Electric  has  lost  c 

to  half  a  billion  dollars  in  atomic  power,  computers  and  jet  engines.  Last  winter's  long  strike  cosi 
company  another  $100  million-plus  in  decreased  profits.  Despite  these  body  blows,  GE  will  earn 
wards  of  $270  million  this  year,  or  more  than  10%  on  its  stockholders'  equity.  How  has  it  manage 
do  so  well  in  the  face  of  all  these  problems?  By  continuing  to  be  the  leader  in  two  of  the  best  ini 
tries  around:  household  appliances  and  heavy  electrical  equipment.  And  not  the  least  of  GE's  streni 
is  in  a  prosaic  but  extremely  dependable  business,  electric  lightbulbs  and  lamps. 
GE  sold  its  household  appliance  business  to  Black  &  Decker  in  1984  but  is  still  the  world  leader  in  hi 
electrical  equipment. 

20  YEARS  AGO  IN  FORBES/MAY  26,  1980 

Robin  Hood  World  Bank  President  Robert  McNamara,  fresh  from  his  labors  in  Vietnl 
has  seemed  almost  obsessed  with  redistribution  of  income.  He  seems  to  have  turned  away  froiro 
concept  of  helping  the  poor  by  raising  overall  national  economic  standards.  He  seems  to  feel  1 
dams  and  roads  and  ports  and  steel  mills— which  the  bank  still  finances  but  tends  to  ignore  in 
rhetoric— may  help  the  economy,  but  they  don't  necessarily  put  extra  food  into  the  stomachs  of! 
teeming  poor. 

In  September  top  economists  at  the  World  Bank  urged  greater  efforts  to  reduce  the  gap  between  rich\ 
poor  nations,  which  a  Bank  report  says  grew  ten  times  wider  over  30  years. 
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Fidelity 


Investments* 


WE  HELP  YOU  INVEST  RESPONSIBLY5" 


FIDELITY  RETIREMENT 
INCOME  PLANNING 


"Experts  agree  that  once  you  retire,  you'll  still 
need  60%-80%  of  your  pre-retirement  salary. 
Social  Security  or  pensions  won't  even  make  up 
half  of  that*  That  means  you  need  to  determine 
where  the  rest  of  your  retirement 
income  will  come  from  for  the  next  i 
20  years  or  more.  Fidelity  Retirement 
Income  Planning  will  help  you  assess 
how  a  Rollover  and  other  investments 
work  toward  your  retirement  goals." 


RYOUR  RETIREMENT  INCOME   PLANNING   KIT  visit  FIDELITY.COM  OR 


8    0   O  - 


mez-Ibaiiez  is  a  Fidelity  customer  und  was  compensated. 

tistics  sourced  from  Social  Security  Administration,  1998.  Fidelity  Brokerage  Services,  Inc.  Member  NYSh,  S1PC 


82398 


• 


or  custome 


AVAVA 

m  commu 


communication 


The  Former  Enterprise  Networks  Group 
of  Lucent  Technologies 


ON   YUUK  Ml  N  U 


EDITED  BY  KATARZYNA  MOfl 


Daddy  Dearest 

Evan  Greenberg  was  expected  to  take  over 
from  dad  Maurice  at  American 
International  Group.  His  sudden  exit 
illuminates  the  trickiness  of  parent-child 
business  duos. 


CHAIRMAN 
LEBENTHAL  &  CO. 

DAUGHTER  ALEXANDRA  IS  CHIEF  EXECUTIVE 

The  Greenberg  situation  made  me  think  about  how  smart 
I  was  to  turn  over  the  reins  to  Alexandra  when  she  was 
only  31,  in  all  areas  but  marketing.  But  now  I  am  also  giv- 
ing up  being  the  spokesman.  It's  a  tough  thing  to  give  up 
the  swank  that  goes  with  being  on  TV. 

SAMUEL  LEFRAK 

CHAIRMAN  OF  LEFRAK  ORGANIZATION 

SON  RICHARD  IS  PRESIDENT;  TWO  GRANDSONS  ALSO 

WORK  WITH  HIM 

My  son,  Richard,  lives  in  the  same  building  as  me  on  Fifth 
Avenue.  We  drive  to  work  together  in  the  morning  and  we 
pick  up  Harrison,  Richard's  son,  on  Park  Avenue,  and  the 
three  of  us  talk  about  the  news  or  deals  we'll  be  signing  that 
day.  All  my  four  children  live  in  New  York.  We  don't  get  in 
each  other's  way,  because  we  all  have  our  roles  to  play  and  we 
let  each  other  play  them. 

I  bring  the  prey  in  and  Richard  cleans  up  the  deal.  Then 
there's  Richard's  younger  son,  Jamie,  finishing  off  the  Marriott 
hotel  today.  You  should  see  Harrison  working  with  the  law 
end  of  the  business.  You  should  see  me  in  the  command  post, 
trying  to  coordinate  this  whole  thing. 


ROBERT  H.  DEDMAN  SR. 

FOUNDER  AND  CHAIRMAN 
CLUBCORP 

SON  BOB  IS  CHIEF  EXECUTIVE 

I  guess  the  Greenberg  situation  could  happen  here,  but  I 
don't  think  it  will.  Bob  has  ClubCorp  in  his  blood.  He  was 
born  the  same  year  I  started  the  company.  I  cherish  my  re- 
lationship with  my  son,  but  a  lot  of  our  people  have  also 
been  very  valuable  partners  in  the  company  for  a  long  time. 
Bob  Jr.  would  be  an  idiot  if  he  didn't  have  the  loyalty 
to  them. 


DANIEL  J.  EDELMAN 

CHAIRMAN  OF  DANIEL  J.  EDELMAN  INC. 
SON  RICHARD  IS  CHIEF  EXECUTIVE  OF 
EDELMAN  PUBLIC  RELATIONS  WORLDWIDE 

You  have  to  empower  somebody.  It's  one  thing  to  give 
a  guy  a  title,  it's  another  thing  to  turn  the  business 
over  to  him. 

At  Edelman  my  son  Richard  is  looked  upon  as  the 
leader.  He's  the  one  who  gives  out  salaries  and  promo- 
tions. If  I  die  tomorrow,  he  is  in  place.  It's  a  done  deal. 


It's  been  a  lot  easier  having  a  relationship  with  a  daugF 
who  didn't  want  to  go  into  business  than  with  a  son  who  c 
because  she  never  saw  me  as  a  competitor.  I  think  Bob  pn 
ably  did  see  me  as  a  competitor,  because  I  could  beat  hirf 
tennis  and  golf. 


JON  M.  HUNTSMAN  SR. 

CHAIRMAN  AND  FOUNDER 
HUNTSMAN  CORP. 
SON  PETER  IS  CHIEF  EXECUTIVE 

We  have  seven  out  of  nine  of  our  sons  and  sons-in-1 
working  in  the  business.  No  one  has  ever  left.  I  started  th< 
after  elementary  school  with  touring  plants  and  we  ma 
business  decisions  together  around  the  dinner  table. 

If  the  Greenberg  situation  happened  to  me,  it  would 
more  difficult  on  the  father  than  the  sons.  The  son  coi 
move  on  and  find  new  green  pastures.  But  it's  always 
father's  dream  to  have  a  son  or  daughter  replacing  hi; 
and  if  that  dream  is  shattered,  he  usually  doesn't  have  a  se 
ond  chance.  — By  David  Armstrong  and  Monte  But 
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You  are  by  yourself.  But  you  are 


Is  there  someone  who  believes  that  businesses  are  not  all  stamped  from  a  cookie  cutter? 


Someone  who  takes  the  time  to  understand  a  company's  individual  strengths?  Is  there  an 


insurance  company  that  takes  a  partnership  approach  to  risk,  continually  developing 


new  programs,  so  it  can  be  minimized  before  a  new  policy  is  written?  Without  Question. 


Question.  ^cSt$&Ul 

Property  and  Liability  Insurance 
For  more  information  contact  your  independent  insurance  agent  or  broker  or  visit  www.stpaul.com. 


not  alone 


Before  you  make  complex  financial  decisions, 
you'll  have  a  few  questions.  So  will  we. 


Bank  of  America  Private  Bank 

Our  questions  have  one  purpose:  to  help  us  get  to 
know  you.  Not  just  on  a  financial  basis,  but  on  a  per- 
sonal one.  That's  the  only  way  to  truly  understand 
your  needs,  your  goals.  And  we  want  to  do  that  so  we 
can  come  up  with  ideas  that  are  exactly  right  for 


you.  Ideas  on  generating  and  maintaining  wealth 
that  you  might  not  get  from  other  banks  or  brokerage 
firms.  All  of  which  means  that  no  matter  where  you 
want  to  end  up,  a  conversation  with  Bank  of  America 
Private  Bank  is  the  place  to  start.  No  question  about  it. 


Call  1.800.863.9500  or  Visit  www.bankofamerica.com/privatebank 


Bank  of  America 


USA 

QQO 


ACT  AND  COMMENT 


y  Steve  Forbes,  editor-in-chief 
With  all  thy  getting  get  understanding" 


BUSH  IS  BETTER 


'ERNOR  GEORGE  W.  BUSH  AND  VICE  PRESIDENT  AL  GORE 
r  voters  two  stark,  contrasting  visions  for  our  future. 
h  trusts  the  people;  Gore,  the  government.  The  Texas 
irnor's  approach  is  more  in  tune  with  the  extraordinary 
inces  in  high  tech  that  are  making  possible  more  and 
e  individual  opportunity  and  choice. 
3ush's  tax  cuts  are  real,  averaging  $2,000  for  a  middle- 
>  couple.  He  chops  tax  rates  across  the  board  and  reduces 
number  of  federal  tax  brackets  from  five  to  four.  He 
ts  to  get  rid  of  the  death  tax,  and  he  certainly  would  be 
e  open  than  Gore  would  be  to  reducing  the  capital  gains 
i — and  ultimately  scrapping  this  incomprehensible,  polit- 
y  polluting  tax  code.  Gore's  tax  plan  becomes  ever  more 
ildering  as  you  wade  into  it.  At  last  count,  experts  had 
overed  29  new  or  remodeled  tax  credits.  It  will  take  a  su- 
:omputer  to  figure  out  what  all  this  will  do  to  each  tax- 
;r.  Tens  of  millions  of  Americans  will  end  up  with  no  tax 
ik,  or,  perversely,  a  higher  tax  bill. 
Gore  wants  price  controls  on  the  pharmaceutical  industry, 
:h  would  suffocate  the  development  of  new  disease-fighting, 
t-relieving  medicines.  Bush  advocates  letting  Medicare  ben- 
aries  have  the  same  vast  choice  of  health  insurance  policies 
programs  that  federal  employees  enjoy.  That  way,  the  elderly 


could  pick  plans  that  would  best  suit  their  particular  needs. 

Gore  wants  to  throw  more  money  at  education.  Bush 
wants  the  parents  of  students  in  the  worst  schools  to  be  able 
to  put  their  children  in  other  schools.  Gore  refused  to  send 
his  offspring  to  Washington,  D.C.  public  schools;  yet  he  op- 
poses giving  parents  who  are  saddled  with  failing  schools  the 
chance  to  make  similar  decisions. 

Bush  would  give  people  the  option  of  having  at  least 
some  of  their  Social  Security  taxes  go  into  their  own  personal 
retirement  accounts;  Gore  would  not. 

The  Justice  Department  has  been  debased  and  politicized 
as  never  before  in  our  history.  Who  is  more  likely  to  restore 
professionalism  and  integrity  there?  Certainly  not  a  man 
who  mouthed  the  words,  "no  controlling  legal  authority." 

Our  military  badly  needs  rehabilitation  but  has  been  un- 
derfunded and  overstretched.  And  the  White  House,  with 
Gore's  concurrence,  has  twiddled  its  thumbs  on  moving  to- 
ward an  effective  missile  defense  system. 

Whatever  the  issue — personal  responsibility,  individual 
opportunity,  respect  for  life,  restoring  the  rule  of  law,  rebuild- 
ing our  armed  forces  and  more — Governor  Bush  trumps  Vice 
President  Gore,  which  is  why  our  future  will  be  brighter  and 
more  secure  if  the  Texan  tops  the  Tennessean  on  Nov.  7. 


SADDAM-AGAIN? 


,NKS  TO  THE  CLINTON/GORE  ADMINISTRATION'S  FECKLESS 
gy  policy,  Saddam  Hussein  will  be  tempted  to  set  off  another 
lly  international  crisis.  He  might  reoccupy  northern  Iraq, 
it  would  the  White  House  do  to  stop  him?  A  few  bombing 
s  won't  turn  him  back  The  Butcher  of  Baghdad  could  cut 
>r  sharply  reduce  Iraqi  oil  production,  which  would  probably 
;e  global  petroleum  prices  to  gush  to  well  over  $50  a  barrel, 
gine  gas  at  $3  a  gallon.  Saddam  could  then  offer  the  U.S.  and 
ii  West  a  choice:  Remove  all  sanctions  and  cease  all  U.N.  arms 
section  attempts  or  endure  a  nice,  expensive  winter. 
iThis  delusional  despot  might  even  attempt  to  grab  Kuwait 


again.  Before  you  instinctively  respond  that  not  even  Saddam 
would  be  so  stupid  after  what  happened  in  the  Gulf  war,  re- 
member that  in  1973  Egypt  and  Syria  attacked  Israel  only  six 
years  after  the  Israelis  had  thoroughly  humiliated  both  coun- 
tries on  the  battlefield.  Saddam  surely  knows — even  if  the 
White  House  pretends  that  it  doesn't — how  much  U.S.  mili- 
tary strength  has  been  reduced  since  1991.  He  also  knows  that 
war,  or  a  war-threatening  crisis,  can  create  a  dynamic  of  its 
own  that  can  lead  to  surprising  results.  Bill  Clinton  would  cer- 
tainly have  a  hard  time  trying  to  re-create  the  grand  coalition 
that  George  Bush  painstakingly  put  together  a  decade  ago. 


POLL  POLLUTION 


T  AS  WE  HAVE  JUNK  SCIENCE,  WE  NOW  HAVE  A  PLAGUE  OF 
k  polls.  Almost  every  newspaper  and  television  station,  it 
ns,  is  sponsoring  a  political  survey.  Sadly,  too  many  of 
>e  soundings  aren't  worth  the  paper  they're  printed  on 
he  airtime  they're  so  prominently  given.  With  few  excep- 
ts, pollsters  do  their  surveying  "quick  and  dirty,"  ran- 


domly dialing  lists  of  registered  voters. 

One  example  of  many  in  this  lazy,  hit-and-run  methodol- 
ogy was  a  poll  for  Newsday  and  TV  station  WB1 1  of  the  New 
York  senate  race  that  showed  Hillary  Clinton  with  52%  of  the 
vote,  the  first  survey  in  which  she  surpassed  the  50%  barrier. 
But  look  behind  the  numbers,  and  you'll  shake  your  head.  For 
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example,  57%  of  the  respondents  were  women.  In  no  statewide 
election  in  New  York  history  has  female  participation  ever 
come  close  to  that.  On  Long  Island  the  female  proportion  was 
61%!  The  poll  gave  New  York  City  a  weight  of  45%,  even 
though  in  statewide  contests  the  city's  proportion  is  around 
30%  of  the  electorate.  And  on  it  goes.  Even  when  apprised  of 
these  fundamental  faults,  Newsday  couldn't  resist  publicizing 


the  poll.  Why  let  integrity  get  in  the  way  of  a  flashy  headlin 
Pollsters  don't  like  to  discuss  the  fact  that  they  face  s 
ous  obstacles:  More  than  60%  of  those  contacted  don't 
spond;  no  one  wishes  to  appear  uninformed,  so  a  person 
likely  toss  off  an  opinion  even  if  it  isn't  firmly  formed; 
most  surveys  don't  ask  questions  that  give  an  accurate  ga 
as  to  whether  the  respondent  is  likely  to  vote. 


PERNICIOUS  PROPOSITION 


ON  ELECTION  DAY,  CALIFORNIA  VOTERS  MAY  END  UP  EFFEC- 
tively  legalizing  drugs  such  as  heroin,  crack  and  ampheta- 
mines without  even  realizing  it.  Proposition  36  mandates 
that  those  convicted  of  drug  offenses  not  be  sent  to  jail  but  be 
placed  in  rehabilitation  programs.  Dig  deeper,  though,  and 
you'll  find  that  this  initiative  is  a  Trojan  Horse  for  decrimi- 
nalizing hard,  highly  addictive  substances. 
Among  Proposition  36's  flaws: 

•  There's  no  mandated  periodic  testing  to  see  if  the  user  is 
really  staying  off  these  dangerous  chemicals.  What  is  the  in- 
centive for  forsaking  the  stuff  if  the  individual  is  not  going  to 
be  held  accountable? 

•  A  person  guilty  of  using  illegal  drugs  can't  be  incarcerated, 
even  if  he  has  a  background  of  violent  crime,  parole  viola- 
tions or  drug  dealing. 


•  Employers  can't  deny  jobs  to  those  convicted  of  drug  us 
hardly  great  news  for  airline  and  bus  passengers,  among  oth 

•  If  a  drug  user  who  is  receiving  treatment  or  has  compk 
a  program  is  caught  again  for  "substance  abuse,"  he  still  c; 
be  sent  to  jail.  He  just  goes  into  another  treatment  progn 

California  already  has  a  promising  drug  treatment  p 
gram.  So-called  drug  courts  can  mandate  treatment  for 
offender  that  includes  frequent,  involuntary  testing.  The  s 
cess  rate  for  this  approach  has  been  phenomenal;  about  t\ 
thirds  of  those  in  the  program  are  able  to  make  a  last 
break.  Only  about  5%  of  convicted  drug  users  are  under 
jurisdiction  of  drug  courts.  Wouldn't  it  be  wiser  to  expj 
this  approach  than  to  gut  it,  as  Proposition  36  would? 

This  dangerous  initiative  deserves  a  resounding  respo 
from  California  voters — just  vote  NO. 


VAST  COUNTRY- VAST  OPPORTUNITY 


YOU  CAN  NOW  READ  FORBES  IN  PORTUGUESE.  LAST  MONTH 
Editora  Camelot,  a  fairly  new,  fast-growing  publishing  giant 
headquartered  in  Sao  Paulo,  launched  Forbes 
Brasil.  The  inaugural  issue  was  a  success,  with  an 
initial  circulation  of  75,000  and  chockablock  with 
paid  advertising.  About  40%  of  the  editorial  con- 
tent is  from  the  U.S.  edition  of  FORBES,  the  rest 
originates  in  Brazil.  Like  its  mother  magazine, 
Forbes  Brasil  is  a  fortnighdy. 

Brazil  itself  has  made  heartening  progress  since 
the  devaluation  crisis  in  January  1999.  A  critical 
test  was  passed  about  a  year  ago,  when  the  real 
came  under  renewed  pressure.  Many  observers  thought 
another  devaluation  was  in  the  offing.  Brazil's  success  in  re- 
sisting such  pressures  gave  everyone  hope  that  the  country 


would  now  have  the  stability  to  truly  move  forward. 
The  key  is  to  create  an  environment  in  which  this  grov 
potential  can  be  realized:  stable  money;  lov 
taxes;  less  regulation;  less  government  tinker 
with  the  economy  and  with  specific  industr 
and  companies;  fewer  trade  barriers;  and  cont 
ued  privatizations. 

Brazil  will  hold  critical  elections  in  2002  t 
will  help  determine  whether  sound  economic 
forms  continue  or  whether  the  country  lurcl 
into  another  round  of  government  interfere! 
and  manipulation.  Despite  any  detours  or  s 
backs,  we  remain  optimistic  about  this  extrai 
dinary  country,  particularly  as  more  and  more  Brazilians 
come  involved  in  high  tech. 


RESTAURANTS:  GO,  ,  STOP 

Here  is  the  distilled  wisdom  of  brothers  Bob,  Kip  and  Tim,  and  other  FORBES  eatery  experts  Tom  Jones  and  Patrick  Cookt 


*  La  Bicyclette-519  Columbus  Ave.,  at  85th  St.  (Tel.:  579- 
1 145).  This  casual,  friendly,  new  brasserie  on  the  Upper  West 
Side  is  a  good  bet — and  it's  open  on  Sunday  nights.  Worthy 
interpretations:  sauteed  foie  gras,  onion  soup  and  steak  au 
poivre.  The  creme  bailee  is  first-rate. 

Tano- 1409  Second  Ave.,  between  73rd  and  74th  Sts.  (Tel.: 
327-0400).  A  definite  lack  of  consistency  here;  food  is  some- 
times astonishingly  good,  sometimes  ordinary  and  unin- 


spired. Service  is  sometimes  warm  and  caring,  sometirr 
aloof  and  disinterested.  This  could  be  an  easy  restaurant 
love — if  they'd  get  their  act  together. 
•  Campanile-30  East  29th  St.  (Tel.:  684-4344).  An  old-fas 
ioned  and  comfortable  Italian  restaurant  serving  delicioi 
traditional  food.  Favorites:  robust  pasta  fagioli;  broccoli  ra 
sauteed  with  olive  oil  and  mucho  garlic;  and  poached  sak 
on.  Desserts  are  limited,  but  the  cheesecake  is  wonderful. 
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'  There  are  places  in  this  world  where  you  are  not  a  CEO,  am  I  willing  to  go  there?  If  the  answer  is  yes  and  you'd  like 
[FO,  a  president,  a  senior  VP,  a  VP,  a  mogul,  a  player       to  further  develop  your  newfound  respect  for  the  bigger 


iven  a  hotshot.  Places  where  all  you  are  is  a 
an  being.  The  question  you  must  ask  yourself  is, 


picture,  then  we  suggest  you  visit  a  Land  Rover  Centre 
and  see  what  a  Range  Rover  is  really  made  of. 


enicle  driven  by  professional  driver.  Consult  owner's  manual  before  entering  water.  ©2000  Land  Rover  North  America,  Inc 
airbags  alone  do  not  provide  sufficient  protection. 


Morgan  Stanley 
Dean  Witter 


OTHER  COMMENTS 


//  any  intelligent  and  loyal  company  of  American  citizens  were  required  to  catalogue 
the  essential  human  conditions  of  national  life,  I  do  not  doubt  that  with  absolute 
unanimity  they  would  begin  with  "free  and  honest  elections." 

—BENJAMIN  HARRISON 


Poll-Ution  Many  press  outlets  have  a  conflict  of  interest 
when  it  comes  to  polls.  Many  surveys  are  conducted  for  media 
organizations,  which  build  exclusive  stories  around  their  re- 
sults. It's  a  bit  unrealistic  to  expect  reporters  to  ask  pointed  ques- 
tions about  the  poll  their  own  paper  or  network  is  conducting. 
For  some  reason,  it's  also  considered  bad  form  to  critique  the 
polls  of  other  media  organizations.  The  result  is  that  much  of 
the  information  the  media  peddle  is  worthless  or  misleading. 

—JOHN  FUND, 

"John  Fund's  Political  Diary,"  opinionjournal.com 

No  Fix  In  the  chronology  of  the  war  on  drugs,  we're  in  the 
World  War  I  trenches,  with  casualties  mounting  and  no  appar- 
ent end  in  sight.  People  are  sick  of  it  and  don't  believe  the  war 
is  working.  So  if  given  a  chance  to  vote  against  the  war  on  drugs 
as  it's  currently  being  waged,  they'll  jump  at  the  chance.  Cali- 
fornia voters  will  have  such  an  opportunity:  the  Drug  Treat- 
ment Diversion  Initiative.  Under  the  initiative,  a  drug  offender 
could  shuttle  in  and  out  of  treatments.  If  the  offender  back- 
slides, there  are  no  less  than  three  adversarial  court  proceedings 
required  for  revocation  of  probation,  which  would  place  a  huge 
burden  on  attorneys,  the  courts  and  probation  officers.  A  person 
completing  two  rounds  of  treatment  would  face  only  a  30-day 
maximum  jail  sentence  for  a  third  or  any  subsequent  posses- 


"They  never  should  have  allowed  us  to  be  free-range." 
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sion  offense.  The  initiative  is  a  recipe  for  failure.  Of  ca 
those  who  believe  that  drug  possession  should  carry  no  c 
inal  penalties  would  cheer.  But  what  is  going  to  happe 
drug  users  when  the  initiative  puts  them  out  on  the  st 
They'll  go  back  to  drugs,  reverting  to  business  as  usual. 

—ALEXANDER  COCKBURN,  Los  Angeles  7 

Unctuous  Plan  The  Gore  energy-  theory  is  to  demcl 
the  oil  companies,  tap  into  the  nation's  strategic  oil  reser 
which  only  a  few  months  ago  he  declared  shouldn 
touched  to  manipulate  prices — and  talk  about  develo 
new  magic  energy-saving  technologies  that  will  create  fa 
the  swing  states  where  Gore  needs  to  get  elected.  Gore  [is 
fering  a  quick  fix  to  garner  votes,  and  pain-free  soluti 
Prime  the  pumps,  pump  the  polls  and  pay  later.  Another  n 
for  the  Gore  strategy  would  be  "The  Saddam  Hussein  Rl 
bilitation  Act  of  2000."  Tapping  into  the  strategic  reserve,  v 
out  conservation  or  exploration,  guarantees  OPEC's  dc 
nance.  And  when  the  oil  market  remains  tight,  Saddam  is  i 
ideal  position  to  hold  America  hostage. 

—THOMAS  L.  FRIEDMAN,  New  York  T 

Unhappy  Ending  Once  upon  a  time  (actually,  iti 
1 9 1 2 ),  in  a  faraway  land  ( actually,  it  was  New  York) ,  a  voter  bee 
upset  when  the  candidate  for  whom  he  voted  proceeded, « 
he  was  in  office,  to  ignore  the  promises  he  had  made  during 
campaign.  The  voter  sued  the  politician  for  breach  of  oral  cont 
After  all,  reasoned  the  disillusioned  voter,  weren't  the  pron 
made  by  a  politician  during  a  campaign  promises  to  the  vo 
And  didn't  those  promises  constitute  an  oral  contract  betv 
the  candidate  and  the  voter,  a  contract  in  which  in  exchange  foi 
voter's  vote  the  candidate  promised  to  do  certain  things  if  elec 
Unfortunately,  this  tale  takes  place  in  New*  York,  which 
the  real  world  and  not  in  a  fairytale  kingdom  where  peop 
more  truthful  and  honest  The  judge  ruled  that  "a  contract  t 
not  be  based  on  an  ante-election  promise  to  voters  genei 
by  a  candidate  for  public  office,  so  as  to  give  a  voter  a  right  tc 
strain  the  promisor  from  violating  same."  In  other  words,  die 
no  legal  way  voters  can  make  politicians  keep  their  promis- 

—WILLIAM  LUTZ,  Doublesp 

Meat  of  the  Matter  I'll  make  you  two  promises:  a 
good  steak,  medium  rare,  and  the  truth,  which  is  very  rare 
— AVA  GARDNER  as  Ellie  Holbro 
in  Seven  Days  in  May  ( 1964  film) 


[Our  process  to  reduce  sulfur  in  gasoline 


HELPS  THOSE  WHO  DO  NT  EVEN  DRIVE. 


fur  is  a  naturally  ocmrring  element  in  gasoline 
j  contributes  to  air  pollution.  But  until 
(entry, -the  methods  used  to  remove 
I  ur  from  gasoline  weren't  very  efficient.  So 
Hips  is  developing  a  new  process  that 

Foves  more  than  90%  of  the  sulfur  in 
dard  gasoline  without  significant  loss  of 


octane  or  volume.  Its  an  innovation  that  will 
help  us  reduce  harmful  emissions  from  cars, 
improve  air  quality  and  meet  proposed 
sulfur  regulations  for  years  to  come.  And 
its  just  one  of  the  many  ways  we  live  up  to 
the  name  The  Performance  Company,  prnt* 

PHILLIPS  PETROLEUM  COMPANY  ffl) 


a  copy  of  our  annual  report,  call  918-661-3700,  write  to:  Phillips  Annual  Report,  B-41,  Adams  Bldg.,  Bartlesville,  OK  74004, 

or  visit  us  at  www.phillips66.com. 


our  customers  are  every 


Make  vour  business  mobile 


Your  customers'  habits  are  changing. 
Increasingly,  they  do  business  how,  where  and  when 
they  please  -  via  the  Internet.  In  parks,  on  the  road, 
even  over  breakfast  in  bed,  people  are  using  wireless 
devices  to  purchase  goods  and  services,  trade  stock, 
book  travel  -  you  name  it. 

Opportunities  abound  for  those  who  embrace  the 
change  and  make  their  business  mobile. 
And  with  Siemens,  it's  easy. 

From  entire  networks  to  the  latest  in  voice,  data  and 
video  communication  equipment  and  services,  we 
can  supply  and  integrate  it  all. 
We're  the  only  company  who  really  understands  how 
to  make  it  all  work  seamlessly. 
Siemens.  We  make  business  mobile. 

obile  business 


I  DON'T  MEASURE  SUCCESS  FROM  9  TO  5. 


FOR  ME,  BUSINESS  IS  PLEASURE. 


THE  FAST  LANE  IS  THE  ONLY  LANE 


I  KNOW  WHAT  I'M  WORTH 


I  INVEST  IN  WHAT  I  KNOW. 


LIFE  INSURANCE 
MUTUAL  FUNDS  /  INVESTMENTS 
LONG  TERM  CARE  INSURANCE 
ANNUITIES 

RETIREMENT  SERVICES  /  401  (k)  PLANS 
DISABILITY  INCOME  INSURANCE 
TRUST  SERVICES 


Who  you  are  is  your 
business.  Annuities  are 
ours.  Talk  to  us  about 
getting  tax-deferred 
accumulation  and  regular 
income  for  life.  Visit 
www.massmutual.com 


MassMutual 

FINANCIAL  GROUP 


THE  BLUE  CHIP  COMPANIES5 


OVER  S200  BILLION  IN  ASSETS  UNDER  MANAGEMENT  WITH  SUBSIDIARIES  INCLUDING  OPPENHEIMERFUNDS,  INC.  AND  DAVID  L.  BABSON  &  CO.  INC. 
©2000  Massachusetts  Mutual  Life  Insurance  Co.  (MassMutual),  Springfield,  MA  01111  •  Established  in  1851  •  A  Fortune  500  Company  •  Securities 
products  and  services  offered  through  MML  Investors  Services,  inc.,  a  MassMutual  subsidiary,  and  OppenheimerFunds  Distributor,  Inc. 


DM  M  EN  TAR  Y 


n  Events  at  Home  and  Abroad 

y  Caspar  W.  Weinberger,  chairman 


AN  ELECTORAL  PRIMER 


.  IS  THE  SEASON  FOR  POLLS— TRACKING,  GENDER,  IN- 
t  reaction,  etc. — all  leading  up  to  the  only  poll  that 
its:  Election  Day. 

4eanwhile,  a  surprising  number  of  questions  revealing 
|  iderable  misapprehension  have  led  me  to  conclude  that 
>rt  guide  on  how  to  watch  the  election  results  is  in  order, 
i:  it  is,  distilled  from  about  70  years  of  election-watching, 
emotions  that  ranged  from  the  despair  of  a  victory  that 
>ed  away  in  1948  to  the  glory  of  a  victory  in  1980  that 
nt  a  sure  change  for  the  better. 

Tie  first  thing  to  remember  is  Electoral  College  arith- 
c.  It  is  not  enough  to  know  that  one  candidate  may  be 
Irted  as  leading  46%  to  42%;  the  crucial  question  is, 
re  is  he  leading?  Recall  that  it  is  theoretically  possible  for 
ididate  who  is  leading  46%  to  42%  in  the  popular  vote 
tse  the  election,  because  he  may  not  have  the  required 
)rity  of  the  Electoral  College.  This  has  happened  three 
■s— 1824,  1876  and  1888. 

The  Electoral  College  has  been  called  both  the  testament  of 
bunding  fathers  and  testimony  to  their  fear  of  a  "fractious 
jrity,"  i.e.,  pure  democracy.  To  insulate  the  country  from 

they  created  a  system  they  thought  would  provide  for  some 
or  wise  men,  who  would  elect  the  President  for  us.  Each 

gets  an  electoral  vote  in  the  "college"  for  each  of  its  con- 
>men  and  two  senators.  Thus  there  are  538  electors,  54  of 
t  m  are  from  California,  33  from  New  York,  and  three  each 
l  seven  states  and  Washington,  D.C.  A  simple  majority  of 
electoral  votes  is  needed  to  elect  the  President,  so  winning 
fornia  and  New  York  does  not  necessarily  a  President  make. 
\s  it  turns  out,  the  electors,  who  are  chosen  by  party  lead- 
in  each  state,  are  distinctly  nonmemorable  people  who  are 
:ged  to  vote  for  their  party's  candidate  if  he  has  won  the 
ailar  vote  in  that  state.  The  college  does  not  meet  as  a 
lp;  the  electors  meet  in  their  states  in  December  and  send 
results  of  their  balloting  to  the  president  of  the  Senate  in 
hington.  But  these  electors  are  only  pledged  to  vote  for  the 
ners  of  the  popular  vote  in  their  state.  There  is  neither  a 
stitutional  commitment  nor  a  federal  statutory  obligation 
hem  to  do  so.  They  can  vote  for  anyone  who  is  eligible  to 
Resident.  Occasionally  electors  have  voted  for  someone 
?r  than  the  winner  of  their  state's  popular  vote.  If  no  can- 
tte  receives  the  necessary  270  electoral  votes,  the  House  of 
resentatives  chooses  the  President  from  the  top  three  Can- 
nes. When  the  House  votes  on  such  an  occasion  (and  it 
happened  once — in  1824),  each  state  has  one  vote.  (In 


1876  Rutherford  B.  Hayes  had  the  majority  of  electoral  votes; 
however,  four  states'  votes  were  disputed.  Congress  formed  a 
special  electoral  commission,  which  assigned  those  electors  to 
Hayes,  who  was  declared  the  winner  in  March  1877.) 

So  we  must  look  to  see  who  is  leading  where  before  as- 
suming that  a  candidate  who  is  ahead  in  the  popular  vote 
will  win  the  White  House.  It  would  be  wise  also  to  watch  the 
races  for  the  House,  just  in  case.  If  the  various  polls  are  right, 
this  race  could  be  close  enough  that  the  winner  of  the  most 
popular  votes  might  not  win  the  election. 

What  To  Look  For 

Now,  after  that  brief  civics  course,  we  can  discuss  what  to 
look  for  on  Nov.  7.  The  networks  will  all  run  "exit  polls," 
which  consist  of  asking  voters  whom  they  voted  for,  as  they 
leave  their  polling  places.  Relying  on  these  responses,  some 
networks  will  start  broadcasting  "results"  before  the  polls 
have  closed  in  the  West — sometimes  even  in  the  East.  Exit 
polls,  however,  are  usually  not  as  accurate  as  the  scientifically 
constructed  samples  of  votes  taken  before  the  election. 

Then  there  are  "straws  in  the  wind" — e.g.,  a  few  tiny 
hamlets  in  New  Hampshire  will  open  their  polls  at  midnight 
in  an  effort  to  get  all  registered  voters  to  vote  early  so  these 
villages  can  close  their  polls  and  be  "first  in  the  nation."  The 
winners  are  usually  Republicans,  but  these  polls  are  not  heav- 
ily relied  on  as  accurate  barometers. 

As  for  the  tally  of  actual  votes,  one  of  the  bellwether  states  to 
watch  for  this  year  will  be  Connecticut.  It  has  a  record  of  tallying 
its  popular  vote  very  quickly,  and  with  a  Connecticut  senator  on 
the  national  ticket,  the  results  could  be  significant.  After  that  it 
would  be  a  good  idea  to  follow  the  regional  votes  closely.  One  or 
two  southern  states  could  forecast  a  regional  theme,  as  could 
early  reports  from  industrial  Pennsylvania  and  the  Midwest. 

But  if  instead  of  a  very  close  election  heavy  early  trend 
lines  develop,  some  of  the  very  early  predictions  may  be  right 
and  influential.  The  best  known  example  of  this  was  in  1980, 
when  all  early  returns  pointed  to  a  Reagan  victory.  President 
Carter  was  convinced  of  Reagan's  winning,  so  he  conceded  at 
6:50  p.m.,  Pacific  time,  more  than  an  hour  before  the  polls  on 
the  West  Coast  closed.  Many  infuriated  Democrats  blame 
Carter  for  convincing  supporters  in  the  West  that  there  was  no 
reason  for  them  to  vote  since  he  had  already  conceded. 

On  election  night  2000,  keep  your  eye  on  the  total  elec- 
toral votes,  and  beware  of  gross  percentage  numbers — unless 
of  course  they  are  favorable  to  your  candidate.  F 
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CONCERNED   A  B  D  I 


WHAT    NET  MARKETS  WILL 


TD    YOUR  MARGIN 


CALL  U 


CALICO 


eBusiness  for  Leaders" 


Without  the  right  eBusiness  software,  selling 
in  a  Net  marketplace  can  mean  giving  up 
control  over  your  pricing— along  with  the  product  and  service 
mix  you  use  to  build  customer  loyalty  and  drive  margin  growth. 
Calico  software  enables  you  to  control  the  keys  to  profitable 
selling  to  new  and  existing  customers  in  Net  markets,  direct 
from  your  Web  site,  and  through  existing  channels.  Find  out 
how  over  100  companies  use  Calico  software  to  deliver 
superior  convenience,  choice,  and  value  to  customers.  Without 
having  to  shave  their  margins.  Call  1-800-717-9077  or 
simply  visit  us  at  www.calico.com/control9  for  more  details 
and  your  free  white  paper  "Taking  Control  of  eBusiness  Selling." 


C200C-  CaiKC  s  a  registered  tradsmaft  of  Calico  Commerce  Inc  AH  rights  rt 


)  I  G I TA  L  RULES 


y  Rich  Karlgaard,  publisher 

blisher@forbes.com 


NOW  WHAT? 


IE  EVENTS  IN  HISTORY  CRACKLE  IN  YOUR  MEMORY  AT 
mere  mention  of  their  dates — Dec.  7,  1941;  Nov.  22, 
5;  or,  more  happily,  July  20, 1969.  In  the  Internet  business 
two  dates  leap  out — Aug.  9, 1995  and  Apr.  14, 2000.  They 
jookends  to  an  era. 

-ive  years  and  two  months  ago  Netscape  floated  its  IPO. 
deal  priced  at  $28,  but  recorded  a  first  trade  of  $71.  The 
on  Valley  Web-browser  startup  coasted  to  the  4  p.m.  bell 
58,  and  a  market  cap  of  $2.7  billion.  Thus  started  the  In- 
et  boom  and  its  crazy  build-market-share-now,  show- 
it-next-century  attitude  toward  financing, 
-ast-forward  four-and-a-half  years:  On  Apr.  14,  2000,  at 
m.  EST,  the  whole  apparent  house  of  cards  fell  in.  Nas- 
had  been  in  free  fall  for  five  weeks,  off  its  Mar.  10  moun- 
top  high  of  5048.  But  on  black  Friday  it  picked  up  speed, 
by  day's  end  it  was  clinging  by  its  fingertips  to  the  edge 
le  3000  cliff.  A  few  hundred  dot-coms  weren't  so  lucky 
went  to  their  eternity. 

30  here's  the  question.  Was  the  period  from  Aug.  9,  1995 
Ipr.  14,  2000  some  kind  of  outlandish  spike  of  excess,  a 
rd  warp  in  American  financial  history  never  to  be  re- 
:ed?  Put  another  way,  does  the  recent  regression  toward 
rex  growth  rates  and  modest  valuations  signal  a  return  to 
malcy?  Or  are  we  just  burping  before  the  next  breakout? 

I  Coming  Boom 

\\  some  caveats,  I'd  say  we're  in  a  pause.  Two  forces  drive 
Ws  economy:  risk  capital  and  technology.  Both  are  going 
Igangbusters,  although  risk  capital  is  fickle.  It  will  dive  for 
pr  at  the  first  hint  of  lousy  tax  or  regulatory  policy,  which  the 
[ember  election  could  bring.  Example:  Think  Charles  Rangel 
[axes  and  David  Bonior  on  labor  laws.  Or  recall  Barbara 
er's  1993  stab  at  taxing  the  inside  gains  of  401  (k)  savings. 
But  for  now  the  story  is  good.  Venture  capital  earmarked 
high  tech,  probably  the  most  effective  economic  lever  of 
nas  expanded  from  $2  billion  a  year  in  1990  to  $100  bil- 
this  year.  The  actual  number  could  be  higher.  Corporate 
funds — Intel  alone  invests  $1  billion  a  year — are  a  new 
nomenon  and  probably  undermeasured.  So  is  the  sum  of 
tup  investments  by  angel  investors,  rich  folks  who  write 
0,000  checks  to  the  next  Scott  McNealys.  Thanks  to  mar- 
cap  Fort  Knoxes  like  Cisco,  Oracle  and  Sun,  the  500 
are  miles  around  Palo  Alto,  Calif,  alone 
/  harbor  as  many  as  50,000  people 
th  more  than  $10  million  each.  Eight 


figures  is  a  reasonable  starting  stake  for  the  serious  angel. 

American-style  venture  capital  is  now  the  rage  in  Europe 
and  Asia.  (Pssst ...  the  highest  return-on-capital  business  we 
know  of  is  the  venture-capital  conference  business.  Invest 
$100,000,  rake  in  $2  million,  schmooze  famous  CEOs  and  see 
the  capitals  of  Europe  from  five-star  suites.)  Tens  of  billions 
of  dollars  are  pouring  into  raw  American-style  startups,  not 
just  the  usual  Euro-ey  LBOs  of  former  state-owned  dinosaurs 
or  roll-ups  of  aging  mittlestands.  One  can  see  global  venture 
capital  rising  to  a  $1  trillion  business  within  five  years. 

Invading  Geek  Hordes 

The  underlying  pace  of  technology  moves  even  faster. 
Moore's  Law  on  silicon  still  pertains  and  will  for  another 
ten  years  before  molecular  or  quantum  computing  takes 
over.  But  that's  fodder  for  a  different  column.  Just  using  sili- 
con, PCs  and  PalmPilots  in  2010  will  be  50  times  more  pow- 
erful than  today's,  and  at  the  same  price.  Today's  zippy  Pen- 
tium III  chip  will  find  employment  tomorrow  in  the  heel  of 
your  shoe,  telling  you  why  you  have  plantar  fasciitis.  With 
wireless,  it  may  book  your  appointment  with  a  podiatrist  or 
consult  on  the  design  of  your  orthotics. 

Storage  is  evolving  faster  than  processing — doubling  every 
12  months  versus  silicon's  every  18  months — and  bandwidth 
is  zooming  fastest  of  all.  Yes,  the  last  mile  is  today  a  teeth- 
grinder.  Maybe  Janet  Reno's  successor  will  do  something  use- 
ful and  break  up  the  local  phone  companies.  Let's  hope.  One 
way  or  another,  a  rush  of  gigabits  is  headed  your  way. 

To  sum  up:  Chip  speeds  double  every  18  months.  Stor- 
age doubles  every  12  months.  Bandwidth  doubles  every  six 
months.  These  three  horses  dictate  the  pace  of  all  Internet 
technology,  all  software — and  every  new  business  model 
worth  a  hoot.  Them's  mighty  fast  horses.  When  combined 
with  $100  billion  a  year  of  venture  capital,  and  maybe  $1  tril- 
lion a  year  globally  by  2005,  the  result  is  unavoidable.  Every 
800  math  S.A.T.  geek  with  an  eye  toward  killing  your  busi- 
ness will  probably  get  a  $20  million  first- round  check  to  try 
just  that,  at  least  once.  Bottom  line:  Get  ready  for  an  acceler- 
ated pace  of  business  innovation  and  volatility.  All  ot  which  is 
good  for  the  stock  market. 

The  caveat  is  always  policy.  Bad  decisions  on  trade,  taxes  and 
monetary  policy  turned  a  1929  stock  market  hiccup  into  the 

~T7  1 930s-long  Great  Depression.  Higher  tax  rates 

To  see  past  Digital  Rules  f  r  °" 

columns,  visit  our  Web  site  at        on  caPltal  gains  would  natten  the  Uptrend 

www.forbes.com/karlgaard.        in  risk  capital  and  bonk  this  boom,  too.  F 
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United 

companies  Were  United 
pilots  cutting  their  own  noses 
when  they  walked  out  on  thou- 
sands of  flights  this  summer? 
No,  they  were  cutting  yours. 


BY  JONATHAN FAHEY 

WHEN  UNITED  AIRLINES  AN- 
nounced  late  last  month  it 
would  likely  post  losses  in  the 
last  two  quarters  of  the  year — its  first 
losses  in  25  quarters — blame  was  set 
squarely  on  the  shoulders  of  the  com- 
pany's 10,500  pilots.  Their  unofficial 
boycott  of  overtime  this  summer  led 
to  an  estimated  10,000  flight  cancela- 
tions, sent  customers  to  other  airlines 
and  helped  drive  UAL  stock  down  from 
$79  in  January  to  $48  near  the  end  of 
August. 

Shares  crept  up  after  management 
secured  a  new  labor  agreement  with  the 
pilots,  even  though  the  pact  was  laden 


After  a 
summer  of 
frustration, 
United  fliers 
bolted. 

Shareholders 

quickly 

followed. 


with  rich  pay  raises  of 
21%  to  28%  and  a  long 
list  of  quality-of-life  con- 
cessions. But  other  fac- 
tors, like  rising  fuel  prices 
and  the  proposed  acqui- 
sition of  US  Airways, 
along  with  a  trimmed  flight  schedule 
and  customer  desertions,  kept  the  stock 
grounded.  When  the  company  an- 
nounced last  month  just  how  much  its 
summer  of  frustration  would  cost — all 
the  company's  profits,  and  then 
some — shares  dropped  to  a  five-year 
low  of  $40.25,  where  they  seem  des- 


tined  to  stay  for  a  while. 

Since  United's  pilots  own  a  collec- 
tive 13  million  shares — a  block  that  lost 
$504  million  in  nine  months — you'd 
think  they'd  be  writhing  in  agony, 
right?  Hardly. 

"I  haven't  lost  one  second's  sleep," 
says  777  pilot  and  union  spokesman 


►  By  the  Niimbei 


United's  pilots  will  recoup  their  losses 
lot  faster  than  its  shareholders. 


Revenue  lost 
to  other  airlines  (May-September 

Average  loss  in  stock 
value  per  pilot  since  January. 

Average  captain's  raise 
in  first  year  of  proposed  contract. 

Sources:  Morgan  Stanley:  Forbes:  UAL 
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>ert  Hunter.  "Fourteen  months 
[  had  $350,000  worth  of  stock, 
it's  something  under  $200,000. 
lot  a  rich  man.  I  can't  afford  to 
$160,000.  But  I  didn't  lose  any- 
j,  because  that's  Monopoly 
ey." 

/hy  the  lack  of  remorse?  Under 
s  of  the  Employee  Stock  Option 
completed  in  April,  which  ceded 
Vo  of  the  company  to  the  pilots, 
)ilots  can't  sell  shares  until  they 
For  most  pilots,  that  decision  is 
;  away.  With  the  retroactive  raise 
negotiated,  it  will  take  only  until 
spring  at  the  latest  for  them  to 
up  their  losses  in  cash,  even  if 
?s  stay  flat. 

lvestors  should  be  so  lucky.  The 
billion  (sales)  company  will  be 
led  with  additional  costs  that  will 
tceed  the  $450  million  annual  hit 
the  new  pilots'  agreement.  The 
pany  must  negotiate  new  terms 
two  other  unions,  the  flight  at- 
ants'  and  machinists',  both  of 
h  are  looking  for  pilot-size  raises. 
This  is  an  industry  where  if  you  get 
costs  out  of  line  and  business  is 
so  good,  you're  dead,"  says  Sam 
man,  a  University  of  Chicago  busi- 
school  economics  professor  who 
tes  labor  and  the  airline  industry, 
business  is  so  good  they  can  defer 
lay  of  reckoning." 
f  troubles  return,  United  pilots  can 
rhat  they  and  other  pilots'  unions 
done  in  the  past — give  up  some 
y  in  exchange  for  an  even  bigger 
!  of  the  company. 

)f  course  the  pilots,  who  accepted 
Yo  pay  cut  in  1994  in  exchange  for 
ial  ownership,  deny  any  responsi- 
y  for  the  slowdown,  saying  they 
led  management  of  an  impend- 
:>ilot  shortage  18  months  before 
rouble  started.  "To  say  what  hap- 
:d  this  summer  was  a  pilot  prob- 
is  nothing  short  of  ridiculous," 
ter  says. 

Jo,  it  wasn't  a  pilot  problem — they 
)kay.  But  the  list  of  losers  is  pretty 
:  other  shareholders,  stranded  trav- 
and  tax  collectors.  F 


Strategic  Feel-Good  Reserve 

OIL!  The  U.S.  Department  of  Energy  wanted  you  to  feel  warm 
and  fuzzy  about  the  winter  heating  season,  so  it  stockpiled 
2  million  barrels  of  heating  oil  in  New  England.  Guess  what 
that  did  to  the  market. 

BY  DANIEL  FISHER 

STOCKPILED  IN  A  GRIMY  TERMINAL  IN  NEW  HAVEN,  CONN.  IS  A 
1 -million-barrel  reserve  of  heating  oil  belonging  to  the  Department  of 
Energy.  The  DOE  owns  another  1  million  barrels  stored  in  New  Jersey. 
The  government  bought  this  oil,  which  it  calls  the  Northeast  Heating 
Oil  Reserve,  in  late  August  by  trading  in  2.8  million  barrels  of  valuable  crude 
and  taking  the  hit  for  a  nasty  refining  markup.  The  refiners  got  a  good  deal 
because  they  have  a  seller's  market — they  are  already  running  at  96%  of  ca- 
pacity. The  government  is  also  going  to  spend  $7.2  million  a  year  to  store  the 
heating  oil. 

The  notion  is  that,  if  any  wicked  oil  companies  try  to  gouge  consumers,  the 
DOE  can  unleash  its  reserve  and  force  down  prices.  But  it  appears  that  the  gov- 
ernment's action  is  perversely  having  the  effect  of  exacerbating  the  problem  it 
is  supposed  to  solve. 

"The  threat  of  that  oil  being  sold  at  any  moment  can  lead  to  more  risk  for 
companies  that  might  put  more  oil  in  storage,"  says  Tom  A.  Kloza,  publisher  at 
Opis  Energy  Group,  which  tracks  the  heating  oil  market. 

Thanks  in  part  to  the  government's  accumulation,  spot  heating  oil  for  de- 
livery into  New  York  harbor  is  now  95.2  cents.  The  futures  price  for  delivery  in 
January,  at  the  peak  of  consumption,  is  only  94.9  cents,  leaving  no  spread  over 
today's  price  to  pay  storage  costs.  The  February  contract  is  92.9  cents. 

This  grim  price  schedule,  exhibiting  what  the  traders  call  backwardation 
(futures  prices  lower  than 
spot),  is  a  pretty  powerful 
incentive  for  any  private 
owner  not  to  stockpile  heat- 
ing oil.  The  result  is  that  East 
Coast  heating  oil  inventories 
stand  at  39.7  million  barrels, 
versus  68  million  at  this  time 
a  year  ago. 

At  least  if  prices  jump, 
New  Englanders  are  cov- 
ered, right?  Not  necessarily. 
The  reserve  is  supposed  to 
kick  in  when  bad  weather 
disrupts  the  delivery  of  oil, 
which  in  New  England  trav- 
els by  barge  and  truck  instead  of  pipelines.  How  the  oil  will  escape  the  termi- 
nals in  New  Haven  and  New  York  under  those  conditions,  the  government 
isn't  saying. 

If  the  government  program  is  unlikely  to  help  consumers,  it  is  putting  a  lit- 
tle spare  change  in  the  pockets  of  the  companies  that  won  the  storage  contracts. 
Half  the  New  Haven  stockpile  is  held  by  Equiva  Trading,  a  partnership  that  in- 
cludes Shell,  Texaco  and  Saudi  Refining. 

Your  tax  dollars  at  work.  F 


Stockpiling  will  only  lead  to  pumped-up  oil  prices. 
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claims  will  change  the  world. 

Only  a  handful  of  his  140 
employees  knew  what  they 
would  be  working  on  before 
they  took  their  jobs.  The  rest 
signed  up  on  blind  faith. 
"When  I  talked  to  the  com- 
pany, we  met  in  the  cafeteria. 
They  wouldn't  let  me  into  the 
office.  And  they  wouldn't  let  me  talk  to 
Ray,"  harrumphs  one  of  Ozzie's  old 
pals,  who  didn't  take  a  job  at  Groove. 

Now,  at  last,  Ozzie  is  ready  to  talk. 
On  Oct.  24  he  will  unveil  a  new  product 
at  the  big  Internet  World  trade  show  in 
New  York.  Hints  are  it  will  be  a  file- 
sharing  "platform"  that  will  make  Nap- 
ster, the  controversial  music-download 
program,  look  like  a  Tinkertoy  set. 

All  Ozzie  will  say  is  that  the  new 
product  involves  peer-to-peer  com- 
munication ("P2P"  in  geek-speak)  over 
the  Internet.  P2P  lets  two  computers 
share  files  directly  or  combine  to 
process  tasks.  Groove's  technology  goes 
way  beyond  Napster,  says  one  of 


Ozzie's  pals,  software  d< 
oper  Daniel  Bricklin.  H< 
cently  got  a  demo. 

"I  expect  a  lot  from 
and  I  wasn't  disappoint 
Bricklin  says.  "He's  q 
some  really  good  people, 
they've  gone  after  some 
tough  problems." 
Bricklin  and  others  say  Oz; 
product  is  not  a  simple  application) 
rather  a  platform  or  environment 
which  others  can  build  application^ 
What  Groove  produces  had  b^ 
be  good.  Ozzie  has  been  off  the  maf 
so  long  that  some  people  have  lost 
terest.  Apparently,  secrecy  can  bi) 
contempt.  "Ray  hasn't  had  a  great 
in  more  than  ten  years.  I'm  not  s 
anyone's  really  that  excited  about 
anymore,"  says  Jeffrey  Tarter,  edito) 
Softletter,  an  industry  newsletter. 

Has  Ozzie  created  the  next  "ki 
app" — that  is,  a  program  that  char 
the  way  we  use  computers  and  the 
ternet?  We  will  know  soon  enough. 


Hush-Hush 

software  A  top-secret 
programming  effort  is  about  to 
be  revealed.  Will  anyone  care? 

BY  DANIEL  LYONS 

RAY  E.  OZZIE  IS  ONE  OF  SOFTWARE'S 
heavy  hitters.  Years  before  mil- 
lions of  people  began  com- 
muning on  the  Internet,  he  created  a 
"groupware"  program — Notes — that 
let  people  link  up  online.  He  sold  it  to 
Lotus  Development,  and  it  became  one 
of  the  bestselling  software  products 
ever,  with  more  than  60  million  users. 

But  in  1997  Ozzie  went  into  the 
woods  and  hasn't  been  seen  since.  He 
formed  a  company,  Groove  Networks, 
raised  $50  million  and  assembled  a 
team  of  software  superbrains,  clois- 
tered away  in  a  former  shoe  factory  in 
Beverly,  Mass.  They've  been  working 
on  a  top-secret  product  that  Ozzie 

Scientist, 
Activist,  Yogi? 

FOOD  The  geneticist  who 
discovered  GMOs  in  taco  shells 
can't  shake  his  strange  ties  to 
the  antibiotech  crowd. 

BY  BRANDON  C0PPLE 

IN  1994  A  MOLECULAR  BIOLOGIST 
named  John  Fagan  made  a  few  head- 
lines when  he  returned  a  $613,882 
grant  from  the  National  Institutes  of 
Health  rather  than  proceed  with  his  ge- 
netic research  at  a  little-known  univer- 
sity in  Fairfield,  Iowa.  Fagan  said  he 
feared  the  results  of  his  genetic  research 
could,  in  the  wrong  hands,  be  used  to 
manipulate  human  DNA. 

Over  the  next  two  years  Fagan  wrote 
a  book  warning  against  the  perils  of  ge- 
netic engineering,  and  toured  the  world 
speaking  out  against  the  use  of  geneti- 
cally modified  organisms  in  food.  Ge- 
netically altered  foods  amounted  to  "a 


John  Fagan  claims  he's  given  up  his  crusade, 
but  the  biotech  crowd  hasn't  forgotten. 


dangerous  global  experiment  in  which 
we  are  the  guinea  pigs,"  he  told  the  Irish 
Times  in  1996. 

Now  Fagan  is  in  the  news  again. 
Last  month  the  company  he  helped 
found,  Genetic  ID,  detected  genetically 
modified  corn  in  a  batch  of  Taco  Bell 
taco  shells.  Fagan's  findings  led  Kraft 


Foods,  the  maker  of  the  franken-sta 
ground  shells,  to  recall  2.5  mill 
boxes  from  supermarkets  nationwic 

Fagan,  52,  and  his  staff  at  Fairfifl 
based  Genetic  ID  proclaim  neutralit 
the  GMO  debate,  and  present  the 
selves  as  detached  scientific  professii 
als.  But  the  biotech  industry  has  b< 
slow  to  forget  Fagan's  crusades  and 
friends  he's  made  along  the  way.  1 
taco  incident,  set  off  after  Genetic 
fingered  a  strain  of  genetically  modi! 
corn  in  testing  performed  for  the  er 
ronmental  group  Friends  of  the  Eai 
has  only  served  to  heighten  the  vitri< 

Fagan  has  armed  his  critics  wi 
plenty  of  stones  to  hurl.  Since  IS 
Fagan  has  been  on  faculty  at  Mahari 
University  of  Management,  a  small  c 
lege  just  across  town  from  Fagan's  1; 
at  Genetic  ID.  At  Maharishi  U.,  m 
scendental  meditation  is  part  of  the  a 
curriculum,  and  students  are  tauj 
yogic  flying — levitation  by  concent 
tion.  More  to  the  point:  The  scho 
founded  by  Maharishi  Mahesh  Yogi, 


54     FORBES"  October  30,  2000 


"Best  Overall  Travel  Site" 

-Yahoo!  Internet  Life.  June  DO 


Expedia.com 

Don't  just  travel.  Travel  Right." 


BOOK  THE  RIGHT  FLIGHT.  RESERVE  THE  PERFECT  ROOM.  RENT  A  GREAT  CAR. 

If  you're  looking  for  award-winning  travel  solutions  on  the  Internet,  you'll  find  them  on  Expedia.com." 
So  don't  just  book  a  trip,  book  the  right  trip.  Easy  and  secure  transactions,  all  at  the  right  price. 
Backed  by  our  24-hour  customer  support. 
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been  a  haven  for  opposition  to  genetic 
tinkering.  In  1995  the  university's  press 
published  Fagan's  book  Genetic  Engi- 
neering: The  Hazards;  Vedic  Engineering: 
The  Solution.  Vedic  science  purports  to 
manage  health  through  herbal  and 
meditational  treatment.  And  Fagan  isn't 
the  only  link  to  Maharishi  U.;  Genetic 
ID's  laboratory  manager,  Bernd  Schoel, 
has  taught  biochemistry  there. 

Maharishi  University's  staff  also  in- 
cludes frequent  presidential  candidate 
John  Hagelin.  Hagelin  is  running  this 
year,  as  he  did  in  1996,  under  the  Nat- 
ural Law  Party  banner;  in  both  cam- 
paigns he  has  assailed  the  use  of  GMOs. 
Among  his  advisers  in  the  failed  1996 
campaign:  John  Fagan. 

Fagan  says  he  renounced  activism  in 
mid- 1 998,  at  the  behest  of  new  Chief  Ex- 
ecutive William  Witherspoon.  Wither- 
spoon,  a  former  biotech  executive,  was 
brought  out  of  retirement  to  save  Ge- 
netic ID,  which  at  the  time  was  barely 
able  to  pay  its  bills.  He  reorganized  the 
company  and  made  Fagan  an  owner,  giv- 


ing the  scientist  a  financial  incentive  to 
lay  off  the  lecture  circuit.  With  Fagan's 
newfound  neutrality,  and  the  rise  of  GMO 
restrictions  in  Europe  and  Asia,  Genetic 
ID  turned  profitable  in  1998. 

Witherspoon,  58,  concedes  that 
Fagan's  past  is  part  of  the  hand  he  was 
dealt  at  Genetic  ID,  but  he's  sick  of  the 
attacks  on  his  company.  "If  you  shoot 
the  messenger  it  throws  blood  around 
so  you  don't  happen  to  notice  the  mes- 
sage," he  declares. 

Both  he  and  Fagan  insist  that  their 
science  is  beyond  reproach.  The  com- 
pany uses  the  well-established  poly- 
merase chain  reaction  method  to  search 
for  the  telltale  gene  sequence  of  a  modi- 
fied gene.  Fagan  claims  his  lab  can  detect 
GMO  content  even  beyond  the  standard 
one-tenth  of  1%.  Genetic  ID  found  that 
1%  of  the  DNA  in  Kraft's  taco  shells 
came  from  StarLink,  a  variety  of  corn 
containing  the  pest-resistant  protein 
Cry9C.  StarLink,  manufactured  by 
Aventis,  is  okay  for  pig  feed  or  gasohol;  it 
has  not  won  Food  &  Drug  Administra- 


tion approval  for  human  consumpt) 

Fagan  and  Witherspoon  say  the 
nearly  all  their  business  from  food 
agribusiness  companies.  One  of  Ge^ 
ID's  biggest  clients  is  Azteca  Milling 
Gruma  subsidiary  that  milled  the 
in  Kraft's  recalled  taco  shells. 

But  it  was  an  environmental  gr 
that  requested  the  tests  on  the 
shells.  The  group  paid  $310  per  tes 
the  six  products  it  submitted;  that': 
rate  on  Genetic  ID's  price  list,  but 
industrial  client  says  his  company 
more  like  $1,000  per  test. 

Discounts  for  do-gooders?  Ma 
but  in  the  taco  shell  case,  Genetic  ID' 
suits  have  withstood  scrutiny.  Both  H 
and  the  FDA  confirmed  StarLink's  p 
ence  in  their  own  testing  of  the  taco  sli 

The  controversy  could  be  good 
business,  stirring  up  support  for  G 
labeling — and  testing.  And  Fagan 
lieves  that  if  his  data  hold  up,  eventc 
the  world  will  forget  his  proselytiz) 
His  mantra:  "Speak  the  truth  and 
truth  will  set  you  free." 


jGracias,  Mexico! 


i 

T  R  A  D  E  I  PepsiCo  finds  that  in  the  land  of  the 
tortilla  chip  they  can't  get  enough  Doritos. 

BY  LEIGH  GALLAGHER 

PEPSICO  PLEASED  WALL  STREET  EARLIER  THIS  MONTH  WITH 
third-quarter  profits  up  16%,  handily  beating  estimates. 
International  business  drove  most  of  the  growth,  but  com- 
pany executives  can  thank  Mexico  for  that. 

Seems  the  land  of  the  tortilla  just 
can't  get  enough  of  PepsiCo's  snacks.  The 
Frito-Lay  unit  sells  some  100  million  bags 
of  chips  per  week  in  Mexico.  How  could 
this  gringo  version  of  the  tortilla  be  so 
popular?  "Corn  is  a  big  piece  of  the  diet," 
shrugs  J.  P.  Morgan  analyst  John  Faucher. 

With  a  10%  gain  in  unit  volume,  Mexico  should  account 
for  half  of  Frito-Lay  International's  $4.2  billion  in  revenues 
this  year  and  at  least  as  much  of  its  $484  million  in  operating 
income  (earnings  before  interest  and  taxes),  according  to 
Faucher.  PepsiCo's  food  operating  margins  in  Mexico  are 
higher  than  those  in  the  U.S. — 23%  versus  21.5%.  Snack  rev- 
enue in  Mexico  now  accounts  for  1 1%  of  PepsiCo's  total  rev- 
enues, more  than  its  entire  international  soft  drink  business 
and  not  far  from  its  domestic  soda  business. 


One  thing  that  is  going  well  for  PepsiCo  south  of  the  t 
der  is  that  it  has  a  commanding  presence  in  both  sweet  sns 
like  cookies  (50%  of  the  market)  and  in  salty,  greasy  ones 
chips  (80%  of  the  market).  In  the  U.S.  Frito-Lay  is  not  a  c 
sequential  player  in  sweets. 

With  a  two-sided  product  line,  Frito-Lay  in  Mexico  sa 
on  overhead  costs  like  buying  trucks,  running  warehouses 
maintaining  its  database.  Also,  giant  food  chains,  which  ha1 
habit  in  the  U.S.  of  extorting  slotting  fees  from  food  manu. 
turers,  are  less  of  a  presence  in  Mexico. 

It's  a  convenient  time  to  be  macho  in  Mexico.  Ex] 
sure  to  the  strong  peso  has  offset  the  weakness  in  PepsiC 

euro  region.  While  ot 
consumer  products  com 
nies  have  issued  earni 
warnings,  PepsiCo  in 
third  quarter  lost  less  tha 
penny  a  share  to  currei 
shifts. 

Viva  Latin  America!, 
Pepsi.  After  the  August  acq 
sition  of  the  Margar 
snack-food  company  in  C 
lombia,  Frito-Lay  now  dor 
nates  nearly  every  market 
the  region. 


Frito-Lay  sells 
100  million  bags 
of  salty  snacks 
per  week  in 
Mexico,  where 
it  owns  80%  of 
the  market.  
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ADVENTURE  FOR  TWO, 
100  M  DOWN  ! 

HERMES 

PARIS 


Hottie  Sorority  Girls 

internet  Hope  springs  eternal  among 
Internet  broadcast  ventures,  despite  some 
notorious  flops.  Backed  by  Michael  Milken, 
Nibblebox  hopes  to  defy  the  grim  trend. 

campus  life  (' 


Nibblebox's 
humor  isn't  any  less 
sophomoric.  Log  on 
and  you're  greeted  by 
an  animated  belch. 
Among  the  offerings 
is  Sorority  Crime 
Fighters,  a  spoof  of 


BY  MARK  LACIER 

■Hill:  DIGITAL  GRAVEYARD  IS  PILED 
I  high  with  the  corpses  of  would-be 
I  Netcasters.  Pseudo.com.  Digital 
Entertainment  Network.  Pop.com. 
More  tombstones  are  sure  to  follow. 

But  David  Bartis  and  his  partners, 
director  Douglas  Liman  (Swingers,  Go) 
and  technology  entrepreneur  Elizabeth 
Hamburg,  think  they've 
figured  out  a  way  to 
avoid  becoming  the 
next  obituary.  With 
their  Web  site,  Nibble- 
box.com,  which  offers 
college  students  low- 
budget  fare  produced 
by  like-minded  college 
students,  they  are  trying 
to  tap  into  a  group  with 
plenty  of  time  to  goof 
off  on  the  Internet. 

Thanks  to  parents' 
hard-earned  tuition 
payments  and  taxpayer 
subsidies,  80%  of  the 
nation's  dorm  rooms 
have  high-speed  Inter- 
net access,  according  to  the  Campus 
Computing  Project.  "These  are  people 
who  are  going  to  school  and  getting  ad- 
dicted to  broadband,"  concludes  Bartis, 
who  was  head  of  NBC  Studios.  "We 
know  who  our  audience  is,  and  we 
know  where  to  find  them." 

Bartis,  36,  and  his  partners  aren't 
alone  in  targeting  colleges.  But  judging 
from  the  humor  found  on  sites  such  as 
Atomfilms.com  and  Icebox,  which  fea- 
tures a  scatological  parody  of  Hillary 
Clinton,  it's  hard  to  see  how  anyone  but 
a  college  kid  gets  the  joke. 


three  hottie  sorority 
girls  decide  to  get  feisty  and  get  re- 
venge," drools  a  promotional  blurb). 

"One  of  our  branding  characteris- 
tics is  to  be  irreverent,"  offers  Bartis,  su- 
perfluously. "It's  sometimes  hard  to 
know  whether  something  is  irreverent 
or  offensive." 

But  while  Nibblebox's  content  may 

Campus  casting:  Nibblebox  gets  what  it  pays  for  by  recruiting  college  talent 


be  as  puerile  as  the  competition's,  Bartis, 
Liman  and  Hamburg  have  learned  from 
others'  mistakes.  Lesson  number  one: 
Operate  on  the  cheap.  There's  no  better 
supply  of  low-wage  creative  talent  than 
campus  dwellers,  whose  tastes  align  pre- 
cisely with  the  audience  Nibblebox  wants 
to  reach.  Students  get  all  of  $500  per 
show,  with  Nibblebox  retaining  the 
rights.  The  real  payoff  comes  if  the  show 
gets  picked  up  by  a  cable  channel. 

Compare  that  with  the  reported 
$1.5  million  Shockwave.com  agreed  to 
pay  the  raunchy  creators  of  South  Park 


for  a  series  of  short  films.  Much  of 
marketing  is  reciprocal,  with  Nibble 
agreeing  to  provide  Webcast  links  to 
college  radio  stations  in  exchange 
promotional  plugs.  "A  lot  of  stud{ 
are  only  too  happy  to  do  it 
William  McDonald,  vice  chair  of  p 
duction  at  UCLA's  department  ol  f 
and  television. 

Count  University  of  Southern  C 
fornia  senior  Robert  Kerkovich  arm 
them.  Kerkovich's  apartment  overflc 
with  the  usual  college  detritus:  bil 
CDs,  Star  Wars  posters,  an  occasio 
textbook.  But  just  beyond  the  kitche 
a  makeshift  production  studio,  where 
and  roommates  Kevin  Roache 
Nicholas  Howard  are 
ishing  another  episodes 
Virtual  Rob,  in  wh 
Kerkovich  contorts  hit 
self  in  a  series  of  goo 
mannerisms.  Click 
parts  of  Kerkovich's  boi 
and  he  electrocutes 
hapless    toy  monk« 
among  other  silline 
"We  just  do  things  th 
make  us  laugh,"  shru 
Kerkovich. 

More  mature 
Nibblebox's  backen 
starting  with  form 
junk-bondster  Michai 
Milken.  He  and 
brother  Lowell 
funded  Bartis  and  Liman  for  a  noi 
profit  college  radio  and  television  assn 
ciation  the  two  started  while  students; 
Brown  University.  When  they  presents 
Milken  with  Nibblebox,  he  told  them 
stop  shopping  it  around.  Milke 
brought  in  retired  Warner  Bros.  Cd 
Chief  Executive  Terry  S.  Semel,  forme 
Hollywood  agent  Sanford  Climan  an 
technology  doyenne  Esther  Dyson 
part  of  a  $5.5  million  investor  grouj 
Says  Climan  of  the  cheapie  approach  t 
online  entertainment:  "The  economic 
are  much  more  manageable." 


he 


There's  no  better  supply  of  low-wage  creative  talent  than  campus  dwellers 
whose  tastes  align  precisely  with  the  audience  Nibblebox  wants  to  reach. 
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The  first  half  million 
is  the  hardest. 


Once  you  have  $500,000  to  invest,  you  qualify  for  customized  asset  management. 
Now  you  can  let  your  money  work  for  you. 

Atlanta  •  Boston  •  Chicago  •  Dallas  •  Houston  •  Los  Angeles  •  Miami  •  New  York 
Philadelphia  •  San  Francisco  •  West  Palm  Beach 
Private  Asset  Management  I  Trust  Company  Services 


1-877-232-4859 


NEUBERGER 


www.nb.com 


Eau  de  Toilette 
Training 

retail!  The  latest  fad  from 
Europe:  $50  kiddie  perfumes. 

BY  RICHARD  C.  MORAIS 

SHOPPERS  WALKING  INTO 
Sephora's  perfumerie  in  Paris 
can't  help  noticing  an  entire  wall 
of  brightly  colored  perfume  bottles 
with  cute  names  like  Royal  Heirs  or 
Baer  Light  (the  Original  Gummi  Baer 
Fragrance).  Ginned  from  such  gentle 
ingredients  as  camomile  and  lavender, 
these  eau  de  toilettes  are  being  tar- 
geted at  kids,  from  newborns  to  young 
teenagers.  But  Babar  and  Le  Petit 
Prince  are  not  the  only  familiar  names 
you'll  find  on  the  atomizers.  Try  Guer- 
lain,  Bulgari,  Givenchy,  Versace.  Vials 
of  these  designer  kiddie  perfumes  can 
fetch  a  piggy-bank-busting  $50. 

While  such  prepubescent  potions 
account  for  just  1%  to  2%  of  the 
world's  $15  billion  prestige  perfume 
market,  they  make  up  one  of  the  fastest- 
growing  segments  in  the  business.  In 


western  Europe  children's  perfumes 
have  been  growing  at  a  6%  annualized 
clip  for  several  years,  as  the  percentage 
of  1 1-  to- 16-year-old  girls  using  fra- 
grances jumped  to  50%.  In 
France  perfumes  sales 
have  climbed  40%  in 
the  last  two  years. 

"It's  a  nice  little 
niche,"  admits 
Francesco  Trapani, 
chief  executive  of 
Italy's  luxury  goods 
company  Bulgari 
SpA.  Two  years  ago 
Bulgari  launched  its 
Petits  et  Mamans  fra 
grance.  Made  with  camomile 
tea  instead  of  alcohol,  and  pack- 
aged with  paper  games  and  car- 
toon animals,  the  line  is  aimed  at 
new  mothers  in  Asia  and  for  their 
babies,  children  and  teenage  girls,  who 
aren't  ready  for  heavy  adult  perfumes. 
The  new  line  accounted  for  just  a  frac- 
tion of  Bulgari's  $500  million  annual  rev- 
enue, but  its  sales  were  up  30%  in  1999. 

Sales  of  Planet  Kid,  another  perfume 
packaged    in    charming  cartoons, 


Planet  Kid 
perfumes 
are  selling 
out  of 
this  world. 


are  growing  at  a  40%  annual 
Launched  three  years  ago  in  Par 
Labosante  SarL,  a  company  founde 
34-year-old  L'Oreal  alumnus  Alexis  I 
Planet  Kid  features  fragr 
made  from  red  fruit 
orange  blossoms 
sport  names 
Stardust,  Fairy 
and  MoonwJ 
The  company 
since  followed 
with  a  bath 
toiletries  line. 
Planet  Kid 
for  $18  a  bottl 
Sephora  and  will  sod 
available  in  U.S.  stores 
Macy's  and  Nordstrom.  Vl 
ther  or  not  Americans  fine 
kiddie  colognes  pleasant  o: 
ploitative  is  another  mat 
"Learning  about  personal  care  anc 
giene  is  a  crucial  way  for  childre 
become  independent,"  says  Reille. 

Well,  maybe.  Others  migh' 
reminded  of  Baudelaire's  ambigi 
line,  "perfumes  as  fresh  as  childi 
flesh." 


Double  Jeopardy 

investing!  Hedge  fund 
customers  lost  millions  in 
a  big  scam.  Now  they  are 
getting  fleeced  a  second  time, 
the  SEC  claims. 


BY  MICHAEL  FREEDMAN 

STARTING  IN  1992  INVESTORS 
entrusted  a  total  of  $92  million 
to  David  Mobley,  head  of  the 
Maricopa  Investment  Fund,  a  hedge 
fund  in  Naples,  Fla.  that  boasted  an- 
nualized returns  of  51%  since  incep- 
tion. But  in  February  federal  regula- 
tors charged  that  Mobley  used  the 
money  to  fund  a  lavish  lifestyle.  The 
assets  were  frozen  and  a  receiver  was 
appointed  to  oversee  their  return  to 
investors. 

The  victims  have  yet  to  see  a  dime, 
and  the  Securities  &  Exchange  Com- 
mission is  suggesting  they're  being 
taken  for  a  ride  again.  In  court  papers 
the  agency  alleges  that  the  receiver, 
Otto  Obermaier,  a  partner  at  big-time 
New  York  City  law  firm  Weil,  Gotshal 
&  Manges,  charged  $1.84  million  for 
just  three  months  of  work,  billing  as 
much  as  $584  an  hour.  Among  the 


fees:  $115,000  to  arrange  the  auc 
of  the  contents  of  the  Naples  cigai 
Heaven,  which  Mobley  built  witr 
vestor  money.  The  net  proce 
$41,000,  according  to  the  SEC.  "n 
is  unusual,"  notes  SEC  attorney  D' 
Kornblau.  "Most  receivers  work  i 
us  in  a  reasonable  way." 

Obermaier,  a  former  federal  p 
ecutor  from  New  York  City,  won't 
but  he  says  in  court  papers  he  anc 
accountants  had  a  lot  of  work  to 
Mobley  used  40  separate  entitie 
hide  assets.  Obermaier  and  the 
counting  firm  he  retained,  Deloit 
Touche,  sent  131  accountants,  at 
neys,  paralegals  and  administrative 
sistants  to  assess  the  damage. 

Only  $35  million  of  the  $92  i 
lion  invested  has  been  loca 
Obermaier's  work  to  recover  som 
that  is  just  beginning — and  so 
his  fees. 
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speeds  up 


docking,  makes  navigating  safer  and 


saves  fuel,  too.  At  ABB,  we  believe  the  most 


ortant  thing  we  build  today  is 
snowledge.  Because  the  power  that  will 


drive  the  next  hundred  years  is  the 


Brain  Power. 
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Have  Friends,  Will  Hire? 

labor  I  Recruiting  in  Silicon  Valley  is 
brutal.  Desperation  smells  like  suntan  lotion. 

BY  ERIKA  BROWN 

■  BALI  LINDBLOOM  IS  PACKING  FOR  A  LUXURIOUS  WEEK- 
■■■long  vacation  to  Maui.  She  and  her  husband  are  flying 
I  I  first  class  and  staying  at  the  posh  Four  Seasons  resort. 
All  of  this — plus  rental  car,  meals,  entertainment  and  $1 ,000  in 
cash — comes  courtesy  of  her  employer,  Docent,  after  Lind- 
bloom  recruited  a  new  employee. 

There  hasn't  been  a  job  market  like  this  in  30  years.  Even 
with  dot-com  layoffs,  the  jobless  rate  in  Santa  Clara  County,  the 
heart  of  Silicon  Valley,  is  a  mere  2%.  The  number  of  local 
techies  falls  short  of  the  number  of  available  jobs  by  37%.  And 
demand  is  growing.  Dot-coms  are  expanding  their  ranks  by 
85%  a  year.  Adobe  wants  to  hire  1 ,000  people  in  the  next  year. 

Good  luck.  The  Valley  is  flush  with  venture  money — $59.4 
billion  was  raised  in  the  past  12  months,  up  more  than  eight- 
fold in  five  years.  Prospective  hires  can  ask  for  just  about  any- 
thing and  get  it.  So  companies  wield  every  tool  at  hand,  in- 
cluding lavish  rewards  for  employees  who  land  pals. 

"I'd  rather  pay  my  employees  for  referrals  than  some 
nameless,  faceless  agency,"  says  Eric  Campbell,  human  re- 
sources chief  at  Docent,  an  e-learning  shop.  He  pays  $5,000 
for  each  referral  hired,  and  once  a  year  he  hands  out  big  prizes, 
starting  with  $40,000 — after  taxes — toward  a  mortgage. 

Even  with  perks,  it's  cheaper  to  use  employees  to  recruit. 
Headhunters  demand  up  to  30%  of  a  new  employee's  annual 
salary.  Add  to  that  other  costs  such  as  job  fairs  and  extra  hir- 
ing staff,  and  Silicon  Valley  companies  can  pay  2.6  times  the 
salary  of  every  position  filled — nearly  twice  the  national  av- 
erage. That  makes  handing  out  BMW's  look  like  a  bargain. 

Current  employees  also  provide  an  emotional  draw  for 
candidates.  Local  recruiters  say  each  techie  has  at  least  five 
standing  job  offers.  Since  loyalty  these  days  is  to  people,  not 
companies,  new  hires  are  likely  to  stay  longer  if  they're  work- 
ing with  friends — maybe  the  pals  will  stick  around  longer,  too. 

At  Adobe,  Theresa  Townsley  upped  the  rewards.  Referrals 
garner  $5,000  a  head.  Bring  in  three  hires  and  you  get  $15,000 
plus  a  $5,000  voucher  for  a  vacation.  Intuit's  program  sounds 
like  a  radio  station  ploy:  Bring  someone's  resume  to  designated 
Friday  happy-hour  parties  and  you  get  movie  and  restaurant 
vouchers  and  a  shot  at  a  $1,000  weekend  getaway. 

Money  is  not  the  only  lure.  Chandran  Sankaran,  chief  ex- 
ecutive of  Closedloop  Solutions,  wants  employees  who  believe 
in  his  company.  "We  want  to  build  something  that  endures. 
You  need  some  other  basis  than  the  gimmicks." 

Still,  bribes  get  results.  Victor  Gee  won  a  trip  for  two  to 
Hawaii  by  nabbing  an  engineer  for  Respond.com.  Now  he  has 
his  wife  scouting  for  candidates.  "We're  pretty  stoked,"  Gee 
says.  "You  can  bet  that  if  I  see  someone  in  line  at  Starbucks  or 
out  playing  golf,  I'll  put  on  my  recruiting  hat."  F 


Bounty  Hunters 


1\ 


Silicon  Valley  companies  shower  staff  I 
cash  awards  of  up  to  $10,000  when 
they  refer  friends  for  jobs— and  that 
just  the  beginning.  Here's  a  samplinj 
of  some  of  the  prizes. 


CASH  AND  EQUIVALENTS 


ituit  |  Up  to  $5,000  (aftertax)  on  hire. 
ExciteAtHome  I  Stock,  starting  with  250 
shares  (worth  $14  each).  No  minimum : 
mdcloud  I  Up  to  $10,000  (for  the  hot  pos 
of  each  quarter). 
Docent  I  Annual  drawing:  First  prize  is  up  to 
$40,000  (aftertax)  toward  your  mortgage. 
Cooley  Godward  I  $10,000  per  lawyer. 
Citigate  Cunningham  I  Alumni  (even 
if  fired)  get  $1,500  per  recruit. 
Vividence  I  $1,000  to  an  outsider  who  recn 


WHEELS 


Soft  I  Raffle  every  six  months: 
BMW  Z3  or  BMW  325i.  Odds  for  last  June's 
drawing:  518:1. 
Citigate  Cunningham  I  Recruiter  of  the  year 
will  get  a  Volkswagen  Beetle;  next  year's 
winner  gets  a  Jeep  Wrangler. 
Narus  I  Top  recruiter  for  the  quarter  gets  a 
one-year  lease  on  a  BMW  Z3. 

Intraspect  Software  I  Drawing  in 
February  for  a  Volkswagen  Beetle. 


FUN  AMD  SUM 


Lucent  Technologies  I  Monthly  drawir 
September's  prize  was  a  one-week  trip  for  V 
to  the  Sydney  Olympics. 
Adobe  Systems  |  Three  or  more  hires  wins  yi 
a  $5,000  travel  voucher. 

tespond.com  I  Hook  an  engineer  and  gei 
five-day  luxury  trip  to  Hawaii,  room  at  th 
Ritz-Carlton  and  three  days'  comp  time. 
Docent  |  Second  place  in  its  annual 
drawing  is  a  week  in  Palm  Springs  or  at 
Whistler  Resort,  including  lift  tickets  and 
greens  fees. 

Vividence  I  Turn  in  the  most  leads  (even 
they  don't  get  hired)  and  get  a  week's 
vacation. 


BAUBLES  AMD  TOYS 


Lucent  Technologies  I  Monthly  drawing.  This 
month's  prize  will  be  his-and-her  I8kt  gold 
Cartier  watches. 

I  Monthly  drawings  for  gizmos  including 
digital  cameras  and  DVD  players. 

nid  i  Cell  phones  and  Replay 
set-top  boxes. 

I  Second  place  in  this  quarter's  drawin 
will  take  home  a  big-screen  TV  and  DVD  playe 
Intuit  |  A  resume  gets  you  dinner  and  a  movie 
no  hire  necessary. 
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SOMI  THINGS  YOU  REMEMBER 
FOR  A  LIFETIME 

This  is  the  power  behind  a  service  or  recognition  award 


This  is  the  power  behind  a  service  or  recognition  award 
from  Tiffany:  Affordable  designs  that  always  create  an  exciting 

Blue  Box  presentation.  Timeless  designs  that  are  treasured 
for  years  afterwards.  For  information  or  to  apply  for  a  business 

account  call  Tiffany  Corporate  Sales  at  800-770-0080. 


Tiffany  &  Co. 


u    u     I     ■  "   I  


Jam  Today  or  Jam  Tomorrow 

numbers  game!  Tech  outfits  like  to  front-load  their  licensing 
income.  The  game's  over,  but  some  put  off  the  day  of  reckoning. 


BY  ELIZABETH  MACDONALD 

»  RTHROCARE  MAKES  A  MEDICAL 
#*  gizmo  that  cuts  soft  human  tissue 
i^m using  radio  frequency  energy.  But 
the  Securities  &  Exchange  Commission 
has  a  new  accounting  rule  that's  going 
to  take  a  piece  out  of  ArthroCare's 
hide — along  with  that  of  other  compa- 
nies that  depend  on  li- 
censing revenue. 

The  SEC  wants 
ArthroCare  to  kick  the 
habit  of  booking  licens- 
ing and  royalty  fees  from 
multiyear  contracts  all  at 
once  when  the  contract  is 
signed.  Beginning  in  the 
fourth  quarter  licensing 
fees  will  have  to  be  recog- 
nized over  the  life  of  an 
agreement;  royalty  fees, 
too,  provided  they're  part 
of  the  deal. 

For  ArthroCare,  li- 
censing and  royalty  fees 
amounted  to  10%  of  its 
$36  million  in  revenues 
for  2000's  first  six 
months.  Booking  certain 
fees  up  front  has 
helped  the  company 
meet   its  high-growth 


them,  saw  the  crackdown  coming  but 
have  done  all  they  can  to  postpone  the 
crunch  day.  Others,  though,  have  wisely 
chosen  to  get  the  pain  over  with  early. 
Examples:  insurance-software  servicing 
company  Mynd  (formerly  Policy  Man- 
agement Systems)  and  Cima  Labs,  a 
maker  of  fast-dissolving  drug  tablets. 


stock,  which  has  tumbled  to  $18 

First  it  said  in  its  1999  annual  r< 
it  would  begin  spreading  out  the 
enue  in  the  first  quarter  of  2000 
the  company  said,  in  the  first  qu 
report,  it  would  start  in  the  seq 
Next,  in  the  second  quarter  repon 
big  day  got  put  off  yet  again,  unti 
fourth  period.  The  foot-dragging 
mean  that  Arthro  will  have  to  r< 
past  quarters. 

Other  laggards  include  Aquila 
pharmaceuticals,  which  also  first) 
investors  it  would 
being  gluttonous  ii 
second  quarter,  u 
quick  amendrn 
Make  that  the  foil 
too.  Chipmaker  I 
whose  stock  has  I 
suffering  lately,  say 
waiting  until  the  fa 
as  well.  But  it  claim 
rule  won't  have  a  a 
rial  impact  on  earn] 
For  ArthroCare 
postponement  of 
enue  is  painful.  1 
product  sales  weak 
competition  str 
there  was  a  ch 
ArthroCare  was  g 
to  miss  its  second-c 
ter  consensus  estii 
of  15  cents  a  shai 
then  threatened  in 
June  to  sue  a  i 


The  SEC  will  soon  force  companies  to  stop  booking  their  licensing  reven 
all  at  once.  That  could  mean  stock  price  volatility  for  certain  dawdlers. 


earnings  estimates. 

Thanks  in  part  to  the  fee  gimmick, 
ArthroCare's  sales  have  doubled  every 
year  since  the  mid-1990s,  and  in  1999 
the  Sunnyvale,  Calif,  company  moved 
into  the  black.  So  the  stock,  which  had 
been  dragging  along  at  around  $6  per 
share,  took  off.  After  it  hit  its  high  of 
$62  in  late  February,  Chief  Executive 
Michael  Baker  began  unloading  shares, 
reaping  $10.6  million. 

Some  licensers,  ArthroCare  among 


After  Cima  announced  the  change,  its 
stock  dropped  to  $13  from  $19.  "We 
just  wanted  to  get  it  behind  us,"  says 
David  Feste,  chief  financial  officer. 

There  will  be  more  Cima-like  stock 
volatility.  And  investors  are  in  for  some 
unpleasant  surprises,  warns  Patricia 
McConnell,  senior  managing  director 
at  Bear  Stearns. 

ArthroCare  has  gone  through  sev- 
eral contortions  on  this  issue,  causing 
investor  confusion  and  not  helping  the 


Stryker,  for  patent  infringement 
muscled  an  estimated  $700,000  lie 
ing  deal  out  of  Stryker  three  days  b 
the  quarter's  close. 

Doing  so  helped  Arthro  bea 
earnings  estimates  by  3  cents.  But 
no  big  windfall  in  the  third  and  \ 
sales,  the  company  says  it  will  mis: 
recent  19-cent  forecast. 

The  folks  who  were  buying 
stock  last  winter  should  have  seen 
coming. 
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Noisy  and  noxious: 
Unsavory  allies  bully 
compliant  nation. 


A  crucial  economy  is 
held  back  not  just  by 
tradition,  regulation 
and  a  sick  stock 
market,  but  by 
outright  corruption. 
Don't  count  on  any 
rapid  reforms. 


BY  BENJAMIN  FULFORD 

SANAE  TAKAICHI  IS  BEING  pur- 
sued by  the  yakuza,  Japan's 
gangster  element.  They  have 
sent  her  letter  bombs,  sabo- 
taged her  car,  vandalized  her 
garage  and  repeatedly  threatened  to  kill 
her.  "If  I  leave  my  car  unattended  for  ten 
minutes,  the  tires  will  be  punctured,"  she 
says.  "Many  times  I  have  come  close  to 
having  a  fatal  accident  on  the  express- 
way as  a  result  of  this  sabotage." 

That  Takaichi,  39,  hasn't  been  able  to 
get  serious  help  from  police  or  attention 


from  the  Japanese  media,  even  as 
gangsters  shadow  her  in  public,  is  n« 
worth}-  because  she  is  not  an  anonym 
citizen.  She  is  a  TV  personality  an 
member  of  parliament  for  the  rul 
Liberal  Democratic  Party.  "I  have  b 
informed  the  gangsters  work  for  a  r 
within  the  LDP,"  she  says. 

Criminal  harassment  of  an  elec 
representative,  with  impunity,  is  nc 
freak  occurrence  in  the  world's  secoi 
largest  economy.  It  is  merely  part  of 
epic  slow-motion  battle  between 
formers,  who  want  to  turn  Japan  int 
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nal"  democracy,  and  an  old  guard 
irefers  the  corrupt  status  quo.  The 
t  ime  could  be  as  decisive  as  the 
era  reforms  opening  the  country 
ie  world  in  the  1860s.  At  stake  is 
ler  Japan  wall  enter  another  50-year 
ctive  spurt  or  see  its  10-year  eco- 
c  slump  continue  indefinitely, 
anese  leaders  say  they  are  serious 
tackling  the  endemic  and  some- 
violent  corruption  that  is  a  littie- 
nized  (by  outsiders)  part  of  the  na- 
life.  Prosecutors  have  been  at  work 
me  high-profile  cases.  But  Japan's 
cal  system  has  seen  such  flurries  of 
pted  reform  before, 
iven  Japan's  importance  in  the 
1,  this  not  simply  a  domestic  issue. 
1997  Asian  financial  crisis,  which 
i  spread  to  Latin  America  and  east- 
|urope,  traces  to  Japan,  according  to 
sts  such  as  Vincent  Truglia,  who 
at  sovereign  risk  for  Moody's  In- 
rs  Service.  Essentially,  the  crisis 
yd  when  Japanese  banks  were  forced 
97  to  begin  a  $61  billion  pullout  of 
because  domestic  loans,  often  to  po- 
ly connected  companies  in  the  real 
and  construction  industries,  had 
bad.  Even  now,  a  decade  into 
l's  downturn,  banks  are  reluctant  to 


feudal  system  in  which  politicians  dis- 
tribute tax  money  to  construction  com- 
panies, gangsters  and  farmers  in  ex- 
change for  kickbacks  and  votes.  Since  a 
rural  vote  is  worth  as  much  as  five  city 
votes,  the  ruling  coalition  can  maintain  a 
firm  majority  in  the  parliament  with  just 
a  minority  of  voter  support. 

But  the  problem  is  more  than  con- 
stitutional. A  ranking  gang  source, 


speaking  to  FORBES,  says  yakuza  are  used 
by  LDP  politicians,  as  well  as  some  from 
the  opposition  Democratic  Party,  to 
fund  their  campaigns.  How  does  this 
work?  One  giant  example:  When  the  $14 
billion  Kansai  airport  was  built  near 
Osaka,  mob  members  were  informed  of 
where  access  roads  would  go.  They  then 
intimidated  residents  along  the  proposed 
routes  into  selling  their  property.  Parcels 


W" 


Grace  under  attack: 
Sanae  Takaichi  must 
suffer  amid  silence. 


tirty  Secrets 


the  plug  on  such  borrowers, 
lanking  is  one  of  many  industries 
re  corrupt  old  habits  distort  eco- 
ic  activity  and  prevent  the  sweeping 
^illation  essential  for  recovery.  Japan 

out  for  change  as  loudly  as  the  fa- 
ar  sound  trucks  blare  screeds  of 
eteer-friendly  right-wing  parties. 
;or  now,  the  old  guard  uses  manipu- 
»n  of  the  media,  unfair  elections, 
es  and  brutal  intimidation  to  main- 
control.  This  past  summer's  election 

the  LDP  in  power  mainly  because 
n's  countryside  is  ruled  by  a  semi- 


Don't  Go  There 


While  a  reporter  at  the  business  daily  Nihon  Keizai  Shimbun  in  1996, 1  sub- 
mitted an  article  describing  the  cover-up  of  an  investigation  into  a  hous- 
ing loan  company  scandal.  My  editor  told  me  such  a  story  could  not  be 
published  because  it  was  "dangerous." 

The  scandal  involved  $110  billion  in  loans  that  disappeared  into  a  nexus  linking 
politicians,  ex-finance  ministry  bureaucrats  and  gangsters. 

Police  told  politicians  to  bail  out  of  assets  related  to  these  companies  before 
the  official  investigation  began,  according  to  Kohei  Nakabo,  the  former  head  of  the 
Japan  Federation  of  Bar  Associations  who  was  in  charge  of  the  government-ap- 
pointed organization  to  recover  the  housing  loan  company  debts. 

No  officials  were  ever  brought  to  justice.  —  B.F. 
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"Japan's  legal  system  is  like  the  sword  families  take  out  ti 
show  off  Samurai  ancestors  but  never  really  use." 


were  resold  to  the  government  for  a  pre- 
mium, much  of  which  was  plowed  back 
into  politicians'  pockets.  In  an  assertion 
strongly  disputed  by  the  Kansai  Airport 
Authority,  the  gangster  says  mob-con- 
trolled companies  also  substituted  in- 
dustrial waste  for  the  uncontaminated 
landfill  that  was  supposed  to  have  been 
used.  Again,  huge  kickbacks  went  from 
the  gangs  to  the  ruling  LDP,  he  says — 
common  public-works  practice. 

Yakuza  also  trade  stocks  on  behalf  of 


politicians,  he  says.  In  order  to  prevent 
the  transactions  from  being  flagged 
under  insider-trading  laws,  the  trades  are 
split  among  hundreds,  or  at  times  thou- 
sands, of  small  accounts.  He  rattles  off 
names  of  senior  politicians,  including  re- 
cent prime  ministers  who,  he  says,  have 
close  ties  to  gangsters. 

"I  often  meet  people  at  political  re- 
ceptions who  later  turn  out  to  be 
yakuza"  admits  Seiko  Noda,  ex-minis- 
ter of  Posts  &  Telecommunications. 

What  Noda  refers  to  euphemistically 
as  a  "socialist  system"  in  the  countryside 
has  helped  push  Japan  into  what 


Moody's  notes  is  the  highest  level  of  debt 
for  any  major  economy  since  the  end  of 
World  War  II:  140%  of  GDP.  Moody's 
has  downgraded  Japan's  sovereign  debt 
rating  twice  in  the  past  two  years  be- 
cause, even  assuming  Japan's  economy 
grows  at  a  moderate  rate  (an  optimistic 
assumption  given  a  shrinking  popula- 
tion), the  deficit  would  continue  ex- 
panding at  least  until  2005,  at  which 
point  gaps  in  Japan's  pension  system 
would  start  to  emerge. 


Japan's  multinationals  are  not  obliv- 
ious to  the  situation.  Nobuyuki  Idei, 
chairman  of  Sony,  grows  visibly  angry  as 
he  describes  how  supporting  "govern- 
ment operated"  industries  (he  is  refer- 
ring to  monopolies  in  areas  like  energy 
and  telecommunications,  as  well  as  the 
rural-construction  economy)  severely 
handicapped  companies  like  Honda, 
Toyota  and  his  own.  Idei  vows  Sony  will 
keep  fighting  to  reform  Japan. 

Ordinary  citizens  are  also  trying  to 
fight  back.  When  citizens  in  greater 
Tokyo  sued  over  voting  disparities, 
Japan's  supreme  court,  filled  with  LDP- 


selected  hacks,  ruled  in  Septemb 
giving  a  rural  voter  4.98  times  the 
of  a  city  voter  was  consistent 
democracy.  The  decision  coincide 
LDP  resistance  to  efforts  to  allow 
system  in  Japan,  says  Kohei  Nakab 
mer  head  of  the  Japan  Federation 
Associations  and  now  head  of  a 
mittee  to  reform  the  legal  system 

"The  judges  vote  in  support 
government  because  they  are  part 
system,"  he  says.  "Politics  are  twiste 
cause  the  courts  don't  function  prop 
As  a  result,  he  adds,  backroom 
gangsters  or  bureaucrats  are  used  in 
of  the  legal  system  80%  of  the  time 

"Japan's  legal  system  is  like  th 
sword  that  Japanese  families  like 
out  to  show  they  have  Samurai  ance 
but  that  they  never  actually  use 
Charles  Stevens,  a  partner  at  Fresh! 
an  American  law  firm  with  a  bran 
Tokyo.  A  dysfunctional  legal  systei 
lows,  for  example,  a  single  farmer 
convenience  tens  of  millions  of  peop 
blocking  expansion  of  Tokyo's  Nariti 
port  over  a  tiny  plot  of  land.  Overall 
is  forcing  Japanese  companies  and 
eign  companies  operating  in  Japan 
U.S.  courts  and  U.S.  contract  law,  he 

Many  of  Japan's  laws  are  vague 
bureaucrats,  who  often  contradict 
another,  are  seen  as  being  above 
"Japanese  lawyers  will  call  a  bureau 
and  ask  if  something  is  allowed,  and 
give  legal  advice  based  on  that," 
Stephen  Roith  at  Clifford  Chance 
another  foreign  law  office  in  Japan 

Frustrated  by  officialdom,  b 
spired  by  a  successful  campaign  in 
Korea  to  publish  a  list  of  corrupt 
cians,  a  group  calling  itself  Expel 
cal  Misfits  compiled  its  own  rostei 
Japan's  latest  election.  "No  newspa] 
except  the  evening  tabloids  [filled 
cheesecake  photography  and  derid 
unreliable  by  the  mainstream  me 
would  publish  our  list,"  says  Zen! 
Sakurai,  head  of  the  group.  Japan' 
run  NHK  broadcasting  group  did 
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The  emperor  symbolized  absolute  and  blind  obedience 
nd  that  still  influences  the  way  Japanese  think."  


1  mention  the  existence  of  this  group, 
though  it  reported  extensively 
t  the  similar  movement  in  Korea, 
pan's  private-sector  news  gather- 
n't  much  better.  Four  newspapers 
heir  associated  television  networks 
nate  the  media.  These  also  failed  to 
sh  the  list  (with  the  exception  of  the 
Shimbun,  which  printed  only  half) 
ise,  they  told  FORBES,  it  wasn't  im- 
int  enough. 

e  only  thing  that  is  safe  for  news- 
s  to  write  about  is  the  Yomiuri  Gi- 
aseball  team,  because  60%  of  the 
lese  public  supports  them,"  says 
iu  Shimogiri,  editor  of  the  Nikkan 
ai,  a  racy  tabloid  that  did  publish 
o-called  Ombudsman  list.  His 
■,  like  other  independent  media  in 
is  shut  out  of  government  press 

he  gang  source  has  an  alternative 
nation  for  the  blind  eye  of  Japan's 
a.  He  says  ruling  party  politicians 
i  use  yakuza  to  suppress  newspaper 
?s:  "A  yakuza  boss  will  visit  a  senior 
r  at  a  newspaper,  give  him  an  enve- 
full  of  cash  and  ask  him  not  to  pub- 
.  certain  story."  If  this  method  fails, 
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the  Numbers 


rupfion  at  the  docks  and  depots  is 
x  on  both  business  and  consumers. 


Cost  of  shipping  a  20- 
foot  container  from  Los  Angeles 
to  Yokohama  Port  (5,400  miles). 

Cost  of  shipping  a  20- 
foot  container  from  Yokohama 
Port  to  Tokyo  (24  miles). 

'ce:  Japanese  shipping  companies. 


he  says,  a  gangster  may  work  his  extor- 
tion on  a  corporation,  pressuring  it  to 
threaten  to  withdraw  advertising  if  a 
story  is  published. 

Or,  the  intimidation  can  be  more  di- 
rect. This  year  the  editor  and  deputy  ed- 
itor of  Uwasa  no  Shinso  (a  magazine 
whose  name  means  "the  truth  behind 
rumors")  were  stabbed  by  gangsters  after 
publishing  allegations  that  Prime  Minis- 
ter Yoshiro  Mori  was  arrested  at  a  house 
of  ill-repute  as  a  youth.  When  Mori  later 
sued  the  magazine  for  libel,  police  re- 
fused to  give  the  court  access  to  Mori's 
criminal  files. 

Reporters  for  the  Asahi  Shimbun  in 
the  Osaka  area  have  been  receiving 
death  threats  from  gangsters,  and  many 
are  living  apart  from  their  families  for 
security  reasons,  according  to  an  Asahi 
reporter  there. 

Japan's  police  are  rarely  any  real  help. 
Many  police  officers  in  Japan  retire  into 
gang-linked  industries.  Pachinko,  for  ex- 
ample, is  openly  practiced  as  an  illegal, 
$200  billion  gambling  industry.  Its  ranks 
are  filled  with  retired  police.  "We  use  re- 
tired officers  to  tell  us  when  there  are 
going  to  be  raids  on  illegal  casinos,"  the 
gang  source  says. 

Even  much-publicized  police  raids  in 
recent  years  on  sokaiya  (racketeers  who 
threaten  to  disrupt  shareholder  meetings 
if  not  bought  off)  have  netted  only  a  few, 
small,  independent  operators  not  linked 
to  the  big  gangs.  The  great  majority  of 
Japanese  companies  still  prefer  paying 
off  gangsters  to  enlisting  police  help, 
lawyer  Nakabo  says. 

Japan  has  honest  investigators.  Ka- 
tsuhiko  Kumazaki,  head  of  the  Tokyo 
District  Public  Prosecutors  Office, 
probed  corruption  at  the  Ministry  of  Fi- 
nance and  in  the  banking  industry  in 
1997  and  netted  several  indictments. 
However,  as  he  closed  in  on  higher-rank- 
ing officials  he  was  transferred  to  a  re- 
mote rural  district. 

After  the  1997  financial  crisis,  re- 
formers were  temporarily  put  in  charge 


Yearly  output  and  pay  from  farms  and 
factories  don't  square  because  of  price 
supports  and  subsidies  to  political  pals. 


bye 


Amount  produced 
each  agricultural  worker. 


Amount  produced  by 
each  industrial  worker. 


Average  income  of 
farm  households. 


The  average  income  of 
industrial  households. 

Sources:  Japanese  government  statistics;  OECD. 


of  cleaning  up  that  sector  in  Japan,  re- 
sulting in  the  closure  of  several  promi- 
nent banks  and  securities  firms.  Recently, 
however,  the  reformers  have  lost  power, 
and  the  government  is  again  attempting 
to  cover  up  problems  in  the  banking  sys- 
tem, according  to  a  financial  attache 
from  a  G-7  country 

Last  month  the  country  was  shocked 
by  the  death  of  Tadayo  Honma,  a  for- 
mer central  bank  governor  who'd  be- 
come chief  executive  of  Aozora  Bank, 
successor  to  the  shuttered  Nippon  Credit 
Bank.  Was  it  a  suicide?  The  police  will 
only  say  they  will  not  make  a  case  out  of 
his  death.  Honma  was  found  slumped 
against  his  window  with  a  cloth  wrapped 
around  his  neck.  This  was  the  seventh 
such  sudden  death  of  a  senior  govern- 
ment official  or  head  of  a  big  bank  since 
1997.  All  were  either  investigating  cor- 
rupt lending  or  due  to  testify  at  investi- 
gations into  financial  corruption. 

Leaders  use  the  cooperative  nature 
of  Japanese  society  to  their  own  advan- 
tage, says  Yoshio  Oshitani,  a  specialist  in 
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InternetTONE  is  die  ability  to  throw  the  digital  switch  and  flood  every  facet  of  back-end  operations  with  the  bright  light  of  clarity 
It's  a  cross-enterprise. technology  platform  that  creates  process  transparency  among  buyers,  sellers  and  their  service  providers.  So 
common  assets  and  services  can  be  leveraged.  Mission-critical  information  from  partners  and  suppliers  can  be  accessed.  And  issue? 
can  be  identified  and  .resolved  before  they  impact  customers.  Download  the  whitepaper  at  www.electroneconomy.com/see 
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moral  instruction  at  Japan's  Ministry  of 
Education.  One  example:  During  the  so- 
called  Recruit  scandal  in  1988,  when  the 
ruling  party  feared  it  might  lose  power, 
Japan's  corporations  were  asked  to  order 
employees  to  vote  for  the  LDP.  Inter- 
viewed at  the  time  at  companies  such  as 
Nomura  Securities,  workers  said  "of 
course"  they  would  comply. 

Recent  comments  by  Prime  Minis- 
ter Mori  that  "the  Japanese  people  need 
to  understand  clearly  that  Japan  is  a  sa- 
cred country  centered  around  the  em- 
peror'' raised  a  furor  because  they  re- 
called prewar  mass  brainwashing. 

"The  emperor  was  a  symbol  of  ab- 
solute and  blind  obedience  to  authority, 
and  that  still  influences  the  way  Japan- 
ese people  think,"  says  Sakurai  of  the 
Expel  Political  Misfits  group. 

Yet  the  old  order's  grip  on  power, 
tight  as  it  remains,  ultimately  will  loosen. 
LDP  supporters  are  concentrated  among 
the  old  and  rural.  The  party  has  very  lit- 
tle support  either  in  the  growing  cities 
or  among  voters  under  age  50. 

In  addition,  as  the  downgradings  of 
Japan's  sovereign  debt  by  Moody's  indi- 
cate, the  country  is  simply  running  out 
of  the  money  needed  to  maintain  the 
rural  patronage  system  the  LDP  depends 
on.  Meanwhile,  uncorrupt,  globally  com- 
petitive companies  like  Matsushita,  Toy- 
ota and  Sony  are  accounting  for  an  ever 
greater  share  of  Japan's  GDP  while  inef- 
ficient and  corrupt  sectors  like  construc- 
tion, distribution  and  agriculture  con- 
tinue to  wither. 

Will  there  be  help  from  the  outside? 
Not  much.  U.S.  policy  toward  Japan  re- 
mains blind  to  dirty  dealings.  Ambas- 
sador Thomas  Foley  admits,  "Japan  has 
a  dark  side."  But  he  makes  it  clear  that 
his  first  priority  is  maintaining  a  U.S. 
military  presence.  He  can't  do  that  and 
undertake  some  quixotic  push  for 
reform. 

For  the  immediate  future,  the  pattern 
of  the  past  decade  will  probably  con- 
tinue: massive  public  works  spending 
triggering  false  recovery  followed  by  re- 
cession. The  long-term  investor  in  Japan 
has  to  pray  that  the  political  reformers 
and  the  efficient  multinational  compa- 
nies gain  the  upper  hand.  F 


Justice  in 
The  Dark 


Federal  appeals  judges  say  they  are 
so  overworked  that  they  have  to 
dispense  quickie  jurisprudence- 
meaning,  no  accountability. 


BY  BRIG!  D  MCMEM  AM  IN 

THREE  YEARS  AGO  A  FEDERAL 
jury  acquitted  Vicki  Lopez- 
Lukis,  a  former  commissioner  in 
Lee  County,  Fla.,  of  bribery  for  letting 
her  lover,  a  Goldman  Sachs  lobbyist, 
reimburse  her  for  their  personal 
phone  calls.  But,  bizarrely,  the  jury 
convicted  her  of  one  count  of  using 
the  mails  to  deprive  her  constituents 
of  "honest  services"  in  connection 
with  the  same  alleged  bribery.  This 
didn't  make  any  sense,  so  she  ap- 
pealed to  the  11th  Circuit  Court  of 
Appeals.  But  in  a  one-word  deci- 
sion— "affirmed" — the  appeals  court 


rejected  her  argumer 
Blind  justice? 
Lopez-Lukis,  more 
tice  in  the  dark.  She 
idea  what  the  ap 
judges  were  thinking 
they  brushed  aside  tht 
ous  inconsistency  j 
verdict.  Forget  furthi 
peals.  The  Supreme 
rarely  accepts  cases  1 
view — only  124  of 
sent  to  it  in  the  1999 
season — and  almost 
accepts  one  if  there  is  no  pub 
opinion  to  look  at.  Lopez-Li 
serving  a  27-month  term  in  Co 
federal  prison  near  Orlando. 

Last  year  federal  appeals  j 
disposed  of  79%  of  the  26,819 
they  decided  by  issuing  so-calle 
published  decisions,  up  from  3 
1977.  Over  7%  of  the  unpubl 
decisions  consisted  of  a  single 
Whether  curt  or  long-winded,  a 
published  decision  isn't  prece 
That  means  the  judges  can  be  si 
They  are  not  accountable  for  i 
or  inconsistency  in  the  rulings. 
"This  is  judges  disobeyini 


72     FORBES"  October  30,  2000 


Charles  Schwab 
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THE  RIGHT  MUTUAL  FUND, 

YOU   CAN  BE 

SLOW  AND  METHODICAL 


W  chwab's  Select  List":  a  smarter  way  to  choose  mutual  funds. 

In  choosing  the  funds  that  make  the  Select  List,  our  experts  put  in  hundreds  of  hours  of  research. 
So  you  don't  have  to.  We  analyze  thousands  of  funds  available  through  Schwab,  looking  at  things  like 
risk  factors  and  expense  ratios.  Then  we  cull  them  into  a  list  of  historical  high  performers. 
Schwab's  Select  List.  You  never  thought  it  could  be  this  quick  and  easy  to  be  so  methodical. 
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iview  a  security  transaction  for  his  or  her  own  particular  situation.  Schwab's  short-term  redemption  fee  will  be  charged  on  each  redemption  of  funds  (except  certain  SchwabFunds)  bought  through  Schwab's 
lutual  Fund  OneSource  service  (and  certain  other  funds)  with  no  transaction  fee  and  held  for  180  days  or  less.  If  you  pay  a  transaction  fee  to  purchase  a  fund,  you  will  pay  a  transaction  fee  when  you  sell  it. 
chwab  reserves  the  right  to  change  the  funds  we  make  available  without  transaction  fees  and  reinstate  fees  on  funds.  ©2000  Charles  Schwab  &  Co.,  Inc.  All  rights  reserved.  Member  SIPC/NYSE.  (0010-8383) 
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law,"  says  William  Richman,  a  Univer- 
sity of  Toledo  law  professor  who  has 
studied  the  problem. 

At  last,  one  federal  appeals  court  has 
declared  war  on  the  practice.  In  August, 
in  a  case  involving  a  late- filed  tax  re- 
fund claim,  a  three-judge  panel  in  St. 
Louis,  Mo.  branded  unpublished  deci- 
sions unconstitutional.  Despite  the  rul- 
ing, the  taxpayer  lost  her  refund. 

The  reasoning  behind  this  momen- 
tous decision  was  that  judicial  decisions 
are  intended  not  just  to  resolve  particu- 
lar disputes  but  also  to  tell  Americans 
what  the  law  is.  So  every  decision  must 
be  a  precedent.  Though  that  decision  is 
itself  a  precedent  only  in  the  8th  Circuit 
(Arkansas,  Iowa,  Minnesota,  Missouri, 
Nebraska  and  the  Dakotas),  litigants  in 
other  federal  courts  are  starting  to  cite 
it.  The  Supreme  Court  will  likely  end 
up  ruling  on  the  matter. 

The  shortcut  system  began  in  the 
late  1960s  when  judges  were  struggling 
to  deal  with  an  avalanche  of  social-jus- 
tice litigation  as  well  as  a  parade  of  pro 
se  litigants  from  the  jailhouse.  True,  the 
appellate  backlog  does  get  scary  at 
times.  But  does  this  justify  lazy  law? 
"[Unpublished  decisions]  are  not  pre- 
pared with  the  same  kind  of  exact- 
ness," admits  Procter  R.  Hug  Jr.,  chief 
judge  of  the  9th  Circuit  on  the  West 
Coast,  though  he  contends  that  they 


Secret  Justice 

Appeals  courts  are  giving  short  shrift 
to  cases— and  not  just  frivolous  ones. 
They  chose  not  to  publish: 

of  almost  27,000  federal 
appeals  decided  on  merits  last  year; 

of  the  1998  cases  close 
enough  thai  a  judge  wrote 
a  dissenting  opinion; 


of  cases  that  reversed  the  trial 


court,  a  sign  the  law  wasn't  clear. 

of  cases  in  the  Ne  w  England 
circuit,  and  Puerto  Rico. 

of  cases  in  the  circuit  including 
Maryland,  Virginia,  the  Carolinas. 

Source:  Federal  Judicial  Center. 


are  still  sound. 

Judges  insist  that  they  issue  unpub- 
lished decisions  only  in  simple,  non- 
controversial  cases,  where  the  answer 
is  clear  cut.  The  statistics  say  otherwise. 
Appeals  courts  issue  unpublished  de- 
cisions in  24%  of  the  cases  where  var- 
ious judges  disagree  so  much  that  one 
writes  a  dissenting  opinion,  and  in 
37%  of  the  cases  where  they're  revers- 
ing the  trial  court. 

The  9th  Circuit  Appeals  Court  re- 
cently saw  proof  that  unpublished  deci- 
sions mask  plenty  of  inconsistency.  The 
court  had  affirmed  the  conviction  of 
Pablo  Rivera-Sanchez,  an  illegal  alien 
who  sneaked  back  into  the  U.S.  after 
being  deported.  His  lawyer  found, 
though,  that  the  court  had  in  the  past 
issued  27  separate  unpublished  deci- 
sions applying  three  different  rules  to 
the  same  immigration  issue. 

Consider  how  unpublished  deci- 
sions have  nearly  driven  out  of  business 
Beehive  Telephone,  a  Wendover,  Utah- 
based  rural  phone  company.  Last  year 
the  Federal  Communications  Commis- 
sion cut  Beehive's  rates  by  66%.  An  ap- 


peals court,  swayed  by  the  FCC's  claim 
that  Beehive  had  made  a  procedural 
error  that  barred  appellate  review,  re- 
fused to  hear  the  case. 

Beehive  lawyer  Russell  Lukas  dug 
up  an  earlier  decision  by  the  same  court 
that  said  even  if  a  company  makes  that 
error — which  he  insists  Beehive  did 
not — it  doesn't  disqualify  an  appeal. 
But  Lukas  couldn't  cite  one  of  the  key 
cases — it  was  deemed  unpublished. 
Completing  the  insult,  the  appeals 
court  ruled  against  Beehive  in  another 
unpublished  decision  only  one  word 
long.  "They  can't  justify  what  they're 
going  to  do,  so  they  don't  publish  it," 
says  Lukas,  who  works  out  of  Washing- 
ton, D.C.  He  asked  the  Supreme  Court 
for  review,  but  naturally,  was  denied. 


Looking  for  Justice 

Unpublished  decisions  haven't 
reduced  the  backlog,  and  the  nurrl 
of  appeals  continues  to  rise. 

55  (thou) 
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Sources:  Administrative  Office  of  the  United  Stati 
Courts;  Judicial  Conference  of  the  United  States; 
Arthur  Hellman,  Professor,  University  of  Pittsburt 
School  of  Law. 

Alcan  Aluminum,  the  Ohio 
sidiary  of  the  Canadian-based  g 
Alcan  Aluminium  Ltd.,  was  the  vi 
of  a  court's  unpublished  opinion 
direcfiy  contradicted  its  earlier  deci 
in  the  same  case.  A  federal  corn] 
Philadelphia  held  Alcan  liable  in  1 
for  part  of  the  cost  of  cleaning 


Pennsylvania's  Susquehanna  River  a 
a  spill.  An  appeals  court  kicked  the  c 
back  to  the  lower  court,  saying  i 
published  decision  that  Alcan  woulc 
off  the  hook  if  it  could  show  that 
emulsion  hadn't  caused  the  polluti 
Though  Alcan  proved  that  its  wa 
hadn't  caused  the  harm,  the  lo\ 
court  still  found  it  liable,  applyin 
new  and  impossibly  high  standard.  1 
company  appealed  again,  to  the  sa 
appellate  court,  but  this  time  the  jud 
batted  it  down  with  one  of  those  oi 
word  grunts.  Penalty,  $500,000. 

There  are  better  ways  to  deal  w 
backlogs.  Congress  might  appropri 
the  money  to  pay  for  more  judges, 
perhaps  shrink  the  overpowering  r« 
of  federal  law  in  our  lives. 


When  judges  issue  an  unpublished 
decision,  they  are  free  to  ignore  the 
law  and  indulge  their  whims  instead. 
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Want  to  make  your  business  more  productive?  Make  it  more  portable. 

The  Sprint  PCS  Wireless  WebSM  for  business  gives  your  employees  a  fast,  secure  connection  to 
your  company's  network,  even  when  they're  out  of  the  office.  With  their  wireless  Internet-ready 
Sprint  PCS  Phone;"  they  can  submit  reports,  check  inventory,  place  orders,  send  and  receive 
e-mail  -  all  in  real  time,  with  features  that  work  the  same  way  anywhere  they  go  on  our 
nationwide  network.  Plus,  they'll  enjoy  crystal-clear  calls,  thanks  to  the  only  all-digital,  all-PCS 
nationwide  network  serving  more  than  300  major  metropolitan  areas,  including  major  airports. 

To  start  making  your  business  more  productive,  call  1-888-895-4186  or  visit  sprintpcs.com. 
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The  Sprint  PCS  Clear  Wireless  Workplace.  Because  business  can't  wait. 


Sprint  PCS 


it  PCS  Wireless  Web  Browser  is  not  available  while  roaming  off  the  Sprint  PCS  Network.  Subject  to  credit  approval  Sprint  PCS  Wireless  Web  service  may  not  be 
:ely  available  in  select  affiliate  markets.  Terms  and  restrictions  for  Sprint  PCS  Wireless  Web  services  are  available  in  the  Wireless  Web  brochure.  ©2000  Sprint 
i  L.P.  All  rights  reserved.  Sprint,  Sprint  PCS,  Sprint  PCS  Wireless  Web,  Sprint  PCS  Phone  and  the  diamond  logo  are  trademarks  of  Sprint  Communications  Company  LP 


verybody  in  your  company  knows  something 
But   nobody  knows  what  everybody  knows. 


j  my  eoompany  i\    Your  company  spends  millions  tracking,  collating  and  crunching  every  data  trail  imaginable.  Yet 

>]"  -l^'1    can';  put  your  finger  on  the  info  you  need.  And  it's  the  same  for  everyone  who  works  above 

below  you  and  alongside  you.  Until  now.  Sybase  presents  Enterprise  Portal  solutions  for  e-Business.  Entea 
Portals  work  with  -:!  the  technology  you  already  have  in  place  to  deliver  all  the  right  information  to  all  the 

©2000  Sybase,  Inc.  All  rigMs  te.vr.ed.  A'!  trademarks  are  the  properly  of  their  respective  owners. 


p!e  at  exactly  the  right  time.  So  you  know  what's  happening  in  sales.  You  can  fjjfiti 

ligently  match  people  to  projects.  You  can  view  your  company,  your  partners  and  £H|  WV/  ID  A  C  1h 
-  customers  in  a  new  way.  Informed.  Find  out  more  by  calling  1 -800-8-SYBASE.  ±.  U±  \^JX^i 

visit  www.sybase.com/portal.  We  guarantee  to  put  you  in  the  know.  Information  Anywhere 


After  the  Fire 

What  a  tangled  web  legislators  weave 
when,  in  the  interest  of  fairness  and  equity, 
they  try  to  dictate  insurance  coverage. 


BY  IRA  CARNAHAN 

WHEN  CONGRESS 
passed  Cobra,  the  goal 
was  to  help  ex-em- 
ployees and  their  families  con- 
tinue health  insurance  at  a  fair 
price.  The  1986  law  (the  name 
stands  for  Consolidated  Om- 
nibus Budget  Reconciliation 
Act)  requires  employers  to  let  a 
departing  worker  continue  his 
health  coverage  for  18  months 
by  paying  the  full  premium 
(plus  a  2%  overhead  fee)  him- 
self. Seems  eminently  fair, 
doesn't  it?  Buying  an  individ- 
ual policy  at  an  affordable 
price  is  difficult  or  impossible. 

But  while  the  price  of  cov- 
erage to  departing  employees  is 
fair,  the  cost  to  employers  who 
offer  it  isn't.  The  reason  is 
something  that  underwriters 
call  adverse  selection.  This 
arises  when  the  people  who 
buy  insurance  are  unusually 
likely  to  use  it. 

Adverse  selection  is  not  a 
problem  with  health  coverage 
provided  free,  or  heavily  subsi- 
dized, by  an  employer  for  its  entire  work 
force.  The  pool  of  participants  is  large 
and  includes  both  young,  healthy  work- 
ers and  the  older  and  more  sickly.  Ad- 
verse selection  is  a  problem  for  Cobra 
coverage,  though,  because  the  ex-worker 
is  not  required  to  sign  up.  If  you're  being 
treated  for  cancer,  about  to  have  a  baby, 
or  just  older  and  likely  to  see  the  doctor  a 
lot,  you're  going  to  find  a  Cobra  policy 
attractive.  If  you're  young  and  healthy, 
you  may  well  prefer  to  spend  the  several 


hundred  dollars  a  month  on  something 
else.  (Active  workers,  of  course,  can  also 
opt  out  of  coverage,  but  they  are  unlikely 
to  do  so  if  the  employer  is  picking  up  a 
good  chunk  of  the  premium,  as  most  do.) 

The  result:  People  who  sign  up  for 
Cobra  aren't  randomly  selected.  They  are 
adversely  selected — that  is,  especially 
likely  to  run  up  big  medical  expenses. 
That's  bad  news  for  employers,  because 
the  government  doesn't  let  them  charge 
Cobra  premiums  nearly  high  enough  to 


offset  the  extra  cost. 

The  cost  can  be  large.  A  new  sii 
by  Charles  D.  Spencer  &  Associates 
health  care  costs  for  Cobra  enrollee 
erage  $6,051  a  year.  That  compares 
a  cost  for  active  employees  of  $3,93< 
the  law  says  a  company  must  offer  C 
at  a  premium  at  most  2%  above  thd 
to  cover  its  other  employees. 

That's  not  all.  The  adverse  sele* 
inherent  in  Cobra  is  made  worse  b 
ernment  rules  that  give  people 
leave  their  employers  60  days  to  sig 
for  Cobra,  and  another  45 
after  that  to  pay  the  first 
mium.  If  an  employee 
leaves  pays  his  premium  b 
end  of  this  105-day  period- 
he  doesn't  have  to,  even  if  he 
his  employer  he  would — his 
erage  is  then  retroactive  tc 
start  of  the  period. 

That  means  an  employee 
leaves  his  job  on  May  30  nee 
pay  a  cent  until  the  midd 
September.  At  that  point,  a  c 
employee  will  pay  only  if  he' 
up  medical  bills  over  the  sum 
that  exceed  his  premium,  or 
still  hasn't  found  a  job  and  w 
health  coverage  until  he  doe 
"It's  unlike  any  other  in 
ance,"  says  Paul  Hamburg 
Washington,  D.C.  lawyer  anc 
thor  of  Mandated  Health  B 
fits — the  Cobra  Guide  (Tho 
son  Publishing  Group).  "You 
do  the  equivalent  of  waitin 
your  house  to  burn  down  be 
you  decide  to  buy  the  insurar 
Do  many  employees  tr 
game  the  system  by  waitin 
decide  and  pay?  You  bet, 
Andy  R.  Anderson,  a  benefits  consu 
with  Hewitt  Associates  in  Lincolns 
111.  "I  had  one  person  tell  me  that 
she  fell  down  a  flight  of  stairs  and  bi 
her  ankle,  her  first  call  was  to  the  an 
lance  and  the  second  call  was  to  her 
mer  employer  to  elect  Cobra." 

Such  gamesmanship  is  growing 
the  years  go  on,  it  happens  more  oft 
says  Colleen  Clearwater  of  Cobra  G 
pliance  Systems  Inc.,  a  Cobra  admi 
trator  in  Coldwater,  Mich.  "People 
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,  THE  12,000  MILE  ASSEMBLY  LINE. 
AND  OTHER  ADVENTURES 
IN  SUPPLY  CHAIN  MANAGEME" 


Your  average  assembly  line  may  appear 
to  extend  a  few  thousand  feet.  But  we  see  it 
beginning  at  a  steel  foundry  in  Pennsylvania, 
winding  through  a  parts  plant  in  South 
America,  and  passing  through  Detroit  before 
arriving  in  showrooms  around  the  world. 

At  Emery  Worldwide,  Menlo  Logistics 
and  Con-Way  -  the  CNF  companies  -  our  job 
is  choreographing  the  delivery  of  a  global 
collection  of  parts  among  various  points 
with  timely  precision.  To  keep  that  assembly 
line  rolling.  For  supply  chain  solutions  that 
accelerate  business,  visit  our  website. 


Where  supply  meets  demand. 
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come  more  sawy. 

And  not  just  employees  are  manipu- 
lating the  system.  In  one  notorious  case 
in  1989  a  hospital  signed  up  an  ex-em- 
ee  for  Cobra  while  he  was  already 
semicomatose  with  several  bullet 
wounds.  In  this  way  the  hospital  was  able 
to  reach  into  the  pockets  of  an  insurance 
company  for  the  $98,000  treatment  cost. 

In  the  short  run  it  may  be  an  insur- 
ance company  that  eats  the  excess  costs 
run  up  by  disproportionately  unwell 
Cobra  enrollees.  In  the  long  run  these 
cost  trends  get  priced  right  back  into  pre- 
miums that  insurers  charge  employers. 
In  1999,  according  to  Paul  Hamburger, 
one  D.C.-area  firm  with  100  employees 


faced  a  premium  increase  of  well  over 
60%  due  primarily  to  Cobra  claims. 
Larger  employers  tend  to  self- insure  for 
health  coverage  (paying  a  firm  like  Aetna 
to  administer  claims),  and  they  take  the 
Cobra  hit  directly. 

Especially  galling  to  some  employ- 
ers is  the  need  to  cover  costs  of  em- 
ployees who  left  on  bad  terms.  The  ex- 
employees  may  have  been  fired,  or  they 
may  have  left  voluntarily  to  start  their 
own  firms,  potentially  competing  with 
their  ex-employers,  at  their  ex-employ- 
ers' expense.  Another  problem:  The  al- 
lowable 2%  surcharge  is  too  low. 
Spencer's  survey  finds  that  administra- 
tive costs  average  5%,  while  Anderson 


Passage  to  India 

The  world  went  to  India  for  cheap  software 
labor.  But  the  contracts  are  getting  richer. 
Are  these  guys  simply  better  programmers? 


BY  ANDREW  TANZER 
AND CHANDRANI GHOSH 

NORTEL  NETWORKS  HAS  BEEN 
sending  mundane  software  work 
such  as  maintenance  and  testing 
to  India  for  eight  years.  But  the  Cana- 
dian telecom  giant  is  getting  serious 
with  its  Indian  partners.  Last  year  Ban- 


galore's Infosys  Technologies  joined 
Nortel  in  one  of  its  key  projects:  devel- 
opment of  its  wireless  systems.  Nortel 
even  shipped  $10  million  worth  of  tele- 
com gear  to  help  Infosys  complete  the 
job.  "We  treat  them  as  partners,  not  as 
subcontractors,"  says  Marc  Granic,  Nor- 
tel's managing  director  for  international 


of  Hewitt  Associates  estimates  tty 
cost  is  close  to  10%. 

Cobra  has  its  good  points.  It  re 
the  number  of  uninsured  Ameri 
who  are  a  burden  on  the  rest  of  us. 
reduces  what  economists  call  job 
which  occurs  when  people  are  fore 
stay  in  jobs  they'd  like  to  leave  ji 
keep  their  health  insurance. 

But  these  benefits  come  at  high 
University  of  Chicago  economist  Bi 
Madrian  said  it  well  in  Regulation  n 
zine  two  years  ago:  "Cobra  is  a  goo 
ample  of  how  the  federal  governn 
idiosyncratic  approach  to  health-i: 
ance  reform  creates  new  problems 
as  it  attempts  to  solve  others." 


Infosys  Chief  Executive  Narayana  Mi 
shows  the  way  to  India's  high-tech  fu 

research  and  development. 

The  passage  to  India  of  N 
American  software  development 
began  in  the  mid-1990s  shows  no 
of  losing  steam.  India's  exports  of 
ware  services  have  risen  eightfold 
1995  to  $6  billion  this  year.  By  200 
figure  could  leap  to  $50  billion, 
mates  McKinsey  &  Co. 

But  the  nature  of  the  software  | 
is  changing  dramatically.  When 
outsourcing  to  India  was  all  about 
ing  money  on  drudge  work  such  a 
bugging  code  and  Year  2000  tes 
now  firms  like  Infosys  are  win 
hugely  complex  and  valuable  pro 
that  once  went  to  U.S.  stalwarts  sui 
IBM,  EDS  and  Andersen  Consultir 
significant  factor  behind  the  shi 
India  is  the  critical  shortage  of 
workers  in  the  U.S.  Another  disi 
possibility:  Programmers  in  Bang; 
are  simply  better. 

Nortel  Networks  has  1,300  dev< 
.ers  in  India.  "In  no  other  place  ir 
world  can  we  find  so  many  qual; 
people,"  says  Granic.  He  has  324 
fosys  developers  on  contract,  expe 
to  rise  to  650  by  the  end  of  next  ye; 

At  first  glance,  India  seems  an 
place  for  technical  excellence.  Half 
population  is  illiterate,  the  phone 
and  electricity  supply  are  unreli 
and  the  roads  and  airports  are  decn 


80     FORBES  -  October  30,  2000 


OW  A  FEW  WORDS  ABOUT  YOUR  WEB  SITE. 

>  build  rewarding  relationships  with  your  customers,  you  have  to  make  it  easy  for 
em  to  do  business  with  you.  Today,  that  means  implementing  a  Web  strategy  that 
lows  you  to  interact  with  customers  in  ways  you  never  could  before.  At  SilverStream, 
e  provide  the  software  and  services  that  help  you  deliver  an  Internet  experience  that 
as  the  breadth,  depth  and  professionalism  your  customers  and  trading  partners 
<pect.  We're  setting  new  standards  for  building  next-generation  eBusiness  Web  sites, 
ites  with  the  most  advanced  eCRM  technologies  and  B2B  integration  capabilities,  to 
ve  you  a  real  competitive  edge  -  now  and  in  the  future.  Are  you  ready  to  take  your 
3usiness  to  a  whole  new  level?  www.silverstream.com 


SilverStrearrr 

Are  you  ready  to  do  eBusiness? 


)  2000  SilverStream  Software.  Inc.  SilverStream  is  a  registered  trademark  of  SilverStream  Software,  lr 


We  develop  innovative  products  for  health  and  nutrition. 

So  that  the  miracle  of  life 


Everyone  wishes  to  live  a  long  and  healthy  life.  At  Aventis,  an  innovative  leader  in  the 
fields  of  health  and  nutrition,  we  are  committed  to  improving  the  quality  of  life  for  people  of  all  ages. 
Because  it  is  important  to  live,  not  only  longer,  but  better.  This  requires  our  broad  range  of  knowledge  and 
experience.  We  utilize  traditional  approaches  in  research  and  every  opportunity  the  latest  technologies 
offer.  We  are  developing  innovative  pharmaceuticals,  vaccines  and  plasma  proteins,  as  well  as  advanced 
crop  protection  and  improved  plant  production.  So  that  everyone  can  live  a  long  and  better  life. 

Aventis,  Strasbourg  (France),  is  listed  on  the  stock  exchanges  in  Paris,  Frankfurt  and  New  York,  www.aventis.com 
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With  a  population  of  1  billion,  India 
has  only  1.6  million  Internet  sub- 
scribers  and  fewer  than  30  million  fixed 
phone  lines.  A  corrupt  and  incompe- 
tent government  chronically  runs 
yawning  budget  deficits,  starving  the 
private  sector  of  capital. 

But  one  thing  India  has  in  abun- 
dance is  skilled  human  capital — the 
largest  pool  of  English-speaking  scien- 
tists and  engineers  in  the  world  after  the 
U.S.  Indians  have  demonstrated  an 
enormous  facility  for  software,  a  pen- 
chant that  Azim  Premji,  the  billionaire 
chairman  of  Wipro,  another  software 
developer  and  India's  most  valuable 
listed  company,  attributes  to  "the  basic 
mathematical  inclination  of  the  Indian 
mind."  After  all,  Indians  invented  the 
concepts  of  zero  and  negative  numbers 
1 ,300  years  ago.  Information  technology 
attracts  the  best  brains  in  the  country. 

"All  middle-class  Indian  mothers 
want  their  kids  to  be  software  engi- 
neers," quips  T.V.  Mohandas  Pai,  senior 
vice  president  of  finance  at  Infosys. 

Infosys  is  one  of  the  biggest  magnets 
in  the  talent  pool  and  one  of  the  earliest 
to  move  into  more  sophisticated  soft- 
ware work.  The  company  services  hun- 
dreds of  global  firms,  including  Gold- 
man Sachs,  Visa  and  DHL.  Infosys  has 
developed  switching  software  for  Cisco, 
a  factory  management  system  for  Nesde 
and  an  inventory  tracking  application 
for  Nordstrom. 

Since  listing  on  the  Bombay  stock 
exchange  in  1993,  Infosys'  sales  and 
earnings  have  compounded  at  more 
than  70%  a  year.  This  year  Infosys, 
which  issued  ADRs  on  Nasdaq  last  year, 
should  earn  $112  million  aftertax  on 
revenues  of  $360  million.  Its  market 
capitalization  of  $17.5  billion  tops  that 
of  Computer  Sciences  Corp.,  and  is 
more  than  twice  the  market  cap  of  Sapi- 
ent, Scient  or  Cambridge  Technology 
Partners. 

N.R.  Narayana  Murthy  and  six  soft- 
ware engineers  founded  Infosys  in  1981 
with  an  investment  of  $250.  A  school- 
teacher's son,  the  slightly  built,  soft-spo- 
ken Murthy,  54,  graduated  from  the  elite 
Indian  Institute  of  Technology.  Not  sur- 
prisingly, he  is  a  big  believer  in  India's 


Indian  Connection 

India  is  a  leading  offshore  destination 
for  companies  outsourcing  software 
developmenl  and  other  IT  projects. 

Number  of  top  500  American 
corporations  that  outsource 
software  development  to  India. 


Estimated  size  of 
Indian  software  industry  by  2008. 

Sources:  Bank  of  America;  Information  Technology 
Association  of  America;  National  Association  of 
Software  &  Services  Industry.  India. 

coming  dominance  of  the  software  ser- 
vices business. 

"Our  costs  are  a  fraction  of  U.S. 
costs,  while  our  quality  and  productivity 
are  equal  to  or  better  than  what's  possi- 
ble in  the  U.S.,"  he  asserts.  "India  will 
become  the  country  of  choice. . . .  It's  al- 
ready starting  to  happen." 

Voted  the  most  admired  company  in 
the  country  by  Economic  Times  and 
other  Indian  media,  Infosys  has  no  trou- 
ble attracting  top  talent.  Last  year  it  re- 
ceived 183,000  job  applications  and  of- 
fered positions  to  fewer  than  3,000 
people.  Only  a  third  of  the  applicants 
pass  the  harsh  written  exams  testing 
math,  logic  and  analytic  reasoning. 
Upon  entering  the  company,  all  recruits 
undergo  intensive  14-week  training. 
Starting  salaries  are  $400  to  $500  per 
month,  in  line  with  typical  corporate 
salaries. 

But  like  U.S.  tech  firms,  Infosys  lays 
on  the  perks.  Thanks  to  stock  options, 
more  than  200  employees  are  U.S.-dollar 
millionaires;  Murthy's  8%  stake  is  worth 
more  than  $1  billion.  The  Infosys  cam- 
pus, on  the  outskirts  of  dust-choked 
Bangalore,  is  an  oasis  of  manicured  green 
lawns,  swimming  pools,  gyms  and  tennis 
courts.  There  is  even  a  Domino's  pizze- 
ria. To  compensate  for  deficient  public 
utilities,  the  company  operates  its  own 
fleet  of  buses  and  has  its  own  satellite 


links,  power  generators  and  water 
cling  plants.  The  10%  employee  attn 
rate  is  one-third  of  the  industry  ave 

Murthy  says  one  of  the  key 
India's  success  in  software  developt 
is  its  blend  of  whip-cracking  effici 
and  fanatic  attention  to  detail. 
Carnegie  Mellon  Software  Enginet 
Institute  in  Pittsburgh,  Pa.  has  a  n 
system  for  developers  that  takes  inti 
count  ability  to  produce  quality  soft 
on  time  and  on  budget,  called  the 
pability  Maturity  Model.  India  boas, 
of  the  23  developers  worldwide 
have  reported  attaining  the  hit; 
grade,  CMM  Level  5.  IBM  ranks  5,  X 
is  Level  3.  Infosys,  a  Level  5er  like  1 
competitors  Wipro  and  Tata  Con 
tancy  Services,  delivers  more  than  ' 
of  projects  on  time,  compared  wi 
U.S.  average  of  60%  to  65%. 

The  Indians  even  sell  their  rem 
ness  as  a  virtue.  Bangalore  is  9  tc 
hours  ahead  of  the  U.S.  Aetna  Hea 
care's  chief  information  officer,  J 
Brighton,  says  one  reason  he  farms 
work  to  India  and  not  Mexico  is 
time  gap.  Infosys  is  helping  in  the  str 
gic  planning  of  Aetna's  Internet-b; 
health  network.  "When  we  sleep,  In 
works,"  says  Brighton. 

Murthy  is  pushing  into  higher  v; 
technology  services  such  as  e-busii 
consulting,  design  and  implementat 
Internet  services  have  vaulted  from 
to  29%  of  revenues  over  the  last 
months.  Infosys  developed  Dell  Cc 
puter  Japan's  Web  site  and  is  desigr 
the  electronic  investment  service  sit 
Europe  for  Franklin  Templeton's  r 
tual  fund  operation.  As  a  result  of 
new  work,  revenue  per  info  tech  pro 
sional  has  nearly  doubled  in  four  y« 
to  $81,000. 

Murthy  says  he  has  achieved  his 
triotic  goal  of  showing  that  "it's  poss 
to  live  in  this  country  and  create  wee 
legally  and  ethically."  But  his  corpoi 
mission  is  more  ambitious:  "Info 
should  become  the  first  choice  in  1 
aided  mind  recall  of  any  CIO  or  CE 
The  richly  priced  stock  says  that  it's  o 
a  short  while  before  this  company  jo 
the  ranks  of  IBM,  EDS  and  Ander: 
Consulting. 


Indians  who  graduate 
every  year  with  a  degree  in 
engineering  or  a  master's 
in  computer  science. 


U.S.  software 
imports  expected  from  India 
in  2000. 
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The  Uses  and  Misuses 
Of  Bankruptcy 

Coram  Healthcare  debt  holders  must  think  the 
business  is  turning  around.  That's  why  they  want  it 
all  to  themselves.  But  shareholders  are  crying  foul. 


BY  PHYLLIS  BERMAN 

WHEN  DANIEL  CROWLEY,  53,  WAS 
named  chief  executive  of  Coram 
Healthcare  Corp.  last  November, 
his  fans  applauded.  Crowley  was  a  local 
hero  in  Sacramento,  Calif.,  his  home  city, 
because  he  had  rescued  its  biggest  com- 
pany. In  1989  he  had  taken  over  a  failing 
operation  called  Foundation  Health 
Corp.,  which  had  1988  sales  of  $300  mil- 
lion. Before  he  left  it  in  1997,  he  had  built 
it  into  one  of  the  largest  HMOs  in  the 
country,  with  $5  billion  in  revenues. 

Crowley  spent  the  next  few  years 
heading  his  own  consulting  business,  Dy- 
namic Healthcare  Solutions,  but  now  he 
would  run  another  publicly  traded  com- 


pany. Hurrah,  said  the  locals,  who  bought 
Coram  shares. 

Crowley  would  commute  to  Coram's 
Denver  headquarters,  where  he  would 
oversee  the  company's  79  branches  across 
the  U.S.  and  Canada  that  provide  "infu- 
sion services."  That  means  intravenously 
dosing  patients  in  their  homes  with  any- 
thing from  cancer  drugs  to  antibiotics.  At 
the  time  Coram's  stock  was  selling  at  just 
68  cents.  Its  business  had  been  hurt  by 
cuts  in  reimbursements  and  unfortunate 
diversifications.  In  1999  Coram  lost  $115 
million  on  revenue  of  $521  million. 

Crowley's  neighbors  felt  he  was  up  to 
the  challenge.  They  brushed  aside  a 
warning  that  appeared  in  Coram's  1999 


annual  report  shortly  ai 
Crowley's  appointment.  It  s 
that  a  weak  balance  sheet  mij 
force  Coram  to  convert  debt 
equity,  a  move  that  would  dil 
their  shares. 

Dilute?  The  common  shj 
could  be  wiped  out.  They 
now  changing  hands  at 
cents,  putting  a  market  capi 
ization  of  just  $5.5  million 
the  company. 

And  yet  Crowley  has  d< 
just  what  his  neighbors  \ 
hoped.  He  has  slashed  costs 
Coram's  infusion  operatiq 
extracted  the  company  fn 
unprofitable  markets  and 
tied  a  lawsuit  with  Aetna  ovd 
moneylosing  contract.  Early 
suits  looked  so  good  tha 
April  the  board  offered  Crc 
ley  a  one-time  reward  of  up 
$10.2  million  for  whipping 
company  into  shape.  It  appe 
that  he  could  earn  most  oi 
of  the  payout. 

In  August  Crowley  prou 
reported  to  employees  (acca 
ing  to  an  unofficial  transcripl 
a  speech  leaked  to  FORBES)  ti 
the  company  was  generatj 
gobs  of  cash,  thanks  in  pari 
increasing  inventory  turns  bj 
third  and  shrinking  accounts! 
ceivable  by  20%.  Over  sei 
months,  he  said,  the  compfl 
had  positive  cash  generation  of  $44  n 
lion — quite  a  contrast  with  the  $10.5  n 
lion  of  negative  cash  flow  from  ope 
tions  that  Coram  reported  for  191 
"Coram  will  go  into  2001  hotter  tha 
pistol,"  he  noted. 

Yet  the  very  day  of  this  optimis 
speech  Coram  filed  for  Chapter  1 1  bai 
ruptcy  in  a  plan  that  would  wipe  out 
of  the  equity  holders. 

Why,  if  business  is  improving,  wo 
Coram  file  for  bankruptcy?  To  be  su 
Coram  still  owes  $252  million,  all 
which  could  come  due  in  May  2001 
there  is  money  for  debt  service.  Crow 
said  in  his  speech  to  employees  that  G 
am  had  already  paid  $50  million  of  pr 
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"How  are  you  ever 

going  to  pay  for  college 


tuition 


and  retirement:  The  answer  is  simple. 

afinancial  plan." 


"Am  I  keeping  up?'  People  in  their 
40s  often  panic  about  money. 
They  ask,  'Will  I  have  enough?' 
A  financial  plan  may  answer  those 
questions  and  helps  you  move  ahead." 
AXA  Advisors  is  about  a  one-on-one 
relationship  with  a  professional. 
Afinancial  plan  combined  with  an 
AXA  Asset  Account  helps  you  gain 
understanding  and  control.  "You  may 
be  a  little  behind.  It's  okay,  1  can 
help  you  catch  up."  Reach  one  of 
us  at  l(888)AXA-INFO  (292-4636) 
or  visit  www.axa-advisors.com. 


✓AXA  ADVISORS 

Building  Futures 


Mark  Mitchell 

AXA  Advisors 


n  H  ill 


cipal  and  accumulated  interest. 

The  answer  is  that  this  plan,  if  ac- 
cepted by  the  bankruptcy  court,  would 
give  the  company,  lock,  stock  and  barrel, 
to  the  debt  holders.  And  they  want  it. 
They've  made  it  worthwhile  for  Crowley 
to  go  along  by  hiring  his  consulting  com- 
pany and  suggesting  to  the  bankruptcy 
court  that  he  keep  his  pay  package  intact. 

Who  are  these  debt  holders?  They  in- 
clude Goldman  Sachs  Credit  Partners  as 
well  as  vulture  investors  like  Cerberus 
Partners  and  Foothill  Capital.  If  the  only 
opposition  they  faced  came  from  guys 
like  the  Sacramento  locals,  the  group  cer- 
tainly would  get  its  way. 

The  novices,  however,  were  joined  by 
a  sophisticated  group  of  investors  that  in- 
cludes hedge-fund  manager  Richard 
Haydon,  real  estate  maven  Sam  Zell  and 
money  manager  William  Weinstein. 
Some  of  them  were  holders  of  the  stock 
long  before  Crowley  joined  management. 
Last  month  the  bankruptcy  court 
granted  the  equity  holders  the  right  to 
propose  a  competing  reorganization  in 
which  they  would  not  be  wiped  out. 

The  usual  Chapter  1 1  battle  has  man- 
agement siding  with  the  holders  of  com- 
mon stock  and  against  the  creditors. 
Managers,  after  all,  typically  own  com- 
mon shares  or  options  but  hold  none  of 
the  debt  paper.  In  Coram's  case  the  man- 
agement appears  to  be  on  the  other  side. 

One  former  Coram  board  member 
is  Stephen  Feinberg,  managing  member 
of  Cerberus  Associates,  general  partners 
of  debt  holder  Cerberus  Partners.  Fein- 
berg is  the  one  who  recruited  Crowley. 
But  the  press  release  announcing  the  hire 
in  November  1999  made  no  mention  of 
the  fact  that  Crowley  had  acted  as  a  con- 
sultant for  Cerberus  on  other  health  care 
deals  nor  that  Cerberus  was  a  debt  holder 
in  another  Crowley  turnaround,  Winter- 
land,  which  makes  T  shirts  for  music  and 
entertainment  venues. 

After  Crowley  became  chief  executive 
of  Coram,  the  board  hired  attorney 
David  Friedman  to,  in  Friedman's  words, 
"examine  the  options  available  to  the 
company."  Soon  Coram  had  hired  in- 
vestment bankers  Chanin  Capital  Part- 
ners tc  come  up  with  a  valuation  for  the 
firm.  While  all  this  was  going  on,  share- 


What's  next?  A  costly 
valuation  battle  if 
negotiations  fail  to 
placate  shareholders. 


holders  could  get  little  or  no  information 
from  company  spokesman  Kurt  Davis, 
or  so  contends  Richard  Levy,  an  attorney 
who  represents  Zell  and  other  share- 
holders. Davis,  it  turns  out,  was  not  only 
on  Coram's  payroll  but  also  on  that  of 
Crowley's  consulting  firm. 

While  the  ostensible  owners  of  the 
company  were  kept  in  the  dark,  Stephen 
Feinberg  remained  on  the  board.  During 
this  time  the  board  was  supposedly  ne- 


>  By  the  Numbers 


Prescription  Error 

The  very  day  that  Daniel  Crowley— 
Coram's  boss  since  November  1999 — 
told  his  employees  the  company  was  on 
the  mend,  he  filed  for  Chapter  II.  Some 
data  he  offered  to  his  own  troops: 


Total  costs  cut 
since  December  1999. 


Accounts 
receivable  for  infusion  business  as 
of  June  vs.  $101  million  in  November. 

Inventory  of 
drugs  and  supplies  as  of  June  vs. 
$20.4  million  at  the  end  of  December. 

Inventory  turns  as  of 
June  vs.  10.4  times  in  December. 


Cash  flow  from 
operations  in  first  seven  months 
of  2000  vs.  negative  $55  million 
for  all  of  1999. 

gotiating  with  the  debtors  about  the 
terms  of  a  restructuring  of  the  debt.  Was 
Feinberg  on  both  sides  of  the  table  during 
the  negotiations?  According  to  Friedman, 
Feinberg  recused  himself  from  all  dis- 
cussions of  the  restructuring.  On  July  24 
Feinberg  resigned  from  the  board. 

Two  weeks  later  Coram  filed  for 
Chapter  1 1  based  on  Chanin's  valuation 
of  $207  million  for  the  enterprise  versus 
the  $252  million  owed  to  debt  holders. 


"It's  a  valuation  wii 
any  agenda,"  c| 
Friedman.  But  eve: 
bankers  were  care! 
note  that  the  valua 
was  based  only  o| 
sumptions  provide 
the  company 
debtors.  Allowing  so 
thing  for  a  chief  executive's  salary,  e< 
holders  contend  that  the  compan] 
pears  to  be  capable  of  $40  million  ai 
in  operating  income  (net  before  d« 
ciation,  interest  and  taxes).  If  a  b) 
could  be  persuaded  to  pay  eight  t 
that,  the  enterprise  would  be  worth 
million — enough  to  liquidate  the 
and  leave  more  than  a  buck  a  shari 
the  common  holders.  "If  Mr.  Zell  or 
of  the  equity  holders  think  Chanin's 
uation  is  unreasonable,  I'd  welcome 
opportunity  to  sell  them  my  senior 
at  a  discount,"  retorts  Feinberg. 

Just  in  case  the  common  shareho 
tried  to  persuade  the  bankruptcy  ju 
to  let  the  company  muddle  through 
debt  holders  noted  pointedly  that,  w 
out  a  reorganization,  Coram  would 
late  a  law  known  as  Stark  II.  In 
Coram  had  a  deficit  of  $30.5  millioi 
shareholders'  equity.  Stark  II  prohib: 
physician  from  referring  Medicaid 
Medicare  patients  to  a  company 
total  stockholders'  equity  under  $75 
lion  if  the  doctor  owns  shares  in 
company.  "As  a  company  whose  stoc 
publicly  traded,  the  debtors  can  not 
sure  at  any  time  who  owns  the  share  I 
its  stock,"  declared  the  bankruptcy  fili 
What's  next?  The  equity  commill 
is  supposed  to  come  up  with  its  cr 
evaluation,  although  the  big  holders  n 
be  in  no  hurry  to  complete  this  step 
they  can  extract  even  a  token  paymi 
from  the  creditors — say,  50  cent* 
share — they  may  go  away. 

Here's  a  radical  thought.  Instead 
keeping  the  lawyers  busy  or  havinj 
bankruptcy  judge  try  to  evaluate  t 
company,  why  not  just  sell  it  to  t 
highest  bidder?  If  there  is  anything  1 
after  paying  off  the  debt,  it  belongs 
the  common  holders.  Isn't  that  the  w 
corporate  ownership  is  supposed 
work? 
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NEW  BANDWIDTH 

NEW  WIRELESS 

NEW  STANDARDS 

NEW  DEMANDS 

NEW  EXPECTATIONS 

NEW  WORK 

I  NEW  WORLD  ] 


NEW  WORLD 


NEWATTITUDE 

NEW  SERVERS 

[  (©server  ] 


NEW 

WORLD 


e-business. 

First  there  were  stock  prices  and  movie  times  online. 
Then  there  were  new  business  plans  and  bold  newv 
Now,  e-business  is  a  part  of  the  basic  DNA  of  every 
regardless  of  size,  industry  or  sophistication.  Not  aj 
foray,"  but  as  broad  strategic  plan.  Not  in  lieu  of 
principles,  but  in  search  of  radically  new  business  re 
as  faddish  technology,  but  as  basic  business  infrastr 
The  hype  has  peaked, 
but  the  meaningful  change  has  just  begun. 


NEW 

THINKING 


A  new  world  demands  new  thinking. 

New  thinking  about  e-business  infrastructure  and 
i  new  thinking  about  servers— from  how  they're 
designed,  delivered,  integrated  and  supported  to 
how  they  are  assured  in  operation. 

Why?  Because  business  today  means  preparing, 
evaluating  and  adjusting,  every  day,  for  relentless 
change  and  unpredictable  growth. 

In  infrastructure,  this  new  world  means  breaking 
away  from  a  rigid  past  of  single  platforms,  closed 
standards,  and  integration  as  an  afterthought. 
It  means  embracing  and  championing  flexibility 
and  openness,  without  compromising  reliability. 

At  IBM,  it  means  an  entirely  new  breed  of  servers, 
built  from  the  ground  up  for  e-business. 

Introducing  IBM  (©server 

Servers  made  possible  by  new  IBM  innovations, 
legendary  mainframe-level  expertise,  acknowledged 
e-business  leadership,  and  a  commitment  to  create 
new  tools  to  meet  new  demands. 

This  is  not  about  a  few  more  megahertz.  This  is 
about  new  thinking  backed  up  with  new  actions. 


New  servers.  A  new  line  of  best-of-breed  servers, 
covering  every  platform  from  Windows8  2000  to  UNIX® 
to  Linux? And  new  enhancements  to  WebSphere;" 
IBM  e-business  software,  to  provide  web-enabled 
integration  across  35  application  environments. 

Superior  performance.  New  raw  power  and  cost- 
effectiveness  through  IBM  science,  like  the  30%  to 
40%  speed  gains  of  new  IBM  second-generation 
copper  chips  with  silicon-on-insulator  technology. 
Proof?  The  new  p680  server,  which  employs  both 
technologies,  is  the  fastest  Web  server  on  earth! 

Open  standards.  New  IBM  servers  are  built  to 
embrace  open  standards  like  Linux,  and  all  of  IBM  is 
ready  to  support  Linux.  Want  the  best  of  both  worlds? 
Match  the  flexibility,  affordability  and  freedom  brought 
to  you  by  the  Linux  community  with  the  assurance  of 
IBM  service,  support  and  consulting  services. 

Capacity  on  demand.  Have  extra  capacity  on  hand, 
but  don't  pay  for  it  until  you  use  it.2  IBM  now  offers 
Capacity  Advantage— additional  internal  processors 
or  even  entire  servers  preinstalled  onsite,  ready  for 
activation,  24x7,  on  a  pay-as-you-grow  basis. 

Uptime  assurance.  High  availability  services  from 
IBM  can  help  assure  uptime  performance  on  new  IBM 
servers,  even  help  assure  uptime  across  applications, 
networks  and  entire  enterprises. 


NEW 

SCIENCE 


Power.  IBM  just  built  the  world's  fastest  computer,  Efficiency.  IBM  Memory  expansion  Technology 

capable  of  over  12  trillion  calculations/second-  doubles  the  capacity  of  server  memory.  Soon  you 

enough  power  to  process  an  online  transaction  from  can  cut  memory  costs  without  sacrificing  perfor- 

every  man,  woman  and  child  on  earth  in  one  minute,  mance,  or  increase  performance  at  no  extra  cost. 

Maximum  Linux.The  new  z900  server  can  run  thousands  of  Linux  images  simultaneously  as  virtual 
servers.  All  for  under  $500  an  image,  putting  it  among  the  most  cost-effective  Linux  servers  in  the  world.3 


NEW  SERVERS 


MM  (gserver  xSeries. 

Affordable,  Linux-ready,  Inter-based  servers  with  mainframe-inspired  reliability  technologies. 

1 U  rackable  server  I  up  to  2-way  Intel  Pentium"  III  processors  1  GHz  I  new  cable -chaining  technology  I  up  to  4GB 
memory  I  integrated  service  processor  I  hot-swap  drives  I  Light  Path  Diagnostics'"  I  runs  Linux,  Windows  2000  and 
Windows  NT'  I  Notlmity'  Director'"  management  software  I  the  x330  starts  at  $4,426*  I  xSeries  models  start  at  $1,413* 


IHM  (gserver  iSeries 

I  ,r,l  implr  mentation  high  performance  and  near  zero  maintenance  lor  thousands  of  ready  !o  run  business  solutions 

Sixth  generation  64  bit  chips  I  new  copper  and  SOI  technology  I  up  to  16GB  memory  I  up  to  4TB  disk  I  hot-plug  PCI  I 
1GB/s  high-speed  link  I  enterprise-class  Logical  Partitioning  (LPAR)  I  99  9+%  reliability  out  of  the  box  I  integrated 
operating  system,  middleware,  database  and  communications  lor  high  performance  and  fast  ROI  I  1-year  warranty,  24x7 
onsite  service  I  the  iSeries  400  Model  820  starts  at  $34,925"  I  iSeries  models  start  at  $10,413' 


[BM  (gserver  pSeries 

The  most  powerful,  technologically  advanced  UNIX  servers. 

HS64IV64  bit  processor  600MH/  I  16MB  I  2  cache  I  6  .  12  ,  18  or  24  way  configurations  I  up  to  873GB  hot-swap 
storage  I  supports  up  to  45TB  of  SSA  storage  I  4GB  SDRAM  expandable  to  96GB  I  IBM  AIX"  operating  system,  rated  <M| 
by  D  H  Brown"  I  the  p680  starts  at  $420,000'  I  pSeries  models  start  at  $13,599"' 


I  MM  (gserver  zSeries 

The  most  reliable  mission-critical  data  transaction  servers  on  earth. 

Designed  for  up  to  ')') ')')')"..  availability   (dc  iwn  |iist  ',  minutes/year  i  I  up  to  640  way.  <  luslered  with  up  to  2  If)  memory  I 
integrated  cryptographic  coprocessors  yielding  64,000  SSLs/sec  "  I  automatic  system  resource  reallocation  I  runs  z/OSJ 
Linux.  S/390"  software  I  HiperSockets  ®24GB/sec.  I  workload-based  software  pricing  I  as  low  as  $500  per  Linux  image"! 


@ server 


For  the  next  generation  of  e-business. 


:=~=    For  more  information  or  to  buy  direct,  go  to  ibm.com/eserver 


Based  on  SPFCwob99  benchmark  result  current  as  of  9/20/00  See  www.spec.org  lor  details.  '  Certain  enablement  fees  may  apply  '  Price  claim  based  on  /900  Configuration  for  U 
($1  SOI  i  nOO)  running  2500  soparate  Instances  ol  Linux  Storage  not  included.  See  www.ibm  comteserver/zserles/llnuxconfig  for  full  details  on  this  configuration  '  IBM  list  price  for  xSeriesJ 
MniM  D05  ill  Y  wiih  nooMH/  processor,  256MB  memory  and  open  bay,  not  Including  hard  drive,  operating  systems  or  other  options  '  IBM  list  price  for  xSeries  200  Model  847840X  with  800N 
processor.  128MB  memory  and  open  bay,  not  Including  hard  drive,  operating  systems  or  other  options  *  IBM  list  price  for  iSeries  400  Model  820,  FC  02395.  uni-processor,  256MB  memoffl 
8  58GB  disk  '  IBM  list  price  tor  ISeries  400  Model  270,  FC  H2422,  unl-processor,  256MB  memory  and  8.58GB  disk  1  Rated  #1  UNIX  operating  system  O  H  Brown  Operating  System  Scoria 
I  I  IHM  ll(1  prlM  tor  pSpnos  680  with  6  processors,  4GB  memory  and  91GB  disk  and  unlimited  user  license  for  AIX  4  3  3."  Special  price  available  only  through  ShoplBM  lor  pStf 
(i40  with  POWFR3  II  375MH/  copper  chip,  1-way,  256MB  memory,  9.1GB  disk  and  unlimited  user  license  of  AIX  4.3.3."  Requires  available  Parallel  Sysplex*  technology."  In  a  full  Parallel  Syll 
1  ■  i « - 1     t  ■  ■  ■  i  m  /'loo  ConlKiiiiaiinn  loi  I  mux  ($1,200,000)  running  2500  soparate  instancos  of  Linux  Storage  not  included.  See  www  ibm.com/Bserver/zseries/lmuxconfld 

lull  details  nn  this  conllniM.ilion  Actual  reseller  prices  on  all  systems  may  vary  List  prices,  specifications  and  availability  may  change  without  nolco  IBM.  iSeries.  pSeries.  zSeries,  xSli 
Netflnilv  "  l '  H  ill. 'I  Sy.plfix,  AIX,  WohSphnro,  Light  Path  Diagnostics,  Netllnlty  Director  and  the  e-business  logo  are  trademarks  or  registered  trademarks  ol  International  Business  MacNj 
Corporal'.  1  mix  le  g  regltlered  trademark  ol  The  Open  Group.  Windows  and  Windows  NT  are  registered  trademarks  ol  Mcrosoft  Corporation  Intel  and  Pentium  are  registered  trader™ 
ol  Intol  Cos  m  I  mux  It  «  registered  trademark  ol  Linus  Torvalds  All  other  companies  or  products  are  trademarks  or  registered  trademarks  ol  their  respective  companies.  ©200(1 
Corporation  All  i  iqhla  reserved, 


Second  Empire 

I  raid  Hines  built  classy  office  buildings 
(tiout  taking  much  risk.  Son  Jeffrey  is 
[lowing  suit— on  a  much  larger  scale. 


JANIEL  FISHER 

T  THE  END  OF  THE  AVINGUDA  DI- 
i  agonal  in  Barcelona,  where  the 
klengthy  thoroughfare  meets  the 
iterranean,  a  massive  retail  and  resi- 
ial  complex  is  under  construction. 
$600  million  Diagonal  Mar  project 
nclude  1,700  condominiums  and  the 
st  shopping  center  in  Spain,  a  hefty 
of  U.S.-style  commercial  develop- 
t  transplanted  to  Catalonia. 


The  developer  of  Diagonal  Mar, 
Houston-based  Hines  L.P.,  has  been 
doing  a  lot  of  transplantation  lately. 
Armed  with  $1  billion  from  institutional 
investors,  Hines  has  quietly  ascended  to 
the  top  of  the  worldwide  commercial-de- 
velopment business.  The  closely  held  firm 
has  34  million  square  feet  of  projects 
under  construction  right  now — a  third 
as  much  as  Samuel  Zell's  Equity  Office 
Properties  owns  altogether — and  owns 


I  Hines  and  a  Philip 
nson  creation. 


stakes  in  another  $10  billion  worth  of 
property  around  the  world. 

Anyone  can  borrow  gobs  of  money 
and  assemble  a  real  estate  portfolio.  What 
makes  the  Hines  story  unusual  is  that  the 
firm  concentrates  on  the  most  complex, 
difficult  projects,  the  ones  that  require  an 
inordinate  amount  of  money  and  plan- 
ning up  front  in  exchange  for  a  greater 
reUirn  later  on.  "We  like  complexity,"  says 
company  Chief  Executive  Jeffrey  Hines, 
45,  the  son  of  founder  Gerald  Hines.  "We 
think  it  gives  us  an  edge." 

Diagonal  Mar  is  an  apt  example.  Just 
to  assemble  the  84-acre  site,  a  former 
train  yard  near  the  1992  Olympic  Village, 
Hines  had  to  spend  $50  million  and  buy 
a  bankrupt  firm  with  development  rights 
to  the  land.  He  had  to  convince  local  of- 
ficials to  rezone  the  land  from  office  to 
residential  and  build  a  giant  wall,  a  half- 
mile  long  and  200  feet  deep, 
to  keep  the  Mediterranean 
from  seeping  into  the  under- 
ground parking  garage. 

"A  lesser  developer 
would've  taken  a  hike  by 
now,"  says  the  project's  ar- 
chitect, Robert  A.M.  Stern, 
dean  of  the  Yale  School  of 
Architecture,  who  designed 
Disney's  animation  head- 
quarters in  Burbank,  Calif. 

The  payoff  for  Hines  will 
be  a  trophy  property  in  the 
heart  of  the  rapidly  redevel- 
oping waterfront  area — and 
a  beachhead  for  further  de- 
velopment in  Spain,  similar 
to  ones  it  has  established  in 
Paris,  Berlin  and  Moscow. 

In  Moscow  Hines  has 
built  several  projects,  de- 
spite the  collapsing  Russian 
economy,  by  focusing  on 
high-end  developments 
aimed  at  Westerners.  For 
Pokrovsky  Hills,  Hines 
grabbed  an  Anglo-Ameri- 
can school  as  its  anchor 
tenant,  helping  it  lease  40% 
of  the  260  town  houses  to 
U.S.  embassy  personnel  at 
rents  up  to  $32  per  squaic 
foot  a  year.  Result?  A  1 5% 
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return  on  investment. 

Some  projects  are  too  tangled  to 
tackle.  Gerald  Hines  turned  down  Lon- 
don's Canary  Wharf,  which  later  bank- 
rupted Canada's  Reichmann  family:  He 
thought  there  wasn't  enough  mass  tran- 
sit to  serve  the  site.  "I  knew  it  wouldn't 
carry  the  capacities  and  get  the  credibility 
to  lease  the  space,"  says  Hines,  75,  who  is 
still  active  in  the  firm. 

Gerald  Hines  learned  caution  in  the 
boom-bust  real  estate  market 
of  Houston,  where  he  landed 
in  1950  after  graduating  from 
Purdue  University  with  an 
engineering  degree.  A  U.S. 
Steel  worker's  son,  born  in 


Rather  than  borrow,  Hines  recruited 
equity  investors  such  as  European  pen- 
sion funds  and  the  investment  office  of 
Kuwait.  He  usually  invests  enough  to  own 
10%  to  30%  of  the  property,  plus,  as 
manager,  the  firm  gets  an  additional  20% 
of  any  sale  profit.  But  he  largely  elimi- 
nates the  risk  that  a  project's  failure  will 
jeopardize  his  other  assets. 

Hines  also  learned  that  it  pays  to  go 
high  class.  He  spends  more  on  centrally 


projects  a  year,  Hines  can  underta 
many  as  its  3,000-employee  staff  can 
die.  "In  the  old  days  we'd  find  the  on 
tunity,  and  then  find  the  capital,"  H 
says.  "Today,  in  many  cases,  we  havi 
capital  all  arranged,  and  we  go  oui 
find  the  opportunity." 

Hines  has  raised  $846  million  tarj 
at  emerging  markets,  which  it  ha 
vested  in  Argentina,  Brazil,  Russia,  Pc 
and  Mexico.  With  each  new  marke 


Hines  knows  it  pays  to  go  high  class,  and 
spends  more  on  centrally  located  sites,  bran 
name  architects  and  European  hardware. 


Founder  Gerald  Hines  is  doing 
Texas-size  deals  in  Paris. 


Gary,  Ind.,  he  later  worked  in  the  mills. 

He  began  dabbling  in  real  estate  in 
Houston  in  the  1950s  and  by  the  late 
1960s  was  one  of  the  city's  biggest  devel- 
opers. Back  then  it  was  considered  fool- 
ish, if  not  wimpish,  to  share  a  project  with 
investors;  like  other  developers,  Hines 
borrowed  to  build  and  kept  any  profits 
for  himself.  He  began  to  reconsider  after 
risking  his  entire  net  worth,  about  $5  mil- 
lion, to  build  the  Houston  Galleria  mall 
and  a  50-story  office  tower  at  the  same 
time.  "That  was  crazy,"  Hines  says.  "I  said 
I'd  never  do  that  again." 


located  sites,  brand-name 
architects  and  amenities 
like  European  hardware 
and  solid  doors.  Tenants 
"like  to  feel  that  heavy 
hardware — just  like  a  good 
Mercedes  or  Lincoln 
door — when  you  slam  it,  it 
sounds  good,"  Hines  says. 
While  those  details  don't 
always  translate  into  higher 
rent,  they  do  help  maintain 
high  occupancy,  even  dur- 
ing downturns  like  the 
Houston  oil  bust  of  the 
mid-1980s.  "In  a  soft  mar- 
ket tenants  are  going  to  go 
to  the  highest-quality 
space,"  says  Jeffrey. 

The  son  joined  his  fa- 
ther's firm  in  1981,  after 
graduating  from  Williams 
College  and  Harvard  Business  School.  An 
expert  bridge  player,  he  doesn't  share  his 
dad's  passion  for  architecture — though 
he  recognizes  its  impact  on  the  bottom 
line.  The  younger  Hines  has  been  more 
focused  on  expanding  the  Hines  empire 
while  keeping  its  essentially  conservative 
financial  structure  intact.  In  a  series  of 
partnerships  with  institutional  investors 
like  Calpers,  Hines  has  drawn  in  more 
than  $1  billion  it  can  put  to  use  almost 
anywhere.  So  instead  of  being  limited  by 
the  firm's  own  capital,  which  in  the  1980s 
meant  building  no  more  than  five  or  six 


firm  is  establishing  a  beachhead  for 
ther  expansion. 

Hines  broke  in  to  New  York  in  1 
when  it  built  the  Philip  Johnson-desifl 
"Lipstick  Building"  at  53rd  Street 
Third  Avenue.  Since  then  Hines  has 
come  one  of  the  largest  developei 
Manhattan,  overseeing  construct  io 
office  towers  for  Bear  Stearns,  Moi 
Stanley  Dean  Wtter  and  Goldman  Sa 
"It's  a  difficult  market  to  crack,  but  i 
have  enormous  strength  because  of  t 
connections  with  tenants,"  says  Bi 
Mosler,  president  of  Cushman  &  Wi 
field's  U.S.  operations. 

No  question  Jeffrey  Hines  has  C 
matically  expanded  the  business  he  t 
over  from  his  father.  How  much,  he  w 
say.  But  the  firm,  still  under  control  oi 
ther  and  son,  is  probably  worth  at  II 
$2  billion — and  possibly  a  lot  m« 
Comparisons  with  publicly  traded 
estate  investment  trusts  are  difficult 
cause  Hines  uses  its  property-mana 
ment  business  as  a  loss  leader  and  ta 
virtually  all  its  profits  from  appreciat 
in  property  values. 

Thoughts  of  selling  out?  Gerald  Hi 
says  he  has  rejected  three  offers  by  inv> 
ment  bankers  hungry  to  put  the  fin 
properties  in  a  REIT,  "and  each  time  it' 
a  good  decision."  Adds  the  elder  Hii 
an  enthusiastic  skier  and  bicyclist:  "Th 
the  one  profession  where  you  can  se 
physical  exemplification  of  your  worki 
a  real  turn-on." 
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Lion  in  Winter 


property  is  in  his  sigh 
Back  in  his  chaufl 
driven  silver  Cadillac 
courtly  Rogers  smiles, 


Sporting  chance: 
Rogers  hopes  baseball 
is  a  financial  home  run. 


At  67  and  in  declining 
health,  Canadian 
cable  and  wireless 
baron  Ted  Rogers  is 
wheeling  and  dealing 
as  fast  as  ever. 

BY  MARK  LACTER 

EDWARD  (TED)  ROGERS  FIGURED 
he  would  deliver  a  few  short  re- 
marks at  the  grand  opening  of 
one  of  his  new  electronics  stores  in 
Toronto's  financial  district,  then  beat 
a  hasty  retreat. 

But  this  was  no  ordinary  ribbon- 


cutting  for  Canada's  most  obsessed- 
about  media  mogul.  The  shop  was  so 
jammed  with  reporters  and  photogra- 
phers that  he  could  barely  squeeze  past 
the  displays  of  cell  phones,  pagers  and 
interactive  televisions  that  represent 
Rogers  Communications'  ambitions 
to  remain  a  player  in  Canada's  heated 
convergence  of  wireless,  cable  and 
content. 

The  media  mob  demanded  to  know 
what  Rogers  was  planning  to  buy  next. 
"If  Ted  is  appearing  somewhere,  they 
think  we  will  have  something  to  an- 
nounce," sighs  spokeswoman  Jan 
Innes.  But  she  can  only  blame  her  boss, 
who  does  little  to  quash  the  speculation 
that  almost  every  Canadian  media 


quite  a  game. 

Like  the  other  statal 
mogul  known  by  his 
name  of  Ted,  this  Ted 
a  wide  swath  within  I 
hothouse  of  Canafll 
media  personalities.  S 
buying  Canada's  first! 
radio  station  in  1 960 1 
$57,000  while  still  in 
school,  he  has  cobbled! 
gether  (and  almost  lol 
few  times)  a  $2.1  billl 
(1999  sales)  empire  tl 
controls  Canada's  larjl 
wireless  and  cable  fr| 
chises.  His  stake,  in 
form  of  a  family-o| 
trolled  trust  that  oyl 
90%  of  the  company] 
worth  $1.7  billion. 

Now,  with  barely  l| 
and  a  half  years  to  go 
fore  his  promised  retil 
ment,  Rogers  is  worki] 
hard  to  buy  the  conteni 
fill  up  his  pipelines.  1| 
first  step  came  with 
$112  million  purchase  c| 
controlling  stake  in  ba| 
ball's  Toronto  Blue  Ja| 
Next  on  his  shopping 
will  likely  be  major] 
ownership  in  Sportsnet,  an  all-spo| 
cable  channel  on  which  he  can  air 
Blue  Jays'  games. 

After  that:  television  stations  a  I 
perhaps  a  newspaper.  Local  speculati| 
has  Rogers  forming  some  sort  of! 
liance  with  or  an  outright  takeover  I 
CanWest  Global  Communications 
Canadian  communications  giant  cc 
trolled  by  Israel  Asper  and  son  Leona 
He's  also  sniffing  around  Quebecoi 
television  and  newspaper  conglomer; 
that  recently  outmaneuvered  Rogers 
a  bid  for  cable  operator  Le  Grou 
Videotron. 

At  almost  every  turn  Rogers  is  coi 
fronting  his  nemesis,  BCE,  the  equa 
acquisitive  Montreal-based  holdi: 
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Hyundai  Electronics  - 

Not  Just  A  Chip  Company 

A  Blue  Chip  Company 


New  Commitments  of  Hyundai  Electronics 


Synergy  through  Integration 

Hyundai  Electronics  Industries  (HEI)  is  creating  an  integration- 
based  synergy  effect  to  ieverage  its  economies  of  scale  and 
upside  potential,  as  well  as  to  optimize  the  contribution  of  R&D. 

Business  structure  rationalization 

HEI  is  making  its  company  struct-  ire  more  flexible  by  undertaking 
decisive  spin-offs,  by  aggressively  attracting  outside  investment, 
and  by  de-emphasizing  its  DRAM  business. 


Profit-oriented  Management 

HEI  is  maximizing  its  shareholder  value  by  continuously  improving 
its  financial  structure,  as  well  as  by  developing  a  profit-oriented 
management  culture  and  introducing  regular  IR  activities. 

Enhancement  of  Managerial  Transparency 

HEI  is  becoming  more  transparent  by  Introducing  the  most  advanced 
management  skills  available  and  by  expanding  the  number  of 
Outside  Directors  to  make  up  50%  of  Company  Managing  Directors. 


_JLtD.  JIUJitJUL.- 


company  that  owns  Bell  Canada.  This 
$9.6  billion  (1999  sales)  firm  has  ac- 
quired everything  from  Canada's 
largest  television  network,  CTV,  to  a' 
stake  in  the  Thomson  family's  influen- 
tial Globe  &  Mail  newspaper.  Though 
Rogers  has  previously  dismissed  BCE  as 
a  "Soviet-style  monopoly,"  he  doesn't 
take  the  competition  lightly  and  knows 
he  must  eat  or  be  eaten. 

"If  you're  up  against  a  bigger  com- 
petitor, which  we  are  with  Bell,  you 
have  to  get  bigger  to  survive,"  he 
wheezes,  still  hoarse  after  a  cold. 

Getting  bigger  means  lots  of  debt, 
which  explains  how  Rogers  Communi- 
cations will  lose  a  likely  $46  million  this 
year.  Two  years  ago  Rogers'  debt  had 
ballooned  to  $3.5  billion,  pushing  it 
into  junk  bond  territory.  Then  last  year 
he  put  together  a  deal  in  which  AT&T 
and  British  Telecommunications  gave 
him  $936  million  for  a  33%  stake  in 
Rogers  AT&T  Wireless.  Rogers  got  more 
debt  relief  in  the  form  of  $400  million 
from  Microsoft  in  exchange  for  pre- 
ferred stock  and  a  small  stake  in  the 
cable  business.  The  two  deals  reduced 
debt  to  $2.1  billion  and  got  Rogers  an 
investment-grade  ranking. 

Rogers'  partners  might  not  stay  in 


fr  By  the  Mwmbers 


Northern  Exposure 

Ted  Rogers  wants  to  expand  his  empire 
before  he  retires,  but  he  has  a  history 
of  taking  on  too  much  debt  foo  fast. 


Dividend  approved 
last  month,  the  first  in  two  decades. 

First  year  in  the  1990s  Rogers 
Communications  was  profitable. 


Percentage  of  Rogers  cable 
customers  wired  for  interactivity, 
the  highest  in  North  America. 

Source:  Rogers  Communications. 


with  a  sentence  on  his  head.  John  Tory, 
chief  executive  of  Rogers  Cable  and  an 
heir  apparent,  doubts  his  boss  will  ever 
retire  in  the  usual  sense.  "He'd  go 
nuts,"  Tory  insists. 

Until  he  bought  the  Blue  Jays, 
Rogers  claims  he  was  too  busy  to 
watch  sports,  much  less  attend  any 
games.  But  he's  recently  been  spotted 
at  Toronto's  SkyDome,  lending  fans 
hope  that  he'll  bankroll  a  champi- 
onship ball  club,  unlike  the  cheapskate 
prior  owner,  Belgian  brewer  Interbrew. 

But  Rogers  is  less  interested  in  the 
World  Series  than  he  is  in  stealing  a 


shown  on  the  JumboTron,  along) 
promotions  for  an  upcoming  Rj 
Fan  Appreciation  Day.  And  cabl^ 
tomers  who  pay  for  premium  cj 
nels  receive  10%  discounts  on  J 
Rogers  products,  including  game) 
ets  and  phone  services. 

"The  buying  of  the  sports  te 
just  another  step  in  brand-build| 
he  says.  Having  seen  the  bright 
of  convergence,  Rogers  will  like! 
to  expand  his  sports  portfolio 
acquisitions  of  the  Toronto  Ra] 
and  Maple  Leafs  basketball 
hockey  teams. 

Not  everyone  bought  into  the 
egy  at  first.  "Only  recently  have 
come  a  believer  in  this  converg 
thing,"  acknowledges  Hoffma 
Rogers  AT&T  Wireless.  "We  all  kii 
fought  that  in  the  beginning.  Bu 
could  be  really  helpful." 

That's  a  smart  way  to  stay 
ployed,  since  Rogers  doesn't  let  an 
forget  who's  in  charge.  Rogers'  i 
tence  on  doing  things  his  way  ext 
to  designing  his  new  headqua 
building  on  the  outskirts  of  Toro 
financial  district,  which  features 
teur  watercolors  of  the  Bahi 
painted  by  his  wife,  Loretta.  He 


At  almost  every  turn  Rogers  is  confronting  his  nemesis, 
BCE,  the  equally  acquisitive  owner  of  Bell  Canada.  


the  background  for  long.  Canada's  jin- 
goistic law  that  restricts  foreigners  from 
owning  stakes  of  more  than  33%  in 
telecom  companies  is  likely  to  be  re- 
laxed or  lifted  altogether  in  the  next  few 
years.  Then  all  bets  are  off. 

"AT&T  wouldn't  have  done  this  deal 
if  they  didn't  think  they  could  buy  it 
someday,"  says  Charles  Hoffman,  pres- 
ident and  chief  executive  of  Rogers 
AT&T  Wireless  and  a  former  executive 
of  SBC  Communications. 

But  Rogers  isn't  going  anywhere 
just  yet.  Perhaps  because  of  quadruple 
bypass  surgery  and  a  recent  coronary 
aneurysm,  the  same  affliction  that 
killed  his  radio-pioneering  father  at  the 
age  of  38,  Rogers  is  working  like  a  man 


page  from  Walt  Disney  Co.  and  Rupert 
Murdoch,  who  have  used  their  respec- 
tive ownerships  of  the  Anaheim  Angels 
and  the  L.A.  Dodgers  as  centerpieces  of 
an  interlocking  sports-media  strategy. 

Rogers  was  indifferent  to  buying 
the  team  until  a  meeting  last  spring 
with  Microsoft  billionaire  Paul  Allen, 
who  reminded  him  that  the  two  things 
people  can  still  watch  live  are  news 
and  sports.  Then  he  considered  the 
possibilities  of  converging  all  his  prop- 
erties into  one  cohesive  marketing 
machine. 

Weeks  after  Rogers  bought  the 
team,  the  convergence  has  begun. 
During  a  late-season  home  game,  a 
Rogers  AT&T  Wireless  commercial  was 


Loretta  decreed  that  offices  would 
glass  walls  as  a  way  of  making  the 
rior  workplaces  more  airy,  whicr 
led  to  subdued  grumbling  among  < 
utives  who  want  private  space.  The 
Allen  visit,  for  instance,  set  ton 
wagging  within  the  building  befc 
slipped  out  into  the  local  media.  Rc 
responds  that  people  will  just  ha 
get  used  to  a  lack  of  privacy. 

"He  is  a  larger-than-life  char; 
who  has  been  around  the  cable 
media  businesses  for  40  years,  but 
doesn't  mean  he's  always  right," 
Tory  candidly.  "You  have  to  have 
strength  to  stand  up  to  him  and 
you're  not  right.  And  that  can  be  • 
cult  because  his  name  is  on  the  doc 
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As  the  seasons  change,  so 

UTIVl  CLASS 

C /"\|U  C  do  our  cabin  decor  and 
^         exquisite  culinary  special- 
perfect  harmony  throughout  your  flight. 

I;  Skyluxe  Seat  even  features  a  six-way 
adrest  and  lumbar  support.  Because  a 
iness  trip  begins  with  a  pleasant  flight. 


Japan  Airlines 


tpanair.com  Fly  the  21st  Century  Way  I  -800-jAL-FONE 


Two  visionaries  working  together  can  change  the  world 


Excluding  any  impact  of  anticipated  restructuring  charges  and  transaction  fees  of  $1.7  billion  to  $2.2  billion,  any  increased  sales  from  collaborative  activities  and  the  $1.8  billion  terminator! 
paid  by  Warner-Lambert  to  American  Home  Products  Corporation,  but  including  cost  savings  which  are  expected  to  amount  to  $1.6  billion  annually  by  2002.  Forward-looking  statements! 
be  evaluated  together  with  the  many  uncertainties  that  affect  our  business,  particularly  those  mentioned  in  the  cautionary  statements  in  Part  I  of  our  1999  Form  10K  and  in  our  penodic  re| 

on  Form  10-Q  and  Form  8-K,  which  we  incorporate  by  reference. 

Wright  Brothers" Licensed  by  Wright  Brothers  Estate,  Represented  by  The  Roger  Richman  Agency  Inc.,  Beverly  Hills,  CA  90212  www.wrightbrothers2003.com 


Pfizer  and  Warner-Lambert  have  become  one. 
The  new  Pfizer  is  the  fastest  growing  pharmaceutical  company. 
We  have  the  world's  leading  pharmaceutical  research  team, 
with  a  scientific  staff  of  12,000  people  on  a  mission  to 
find  the  cures  of  the  future.  This  year  we're  budgeted 
to  spend  $4.7  billion  on  R&D,  more  than  any  other 
company,  and  in  the  coming  years  we'll  invest 
even  more.  Which  is  one  of  the  reasons  the 
new  Pfizer  is  redefining  the  future  of  medicine. 

Pfizer  and  Warner-Lambert  have  an  extensive 
line  of  patent-protected  products  and  a  robust 
product  pipeline.  We  expect  to  have  combined 
revenues  of  over  $31  billion  this  year,  with  a 
projected  compound  annual  earnings  growth  rate 
for  the  next  three  years  of  at  least  25%  (excluding 
certain  significant  items  and  merger-related  costs)* 
The  new  Pfizer  is  a  leader  in  vital  areas  of  research 
including  diabetes,  heart  disease,  HIV/AIDS,  oncology, 
stroke,  neurology  and  arthritis.  And  we're  an  innovative 
leader  in  both  consumer  products  and  animal  health. 
Today,  a  new  company  has  emerged.  Tomorrow,  people 
around  the  world  will  reap  the  benefits. 


Life  is  our  life's  work. 


www.pfizer.com 


Looking  Forward  ByVirginiaPostrel 


The  Region  Bashers 


NO  NEW  TEXANS"  HAS  BECOME  A  FAVORITE  SLOGAN 
of  Democrats,  especially  since  George  W.  Bush  picked 
then-Dallasite  Dick  Cheney  as  his  running  mate.  The 
slogan  sounds  nasty— and  it's  surely  intended  that 
way.  Its  real  message  is  simply  "No  Texans." 
"The  contempt  for  Texas  is  almost  palpable,  even  worse 
than  the  contempt  for  Arkansas,"  says  John  Shelton  Reed, 
a  sociologist  at  the  University  of  North  Carolina,  who  stud- 
ies southern  distinctiveness.  When  Northerners  think  of 
Texas,  he  says,  they  think  of  big  hair  and  "frying  people"  in 
the  electric  chair. 

And  that  Texas  is  not  en- 
tirely myth.  "We  don't  have 
the  kinds  of  stark  differences 
we  did  when  the  South  had  de 
jure  segregation,"  says  Reed, 
"but  it's  true  that  one-third  of 
the  criminals  executed  in  the 
past  30  years  were  in  Texas." 
That  reflects  genuine  differ- 
ences in  cultural  attitudes. 

How  can  this  be?  Why,  in 
our  supposedly  homogenized 
culture,  does  a  slogan  like  No 
New  Texans  work?  How  can 
Texas  itself — not  merely 
Bush's  record — become  a 
campaign  issue?  After  all,  the 
conventional  wisdom  holds 
that  mobility,  international  markets,  national  media  and  eco- 
nomic growth  have  destroyed  regional  distinctiveness.  You 
can  buy  Krispy  Kreme  doughnuts  in  Manhattan  and  Ein- 
stein's bagels  in  Dallas.  Everybody  watches  the  same  TV 
shows  and  listens  to  standard  radio  formats.  Texans  shouldn't 
differ  much  from  New  Yorkers  or  Ohioans. 

Some  folks  claim  that's  pretty  much  the  case.  "Why  Texas 
Isn't  Texas  Anymore,"  reads  the  headline  on  a  recent  New  Re- 
public. "Texas  exceptionahsm,"  argues  reporter  Benjamin 
Soskis,  "is  increasingly  anachronistic,"  as  the  oil  business  ebbs, 
high-tech  businesses  boom  and  the  state  attracts  newcomers. 

But  all  Soskis  really  does  is  make  a  case  that  Texas  is  a  lot  like 
other  fast-growing  places  in  the  Sunbelt,  and  friendlier  to  im- 
migrants than  Pete  Wilson's  California.  The  Texas  he  describes 
remains  distinctive  for  its  optimism  and  entrepreneurial  cul- 


"The  contempt  for 
Texas  is  almost 
palpable,  even 
worse  than  for 
Arkansas."  When 
Northerners  think 
of  Texas,  they 
think  of  the 
electric  chair. 


ture.  Soskis  doesn't  even 
to  demonstrate  that  the  si 
turning  into  Iowa  or  Mic 
or  West  Virginia. 

And  he  certainly  doest 
plain  why  the  governor  of 
acts  as  though  it's  perfectly 
mal  to  name  Jesus  as  his  fa 
philosopher  and  thinks  it 
vious  that  entrepreneur 
the  President,  created  the 
rent  economic  boom.  B 
unstated  assumptions  about  economics  and  religion  are 
of  a  shared  regional  culture — the  sort  we've  supposedly  1 
Far  from  wiping  out  regional  differences,  suggests  s< 
ogist  Reed,  mobility  and  economic  dynamism  can  pre 
them.  "Regional  sorting,  particularly  in  an  affluent  and 
bile  society,  can  enhance  regional  differences,  as  people 
to  places  where  they  like  the  image,"  he  says.  Even  i 
they're  making  career  decisions,  Americans  have  ch 
about  where  to  live,  and  they  go  where  they  think  the) 
in.  In  many  respects,  those  who  relocate  io  the  South 
more  in  common  with  native  Southerners  than  with  the 
pie  they've  left  behind.  And  people  who  leave  the  Soutl 
on  the  whole,  more  like  their  new  neighbors. 

Recent  survey  research  by  Robert  Freymeyer  and 
berly  Workman  of  Presbyterian  College  in  South  Car 
suggests,  for  instance,  that  the  Bible  Belt  won't  be  loose 
anytime  soon.  Forty-two  percent  of  natives  and  41%  of 
residents  say  their  religious  commitment  is  "strong," 
pared  with  36%  of  non-Southerners  and  25%  of  people 
leave  the  region. 

People  who  move  to  the  South  tend  to  be  comfor 
living  where  going  to  church  on  Sunday  is  expected 
maybe  they  would  be  a  little  more  surprised  by  the  kin 
churches  they  find  there,"  Freymeyer  speculates.  The  re 
Southern  religion  is  undergoing  subtle  changes — anc 
coming  more  diverse — but  it's  nonetheless  remaining 
tinctive  within  the  country 

So,  "No  New  Texans"  might  work,  depending  on  what 
of  Texas  culture  it  makes  people  think  of.  Certainly  there 
reason  to  expect  voters  to  abandon  their  regional  preferenc 
or  prejudices.  And  don't  think  it's  only  Texas  politicians 
suffer  as  a  result.  Ask  Michael  Dukakis  and  Mario  Cuomo 


Virginia  Postrel  (vpostrel@reason.com)  is  editor-at -large  of  Reason  magazine  and  author  o/The  Future  and  i  y 

Its  Enemies.  Find  past  columns  at  www.forbes.com/postrel  or  use  your  C.A.  T.  scanner  on  the  Cue  code  k  * 


(right)  to  take  you  there  instantly. 
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Sneaker  Attack 

After  years  of  missteps,  Reebok  seems  to  be 
gaining  stride.  Should  Nike  be  worried?  Doubtful. 


BY  CHANA  R.  SCHOENBERGER 

WHEN  THE  FASHION-OBSESSED 
leave  the  Active  Wearhouse  in 
New  York's  trendy  SoHo  dis- 
trict, they're  usually  toting  Nike  AirMax 
sneakers.  Active  used  to  carry  Reeboks, 
but  no  longer.  "[Reeboks  are]  a  bit  old- 
fashioned.  I  believe  people  stopped 
wearing  them,"  sniffs  store  manager 
Crystal  Leader. 

Not  exactly  what  Reebok  wants  to 
hear.  After  years  of  declining  sales,  prof- 
its and  market  share,  the  21 -year-old 
company  has  a  new  spring  in  its  step.  Its 
stock  hit  a  52-week  high  in  September. 
Reebok  scored  this  year  in  sponsoring 
the  CBS  hit  Survivor.  Its  shoes  were  seen 
on  2,500  pairs  of  feet  at  the  Olympics  in 
Sydney.  Paul  Fireman,  its  founder  and 
on-again,  off-again  chief  executive,  has 
been  back  full  time  for  a  year  now.  He 
has  freshened  up  the  management  ranks 
and  just  last  month  unveiled  a  brash 
new  line  of  footwear.  "My  intention  is  to 
get  out  in  front  and  lead  again,"  says 
Fireman,  56,  from  his  new  headquarters 
in  Canton,  Mass. 

But  it  may  be  premature  to  call  this  a 
comeback  story.  The  $13.7  billion  ath- 
letic shoe  industry  is  still  reeling  from  a 


three-year  slump  caused  by  a  glut  of  dis- 
count chains  and  a  shift  in  tastes  to 
funkier  brands  such  as  Skechers,  as  well 
as  to  casual  brown  and  black  lace-ups. 
Reebok  fared  worse  than  most.  Sales 
dropped  20%  from  1997  to  last  year's 
$2.9  billion.  Nike's  $9  billion  in  sales  are 
off  only  2%  since  1997  (though  its  fiscal 
year  ends  May  31). 

Sporting  Goods  Intelligence  says 
Reebok's  market  share  is  just  12%,  but 
the  company  promises  to  capture  25% 
within  the  next  six  years.  Reebok's  back- 
log in  North  American  shoes  was  up  an 
encouraging  6.2%  in  the  second  quarter. 
Nike's  fell  6%. 

The  recent  turnaround  in  profits  is  a 
result  of  a  smarter  distribution  strategy. 
After  years  of  hawking 
its  merchandise  at  dis- 
count chains  Reebok  is 
once  again  courting 
mall  retailers.  It  re- 
cently handed  Foot- 
Chief  Executive  Paul 
Fireman  (above)  hopes 
to  jump-start  Reebok 
with  vividly  colored  new 
designs  like  the  13 
basketball  sneaker. 


locker  exclusive  rights  to  lau 
its  redesigned  Blacktop  lin 
outdoor  basketball  shoes.  Tig 
control  over  inventories  n 
than  doubled  second-quarter 
income  to  $10.7  million,  despjl 
sales  decline. 

Growth  will  be  a  lot  tougl 
than  it  looks.  Reebok  has  to  pi 
its  hipness,  a  trait  Nike  has  pra| 
cally  cornered.  For  most  of  ) 
1990s  Reebok  coasted  com] 
cently  along  in  second  place,  v 
conservative,  even  frumpy,  sh 
Last  year  it  was  embarrasj 
when  Adidas  passed  Reebokl 
the  number  two  spot  by  tentH 
a  percentage  point.  "We  had 
come  retail  and  sales  driver) 
took  us  out  of  the  creative  ml 
and  put  us  in  the  me-too  moo 
says  Fireman. 

He  must  convince  teen 
boys  to  lace  up  some  Reebo 
They  spend  60%  of  all  sneaker  do. 
and  they're  not  buying  Reeboks. 
study  of  the  coolest  teen  brands,  Reel 
doesn't  even  make  the  top-25  list, 
cording  to  Teenage  Research  Unlimil 
Among  sneakers,  the  study  found  t) 
54%  of  teens  bought  Nike  in  the  pi 
year,  45%  bought  Adidas,  but  only  1 
bought  Reebok. 

Reebok's  teen  strategy  is  built  arotl 
13,  an  urban-style  shoe  and  clothing  1 
emblazoned  with  the  face  of  professia 
basketball  player  Allen  Iverson.  He  is  c 
of  pro  hoops'  rising  stars,  but  basketbi 
oriented  athletic  shoes  may  not  be 
draw  they  once  were.  "There  has  beei 
tendency  to  force  the  youth  market  ba 
into  the  early- 1990s  mode.  I  don't  kn 
if  you  can  force  fashion  that  way," 
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Brian  Murphy,  publisher  of 
the  Sports  Industry  Daily 
trade  newsletter. 

To       impress  the 


A  Case  of  Athl£i£sf oot 


Athletic  apparel  has  been  in  a  slump.  These  sto« 
look  cheap  and  may  be  in  for  a  post-Sydney  boc 


grownups,  Reebok  has  revi- 
talized  its  design  team,  with 
a  new  creative  director, 
Christopher  Lee,  a  Brit  who 

Company 

Recent 
price 

Z001 
est 
P/E 

EPS 

growth1 

Sal 

($n 

Adidas-Salomon 

$54.62 

11 

15% 

$5,! 

K-Swiss 

22.44 

12 

12 

i 

last  worked  for  upscale  U.K. 

Nike 

40.00 

17 

16 

9,11 

retailer  Wade  Smith.  One  of 

Puma 

11.52 

13 

5 

! 

his  first  moves  was  to  haul 

Reebok  International 

18.88 

12 

11 

2,a 

his  team  and  their  sketch- 
pads to  Barcelona  and  Vi- 
enna for  inspiration.  The  re- 
sult is  the  company's  first 
unified  look,  dubbed  DNA,  for  the  2001 
line.  New  shoes  sport  curved  ribs  and 
textured  fabrics,  as  well  as  snazzy  colors 
like  lemongrass,  tangerine  and  silver. 


Prices  as  of  Oct.  2.  All  data  in  U.S.  dollars.  'Estimated  annual  earnin> 
growth  for  the  next  three  to  five  years. 

Sources:  Interactive  Data  Corp..  Market  Guide  and  IBES  International 
FactSet  Research  Systems. 


by  Nike  seven  to  one,  accordin 
Competitive  Media  Research, 
though  Nike's  sales  are  only  three  t: 
as  high.  Reebok  says  it  plans  to  clos« 


"We  had  become  retail  and  sales 
driven.  It  took  us  out  of  the  creative 
mode  and  put  us  in  the  me-too  mode. 


Under  a  new  apparel  designer,  the  Ital- 
ian-born Fila  veteran  Angelo  Anastasio, 
Reebok's  clothes  will  have  a  sleeker  look 
that  includes  tighter  and  shinier  shirts 
and  track  suits. 

To  show  that  the  company  is  hip  to 
the  digital  era,  Reebok  next  year  will  also 
introduce  the  SmartTrain,  a  $250  wireless 
sensor  technology  that  gauges  a  runner's 
distance,  speed,  and  calories  burned  and 
beams  the  data  to  a  wristwatch-like  de- 
vice. But  a  sneaker  that  counts  calories 
doesn't  stack  up  too  impressively  against 
Nike's  tech-related  gear.  Nike's  new  shoes 
feature  choose-your-own  color  skins 
reminiscent  of  the  wildly  popular  Nokia 
phones  and  Swatch  watches.  In  apparel, 
while  Reebok  adjusts  hems  and  upgrades 
fabrics,  Nike  is  adding  to  its  sports 
clothes  slots  for  headphone  wires  and  in- 
troducing a  sports  bra  with  a  special 
pocket  for  an  MP3  player.  "The  next  gen- 
eration is  products  that  may  even  have 
your  electronic  equipment  built  in,"  says 
Nike  spokesman  Robert  Mitchell. 

To  trumpet  its  new  lines,  Reebok  is 
boosting  ad  spending,  but  only  a  mod- 
est 15%.  This  year  so  far  it  was  outspent 
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gap  a  bit  in  2001  by  nearly  doublini 
spending  to  $196  million. 

Fireman's  return  may  not 
good.  While  Reebok  foundered  in 
1980s,  he  took  several  leaves  of  abst 
to  nurture  his  other  investments,  sue 
Abiomed,  a  cardiac  medical-de 
maker,  and  Senior  Tour  Players  De 
opment,  a  golf  course  company.  Six 
officials  resigned  under  Fireman, 
most  recent  was  President 
Yankowski,  who  left  to  run  Palm  In 
December  1999. 

Is  Fireman,  who  still  owns  2191 
the  company  with  his  wife,  Phyllis,  re 
to  delegate  without  micromanagj 
"This  is  not  the  same  Paul  who  had 
title  in  the  past,"  says  Angel  Marti 
the  chief  marketing  officer  and  a  20- 
■Reebok  veteran. 

Reebok's  nascent  comeback  depe 
on  a  lot  of  things  going  right.  "It's  a  j 
long  journey  for  us  that  could  ta 
year  or  five  years.  It's  that  quick 
things  could  change,"  says  Fireman, 
standing  in  his  way  are  all  those  fr 
young  buyers  just  waiting  to  vote 
shoes  off  the  island. 
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CREATIVE  GIVING 


How  the  Other 
Half  Gives 

When  billionaires  donate  to  charity, 
they  often  use  a  foundation.  What  do 
they  get  out  of  the  arrangement? 


BY  WILLIAM  P.  BARRETT 

FEW  TYCOONS  ARE  MORE  CHARITABLE 
than  Walter  H.  Annenberg.  His  St. 
Davids,  Pa. -based  Annenberg  Founda- 
tion has  $3.4  billion  in  assets  and  annually 
gives  more  than  $100  million,  mostly  to  edu- 
cational charitable  causes.  Plus  one  nonchar- 
itable  cause:  Annenberg  himself.  According  to 
the  latest  tax  returns,  his  foundation  paid  the 
92-year-old  ex-publisher  and  diplomat 
$500,000  a  year — making  him  one  of  the 
U.S.'  top-paid  nonprofit  executives. 

What's  the  point  of  this  paycheck?  Surely 
the  man — personal  net  worth  not  counting 
the  charity,  $4  billion — doesn't  need  money 
to  live  on.  A  spokeswoman  for  the  founda- 
tion doesn't  dispute  that  notion,  but  says  that 
the  pay  is  entirely  commensurate  with  the 
work  Annenberg  does  overseeing  both  the 
giving  and  the  portfolio  management.  Other 
foundations  pay  family  members,  not  out  of 
bounds  under  the  tax  code  unless  they  do  no 
work  at  all.  For  example,  the  $35  million  (as- 
sets) Ernest  E.  Stemple  Foundation  (he's  a  re- 
tired chairman  of  American  International 
Group)  paid  annual  $20,000  stipends  to  four 
board-sitting  Stemples. 

Congress  cracked  down  harshly  on  pri- 
vate foundations  in  1969,  saddling  them 
with  disclosure  requirements,  limits  on  tax 
deductions  that  people  can  claim  for  setting 
them  up  and  complicated  rules  aimed  at 
preventing  the  use  of  a  foundation  to  per- 
petuate a  family's  control  of  a  business.  But 
the  genre  is  still  popular.  Based  on  the  latest 
available  filings,  a  survey  of  the  names  on 
the  top  third  of  The  Forbes  400— $2  billion 
and  up — turned  up  private  foundations  for 
104  individuals.  That  means  that  about 
three-quarters  of  the  wealthiest  Americans 


The  Heaviest  of  the  Heavies 


These  charities  are  among  the  largest  created  by  Forbes  400  members. 


Foundation 

Backer 

Size 
($mil) 

Bill  and  Melinda  Gates  Foundation 

William  H.  Gates 

$21,000 

Annenberg  Foundation 

Walter  H.  Annenberg 

3,363 

William  &  Flora  Hewlett  Foundation 

William  Hewlett 

1,937 

Hall  Family  Foundation 

Donald  J.  Hall 

822 

Barr  Foundation 

Amos  B.  Hostetter 

631 

Pritzker  Foundation 

Jay  and  Robert  Pritzker 

607 

Walton  Family  Foundation 

Walton  family 

548 

Waitt  Family  Foundation 

Ted  W.  Waitt 

373 

Charles  &  Helen  Schwab  Family  Foundation 

Charles  Schwab 

330 

Turner  Foundation 

Robert  E.  (Ted)  Turner 

328 

Sources:  Latest  available  IRS  Form  990  filings,  survey. 

'04     FORBES"  October  30,  2000 


1^       ..,,..,-.»»' «v 

.ata^-" 

,Sc0  fn  n 


LEADERS  SELECT  LEADERS 


It's  easy  to  set  up  a  web  store,  but  much  more  difficult  to  actually  sell  online.  That's  why  eCommerce  leaders  Cisco  Systems 
and  Dell  Computer  both  chose  Selectica  to  power  their  next  generation  Internet  commerce  configuration  capabilities. 
With  Selectica,  Cisco  and  Dell  will  provide  their  customers  a  unique  interactive  buying  experience.  Our  Internet  Selling 
System  enables  customers  to  find,  configure  and  accurately  order  even  the  most  complex  products  easily 
and  efficiently.  And  now,  the  Selectica  SME  solution  brings  this  world-class  capability  to  small  and  medium 
businesses.  Find  out  how  in  our  free  guide  Seven  Keys  to  Internet  Selling  Success.  Plus,  learn  how  eCommerce  leaders 
Cisco,  Dell  and  others  successfully  sell  complex  products  and  services  online  in  the  new  book,  Net  Ready 
(a  $24.95  value,  free  to  qualified  respondents).  Just  call  toll-free  800-900-2850,  ext.  3000  or  visit: 
www.selectica.com/netready4 


&  SELECTICA 

%         The  Internet  Selling  Systems  Company 


Go  to  www.selcctica.com/netready4  to  qualify  tor  a  FREE  copy  of  Net  Ready  (a  $24.95  value),  the  story  of  how  eBusiness  leaders  like  Cisco 
and  Dell  achieve  online  success  (free  to  qualified  respondents).  Plus,  all  respondents  will  receive  a  free  copy  of  Seven  Keys  to  Internet  Selling 
Success.  Offer  valid  through  12/31/00.  Void  where  prohibited.  View  complete  rules  at  www.selectica.com/qualifications. 
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The  Envelope.  Please,  and  the  Big  Winner  Is ...  

One  way  to  distinguish  among  private  foundations  is  by  examining  each  charity's  list  of  grants  to  s  I 
who  got  the  biggest  gift  in  a  given  year.  Educational  institutions,  humanitarian  relief  organizations  | 
public-policy  entities  are  often  the  lucky  recipients.  Here  is  a  sampling  from  among  our  foundation! 


Foundation 


Backer 


Paul  G.  Allen  Charitable  Trust 

Paul  G.  Allen 

American  Red  Cross 

9 

Annenberg  Foundation 

Walter  H.  Annenberg 

California  Community  Foundation 

l 

Arisan  Foundation 

M.  Micky  Arison 

Friends  of  the  Ariel  Center  for  Policy  Research 

Michael  R.  Bloomberg  Family  Found  Trust 

Michael  R.  Bloomberg 

Spence  School 

Bill  &  Meiinda  Gates  Foundation 

William  H.  Gates 

Global  Fund  for  Children's  Vaccines 

25 

William  &  Flora  Hewlett  Foundation 

William  F.  Hewlett 

Bay  Area  School  Reform  Collective 

1 

John  W.  Kluge  Foundation 

John  W.  Kluge 

Columbia  University 

Moore  Family  Foundation 

Gordon  E.  Moore 

Conservation  International 

Soros  Charitable  Foundation 

George  Soros 

Open  Society  Institute 

10 

Jay  and  Betty  Van  Andel  Foundation 

Jay  Van  Andel 

Van  Andel  Institute 

Sources:  Latest  available  IRS  Form  990  filings;  survey. 

have  their  very  own 
private  foundation. 

A  private  founda- 
tion isn't  the  only  way 
to  give  away  a  billion 
dollars.  The  philan- 
thropist can  always 
donate  the  money  di- 
rectly to  a  public  char- 
ity (like  the  Salvation 
Army  or  the  Ameri- 
can Red  Cross)  or  an 
educational  institu- 
tion. The  foundation 
route,  though,  gives 
the  donor  (and,  often, 
his  or  her  descen- 
dants) a  heavy  mea- 
sure of  control  for  a  very  long  time. 

Funding  a  private  foundation  gives  the  philanthropist  an 
immediate  tax  deduction  for  money  that  can  trickle  out  to 
charitable  activities  over  a  period  of  years.  Depending  on  all 
kinds  of  technical  rules,  the  deduction  is  limited  to  20%  to 
30%  of  the  donor's  adjusted  gross  income,  although  a  five- 
year  carryforward  of  unused  writeoffs  is  permitted. 

At  a  certain  point,  though,  the  tax  deduction  is  beside  the 
point.  The  main  benefit  is  that  any  paper  gains  in  property 
given  away  are  not  taxable.  In  all  likelihood,  Bill  Gates  will 
never  have  enough  taxable  income  to  absorb  the  huge  poten- 
tial deductions  he  created  in  funding  his  $2 1  billion  Bill  and 
Meiinda  Gates  Foundation,  now  the  country's  largest  private 

Top  dog  is  the  Bill  and  Meiinda  Gates 
Foundation.  Its  most  recent  reported 
assets  were  a  staggering  $21  billion. 


Biggest  recipient 


Am 

($ 


foundation.  So  what?  At  least  he  didn't  get  hit  with  a  capital 
gains  tax  on  those  Microsoft  shares  he  gave  the  charity. 

After  the  Gates  and  Annenberg  charities  on  our  Forbes 
400  foundation  list  is  the  William  and  Flora  Hewlett  (as  in 
Hewlett-Packard)  Foundation,  at  $1.9  billion.  Trailing  the  list 
by  size  is  the  McGovern  Foundation  of  International  Data 
Group's  Patrick  J.  McGovern:  reported  assets,  $450.  Other 
small  fries:  the  Philip  H.  Knight  Charitable  Trust,  $3,700,  and 
the  Barbara  Cox  Anthony  Foundation,  $52,000. 

Some  tycoons,  iike  discount-brokerage  king  Charles 
Schwab,  industrialist  Henry  L.  Hillman  and  developer  Samuel 
J.  Lefrak,  each  have  more  than  one  foundation.  Mirroring  their 
founders,  most  foundations  of  rich  listers  operate  low  key. 
Only  a  few  have  Web  sites  or  issue  press  releases.  But  ego  isn't 
totally  absent.  Most  of  the  foundations  do  bear  the  full  name 
of  the  founder  and/or  a  spouse.  There  are  some  exceptions, 
such  as  director  Steven  Spielberg's  Righteous  Persons  Foun- 


dation or  Amos  Hostetter  Jr.'s  Barr  Foundation  (although 
happens  to  be  the  cable  TV  magnate's  middle  name). 

Some  philanthropists  use  a  foundation  to  hold  anl 
dowment  that  will  last  for  decades.  Others  use  them  as  a  J 
duit  for  immediate  distribution  of  their  contributions. 

Apart  from  the  ban  on  using  a  foundation  to  control  all 
ness,  there  is  no  legal  requirement  that  the  foundation's  p  I 
folio  be  prudently  diversified.  Virtually  all  of  the  $2 1  miil 
in  the  Mays  Family  Foundation  consisted  (as  of  its  last  pul 
disclosure)  of  Clear  Channel  Communications  stock  give! 
founder  L.  Lowry  Mays.  The  Lerner  Foundation  of  Clevel 
Browns  owner  Alfred  Lerner  parked  $22  million  of  its  $23  I 
lion  in  Bank  of  America  stock.  By  contrast,  the  well-divers;l 
$57  million  of  assets  in  the  Moore  Fail 
Foundation  of  Intel  cofounder  Gordoi 
Moore  contained  not  a  single  share  of  III 
How  do  billionaires'  foundations  ck 
efficiency?  Since  almost  all  these  rich1! 
foundations  are  self-funded,  there  is| 
fundraising  cost.  But  other  overhead 
vary.  The  Huizenga  Family  Foundation  of  entrepreneur  Wal 
Huizenga  handed  out  $3.3  million  with  a  mere  $2,250  of 
head.  Contrast  the  Anne  T.  and  Robert  M.  Bass  Foundat 
which  reported  expenses  of  $584,000  but  charitable  gifts  of  c 
$255,000.  From  the  Fort  Worth-based  charity:  no  comment 
Who  benefits  from  the  foundations'  largesse?  Gifts  to  e 
cational  institutions  are  common  and  so  are  donations  to 
arts.  But  some  foundations  reported  gifts  focused  on  a  specl 
geographic  area — Rochester  N.Y.  for  the  B.  Thomas  Golis. 
Foundation,  for  instance.  Others  have  given  largely  to  furth< 
specific  field,  such  as  medical  research  for  the  Salt  Lake  C| 
based  Jon  and  Karen  Huntsman  Foundation. 

A  big  winner  is  the  Global  Fund  for  Children's  Vaccine I 
$250  million  from  the  Gates  Foundation  as  part  of  a  five-yil 
$750  million  commitment.  The  smallest  gift  we  saw  listed:  c 
by  media  heiress  Anne  Cox  Chambers'  Anncox  Foundation] 
the  National  Anti-Vivisection  Society,  for  $15. 
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Reinvent  them* 


Prudential  Benefits:  Setting  a  new  standard 
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Retirement 
Services 


Group 
Insurance 


Voluntary 
Benefits 


Relocation 


Group  Annuities 
and  Stable  Value 
Products 


Customer 
Service 


Over  1,000  institutions  each  year  choose  Prudential*.  More  choices  from 
leading  fund  families.  Plan  and  account  information  via  Web  and  Palm  VII™ 
wireless.  Award-winning  educational  materials. 

A  leader  in  new  group  life  and  disability  sales.  Newly  expanded  lineup 
including  Long  Term  Care  and  Business  Travel  Accident  insurance.  Integrated 
Disability  Management  programs.  Competitive  pricing.  Small,  medium,  and 
large  plan  capability. 

Prudential's  WorkingSolutionsI  an  affordable  way  to  add  more  choice  to 
your  benefits  mix.  Home  and  Auto  insurance.  Long  Term  Care.  Optional  Term 
Life.  Financial  Management  and  Real  Estate  services.  Group  savings  and 
easy  administration.  Most  available  through  payroll  deduction. 

Innovative  front  and  back  office  technology.  Industry's  first  Web-based 
platform  for  managers  and  employees.  Powerful  combination  of  time-saving 
tools  and  outstanding  service. 

Products  backed  by  the  financial  strength  of  The  Rock .  Retiree  DC  plan 
distribution  annuity  options  at  group  savings.  Experts  in  underwriting  complex 
situations.  Credit-enhanced  AAA-rated  Guaranteed  Investment  Contracts." 

Over  $100  million  committed  to  improving  service  technology.  Enhanced 
websites.  Improved  reporting  capabilities.  Faster  turnaround.  All  designed 
to  lower  costs,  simplify  plan  administration,  and  serve  you  better. 


Be  sure  to  request  your  copy  of  A  New  Vision  for  Employee  Benefits  when  you  call  or  visit  the  SPOTLIGHT  section  at  prudentiai.com 


Compare  Prudential.  We  deliver  more  choice 
with  easier  plan  administration.  More  and  more 
of  today's  competitive  companies  are  choosing 
Prudential — and  finding  the  ideal  solution  for 
their  employee  benefits  needs. 


Contact  US  or  Visit  US  on  the  Web  for  more  reasons  why 
Prudential  should  be  on  your  short  list  of  benefits  providers. 
And,  be  sure  to  tell  your  broker  or  consultant  to  include 
Prudential  in  your  company's  next  provider  screening. 

Call  us  today  at  1-877-778-5899,  ext.  8262 

www.prudential.com 

(Sfr  Prudential 


d  1999.  "Standard  &  Poor's  rating.  PACE  GIC  is  o  group  annuity  insurance  contract  issued  by  Pruco  Life  Insurance  Company;  investment  products  are  offered  through  Prudential  Investment  Management  Services 
jier  SIPC,  both  subsidiaries  of  The  Prudential  Insurance  Company  of  America,  751  Broad  Street,  Newark,  NJ  0/1 02.  ©2000  Prudential  Real  Estate  brokerage  services  are  offered  through  the  Network  of  franchisees 
(dential  Real  Estate  Affiliates,  Inc.,  a  subsidiary  of  The  Prudential  Insurance  Company  of  America.  Most  franchisees  are  independently  owned  and  operated.  Equal  Housing  Opportunity,  til  Prudential  Relocation, 
pit  Lake  Drive,  Valhalla,  NY  1 0595.  Auto  and  Homeowners  provided  by  Meiastor  Insurance  Company,  Chattanooga,  TN  3741 1-61 01 .  The  insurance  coverages  are  underwritten  by  The  Prudential  Insurance  Company 
.  Not  all  products  available  in  all  states.  Integrated  Disability  Management  is  a  service  program  offered  by  The  Prudential  Insurance  Company  of  America  and  includes  certain  services  provided  by  a  third-party 
I  tor  under  contract  with  The  Prudential  Insurance  Compony  of  America.  Group  disability  products  which  moy  be  subject  to  a  Prudential  Integrated  Disability  Management  program  and  Prudential  Long  Term  Care-* 
pre  underwritten  by  The  Prudential  Insurance  Compony  of  America  (Contract  Series  83500).  The  Prudential  Insurance  Company  of  America  does  not  underwrite  commercial  workers'  compensation  insurance  plans. 
O726-A004187 


seeing  that  it  works? 


There's  no  going  back  once  you  start 
running  your  business  on  the  Internet. 
Fortunately,  you  can  rely  on  Ldwson  to 
simplify  your  business  processes.  We've 
helped  thousands  of  organizations  like 
yours  develop  and  implement  effective 


Internet  solutions.  We'd  like  to  earn 


your  confidence,  too,  So  before  you 
take  the  leap,  take  a  look  at  our  fact- 
filled  e-Business  Success  Kit.  Just  visit 
www.lawson.com/success504b  or 
call  1-800-477-1357  code  504b. 
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Stock  Picking 
Without  the  Taxes 

James  Craig  retired  from  Janus  to  trade 
stocks  on  behalf  of  his  favorite  charities. 
And  the  IRS  isn't  one  of  them. 


BY  JOANNE  GORDON 

JAMES  CRAIG  WAS  A  HECK  OF  A  STOCK  PICKER  WHEN  HE 
ran  the  I  anus  Fund,  generating  average  annual  returns 
of  19%  over  14  years.  He  made  a  nice  bundle  for  him- 
self, too,  building  up  a  S70  million  equity  stake  in  Janus. 

Craig  is  only  44,  so  it  raised  a  few  eyebrows  when  he  an- 
nounced earlier  this  year  that  he  was  quitting  Janus  to  invest 
his  money  on  behalf  of  a  private  foundation  that  he  and  wife 
Rebecca  had  set  up.  A  social  worker,  she  will  run  the  Craig 
Foundation,  which  will  dole  out  grants  in  Colorado  for  edu- 
cation, housing  and  children's  health  care. 

Meanwhile,  Craig  will  still  be  doing  what  he  thrives  on — 
trading  stocks — but  this  time  doing  it  for  philanthropic  ends. 
"It's  that  classic  middle-age  thing  men  hit,"  he  says.  "You 
reach  a  time  when  you  ask,  'What's  the  point  of  making 
monev  for  money's  sake?' " 

The  usual  way  to  give  away  a  fortune  like  this  is  to  dump 
the  appreciated  stock  into  an  entity  like  the  Craig  Foundation 
(see  related  story;  p.  104),  which  can  sell  it  without  paying 
gains  tax.  But  the  terms  of  Craig's  restricted  Janus  stock  didn't 
permit  this.  "When  he  left  Janus,  Craig  had  to  sell  his  stock  and 
pay  S20  million  in  federal  and  state  tax. 

Craig  could  have  put  all  the  S50  million  in 
cash  he  had  left  into  the  foundation.  But  he 
would  have  been  limited  in  how  much  of  this  gift 
he  could  write  off  against  his  personal  income 
tax  bill.  (Maximum  deduction  for  donations  to 
a  family  foundation:  30%  of  adjusted  gross  in- 
come for  gifts  of  cash,  20%  for  stock,  with  a  five 
year  carryover  of  unused  writeoffs  permitted. ) 

So  Craig  took  a  radicallv  different  tack  that 
may  ultimately  leave  both  him  and  his  charitable 
beneficiaries  better  off. 

Craig  put  the  S50  million  into  a  trading 
company  in  Denver  called  OpporTuriity  Capital 
LLC.  As  the  sole  owner  of  Opportunity  Capital, 
Craig  plans  to  spend  his  days  trading  growth 
stocks.  When  the  LLC  has  a  winner  Craig  wants 
to  sell,  he'll  most  likely  donate  it  to  the  Craig 
Foundation.  The  capital  gain  won  t  show  up  on 


Craig's  tax  return,  and  he  can  claim  a  dedq 
for  the  full  appreciated  value,  subject  to  thd 
of  gross  income  limit.  "I  can  practice  my 
and  not  lose  half  of  it  to  the  taxman,"  Craia 
Half?  True,  the  top  federal  rate  on  long- 
capital  gains  is  20%.  But  quick-trigger  trade! 
Craig  wind  up  with  a  fair  amount  of  short 
capital  gains,  taxed  at  40.8%  federally  an 
other  4.6%  on  the  Colorado  return. 

When  Craig  makes  a  bad  bet  on  a  stocl 
stead  of  donating  it  to  charity,  he  will  hav 
LLC  sell  it  for  a  loss,  which  will  show  up  a 
personal  tax  return.  Craig  can  then  use  tha 
to  offset  any  realized  gains  on  stock  he  doesn't  give  awai 
Why  bother  with  an  LLC?  It  doesn't  create  much  extn 
perwork  and  gives  Craig  some  advantages  I  e.g.,  proteo. 
from  personal  Liability1  that  he  wouldn't  have  if  he  trad 
his  own  name.  "LLCs  are  fun  for  someone  like  Jim, 
Thomas  Barrett  Jr.,  the  Denver  lawyer  who  helped  Craig 
the  arrangement  "It's  very  simple  to  set  up,  and  he  dd 
even  have  to  file  a  separate  tax  return  [for  it]." 

Craig  isn't  legally  obligated  to  donate  what's  in  the  L 
the  foundation.  But  he  has  big  charitable  ambitions,  ss 
he  wants  to  build  one  of  the  largest  foundations  in  Cold 
within  ten  years.  .And  he  says  he  already  has  enough  mofl 
support  his  family's  modest  lifestyle.  "Instead  of  fast  car 
a  beach  house,  this  is  what  I  want  to  do,"  says  Craig,  wfo 
no  plans  to  upgrade  his  1998  Volvo. 

Was  Craig's  departure  from  Janus  linked  to  its  tui 
tuous  relationship  with  parent  company  Kansas  City  Sa 
ern?  Craig  says  no,  although  he  admits  that  his  last  jq 
Janus — chief  investment  officer — was  too  administratis 
his  taste.  "That's  a  great  job  if  you  like  power,  but  I'm  a ! 
iockev,"  he  savs. 
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Insights  By  Peter  Huber 


CHIP  ENGINEERS  LIKE  TO  BOAST  THAT  IF  DETROIT 
had  improved  its  own  technology  as  fast  as  theirs, 
your  Buick  would  now  go  10,000mph  and  cover 
2,000  miles  on  a  gallon  of  gas.  And  it's  true.  They 
neglect  to  add  that  you'd  also  be  driving  to  the 
moon  and  back  every  month,  and  using  1 80  gallons  of  gas  to 
do  so.  The  microchip  proves  yet  again  that  technology  scoffs 
at  every  limit  to  growth — so  long  as  you  supply  it  with  un- 
limited energy.  And  we're  burning  more  and  more  of  the 
stuff  to  keep  our  silicon  hot. 

Bell  Labs  engineer  Kaveh  Azar  sets  out  the  numbers  in  a  re- 


JlhipPaweL 


The  amount  of  power  consumed  by  the  microchip  has 
increased  exponentially— doubling  every  36  months  or  so. 


PEAK  THERMAL  POWER  (WATTS) 
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cent  paper  in  Electronics  Cooling.  Chip  efficiencies  have  indeed 
improved  at  a  remarkable  pace.  The  number  of  gates  on  the 
Intel  processor  has  doubled  every  18  months  or  so.  The  amount 
of  power  consumed  by  the  chip  has  increased  exponentially, 
too,  albeit  at  a  slower — roughly  36-month — doubling  rate. 
Memory,  video  chips  and  even  chips  optimized  for  power-con- 
scious laptops  have  all  been  riding  up  similar  power  curves. 

How  come?  Within  the  chip  itself,  the  electrical  energy  re- 
quired to  process  a  single  instruction  has  been  cut  in  half  about 
every  14  months  as  the  average  size  of  the  individual  gate  has 
shrunk.  But  the  number  of  gates  per  chip  and  the  chip's  clock 
speed  have  risen  at  the  same  time.  Overall,  the  number  of  bits 
processed  has  risen  much  faster  than  "bit  efficiencies"  have 
improved. 

And  the  chips  themselves  are,  of  course,  multiplying  across 
the  continent  like  locusts.  Rising  energy  densities  in  the  indi- 


vidual microprocessor  are) 
rored  in  other  chips  oii 
motherboard  and  in  adjj 
desktop  peripherals,  thr 
backup  power  supplies,  net] 
cards,  modems,  telep! 
switches,  routers,  wireless 
lasers,  caching  systems,  se 
and  the  chip  fabs  themselvi 
a  colleague  and  I  outlin 
these  pages  over  a  yean 
("Dig  More  Coal — the  PC 
Coming,"  May  31, 1999),  the  electrical  loads  add  up  to  big  i 
bers  when  you  track  them  across  the  digital  landscape. 

So  the  efficiency  paradox  bites  us  again:  more  effici 
more  consumption,  too,  because  better  performance  and 
effective  price  outweigh  everything  else.  The  Eniac  com) 
of  1946  was  an  enormous  beast,  with  18,000  vacuum  tube 
consumed  180,000  watts  of  electrical  power.  Today  you  car 
three  times  as  much  computing  power  in  a  5-watt  Nint 
64.  If  your  refrigerator  had  made  as  much  progress  dow 
energy  curve,  it  would  now  be  powered  by  a  hearing-aid  ba 
But  one  Nintendo  per  teenager  adds  up  to  a  whole  lot  i 
demand  for  electric  power,  overall,  than  one  Eniac  per  pi 
And  better  power,  too.  The  faster  the  chip,  the  more  exa 
its  demands  for  power  quality.  For  a  chip  clocked  at  1  gigai 
a  blackout  is  any  interruption  that  lasts  more  than  a  billior 
a  second.  A  huge  new  power  infrastructure  is  growing  up  an 
the  silicon,  from  tiny  capacitors  on  the  circuit  board  to  mega 
scale  backup  turbines  that  keep  "server  hotels"  hot  whe: 
public  grid  fails.  In  digital  circles  the  big  power  investments ; 
in  the  extra  kilowatt-hours,  expensive  though  they  are;  they 
the  fane/  hardware  that  keeps  the  electrons  reliable. 

Back  at  the  chip  level,  engineers  now  foresee  energy 
sities  at  the  surface  of  the  silicon  approaching  those  il 
core  of  a  nuclear  reactor.  And  thermal  problems  now  pr 
(along  with  physical  limits  to  photolithography)  one  o 
largest  obstacles  to  further  miniaturization.  The  gates 
shrinking,  all  right,  and  there  are  ways  to  pump  in  the  \ 
they  require;  but  what  goes  in  as  power  comes  out  as 
and  at  some  point  the  silicon  begins  to  melt.  Micropn 
sors  are  now  sprouting  big  cooling  fins;  some  even  c 
equipped  with  water-cooled  microradiators.  Money  an 
search  talent  are  being  poured  into  finding  better  mate 
and  architectures  to  cool  the  digital  brain. 


Peter  Huber  (pwhuber@bellatlantic.net),  a  Manhattan  Institute  fellow,  is  the  author  of  Hard  Green: 
Saving  the  Environment  from  the  Environmentalists  and  the  Digital  Power  Report.  Find  past  columns  at 
www.forbes.com/huber  or  use  your  CAT.  scanner  on  the  Cue  code  (right)  to  take  you  there  instantly. 


112     FORBES"  October  30,  2000 


^average  person^  peripheral  vision  01 
t't  you  know  what's  going  on  behi 


y  extends  90°  on  either  *kte/>l  the  head, 
d  your  back  in  e-Business'n 


With  the  Internet  reaching  into  the  billions  of  pages,  its 
impact  on  Corporations  is  far  more  than  meets  the  eye. 
The  gap  between  the  known  and  unknown  widens  daily. 

As  the  leading  provider  of  "Extra-Site"  e-Business  Intelligence, 
Cyveillance  can  help.  We're  bridging  the  knowledge  gap 
by  providing  competitive  and  marketing  intelligence,  as 
well  as  brand,  partner  and  supplier  management  insights. 
Cyveillance  paints  a  complete  picture  of  the  e-Business 
landscape  so  you  can  develop  the  most  effective  solutions 
and  relevant  strategies  for  your  business. 

Visit  www.cyveillance.com/asap  or  call  1 .888.243.0097  today 
for  a  copy  of  our  latest  e-Business  Intelligence  Report. 
Cyveillance.  Think  of  us  as  the  eyes  in  the  back  of  your  head. 


veuiance 

Minding  your  business  on  the  Net 
Washington  *  London 


i 


Foreground:  Lee  Krasner,  1956.  Photograph  (detail): 
Waintrob-Budd.  Background:  Lee  Krasner, 
Pollination,  1968.  Dallas  Museum  of  Art.  Gift  of 
Meadows  Foundation.  ©  2000  Pollock-Krasner 
Foundation /Artists  Rights  Society  (ARS),  New  York. 


LEE  KRASNER 


With  fierce  determination  and  an  ever-questioning  eye, 

Lee  Krasner  helped  define  —  and  redefine  —  the  art  of  this  century. 

Her  work  was  a  journey  of  constant  reinvention.  Over  the  course  of 
five  decades,  Krasner  defied  convention  and  created  an  identity  distinct 
from  her  role  as  Jackson  Pollock's  wife.  From  figurative  painting  to 
Abstract  Expressionism  and  beyond,  that  journey  is  now  captured  in 
Lee  Krasner,  a  full-scale  retrospective  of  the  artist's  work. 


For  more  than  forty  years,  the 
Philip  Morris  family  of  companies 
has  been  committed  to  support- 
ing visionary  individuals  and 
pioneering  organizations  that 
enhance  the  quality  of  our  world. 
We're  proud  to  continue  this 
tradition  with  sponsorship  of  the 
national  tour  of  Lee  Krasner. 


Lee  Krasner  was  organized  by 
Independent  Curators  International, 

New  York.  Its  national  tour,  which  has 
included  the  Los  Angeles  County 
Museum  of  Art,  Des  Moines  Art  Center 
and  the  Akron  Art  Museum,  culminates 
at  the  Brooklyn  Museum  of  Art. 

Brooklyn  Museum  of  Art 

Brooklyn,  New  York 

Now  through  January  7,  2001 

(718)  638-5000 

www.brooklynart.org 


Supported  by  the  Philip  Morris  family  of  companies 


KRAFT  FOODS,  INC.      MILLER  BREWING  COMPANY      PHILIP  MORRIS  U.S.A. 

www.philipmorris.com 


Don't  Call  Them  Used 

A  few  car  shows  can  restore  to  world-weary  collectors  the  mind-se 
of  a  10-year-old  kid  obsessed  with  cars.  Pebble  is  one  of  them. 

BY  ROBYN  MEREDITH    PHOTOGRAPHS  BY  MICHAEL  KELLEY 


THOSE  IN  THE  KNOW  SIMPLY  CALL  IT  PEBBLE,  AS  IN  THE 
Pebble  Beach  Concours  d'Elegance.  Each  year  it  is  the 
most  prestigious  historic  car  show  in  North  America, 
celebrating  its  50th  anniversary  this  year.  By  invitation  only, 
175  owners  bring  their  cars  to  the  stunning  Pebble  Beach  golf 
course.  They  are  antique,  generally  considered  at  least  85 
years  old,  or  rare  cars  from  more  recent  decades.  Either  way, 
they  are  so  special  they  are  allowed  to  be  parked  on  the  hal- 
lowed greens — a  perfect  setting  for  the  polished  gleams  of 


bumpers,  the  graceful  poses  of  hood  ornaments  and 
swoopy  curves  of  fenders.  Just  look  at  the  1938  Talbot-L; 
Grand  Sport  below. 

The  same  week,  several  other  magnets  for  car  aficionac 
are  held  nearby.  Drivers  compete  at  the  Monterey  Histo 
Automobile  Races  and  cars  are  sold  at  a  Christie's  auctu 
Trophy  cars  and  trophy  wives  are  on  display.  Car-loving  g. 
terati — like  )ay  Leno  and  Ralph  Lauren — can  be  found 
Pebble.  But  the  real  stars  are  the  cars. 
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Yvonne  Lee  never  expected  to  find  herself.in  a  magazine.  Dedicated  though  she  is  to  her  job,  she's 
just  another  Singaporean  doing  what  she  loves,  and  doing  it  well.  Which  is  precisely  our  point. 
You  sel  Singapore  is  full  of  people  like  Yvonne.  People  just  as  much  at  home  with  IT  as  anyone  in 
Silicon!  Valley.  People  as  fluent  in  English  as  those.you  speak  to  every  day.  People,  in  fact,  yo/d  hire 
right  Lay  given  the  opportunity.  It's  hardly  surprising  then,  that  Singapore"  is  already 
home  to  over  5,000  MNCs.  It's  also  the  most  connected,  place  in  Asia;  99%  of  homes 
and  offices  have  access  to  broadband  and  the  island's  infrastructure  puts  a  ready-made 
regional  market  within  easy  reach. 

^eTiacej  To  find  out  more  about  Singapore  and  its  people,  call  us  in  the  US  at  ;(6  50)654  1185 
to  put  a  d  t  or  in  Singapore  at(65)2ll  0888/or  visit  .www.ida.gov.^g.  Like  Yvonne,  we'll  talk  your 
in  Asia  language.  And  show  you  the  best  place  to  put  your  dot  in  Asia. 
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PtBBI 


No  dogs  here  (clock- 
wise from  top):  A 
1951  Jaguar  XK  120 
roadster  parked  on 
the  famous  golf 
course.  Led  by  a 
1931  Pierce-Arrow 
Cabriolet,  Best-of- 
Show  winners  from 
past  years  line  up  on 
the  18th  fairway, 
next  to  the  Pacific. 
Christie's  auction 
drew  bids  for  a 
Rolls-Royce. 
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;  out  business  worldwide 
WAP  phone  (  his 


to  the  beach  on  weekends 


live  webcasts  of 


W  and  NASDAQ 


20  million  Asia  Pacific 


e-services  program 


ingapore  is  all  about. 


Meet  Kelvin  Tan,  a  guy  as  connected  to  the  world  as  anyone  gets.  WAP  phone,  live  webcasts, 
key  job  in  mobile  e-services  -  a  pretty  unusual  individual,  you  might  think.  But  you'd  be  wrong. 
Singapore  is  full  of  people  like  Kelvin.  People  brought  up  speaking  English,  who  see  themselves 
as  players  on  an  international  stage  and  who  are  well-versed  in  every  aspect  of  IT.  They  live  in 
a  country  that  Was  the.  first  in  the  world  to  introduce  a  national  broadband  network  and 
is  now  the  most  connected  city  in  Asia;  a  cultivated,  pro-business  and  pro-technology 
environment  that  is  a  natural  launchpad  to  the  region.  Currently,  5,000  MNCs  call  it  home. 
It  could  befyour  company's  home,  too. 


So  why  not  call  us  in  the  US  at  (c5C)c54  1 135  or  in  Singapore  at  *.6£]211  GSSS, 
;  0  1     or  visit    ww.tda.gov.sg.  We'll  show  you  why  Singapore  is  the  perfect  place  to  put 
1  your  dot  in,Asia.  And  how  folks  like  Kelvin  can  make  it  happen. 


i  A 
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Showing  off: 
Judges  scrutinl 
cars  in  a  variety 
classes.  Lorenz 
Zambrano's  red 
1952  Ferrari  25 
Sport  Vignale 
Coupe  won  in  tl 
Class  M  Ferrari! 
Below:  Jamie 
Pfeifer  piloting 
1959  Berkeley! 
during  the 
Monterey  Histo: 
Automobile  Rac 
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in  touch  with  his 
n  alumni T63 $5  the 


nd  New  York  Times  on 


and  gOGS  fishing  with 


ds  as  often  as  he  can 


OS  Microsoft's  most 
t  Asian  market  that's 

ingapore  is  an  about. 


Saw  Ken  Wye,  Microsoft 


'     ■■;  .... 


His  US  colleagues  call  him  Ken.  And  nothing  could  be  more  appropriate.  For  while  Saw  Ken  Wye  lives 
half  a  world  away  in  Singapore,  he's  just  the  kind  of  Bob,  Dave,  Jeff  or  Pete  you'd  like  to  have  on 
your  payroll  here  in  the  USA:  Great  resume  (he's  currently  MD  of  Microsoft  Singapore)',  IT-tuned  (his 
home  is  logged  on  24  hours)  and  passionate  about  his  work  (not  to  mention  fishing).  What's  surprising, 
though,  is  that  Ken.  is  not  one  of  a  kind.  He's  one  of  many  in  Singapore  who  are  equally  at  ease 
anywhere  in  the  English-speaking,  new  tech  global  village.  After  all,  Singapore  is  Asia's  most 
connected. city.  Being  online  is  a  way  of  life  for  more  than  5,jP00  MNCs  here,  and  a 
nationwide  broadband  network  provides  high 'speed  accessffor  virtually  everyone. 

Singapore-     To  find  out  more  about  Singapore  and  the  kind  of  people  who  could  be  putting. your 
the  place        dot  in  Asia,  call  us  in  the  US  at  (650)654  1185  or  in  Singapore  at  (65)211  0388; 
to  put  a  d  t     Qr  vjsjf  ,wwwjda.goy:sg.  Sue,  Steve,  Kathy,  Ed  -  you  name  them,  they're  here,  just  waiting 
to  be  part  of  your  team. 
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©  2000  Research  In  Motion  limited  All  rights  reserved 
BlackBerry  is  an  end-(o-end  wireless  email  solution  developed 
by  Research  In  Motion  (RIM)  BlachBerry.  the  BlackBerry  logo, 
the  "envelope  in  motion"  symbol,  RIM,  the  RIM  Wireless  Handheld 
family  of  marks  and  the  RIM  logo  are  trademarks  ot  RIM 


here's  no  dialing-in.  No  modem  to  attach.  No  antenna  to  raise.  No  effort  required.  No  kidding. 
Vireless  email  can  really  be  that  easy.  BlackBerry  works  with  your  office  email.  In  fact, 
t's  the  only  end-to-end  solution  that's  specifically  designed  for  business.  So  it's  really 
10  surprise  that  BlackBerry  is  quickly  becoming  the  corporate  standard  for  wireless  email, 
limply  put,  BlackBerry  gives  you  everything  you  need  to  stay  connected  and  manage  your 


nbox  while  on  the  go. 


Checking  email  while  on  the  run  can  be  a  major  hassle, 


lut  BlackBerry  is  a  convenient  way  to  stay  in  touch."  InformationWeek 


BLACKBERRY 


JE  O  RB  EiLXU  N  CH 

BY  DYAM  MACHAN 


Curve  Ball 

Daniel  Burke  used  to  run  television  stations. 
Now  he  runs  a  minor  league  baseball  team. 
Which  is  the  better  investment? 


DANIEL  BURKE  OBSERVES 
Barbara  Walters,  the  news* 
(and  a  former  employee  in  rj 
life)  hasn't  got  much  of  an  arm.  | 
former  chief  executive  of  Ci 
Cities/ABC,  is  now  the  owner  c 
Portland,  Me.  Sea  Dogs,  a  minor  11 
baseball  team.  He  invited  Waltt 
throw  the  opening  pitch  at  a  Sea 
home  game:  "She  tried  to  throw  i 
the  ball  slid  off  her  hand  and  dri 

Rain  or  shine  he's 
Burke  in  Portlan 
sta 


list'- 

■ 

1 
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$3.2  Million* 
Competitor's  Hawker  800 


$2.1  Million* 
Flight  Options  Hawker  800 


million  saved  is  a  million  earned. 


'ight  Options  has  made  jet  ownership  truly  affordable.  As  the  first  company  to  take  fractional  jet  ownership  into  the 
ped  marketplace,  Flight  Options  can  put  you  in  the  jet  that  matches  your  mission  for  35%  less  than  our  competition, 
ay  select  from  the  most  requested  jets  flying  today:  Citations,  Beechjets,  Hawkers,  Falcons,  Challengers  or  Gulfstreams. 
'ery  jet  features  five-star  amenities  such  as  oversized  leather  seating,  ample  work  space,  DVD  movies,  digital  CD  music, 
)f-the-art  electronics  and  business  services.  .When  you  need  the  flexibility  to  maximize  every  day,  turn  to  Flight'Options. 
ire  information,  call  us  today  at  877.703.2348.  We've  got  your  options. 


F  L  I.GrH  T 


*  Hawker  800  approximate  purchase  price  for  1/4  shore. 


phone:  216.797.8345  fax:  216.797.6024  www.flightoptions.com 


wmuiuyuzitK, 

YOUR  ASAP  OR 
YOUR  COMPETITION'S? 

As   a   fractional  owner  of  a   Learjet*  or 
Challenger®  business  jet,  modern  CEOs  are  able 
to  respond  with  speed  and  spontaneity  due 
to  less  congested  airfields  and  personalized 
scheduling  built  around  their  specific  business 
needs.  We  offer  the  most  complete  range  of 
latest  technology  aircraft  available  today.  So 
while  there  may  be  other  options  to  Flexjet, 
there  can  only  be  one  choice.  Flexjet.  For  more 
information  on  the  many  affordable  benefits  of 
fractional  ownership  and  our  unprecedented 
level  of  personal  service  and  attention  to  detail, 
call  1-800-FLEXJET. 


www.  flexje  t.  com 


FLEXJi 


BOMBARDIER 

AEROSPACE 


Flexjet  is  a  Bombardier  Aerospace  program 


"Don't  play  around 

with  your  health" 


toward  third  base,"  recalls  Burke 
crowd  went  crazy  anyway.  WaJ 
along  with  special  guest  Barbara 
were  at  a  home  game  Burke  mar! 
as  Barbara  Night,  in  which  eveij 
named  Barbara  got  to  meet  the 
Barbaras.  That's  minor-league  ma 
ing  from  a  major-league  guy. 

Burke  is  the  irascible  half  of  a  ft 
duo  (Thomas  Murphy  was  the  c 
half)  that  over  a  period  of  35 
turned  a  couple  of  TV  stations  a 
radio  station  into  the  Cap  Cities 
empire.  Disney  bought  the  compai 
1996  for  $19  billion.  Burke  was  oi 
board  but  he  had  retired  as  ch 
1994,  when  he  pursued  another  dn 


"My  dad  took  me 
to  the  games  wh 
I  was  a  kid.  It  wa 
the  only  time  I  h< 
him  all  to  myself 

owning  a  baseball  team. 

Over  lunch  in  the  22nd-floor  ex 
tive  dining  room  of  the  ABC  buildii) 
Manhattan,  Burke,  now  71,  tells  us 
he  became  hooked  on  baseball 
dad  took  me  to  the  games  when  I 
kid.  It  was  the  only  time  I  had  my 
all  to  myself."  Burke  has  also  had  £ 
affair  with  Portland,  where  his  k 
has  vacationed  for  more  than  40  y 
(Quite  a  family,  which  includ 
brother  who  ran  Johnson  &  Joh 
and  a  sister  who  was  a  group  vice 
ident  at  Avon.)  So  when  the  Ea 
League  expanded  in  1994, 
stepped  up  to  the  plate,  paying 
million  to  establish  the  Portland 
Dogs,  a  double-A  affiliate  of  the  Ml 
League  Florida  Marlins. 

There  are  approximately 
minor  league  teams  affiliated  v 
Major  League  baseball.  In  the  Eaa 
League,  of  which  the  Sea  Dogs 
one  of  12  teams,  attendance  ; 
jumped  to  3.8  million  from  301,| 
in  1978.  In  the  season  just  ended! 


Bt 


Occasionally,  men  have 
more  depth  than  women 


2,000  meters  to  be  exact.  The  GST  Aquatimer. 
A  mechanical  sports  watch  in  tough, 
skin-friendly  titanium.  Convex  sapphire  glass,  hard- 
ness degree  9.  Exclusive  bracelet  system 
developed  by  IWC.  Water-resistant  to  2000  m  (over 

6,500  feet).  Ref.  3536  in  titanium,  $3795.- 
Also  available  in  stainless  steel  (Velcro  strap  optional). 


IWC 


Since  1868. 
And  for  as  long  as  there  are  men. 


no  u  r  n  €  xnxu 


WHERE    YOU    MEET.    -YOUR    OTHER  FACE 

NEW  YORK  •  PALM  BEACH  •  BAL  HARBOUR  .  SOUTH  COAST  PLAZA  .  HOUSTON 

SHOP  AT  HOME:  1.800.348.3332 
www.tourneau.com 


To  receive  a  one  year  FREE  subscription  to  WATCH  INTERNATIONAL 
and  complete  IWC  cataloc,  please  call  (800)  432-9330. 


4  s  the  world's  third  largest  IT services  company' and  a 
lending  IT  and  telecommunications  supplier,  Fu  jitsu 
has  18H.00Q  employees  and  more  than  500 
companies  worldwide  —  including  Amdahl, 
OMR  Consulting,  ICL,  Fujitsu  Network 
Communications,  and  @nifty,  one  of 
the  world's  leading  Internet  Service 
Providers.  Our  professionals  have 
the  expertise  and  the  tools  to  help 
you  overcome  nearly  every 
business  challenge. 


NO  TWO  EYES  SEE  THE  SAME  WORLD. 

NO  TWO  BUSINESSES  ARE  IDENTICAL. 

AND  NOW  ONE  COMPANY  CREATES 
.  INTERNET  SOLUTIONS  UNIQUE  TO  YOU. 


Your  business  is  as  unique 


as  your  DNA,  which  is  why  at 
Fujitsu,  a  $50  billion  global  provider  of  IT  and  telecommunications  solutions,  we  approach 
every  Internet  challenge  individually.  With  60,000  IT  service  and  support  professionals  and 
operations  in  over  100  countries,  no  matter  where  you  are.  we're  right  at  your  side.  Observing 
your  business  from  your  perspective.  Understanding  your  objectives.  Responding  to  your 
customers.  And  selecting  from  our  complete  range  of  leading-edge  solutions  the  unique 
combination  that  will  deliver  tangible  business  results  for  your  business.  A  one-to-one  solution 
designed  specifically  for  you.  It's  not  just  the  way  we  conduct  business.  It's  in  our  genes. 

FUJITSU 

THE    POSSIBILITIES    ARE  INFINITE 

www.fujitsu.com 

'Source  IDC.  December  1999  Who  Will  be  Leading  the  Global  IT  Services  Industry  in  2000">  A  Competitive  Analysis  by  Maura  Peres,  Sophie  Janne  Mayo 


Sea  Dogs  sold  377,000 
tickets. 

What's  behind  this  re- 
naissance? "It's  affordable, 
accessible,  and  the  quality 
of  baseball  is  very  high," 
says  Burke  brusquely,  be- 
fore he  gets  up  from  the 
table  to  look  out  the  win- 
dow. While  he  admires  the 
view  of  Manhattan's  West 
Side,  he  says  that  a  family 
of  four  can  attend  a  Sea 
Dogs  game  for  $25.  To  see 
a  Major  League  team 
would  cost  between  $  1 50 
and  $200,  including  park- 
ing and  food. 

"In  1950  there  were  ten 
times  as  many  minor 
league  teams  than  now," 
Burke  says.  "Then  some- 
thing happened,  and  that 
something  was  television. 
Teams  folded,  and  in  the 
1970s  you  could  pick  one 
up  for  a  couple  of  hundred 
thousand.  We  newcomers 
pay  a  great  deal  more.  It's  not  the  best 
investment  I  could  ever  make,  but  I 
didn't  do  it  for  that  reason." 

Clearly  not.  When  the  Sea  Dogs 
were  formed,  Portland  agreed  to  build 
a  stadium  for  $2.7  million.  But  they  had 
underestimated  the  cost  and  Burke  had 
to  pony  up  another  $2.5  million  to 


gross  nearly  $4  million  a  year  from 
gate,  concessions,  signage,  souvenirs 
and  a  small  amount  from  TV  and  radio. 
On  that  the  team  ekes  out  a  small 
profit.  You  could  probably  do  better  on 
Treasury  bills.  But  there  is  the  prospect 
of  a  capital  gain.  It  cost  Burke  $3.5  mil- 
lion for  the  right  to  a  franchise.  Last 


operating  statement  so  \ 
Burke  gets  every  numi 
What  does  Burke  tell  E 
bach?  "That  I  ought! 
keep  payroll  down,"  B 
bach  later  told  me.  WW 
surprise.  Burke  and  M 
phy  ran  Capital  Cities  v| 
12  employees  at  its  ha 
quarters. 

With  a  little  more  C(j 
ing  Burke  begins  to 
about  similarities  betw 
the  media  business  i 
baseball.  "To  an  exagj 
ated  degree,  they  both 
on  very  scarce  talent.  TM 
Wk  lies  on  personalities,  w, 
H  ers,  producers,  director 
E|  you  came  out  to  see  the 
||?  or  so  pilots  ABC  review 
M  for  fall,  you'd  wonder  II 
jt  30  of  them  got  financ 
But  it's  residue  from  an 
tial  process  that  Stan 
with  probably  1,000  id 
The  networks  don't  lack 
sources  and  determinat, 
but  talent  is  too  scarce.  The  same 
plies  to  baseball." 

Both  are  driven  by  numbers.  S 
Burke:  "At  Capital  Cities/ ABC  we  wc 
get  Nielsen's  reports  of  each  nig 
programming  the  next  morning 
10  a.m.  In  baseball,  performanc 
measured  every  single  day  in  term 


"Buying  a  minor  league  team  is  not  the  best  investment 
I  could  ever  make,  hut  I  didn't  do  it  for  that  reason."  


complete  the  project. 

Mr.  Nice  Guy?  Burke  also  voluntarily 
raised  his  lease  payments  to  the  city,  from 
$65,000  a  year  to  $1 15,000.  "I  didn't  want 
our  team  to  exist  at  the  expense  of  the 
school  system.  I'll  brain  you  if  you  make 
this  sound  like  a  charity!"  This  man 
played  hardball  for  four  decades  with 
television  unions,  ad  buyers  and  station 
brokers,  so  he  does  not  want  to  look  like 
a  softie  now. 

How  would  a  hard-nosed  business- 
man look  at  this  venture?  The  Sea  Dogs 


year  another  double- A  team,  the  New 
Britain,  Conn.  Rock  Cats,  sold  for  $6.5 
million. 

What  does  Burke  bring  to  the 
game?  "Nothing,  nothing,"  he  says.  He 
gets  up  to  look  out  that  window  again 
and  finally  grumbles:  "I  taught  Charlie 
[Eshbach,  his  general  manager]  how  to 
budget.  I  always  felt  in  business  that 
budgets  were  the  best  way  to  get  people 
to  buy  into  a  sense  of  purpose  and  to 
understand  how  all  the  pieces  fit  to- 
gether." Eshbach  prepares  a  monthly 


hits,  runs,  attendance,  concess 
sales — just  the  same  way  it's  brut 
measured  in  television."  Burdened  v 
injuries,  the  team  managed  to  win  1 
their  last  14  games  to  finish  the  sea 
with  71  wins  and  70  losses.  Still, 
team  sold  out  its  6,800-seat  stadium 
half  the  home  games. 

A  few  years  ago  Burke  helped 
son  Frank  buy  the  Chattanooga  Lo 
outs  for  $3.8  million.  Will  there 
more  baseball  investments?  Bu 
shakes  his  head.  "I  can't  afford  it." 
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Several  of  the  world's  largest  hubs  mean  the 
world's  most  efficient  flight  connections.  So  with 
SkyTeam  ,  you  can  take  off  as  soon  as  you  land. 
For  more  information  visit  skyteam.com 


Caring  more  about  you 


^»  AEROMEXICO        A(H  FRANCE 

A  Delta        KSREW  AIR 


Backseat  Driver  By  Jerry  Flint 


Free  Chrysler! 


THE  CHRYSLER  THAT  DAIMLER  BOUGHT  IS  DEAD. 
The  recent  resignation  of  Thomas  Gale,  the  great 
Chrysler  designer,  brings  that  home  as  nothing  else 
could.  This  was  the  mistake  Jiirgen  Schrempp 
made  when  he  bought  Chrysler:  He  didn't  realize 
it  was  the  people  who  counted,  not  the  factories,  which 
were  old,  or  the  sales  and  profits,  which  could  come  and  go. 
The  people  and  the  leadership  are  the  heart  and  spirit  of 
the  Detroit  automaker,  and  when  they  go,  all  that  is  left  are 
old  factories  and  problems. 

Investors  seem  to  realize  this.  They  have,  in  effect,  written 
the  entire  value  of  Chrysler 
down  to  zero.  Since  Daimler 
bought  Chrysler  for  $37  bil- 
lion its  market  value  has 
shrunk  by  $35  billion. 

The  managers  at  the  old 
Chrysler  were  unique.  I  never 
saw  anything  like  them  in  all 
my  years  covering  the  industry. 
There  wasn't  one  man  like  Lee 
Iacocca.  It  was  a  team.  They 
didn't  always  agree,  and  I'm 
not  sure  they  liked  each  other. 
But  how  they  worked  together! 

I  likened  them  to  the  mus- 
keteers. Robert  Lutz,  the  vice 
chairman  who  was  pushed 
out,  was  D'Artagnan.  His 
three  fellow  musketeers  were  Tom  Stallkamp,  thrown  out  as 
president  of  DaimlerChrysler;  Francois  Castaing,  the  great 
engineer  who  invented  the  modern  system  of  creating  new 
products,  who  resigned,  and  now  Tom  Gale,  who  oversaw 
the  design  of  the  PT  Cruiser  and  all  Chrysler  vehicles. 

Whatever  Schrempp  has  now,  it's  not  the  Chrysler  he 
bought.  Of  course,  this  isn't  the  first  time  in  corporate  his- 
tory that  a  merger  has  been  followed  by  the  departure  of  tal- 
ented people.  But  there  are  some  real  problems. 

Some  of  Chrysler's  key  products  are  old  or  are  facing 
greatly  improved  competition.  These  include  the  Dodge 
Ram  big  pickup  truck  and  the  Jeep  Grand  Cherokee.  These 
are  the  big  profitmakers.  The  cars  are  dying  out. 

Worse,  from  all  I've  heard,  Chrysler  morale  is  shot, 
and  the  daring  and  imagination  of  the  old  Chrysler  seem 


Talented  people 

are  leaving 
DaimlerChrysler, 
and  lots  of  its  key 
products  are  old. 
Jiirgen  Schrempp 
needs  to  decide 
a  course  of 
action— soon. 


to  be  buried  under  Gerr 
management.  Schren 
badly  needs  that  daring 
imagination,  but  he  doe 
seem  to  know  it.  Maybe 
because  he  never  knew  \ 
bad  Chrysler  could  be. 
never  drove  a  Plymo 
Volare  or  a  Dodge  Aspenl 
watched  them  rust.  Chryj 
could  turn  out  dogs 
those  again. 
There  are  some  pluses,  however: 
The  Chrysler  design  team  is  still  tops,  better  than  alrrl 
everybody.  Tom  Gale  hired  well. 

The  company  has  the  hottest  car  in  the  world,  the 
Cruiser.  Of  course  it's  impossible  to  say  how  well  the  G 
mans  will  exploit  the  PT.  The  dream  of  a  PT  convertib 
dead,  and  there  will  be  no  PT  woodie. 

There  are  some  new  products  coming  in  the  next 
years,  like  a  redone  feep  Cherokee,  a  new  minivan,  re 
wheel-drive  cars  and  a  couple  of  crossovers  (meaning  a  c 
based,  four-wheel-drive  vehicle).  A  new  Dodge  Ram  pic 
is  also  on  the  way. 

But  some  of  these  products  (like  the  PT  Cruiser)  are  c 
ations  of  the  departed  team. 

As  I've  written  before,  Schrempp  has  three  choices. 
He  can  continue  to  rule  Chrysler  as  an  occupi 
province,  which  translates  into  cutting  programs.  This  w) 
the  company  will  go  down,  and  there  may  not  be  a  Leef 
cocca  or  a  Bob  Lutz  to  rally  the  troops. 

Or  he  can  make  the  Americans  true  partners  by  givil 
them  the  right  to  run  their  own  affairs — and  execute  soit 
dramatic  gesture  to  prove  he  means  it. 

Or  he  can  break  off  Chrysler.  Sell  it  back  to  the  Ame| 
cans  and  retrieve  some  of  his  investment  before  he  has  los) 
all.  Chrysler  would  be  easy  to  split  off. 

Schrempp  wouldn't  be  alone  in  doing  this.  Sooner  I 
later  carmakers  will  get  rid  of  the  pieces  they've  collectedl 
the  past  few  years,  particularly  when  bad  times  coni 
Schrempp  should  not  be  embarrassed  to  get  out  of  Chrysl 
particularly  if  he  can  do  it  at  a  profit. 

Tom  Gale's  leaving  doesn't  change  anything,  but  it  mak 
the  choices  clear. 


Jerry  Flint,  a  former  FORBES  Senior  Editor,  has  covered  the  automobile  industry  since  1958.  Visit  his 
forum  at  our  Web  site,  www.forbes.com/flint.  Find  past  columns  at  wivw.forbes.com/flint  or  use  your 
•.CueC.at  device  on  the  cue  code  (right)  to  take  you  there  instantly. 
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At  Sea  in  an 
Ocean  of  Beer 

Denmark's  venerable  Carlsberg  brewers 
hold  bait  in  a  tough  Darwinian  industry. 

BY  Rl 

P 


BY  RICHARD  HELLER 

jOUL  I  SVANHOLM,  67,  AN  ICON  IN 
'Copenhagen's  clubby  business 
world,  ran  the  Carlsberg  Croup 
for  25  years,  through  1996.  The  first  20 
were  spent  making  a  small  regional 
brewery  into  a  Nordic  power.  But  the 
years  since  have  turned  that  position 
into  more  of  a  Nordic  trap. 

On  1999  revenues  of  $4.2  billion 
Carlsberg  earned  just  3.7%  after  taxes. 
That's  about  a  third  of  Anheuser- 
Busch's  net  margin,  half  of  Heineken's 
and  three-quarters  of  Interbrew's,  to 
name  three  notables  in  the  U.S.  market 
(see  table).  Carlsberg's  stock  has  been 
up  lately,  but  even  at  $40  a  share  on 
Oct.  2,  in  local  currency  terms  it  is 
down  19%  from  what  it  was  in  1991. 
What's  mainly  powering  the  stock  now 
is  what's  also  the  company's  dilemma: 
It's  holding  merger  or  acquisition  bait 
in  the  consolidating  global  beer  trade. 

Carlsberg  is  the  world's  seventh- 
largest  brewer.  It  owns  some  of  beer's 
best  brands,  not  only  Carlsberg  but  also 
Tuborg  and  others  recognized  outside 
the  U.S.  But  the  brands  aren't  going  any- 
where, and  the  company  is  still  below 
3.5%  world  market  share.  Meanwhile, 
Heineken,  Interbrew  and 
Anheuser  have  been  enlarg- 
ing their  slices  to  5.5%,  7.4% 
and  1 2%,  respectively. 

Carlsberg  has  focused 
on  its  own  market  while  the 
world's  other  big  brewers 
have  been  expanding  glob- 
ally. In  1995,  for  example, 
Belgium's  closely  held  In- 
terbrew expanded  into  the 
key  North  American  market 
by  shelling  out  $2  billion  for 


Canada's  Labatt  (which 
today  handles  Carlsberg's 
modest  distribution  in  the 
U.S.).  Heineken,  too,  in- 
vested heavily  in  a  U.S.  dis- 
tribution beachhead. 

This  year  consolidation  has  reached 
fever  pitch.  In  the  U.K.  Interbrew  paid 
$600  million  for  Whitbread  Brewing  and 
$3.9  billion  for  Bass  Brewers.  Those 
pricey  buys  will  move  Interbrew  from 
fifth  place  among  global  brewers  to  sec- 
ond in  terms  of  volume,  behind  An- 
heuser-Busch. Others  are  filing  in  behind. 

Svanholm  paid  the  price  for  sitting 
still  when  the  Carlsberg  Foundation, 
which  owns  55%  of  the  company,  edged 
him  out  four  years  ago  in  favor  of  Flem- 
ming  Lindelov,  recruited  from  the  meat- 
packing industry.  Lindelov,  now  52,  has 
struggled  to  get  things  moving  again. 

He  bid  on  the  Whitbread  and  Bass 
deals,  but  lost  out  to  bigger,  better-fi- 
nanced competitors.  So  far  Lindelov  has 
had  to  settle  for  several  small  brewery  ac- 
quisitions. "Eastern  Europe,  Russia,  the 
Baltics,  Asia — that  is  the  future  for  us," 
he  says.  A  far-off  future,  at  best. 

To  play  in  the  big  leagues,  Lindelov 
is  beginning  to  restructure  Carlsberg 


Never  forget:  For 
Flemming  Lindelov 
it's  all  about  suds. 


f 
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Untapped 


Carlsberg's  global  sales  put  it  in  the  major  leagues  of  brewing, 
but  the  Danes  hardly  have  a  presence  in  the  critical  U.S.  market. 

Worldwide 

Share  of 

Cempany/Key  brands 

revenues 

($WI) 

U.S.  beer 
market 

er-Rusch  /Budweiser,  Bud  Light,  Busch,  Michelob 

$137 

49% 

/Miller,  Milwaukee's  Best.  Red  Dog 

4.3 

22 

/Coors.  Coors  Light,  Killian's.  Keystone 

2.5 

10 

Heineken  NV/Heineken,  Murphy's.  Amstel  Light 

7.2 

2 

Interbrew1  /Dcs  Equis,  Rolling  Rock,  Stella  Artois,  Labatt  Blue  4.5 

2 

Carlsberg  Group  /Carlsberg,  Elephant  Malt  Liquor 

4.2 

0.0001 

'Brands  distributed  by  its  Labatt  USA  subsidiary.  Source:  Impact's  U.S.  Beer  Study  2000  edition. 

by  selling  off  noncore  ventu 
Founded  in  1847,  Carlsberg  has  gn 
into  a  hodgepodge  of  holdings  wit! 
tie  business  logic  to  connect  then 
owns  65%  of  Royal  Scandinavia,  a 1 
of-the-line  housewares  operatioi 
owns  40%  of  Denmark's  largest  v 
importer  and  has  soft-drink  distri 
tion  rights. 

Selling  off  these  treasures  will 
only  raise  capital,  it  will  also  crea 
company  much  more  focused  or 
core  (80%  of  sales)  business,  b 
Svanholm  didn't  see  things  this  v 
Lindelov  does.  He  already  took  a 
step  in  June  when  he  sold  Carlsbe 
43%  interest  in  Tivoli,  the  world's 
est  theme  park,  to  a  pair  of  local  bu 
for  $39.5  million.  Lindelov  is  now 
to  be  talking  with  LVMH  about  bu) 
Royal  Scandinavia. 

Of  course  a  tighdy  focused  Carls! 
beer  operation  simply  becomes  a  ir 
tempting  target  for  sale  or  merger.  1 
would  be  an  ironic  fate  for  a  comp 
that  has  long  seen  its  ra 
not  just  making  money 
its  shareholders  but 
being  a  standard-bearer 
Danish  culture.  The  mc 
carved  in  stone  over  the 
mous  Carlsberg  Eleph 
Gate  outside  headquar 
reads:  Laboremus  pro  pa 
(We  work  for  our  count 
These  days,  though,  the 
trade  is  unsentiment; 
global. 
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to  IfVe^t  m 
the-  Infomof. 


an  come  out  now.  The  momentum  players  are  gone.  The  lines  of 

oms  rushing  to  become  IPOs  have  all  but  disappeared. 

n  their  place  is  an  Internet  that's  doing  very  well,  thank  you.  The 

et  value  of  the  sector  exceeds  all  the  money  in  circulation  in  this 

try.  Ten  million  people  invest  online.  And  hundreds  of  thousands 

mpanies  go  successfully  about  their  business. 

hat  would  include  companies  like  ours  that  are  constructing  the 

let  economy  of  the  future.  Both  in  the  wired  world  and  the  wireless. 


Already,  950,000  businesses  use  our  technologies  and  services. 
There  were  66  million  visits  to  our  Web  sites  the  second  quarter  alone. 
Revenue  has  increased  four  quarters  in  a  row— most  recently  by  44 
percent.  Gross  margin  for  the  second  quarter  rose  to  52  percent. 

With  broadband  and  wireless  access  on  the  way,  the  Internet  is  just 
beginning  to  change  our  lives  and  our  businesses. 

It  could  even  make  you  consider  doing  something  different  with 
your  money,  than  sitting  on  it. 


ork  Commerce      Holding  the  Internet  to  its  promises. 


trmation  on  Network  Commerce  Inc.,  call  for  a  free  prospectus  and  read  it  carefully  before  investing.  Past  performance  is  no  guarantee  of  future  results  Ihts  is  neither  an  offer  to  sell  nor  a  solicitation  to  purchase  securities 


RACHEL  HARRISON— ROCKY  TO  HER  CO-WORKERS— IS 
one  of  14,600  technicians  who  install  and  repair  phone 
lines  for  residents  in  the  southeastern  U.S.  A  lot  of  her 
time  is  spent  outdoors  in  Georgia's  brutally  hot  summers. 
But  now,  ironically,  wireless  technology  is  making  her  job 
far  easier. 

When  Harrison,  38,  needed  to  call  the  home  office,  test  a 
phone  line  or  get  customer  histories,  she  used  to  scour  neigh- 
borhoods for  a  phone  box,  often  located  up  a  telephone  pole. 
There  she  used  alligator  clips  to  attach  to  the  phone  line  a  3- 
pound  computer  access  terminal — known  as  the  brick — and 
download  information  piecemeal  onto  her  small  screen. 

Now  Harrison  and  other  technicians  use  rugged  laptops 
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with  wireless  connections  to  BellSouth's  network.  Har: 
hops  online  at  8  a.m.  to  get  her  work  schedule.  She  use 
laptop  to  find  customer  records,  track  past  problems 
find  other  technicians  who  serviced  the  account.  She  c 
out  jobs  in  less  than  50  seconds  versus  five  minutes  wit! 
old  system,  and  prints  out  paperwork  in  an  air-conditi' 
truck.  Soon  she'll  fill  out  forms  online. 

Her  time  spent  dialing  up  the  home  office  has  dro] 
to  20  minutes  from  an  hour.  That  adds  up  to  600,000 
utes  saved  for  all  technicians  daily. 

The  laptop  has  helped  Harrison's  image  as  well.  "I  fel 
they  were  upgrading  my  job,  letting  me  work  on  a  comr, 
all  day,"  she  says. 


RAYMOND  WEIL 

GENEVE 


AT  WORK 


IERESA  CANASA  MAKES  A  LIVING  FIXING  XEROX  COPIERS 
and  printers — all  24  models  of  them.  Which  means 
that,  like  the  rest  of  us,  she  often  encounters  problems 
:  baffle  her.  When  that  happened  in  the  past  she  used  to 
:  a  co-worker  and  then  borrow  a  customer's  phone  to 
iss  the  dilemma.  Or  she  paged  through  one  of  twelve  5- 
ld  manuals  for  an  answer. 

bday  the  books'  content  is  crunched  onto  a  CD-ROM 
fits  in  her  laptop.  When,  say,  copier  paper  jams  and  she 
n't  know  why,  Canasa  plugs  her  laptop  into  the  copier 
a  diagnostic  program  tests  the  machine  and  automati- 


cally locates  the  problem  area. 

If  that  fails  she  uses  a  system  aptly  named  Eureka.  Her 
hard  drive  stores  tips  posted  daily  by  15,000  other  mobile 
workers.  Each  morning  Canasa  links  into  the  corporate  net- 
work to  download  a  new  crop  of  solutions.  Thanks  to  a  col- 
league in  California,  she  recently  learned  that  a  printer's 
paper  was  not  feeding  correctly  because  the  bearing  needed 
oil.  With  Eureka  being  tapped  for  some  250,000  repair  calls, 
Xerox  estimates  that  it  saves  $11  million  a  year. 

The  new  system  has  made  her  less  dependent  on  others. 
"I'm  empowered,"  Canasa  says. 
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Truck  Drivers 
Landstar 

Paisley,  Ont.,  Canada 


MURRAY  KENNEDY,  45,  AND  WIFE  LINDA,  39,  SPEND  UP  TO 
250  days  a  year  on  the  road.  The  couple  hauls  every- 
thing from  computers  to  aircraft  parts  in  their  self- 
owned  18-wheel  tractor  trailer.  They  get  paid  some  $6,600  for 
a  3,000-mile  one-way  trip  delivering  products,  but  the  trick  to 
making  money  is  finding  freight  for  the  return  drive. 

•  Years  ago  Kennedy  relied  on  an  agent  from  Landstar,  a  lo- 
gistics company,  to  find  him  a  load.  Two  years  ago  he  got  a 
laptop  computer  to  search  Landstar's  online  network  for 
available  freight.  It  was  progress,  but  he  still  had  to  pull  over 
at  truck  stops,  and  searching  ate  up  lots  of  time;  often  he 
missed  the  best  deals. 


Now,  without  leaving  the  truck,  he  or  Linda  use  a  \ 
phone  equipped  with  customized  software  that  lets  them  t 
directly  into  Landstar's  Web  site.  Kennedy  bought  the  pht 
himself  for  $149,  and  pays  only  $15  a  month  to  dial  in.  Us 
the  number  pad  and  a  small  screen,  he  recently  used  the  s 
tern  to  locate  a  shipment  of  automotive  parts  in  Charloi 
N.C.  that  needed  to  go  to  a  Chrysler  plant  near  his  hoii 
The  search  took  him  five  minutes.  Kennedy  estimates  that 
could  save  a  full  day  each  trip  because  he  no  longer  must  v 
for  freight.  The  time  savings  could  boost  his  revenues  209 

"A  lot  of  freight  is  time-sensitive.  If  you  don't  call  rij 
away,  you  don't  get  the  load,"  he  says. 
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Most  servers  replace  yesterday's  servers.  This  one  replaces  tomorrow's. 

Introducing  hp  superdome,  the  first  enterprise  server  with  the  flexibility  to  match  its  power. 
Flexibility  that's  ready  for  IA-64,  and  flexibility  to  run  multiple  operating  systems  like  UNIX,  Linux,  Windows  2000, 
and  others  yet  to  be.  Capacity  is  flexible  too.  Scale  it  up  or  scale  it  back,  paying  less  when  you  use  less. 
With  hp  superdome,  your  options  are  open.  Because  tomorrow's  another  day.  hp.com/superdome 


invent 


SEVERAL  TIMES  A  DAY  THE  FOUR  ENGINEERING  TEAMS 
that  build  airplane  engines  call  on  Dutch  Holland,  48, 
for  help.  One  engine  he  services,  the  CF34-8C,  is  8  feet 
long,  Wi  feet  in  diameter  and  has  10,036  parts — all  governed 
by  Federal  Aviation  Administration  regulations.  The  22-year 
GE  veteran  recalls  a  time  when  assembly  instructions  were 
kept  in  6-inch-thick  books  on  1 1 -by- 17-inch  sheets.  Later, 
blueprints  were  computerized,  but  Holland  still  had  to  run 
around  the  shop  floor  to  find  a  terminal. 
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Today  Holland  uses  software  in  his  laptop  computi 
search  GE  databases  for  text  and  pictures  that  explain  ho 
build  engines  in  detail.  He  also  downloads  technical  pub 
tions  and  goes  on  the  Web  to  find  products.  When  quest 
arise  about  parts  already  installed  in  an  engine,  he  ca 
minutes  search  a  database  by  serial  number  to  find  out 
put  it  in,  and  when.  It  used  to  take  him  weeks  to  locate  a  ] 

"On  any  given  day  I  use  my  laptop  70%  of  the  time, 
says.  "I  don't  go  anywhere  without  it." 


A  box  without  service  is  a  box. 

With  hp  people,  hp  superdome  becomes  a  solution  instead  of  a  server. 
Service  is  comprehensive  and  included.  We  handle  site  planning,  integration  services,  customized  training,  and 
monitoring.  It's  service  made  simple.  So  simple,  in  fact,  that  we  can  adjust  your  capacity  over  the  phone. 
Without,  ironically,  a  service  call,  hp.com/superdome 


m 

invent 


DEVIN  PARKER,  44,  HAS  BEEN  LAYING  BRJCKS  FOR  20  YEARS,  ager,  Gregory  Soraruf,  takes  a  dozen  digital  photograp 

He  has  helped  build  schools,  office  buildings  and,  these  the  wall  and  e-mails  them  to  the  architect  in  Ann  A 

days,  is  restoring  a  220-year-old  fort  located  on  Michi-  along  with  an  copy  of  the  fort's  blueprint.  It  usually 

gan's  Mackinac  Island.  One  of  the  fort's  6-foot-thick  walls  re-  only  two  hours  to  get  an  answer  back,  so  Parker  can  rej 

collapsed,  so  Parker  and  five  other  stonemasons  are  re-  work.  He  no  longer  has  to  switch  tasks  until  the  archited 

placing  its  deteriorating  dolomite  limestone.  Parker's  tools  time  to  drop  by.  Also  posted  online  is  a  digital  mock-i 

haven't  changed  all  that  much  over  the  years,  yet  he  is  getting  the  finished  walls  that  everyone  can  refer  to  daily, 
his  work  done  a  lot  more  quickly.  How?  E-mail  and  digital         The  speed  and  access  has  helped  put  the  projeo 

cameras.  months  ahead  of  schedule  and  $500,000  under  budgei 

When  questions  crop  up — like,  how  much  mortar  be-  the  first  time  Parker  has  seen  the  Internet  used  at  a  cons 

tween  the  stones  should  the  masons  replace? — the  site  man-  tion  site.  Literally,  a  clicks-and-mortar  operation. 
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The  box  is  only  as  good  as  the  thinking  outside  of  it. 

hp  superdome  is  more  than  an  enterprise  server, 
it's  an  enterprise  solution. 
It's  a  team  of  thoughtful  people  and  smart  hardware  that  adjusts 
to  a  very  specific  future  -  yours. 
This  is  the  first  generation  of  a  new,  more  complete  way  of  managing  your  business. 
One  in  which  comprehensive  service  and  system  integration  are  parts  of  the  process, 

not  expensive  afterthoughts, 
hp  superdome  is  the  first  step  into  an  internet  infrastructure  that's  always  on, 
always  flexible,  always  exactly  what  you  need. 
Not  more.  Or  less.  Just  exactly. 
Look  ahead,  at  hp.com/superdome 


m 

invent 


The  compact  Acer 
For  more  Innovalue  Produc 


lnnovalueSM  gives  you 
added  value  through  innovation. 
That's  the  Taiwan  Advantage. 


You've  just  moved  into  new  offices:  24  employees, 
24  computers,  24  needs  to  exchange  files  and  access  the  Internet. 
No  problem.  Acer  Netxus  has  just  introduced 

the  Acer  SOHO  Series,  a  network  system 
no  bigger  than  a  breadbox.  Flexible,  stackable, 
Acer's  dual-speed  Fast  Ethernet  hubs  and  switches 
let  your  system  expand  as  you  expand. 
Better  yet.  Through  clever  circuit  and  fabrication  design, 
ACER  has  created  another  Innovalue  product. 
You'll  find  Innovalue  in  many  IT  products  from  Taiwan: 
LEO's  function-filled  Palm-sized  PC.  Twinhead's 
ultra-slim  notebooks.  And  in  other  product  areas,  including  yours. 
To  learn  more,  reach  us  by  fax  or  E-Mail. 
See  us  at  the  CETRA  booth  at  CeBIT,  Computex,  Comdex. 


24-7  Accounting 

Controversial  solution  to  the  problem  of  stocks  that  implode 
after  earnings  surprises:  real-time  financial  reporting. 


BY  DAN  SELIGMAN 

MIGHTY  PROCTER  &  GAMBLE 
loses  34%  of  its  market  value  on 
the  day  its  earnings  disappoint. 
Priceline  loses  42%  in  a  similar  fiasco 
involving  revenue.  Apple  Computer 
loses  52%  in  one  day.  It  is  getting  to  be 
an  everyday  occurrence  on  Wall  Street 
that  some  unpleasant  earnings  an- 
nouncement, or  warning  about  earn- 
ings, catches  investors  unaware  and 


causes  a  stock  to  implode.  All  this  fear 
and  uncertainty  contributes  much  to 
volatility  and  thus  to  the  cost  of  raising 
capital  in  the  equities  market.  It  also 
creates  opportunities  for  costly  class  ac- 
tions alleging  securities  fraud. 

The  problem  could  get  worse  before 
it  gets  better.  Come  Oct.  23  the  Security 
&  Exchange  Commission's  new  "Fair 
Disclosure"  (FD)  regulation  goes  into 
effect.  It  forbids  companies  from  drop- 


ping hints  privately  to  stock  ar 
about  where  earnings  are  ha 
Without  the  guidance,  the  analyst 
even  be  more  off  base  in  their  p 
tions.  Earnings  surprises  wil 
uglier — unless  companies  find 
new  way  to  get  the  news  out. 

There  is  a  solution  in  the  o 
now  being  debated  within  the  acc 
ing  profession.  It  is  real-time  fin 
reporting.  Under  this  system  corf, 
bookkeepers  would  update  rei 
and  earnings  figures  every  day  < 
quarter  and  publish  them  on  tht 
for  all  investors  to  see.  If  a  con 
were  headed  into  the  soup,  its  s 
would  go  down,  but  they  would  i 
down  abruptly.  An  investor  woul 
pay  $53  for  Apple  on  Thursday 
then  discover  on  Friday  that  the  s 
are  worth  only  $25.  Ancillary  be 
continual  financial  disclosure  vi 
minimize  opportunity  for  the  sect 
lawyers  who  parasitize  Silicon  Vail 

Continual  updating  of  fina 
reports,  in  something  approac 
24-7  mode,  may  not  sit  well  wit 
nior  executives  accustomed  to  th 
ways  of  doing  business.  It  has, 
ever,  the  endorsement  of  some  h« 
weights  in  the  accounting  profes 
The  individual  most  powerfully : 
titled  with  the  move  to  real-tim 
counting  is  Robert  Elliott,  a  pa 
at  KPMG  and  prime  mover  behi 
report  on  the  concept  issued  b] 
American  Institute  of  Certified  P 
Accountants. 

It  gets  harder  each  year  to  live 
the  aging  quarterly  reporting  syste 
in  effect  since  1934 — that  leaves 
investors  endlessly  captive  to  figure 
weeks  or  more  out  of  date,  and  vu 
able  to  surprises.  Wall  Street  anc 
country's  chief  financial  officers 
.  labored  mightily  in  recent  years  t< 
duce  this  surprise  factor  with  "g 
ance"  and  "preannouncement"  d< 
rations,  delivered  by  chief  finat 
officers  in  conference  calls  with  sek 
analysts.  Propelled  onstage  with  h 
breathing  about  level  playing  field: 
is  supposed  to  prevent  the  corpc 
officer  from  favoring  some  ana 
over  others.  It  effectively  requires  c 
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"You  remember  that  huge  policy  and  procedure  documentation  project  we 
were  dreading  so  much?  They  brought  in  an  expert  to  do  it.  And  it's  done. 
Can  you  believe  that?  We  saved  more  than  $50,000!" 


THE  NEW  WAY  OF  DOING  BUSINESS. 

PROJECT  FINANCIAL  PROFESSIONALS. 


888.400.7474 


Management' 
Resources 


WWW.rhimr.com  Project  Financial  Professionals 


©  R  H I  Management  Resources    E  0  E 


WHAT  WOULD  INVESTING  BE  LIKE  IF  FINANCIAL  NUMBERS  WERE  UPDATE 
nONSTANTLY?  PROBABLY  SAFER.  BUT  FEW  COMPANIES  ARE  READY  FOR 


panies  releasing  material  information 
to  do  so  publicly — via  press  releases,  for 
example,  or  registering  the  data  with 

the  SEC. 

Will  the  new  SEC  rule  simply  lead 
corporate  America  to  clam  up — to 
stop  talking  to  analysts  and  let  them  go 
through  life  getting  more  surprised 
than  ever?  Initially  it  looks  all  too  pos- 
sible. But  ultimately  FD  should  jump- 
start  the  move  to  real-time  reporting. 

Technology  will  help  rescue  us  from 
the  confines  of  1934-era  disclosure.  For 
example,  a  consortium  of  67  companies, 
including  the  Big  Five  accounting  firms 
and  Microsoft,  recently  announced  XBRL 
(extensible  business  reporting  language), 
which  will  make  it  possible  to  exchange 
financial  data  easily  and  rapidly  across 
different  software  platforms.  Combine 
that  with  the  Internet  and  you  have  the 
means  to  make  continually  updated  re- 
ports to  the  public. 

Few  companies  are  ready  for  this 
new  real-time  world.  Cisco  Systems  is 
one  of  the  rare  companies  today  in 
which  the  boss  can  clap  his  hands  and 
get  the  books  closed  within  an  hour, 
says  Richard  Boulton,  worldwide  man- 
aging partner  for  business  consulting 
at  Arthur  Andersen.  It  took  Chief  Ex- 
ecutive John  Chambers  eight  years  to 
put  this  capability  in  place  for  Cisco's 
internal  use,  and,  Boulton  believes,  it 
would  take  another  company,  piggy- 
backing on  what  Cisco  learned,  about 
four  years. 

But  it  will  happen  someday,  Boul- 
ton insists:  "If  one  is  'pie  in  the  sky' 
and  ten  is  'It's  surely  coming,'  you  can 
count  me  as  a  ten."  Adds  Robert  El- 
liott of  KPMG:  "My  sense  is  that,  at  the 
policy  level,  the  large  [accounting] 
firms  recognize  that  the  assurance 
process  must  go  online,  real-time,  be- 
fore long." 

What's  in  it  for  the  auditors' 
clients?  Essentially  the  same  thing  that 
was  in  it  for  them  when  they  were  de- 
livering the  goods  to  selected  analysts. 


Increased  disclosure  has  some  risks, 
especially  in  areas  where  the  data 
might  help  your  competitors.  But  eco- 
nomic theory  and  quite  a  lot  of  em- 
pirical data  tell  us  that  a  more  forth- 
coming company  represents  less  risk 
to  lenders  and  investors,  all  of  which 
translates  into  lower  borrowing  costs 
and  higher  stock  prices. 

Baruch  Lev  of  New  York  Univer- 
sity's Stern  School  of  Business  has 
been  elaborating  on  these  proposi- 


By  the  Numbers. 


Days  of  Reckoning 

Financial  surprises  seem  to  be  happen- 
ing all  the  time.  And  when  a  shock  hits, 
the  stocks  take  a  tumble. 

APPLE  COMPUTER 
Sept.  28,  2000 


PRIHFI  iNF.nOM 
SeDt.  27.  2000 


Sept.  26,  2000 


 INTEL  

Sept.  22,  2000 


tions  for  many  years.  A  study  by 
Christine  Botosan  of  the  University  of 
Utah  published  in  Accounting  Review 
has  contrasted  companies  that  are  the 
most  forthcoming  in  their  share- 
holder reports  with  the  least  forth- 
coming and  shows  huge  advantages — 
capital  costs  as  much  as  970  basis 


points  lower — for  those  deliverin 
most  information.  Another  supp 
is  Alan  Greenspan  of  the  Federa 
serve,  whose  Fed-speak  formuli 
(in  a  speech  a  year  ago)  had  il 
way:  "Information  is  critical  t< 
evaluation  of  risk.  The  less  tn 
known  about  the  current  state 
market  or  venture,  the  less  the  al 
to  project  future  outcomes 
hence,  the  more  those  potential 
comes  will  be  discounted." 

A  resonant  voice  for  real-timi 
counting  is  Steven  Wallman,  a  la 
and  nonaccountant  who  was,  <j 
things,  an  SEC  commissioner  whfl 
started  writing  about  the  new  jj 
digm  in  the  mid-1990s.  In  Wallru 
vision  the  real-time  informatio 
display  would  be  rich  and  disag 
gated.  The  thought  is  that  oncej 
start  digitizing  the  facts  and  figi 
you  can  move  beyond  the  traditj 
modes  of  categorizing  them  as  a! 
or  sales,  or  whatever. 

You  can  also  serve  up  a  near-ini 
array  of  data  bits — the  bits  used  to  I 
the  aggregates — and  let  visitors  t<j 
Web  site  create  their  own  financial  s 
ments,  based  on  whatever  is  most) 
portant  to  them.  Ultimately,  he  preo 
investors  will  develop  tools  based  o] 
tificial  intelligence  and  neural  netw 
to  divine  a  firm's  prospects  from  its 
financial  data. 

Elliott  and  Wallman  both  assi 
that  the  new  accounting  paradigm 
emerge  in  dribs  and  drabs,  and 
companies  will  start  putting  a  1 
data  online  long  before  they  are  r< 
to  put  a  lot  of  data  online.  It  is  o 
that  most  large  companies  could  b< 
doing  this  right  now,  and  that  som< 
pretty  close  to  doing  it  already. 

The  Wall  Street  that  lies  in  oui 
ture  is  one  in  which  securities  z 
lysts  who  know  how  to  schmooze 
be  less  valuable,  but  the  right  kini 
software  will  be  more  valuable.  S 
getting  used  to  it. 


EASTMAN  KODAK 
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it  »v    i  w  n  iv 


ANUl^'U   •   SEATTLE   •   SEOUL   •   PUSAN   •   CHEJU   •   K  WANG  JU   •   HONG  KONG 


When  was 


THE  LAST  TIME 


YOU  LOOKED 


FORWARD 


TO  FLYING? 


Asiana  Airlines 

The  Jewel  of  Asia. 


Glorious,  wasn't  it?  Soaring  back  and  forth,  not  a  care  in  the  world. 
Which  perfectly  describes  any  Asiana  Airlines  flight.  Our  staff  won't 
just  cater  to  you.  They'll  pamper  you.  Our  fleet  is  one  of  the  newest 
in  the  air,  with  all  the  modern  amenities.  Just  sink  back  into  your 
scat  -  all  the  way  back  to  1800  in  Sleeper  First  Class  -  and  enjoy. 
A  rewarding  experience,  especially  since  the  miles  you  fly  with  us 
can  be  credited  to  your  American  Airlines  Advantage  account. 
Next  time,  fly  Asiana.  After  all,  why  should  kids  have  all  the  fun? 
Call  your  travel  agent  or  Asiana  at  800-227-4262.  Or  visit  www.flyasiana.com. 


L MATY  •  SAKHALINSK  •  SYDNEY  •  GUAM  •  BEIJING  -  BANGKOK  •  MANILA  •  SINGAPORE  •  YECHON  •  SHANGHAI  •  YANTAI 


Neither  a  Lender  nor 
A  Dealmaker  Be 


BY  ELISA  WILLIAMS 

CHASE  MANHATTAN  AND  J.P. 
Morgan.  Deutsche  Bank  and 
BT  Alex.  Brown.  BankBoston 
and  Robertson  Stephens. 
First  Union  and  EVEREN 
Capital.  It  seems  a  week  doesn't  pass 
without  a  commercial  bank  gobbling 
up  an  investment  banker.  But  there's  a 
glaring  omission  to  the  list:  Wells  Fargo. 
Since  Glass-Steagall  rules  prohibiting 
banks  from  underwriting  stocks  were 
lifted  last  year,  Wells  has  been  an  excep- 
tion to  the  trend  of  banks  bulking  up 
their  dealmaking  business. 

Wells  Chief  Executive  Officer 
Richard  Kovacevich  isn't  ignoring  the 
competition.  In  fact,  $234  billion  (as- 


While  many  big  banks  zig 
into  investment  banking, 
Wells  Fargo  is  zagging 
;  in  the  opposite 

direction. 


*****  I  ^Vijt-W  • 


:  \  •:■  r. . 


sets)  Wells  will  pick  up  a  small  invest- 
ment bank,  Van  Kasper  &  Co.,  in  its 
pending  acquisition  of  Utah  bank  hold- 
ing company  First  Security,  one  of  38 
acquisitions  Wells  has  made  in  the  past 
year  and  a  half.  That  adds  to  its  earlier 
acquisition  of  a  smallish  Seattle  broker- 
age, Ragen  MacKenzie. 

But  instead  of  combining  the  two 
businesses  to  achieve  economies  of  scale, 
Kovacevich,  56,  is  leaving  Van  Kasper's 
investment  banking  operation  alone  to 
sink  or  swim  on  its  own.  Nothing  per- 
sonal, but  Kovacevich  doesn't  much  care 
for  mixing  fast-buck  investment  bank- 
ing into  Wells.  Perhaps  just  in  time, 
Jonathan  Merriman,  who  helped  run 
the  Van  Kasper  unit,  decided  to  quit. 


Identity  crisis:  Dennis  Mooradian  need 
convince  folks  to  invest  where  they  ba 

"Investment  banking  is  very  tn 
action  oriented,"  sniffs  Kovacev 
whose  Norwest  Corp.  took  over 
Francisco-based  Wells  in  1998, 
adopted  the  Wells  name.  "There  a 
incentives  for  teamwork,  sharing,  { 
nering  or  long-term  relations! 
That's  just  against  the  culture  that  v 
trying  to  develop." 

Rather,  Kovacevich  is  betting  V 
future  on  a  strategy  that  empha: 
Main  Street  over  Wall  Street.  His  e\ 
thing-for-everyone  approach  is  at 
tempt  to  exploit  the  company's  5 
branches  into  one-stop  shops  for  ih 
cial  needs  ranging  from  mortgage 
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norrr 


before  the  global  reach  of  the  internet,  businesses  had  to  worry  whether 
customers  would  show  up.  now  the  cause  for  concern  is  when  they  do.  all 
together,  in  droves,  in  the  volume-dense  surge  economy,  the  pressure  to  perform 
has  never  been  more  intense,  to  meet  these  demands  head-on,  intel  is  launching 
a  global  network  of  state-of-the-art  internet  data  centers,  now  any  company 
can  quickly  gain  the  advantages  of  an  e-business  without  going  through  the 
contortions  of  one.  the  same  people  and  technology  that  make  intel  a  $1-billion- 
a-month  e-business  are  at  the  heart  of  intel'  online  services,  so  while  you're 
generating  traffic,  you  can  be  assured  that  intel  will  handle  it  when  it  comes  in. 
because  in  the  surge  economy,  the  problem  isn't  finding  customers,  it's  what  to 
do  when  they  find  you.  (solutions  for  the  surge  economy  -»  intel.com/go/ebiz) 

mm 


investments  and  small  business  loans. 

"We're  not  trying  to  say  we're  a  bet- 
ter banker  than  the  bank  across  the 
street  or  we're  a  better  broker,"  says  Ko-  • 
vacevich,  a  standout  pitcher  on  his 
mid-1960s  Stanford  University  baseball 
team.  "What  we're  saying  is  that  we're 
better  than  a  bank  and  better  than  a 
broker." 

For  an  insight  into  Kovacevich's 
strategy,  visit  the  experimental  Wells 
Fargo  branch  in  the  wealthy  seaside  en- 
clave of  La  Jolla,  Calif.  Video  monitors 
throb  with  the  latest  financial  markets 
news.  A  "concierge"  sits  at  a  wood  and 
stainless  steel  service  desk  at  the  bank's 
entrance  to  direct  customers  to  the  In- 
ternet kiosks,  the  teller  line  or  a  bay  of 
private,  glass-enclosed  offices  where 
they  can  meet  with  a  stockbroker,  "fi- 
nancial consultant"  or  a  loan  officer. 

Randy  A.  Ackerman,  a  broker  who 
joined  Wells  from  Smith  Barney  four 
years  ago,  claims  inside  referrals  now 
account  for  75%  of  his  new  customers. 

"We  have  Qualcomm  secretaries 
with  high  net  worths  who  bank  here," 
Ackerman  brags  of  his  potential  clien- 
tele. "We  have  one  with  over  a  million 
dollars  in  stock  who  banks  with  us." 

If  the  La  Jolla  model  proves  a  suc- 
cess, Wells  may  expand  it  to  other  loca- 
tions that  serve  high-end  customers.  At 
the  same  time,  it  is  considering  testing  a 
version  of  the  concept  in  grocery 
branches  in  Nevada.  The  in-store 
branches  will  be  equipped  with  private 
video-conference  booths  where  cus- 
tomers can  speak  with  a  Wells  broker. 

"In  some  people's  minds  branch 
banking  is  dead,"  says  Robert  Chle- 
bowski,  executive  vice  president  of  dis- 
tribution strategies.  What's  dead  are 
branches  limited  to  banking  transac- 
tions, Chlebowski  argues.  Wells  expects 
that  its  grass  roots  campaign  to  peddle 
more  financial  products  will  enable  its 
investment,  insurance  and  trust  busi- 
nesses to  account  for  25%  of  the  com- 
pany's net  income  by  2003,  up  from 
15%  today. 

Like  others  in  the  industry,  Kovace- 
vich  knows  he  must  reinvent  the  bank 
to  move  it  beyond  its  traditional  depen- 
dence on  low-margin  fee  income,  lend- 


ing and  services.  But  whereas  other 
banks  see  their  future  in  a  combination 
of  investment  banking,  underwriting 
and  limited  retail-stock  trading,  Ko- 
vacevich  thinks  the  emphasis  on  deal- 
making  has  proved  to  be  a  bum  bet. 

Most  notably,  Wells'  longtime  cross- 
country rival,  Bank  of  America,  suf- 
fered a  black  eye  after  paying  $1.2  bil- 
lion, or  eight  times  book,  for 
Montgomery  Securities  and  then  seeing 
its  expensively  acquired  talent  decamp. 
Many  of  the  Montgomery  departees 

Stocks  and  Socks  Redux? 

Wells  still  derives  the  bulk  of  its  revenues 
from  old-fashioned  lending.  But  the  bank  is 
trying  hard  to  diversify  its  sources  of  income. 

Wells'  1999  Sources  of  Revenue 

.  Service  charges  on  deposits  9% 
.  Trust  and  investment  fees  B% 

Mortgage  banking  V/% 

Other  fees  and  commissions  7% 

Net  venture  capita!  6% 

Credit  card  fee  revenue  V/t 
C-he-  3 
Insurance  2% 

Source:  Banc  of  America  Securities. 

"What  we're  saying  is 
that  we're  better 
than  a  bank  and 
better  than  a  broker." 

joined  a  new  and  instantly  successful 
firm  founded  by  Montgomery's  former 
boss,  Thomas  WeiseL  BofA  eventually 
had  to  rebuild  the  business  by  replacing 
employees  who  had  defected,  in  some 
cases  reportedly  paying  twice  the  going 
rate.  BofA  now  claims  that  in  the  past 
year  it  has  almost  doubled  its  equity  in- 
vestment banking  division  revenues. 

Some  commercial  banks  buying 
dealmaking  firms  have  escaped  BofA's 
earlier  fate,  but  only  by  dint  of  keeping 
their  organizations  separate.  That,  of 
course,  vitiates  the  synergy  that  suppos- 
edly justified  the  purchase. 

Combining  organizations  makes 
some  sense  if  the  two  institutions  serve 
a  similar  broad  customer  base,  savs 


Goldman  Sachs  banking  analyst 
Appelbaum.  But  for  some  deals,  su 
FleetBoston  Financial  and  Robe; 
Stephens,  "the  real  synergy  bet' 
[investment  banking]  and  the  rfl 
the  bank  is  murky,"  she  says. 

"We're  just  cautious  about  h> 
can  really  work,"  says  Kovacevich  c 
investment  bank  deals.  "Some  of 
have  been  disasters.  The  M 
gomeries.  In  most  cases  that  th. 
been  successful,  it's  because  tht 
been  left  alone,  like  H&Q  [Hamb 
&  Quist]      and  Robei 

  Stephens.  You  can  make  a 

vestment,  but  you're  not  ac 
a  lot  of  value  if  it  doesn't  fil 
the  organization." 

But  even  with  contr; 
ambitions,  Kovacevich  ha 
work  cut  out  for  him.  Well 
ecutives  confess  that  few 
sumers  think  of  their  bank  \ 
they  seek  investment  advice 
"One  of  the  most  frustr 
things  I  encounter  is  on 
weekends  when  I  go  to  a  coc 
party  and  people  say,  'Wh; 
you  do?'  "  says  Dennis  Mc 
dian,  who  joined  Wells  in 
from  Lehman  Brothers  to 
the  bank's  private  client  1 
nesses.  "Without  fail  they 
didn't  know  Wells  Fargo  is  i: 
brokerage  business.'" 

To  correct  that  ignor 
Wells  launched  a  TV  campaij 
change  its  image,  starting  in  Minm 
and  soon  to  expand  to  most  of  the  ( 
22  states  where  it  operates.  In  some  c 
Wells  will  retain  a  broker's  brand, 
as  Ragen  MacKenzie  in  the  N'orthw 
But  word  of  the  new  financia 
permarket  strategy  filters  down  sl> 
to  the  front  ranks.  At  a  branch  in  Pi 
Palisades,  one  of  Los  Angeles'  wea 
est  celebrity-glutted  neighborho 
bank  employees  on  a  busy  Satu 
didn't  mention  the  in-house  br 
until  asked  specifically  about  him. 

"It's  no  secret  that  when  pe 
think  of  great  investing  acumen, 
don't  think  of  their  local  commu 
bank,"  Mooradian  sighs.  "That's 
hurdle  we  have  to  get  over." 
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Computers  that 

understand 
your  business? 

Are  these 
people  crazy? 


We  don't  think  so.  effectiveness  that  would  have  been  thought  impossible 

They  are  all  highly  successful  organizations.  And  they  until  very  recently. 

Bidn't  get  to  be  that  way  by  trusting  their  fortunes  to  fanciful  Based  on  sophisticated  applications  of  probability  theory, 

Ideas.  Another  thing  they  have  in  common  is  that  they  all  use  Autonomy  software  is  bringing  huge  competitive  advantages 

Autonomy  software.  to  all  the  organizations  listed  above. 

Which  means  their  computers  now  do  a  great  deal  more  And  their  number  is  increasing  everyday, 

han  collect,  collate  and  store  data.  There  are  in  fact  very  few  businesses  that  couldn't 

They  have  software  that  reads,  understands  and  makes  reap  similar  benefits  by  installing  Autonomy  products, 

ense  of  the  rapidly  increasing  amount  of  information  that  And  frankly  they'd  be  crazy  not  to. 

s  essential  to  their  continuing  success.  For  more   information  on   how  Autonomy  products 

Or,  to  put  it  another  way,  their  computers  can  now  assess  can  improve  your  business  performance  call  us  toll  free 

he  value  and  significance  of  information.  So  that  it  is  at  l-877-MYAUTONOMY  or  visit  our 

>rioritized,  distributed  and  acted  upon  with  a  speed  and  ©      website  at  www.autonomy.com. 
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The  Art  of  War 


An  architect  of  the  Gulf  war  air 
attack  now  teaches  business 
strategy.  Can  he  do  for  McDonald's 
what  he  did  for  Kuwait? 

BY  BRUCE  UPBIN 

DESPERATE  TIMES  CALL  FOR  DESPERATE  MEASURES. 
What  else  would  explain  why  McDonald's  has  turned 
to  a  military  hero  to  help  it  navigate  the  messy 
trenches  of  the  burger  wars? 
Retired  Air  Force  Colonel  John  A.  Warden  III  flew  266 
combat  missions  in  Vietnam  but  is  best  known  for  master- 
minding the  Gulf  war  air  campaign  in  1991.  Now  he's  a  con- 
sultant who  helps  companies  apply  military  tactics  to  busi- 
ness problems. 

Marketers  are  suckers  for  jargon-spouting  consultants, 
and  Warden — with  his  talk  of  parallel  attacks  and  rules  of 
engagement — has  found  a  rapt  audience.  Texas  Instruments, 
Fannie  Mae,  Motorola  and  Electronic  Arts  are  among  the 
companies  who  have  hired  his  Prometheus  Strategies  to 
apply  the  tactics  of  warfare  to  their  businesses. 

Example:  The  Gulf  war's  Operation  Instant  Thunder  hit 


Battlefield  to  boardroom:  John 
Warden  tells  firms  how  to  win  at  v 

150  Iraqi  targets  in  the  fuj 
hours,  leaving  Saddam  Kus 
forces  blind  and  deaf.  Trans 
the  blitzkrieg  for  corporate  A 
ica,  Warden  preaches  bold-s 
planning  that  can  change 
markets.  To  make  it  work,  he 
every  level  of  a  business  must 
volved  and  focused  on  finding 
age  points  that  will  change  ; 
tern — called  "centers  of  gra 
— and  attacking  them  quickl; 
simultaneously,  not  in  serial  fa 
"The  common  approach  of  c 
through  trial  and  error  is  act 
riskier  than  parallel  attacks," 
gues.  "You  can't  move  forward 
each  step  is  complete,  and  it's 
you  that  much  longer  to  fino 
you  were  wrong." 

McDonald's  troops  ma 
tough  to  rally.  The  company,  v 
won't  talk  about  its  work  with 
den,  is  suffering  its  fifth  consec 
year  of  pathetic  1%  U.S.  same- 
sales  growth.  During  the  sun 
even  overseas  sales  were  weak, 
counting  and  new  menu  items  haven't  lured  custome: 
But  battle-weary  franchisees  who  attended  a  Wa 
presentation  in  San  Diego  apparently  weren't  impre 
"He  urged  us  to  find  an  escape  plan  for  replacing  th. 
Mac.  That's  not  going  to  happen.  It's  our  flagship  s 
wich,"  said  one  McDonald's  franchisee  who  was  there 
Another  round  of  Teenie  Beanie  Babies  might  work 
ter  than  warfare  chatter.  At  least  they  would  be  che; 
Warden,  who's  based  in  Montgomery,  Ala.,  charges  $2( 
for  a  l'/:-day  seminar  and  up  to  $250,000  for  a  one- 
50-person  license  for  software  and  full  strategic  plan.  S 
companies  think  Warden's  worth  it.  Texas  Instruments  c 
its  the  strategist  with  helping  the  smorgasbord  chipm 
further  refine  its  focus  on  digital  signal  processors  in  1 
The  Bama  Companies,  the  privately  held  supplier  of 
Donald's  fruit  pies  and  biscuits,  is  applying  Ward 
Prometheus  logic  to  pastries. 

Bama  Chief  Executive  Paula  Marshall-Chapman  bro 
Warden  in  a  year  ago.  Since  then  the  company  has  a 
strategy  for  feeding  new  product  ideas  to  McDonald's  h 
quarters.  Instead  of  a  months-long  back-and-forth  pro 
Marshall-Chapman  speeds  up  the  chain  of  command,  f 
like  the  simultaneous  air  sorties  of  the  Gulf  war,  a  batte 
of  seven  Bama  executives  fans  out  to  meet  with  McE 
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What's  great  and  white  and  read  all  over! 


10-brainer  Great  White®  state-of-the-art  recycled  paper,  a  whole 
of  quality  papers  for  all  your  home  and  office  needs.  The 
:  White  papers  with  the  Advanced  Ink  Lock  System™  deliver 
i  clear  text  and  vibrant  colors.  So  the  next  time  you  look  for 
f  look  for  Great  White,  the  paper  with  the  shark  on  the  label.  > 
[  see,  we  don't  call  it  great  for  nothing. 

Great  White  makes  great  paper 


aid's  franchisees,  regional  division  heads,  and  buying  coop- 
eratives to  discuss  new  products. 

Okay,  so  what  if  the  strategy  sounds  more  like  a  rapid  de- 
ployment force,  discussed  by  the  Pentagon  for  years,  than  the 
Powell  doctrine  of  maximum  force  used  in  the  Gulf  war?  Mar- 


Even  if  Snapple  isn't  a  tonic  for 
Cadbury  Schweppes,  it  will  add  fizz 
to  the  New  Age  beverage  business. 

BY  LEA  GOLDMAN 

THREEDOM  IS  FREEDOM."  YOU  MAY  NOT  REMEMBER 
this  odd  ad  theme  from  a  1996  Snapple  commercial.  In 
it,  Snapple  rhapsodized  about  the  glory  of  someday  be- 
coming the  world's  third-largest  beverage  company  after 
Coca-Cola  and  Pepsi. 

That  will  finally  happen  next  month,  when  Snapple's 
$1.45  billion  acquisition  by  Cadbury  Schweppes  is  complete. 
Too  bad  London-based  Cadbury  isn't  enjoying  its  bronze 
status  in  the  $76  billion  beverage  industry. 

Flat  soda  sales  are  part  of  the  problem.  Cadbury's  mar- 
ket share  since  buying  Dr  Pepper  and  7UP  in  1995  has 
slipped  from  15.1%  to  14.7%  pre-Snapple,  according  to 
Beverage  Digest.  Likewise,  the  company's  ADRs  don't  have 
much  fizz.  At  $24,  they  are  off  34%  from  two  years  ago.  It 
does  not  help  that  Cadbury's  strategy  is  murky.  For  in- 
stance, the  company  sold  its  non-U.S.  beverage  business 
to  Coke  last  year.  Then,  last  month,  it  announced  that  it 
hoped  to  buy  Orangina,  which  is  stronger  in  Europe  than 
in  the  U.S.  "You  have  to  take  good  notes  to  stay  up  on  Cad- 
bury. How  many  investors  have  that  kind  of  patience?" 


shall-Chapman  doesn't  care.  "Within  one  week  every  ini 
tial  [Mc  Donald's]  person  in  the  country  is  going  to  kno 
pie  strategy,"  she  says.  But  are  the  pies  going  to  taste  bettei 
the  gooey  concoctions  McDonald's  usually  serves?  No  an 
of  marketing  is  going  to  overcome  that  challenge. 


Wedded  bliss?  Snapple  Chief  Michael  Weinstein  toasts  his  new  b 

asks  beverage  analyst  Marc  Greenberg  of  PaineWebf 
Can  Snapple  pull  Cadbury  out  of  the  dumps?  Un 
Triarc  Cos.,  the  parent  company  of  Snapple,  had  revc 
of  $774  million  last  year,  a  drop  in  the  syrup  bucket 
pared  with  Coke  ($19.8  billion)  and  Pepsi  ($20.4  bill 
What  the  New  Age  (read:  expensive)  line — which  inc 
Mistic  beverages  and  Stewart's  root  beer,  as  well  as  S 
pie — will  do  is  give  Cadbury  more  clout  in  grocery  si 
Snapple's  distributor  network  will  also  help  Cadbury,  vt 
relies  on  independent  bottlers  and  distributors  with  gr 
loyalty  to  Coke  and  Pepsi.  "Distribution  has  been 
biggest  challenge  in  the  U.S.,"  says  Gary  Hemphill,  a  coi 
tant  with  Beverage  Marketing  Corp. 

But  Snapple  isn't  a  guaranteed  silver  bullet.  Quaker 

had  high  hopes i 
it  bought  the  b 
for  $1.7  billio 
1994.  After  alien; 
distributors 


rowth 


scrapping  Snapple's  offbeat  marketing  plans — inclu 
Wendy,  its  unpolished  but  popular  pitchwoman — Quake 
fered  a  sales  decline  and  ended  up  shedding  the  brand  fo 
$300  million  in  1997.  Tiny  Triarc  bought  the  branc 
turned  it  around  for  a  huge  profit.  Cadbury  plans  to  keep 
arc  management  in  place  now,  at  least  long  enough  to 
few  more  brands.  Cadbury  may  pay  as  much  as  $660  m 
for  Orangina  and  YooHoo,  now  owned  by  Pernod  Ricar 
Another  problem  for  Cadbury:  Even  though  these  a 
sitions  failed  to  give  its  stock  a  short-term  jolt,  they  wi 
fuel  to  the  New  Age  beverage  battle.  Until  now  Coke 
Pepsi  haven't  spent  a  lot  of  money  promoting  their  nor 
bonated  offerings.  In  the  first  six  months  of  the  year 
spent  just  $249,000  advertising  FruitWorks,  the  Snap 
esque  brand  it  rolled  out  in  January,  says  Competitive  M 
Reporting.  Cadbury  will  probably  more  than  double  Si 
pie's  $9  million  1999  ad  budget.  But  Coke  and  Pepsi  can 
ily  win  a  war  of  dollars — and  products.  Pepsi  is  expecte 
accelerate  its  introduction  of  a  line  of  Dole  single-serve  1 
drinks,  originally  planned  for  early  next  year.  Dole  now 
pineapple  juice  in  cans  and  licenses  other  flavors  to  Pe] 
Tropicana  for  sale  in  grocery  stores.  Either  Coke  or  P 
might  buy  South  Beach  Beverage  Co.,  a  privately  held  cc 
pany  in  Norwalk,  Conn,  known  for  its  nutrient-enhan 
brands,  such  as  Lizard  Fuel.  At  2.7  times  sales,  South  Be 
would  be  worth  $450  million. 

It  looks  like  threedom  is  easier  said  than  had. 
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In  the  office  pool  for  the  1998 
Presidents  Cup  matches,  did 
you  pick  Davis  Love  III  and  Fred 
Couples  to  beat  Steve  Elkington  and 
Greg  Norman  in  second-round  four- 
ball  play?  If  so,  you  lost,  as  the  Aussie 
pair  edged  its  U.S.  rivals,  2  and  1. 

This  fall  brings  another  chance  to 
select  winners  and  losers  in  match- 
play  competition  between  U.S.  and 
International  pros.  The  biennial 
Presidents  Cup  will  be  played  October 
20-22  in  Virginia.  Competition  will  be 
intense,  but  golf's  image  makers  know 
their  game  needs  a  break  from  the 
rudeness  and  jingoism  seen  lately. 
Read  on  to  find  out  what's  at  stake  in 
the  2000  Presidents  Cup. 
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Presidents  Cup  Preview 


'A. 


The  2000  President: 
Cup  offers  global 
golf  a  shot  of  relief 
from  a  long-running 
one-man  show. 


Opening  ceremonies  1996  (top); 
Phil  Mickelson,  Ernie  Els  (above); 
the  victorious  1998  Internationals 
(far  right) 


ike   Bud   Lite  beer  and 
"Police  Academy  2,"  the 
Presidents  Cup  is  a  spin-off 
product    responsible  for 
winning    its  own 
audience.  And  while 
it  hasn't  shed  the  tears  of  a 
clone  for  total  lack  of  recog- 
nition, this  eight-year-old 
team  event  has  shivered  a 
bit  in  the  cool  shadows  of 
the  Ryder  Cup. 
But  here  in  2000,  sunlight  is  glint- 
ing off  the  Presidents  Cup.  With  glob- 
al golf  whittled  down  to  an  all-Tiger- 
all-the-time  proposition,  the  concept 


of  pitting  Woods  and  1 1  of  his  cou 
men  against  a  dozen  Internati 
suddenly  holds  special  appeal.  Fc 
worldwide  golf  audience,  it  off! 
refreshing  chance  for  suspense, 
think:  If  two  of  the  Internationals 
lights-out  in  foursomes  or  fou 
and  Woods  gets  zero  help 
whichever  teammate  he's  paired 
fans  may  see  a  match  involving 
Anointed  One  going  (gulp)  the  fu 
Even  in  singles  competition,  T 
preordained  waxing  of  whicl 
Aussie  or  Paraguayan  he  draws  \ 
count  for  more  than  a  single  p 
now  will  it?  Strategy  question:  W: 
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i  iks  show  up  on  Sunday  wearing 
i '  red  shirts  with  Nike  logos? 
t  :ourse,  Tiger's  team-play  record  is 
i  out  of  sync  with  the  rest  of  his 
career.  He  has  competed  on  only 
esidents  Cup  team,  the  1998  edi- 
nd  has  yet  to  win  a  four-ball 
In  his  lone  singles  face-off, 
edged  Greg  Norman  1-up.  The 
rand  Slammer  is  actually  2-3-0  as 
:  Cupper  and  a  combined  5-9-1  in 
1:  and  Presidents  Cup  competition. 
I  has  a  ways  to  go  to  catch  "Mr. 
fents  Cup,"  as  team  captain  Ken 
I  ri    refers    to    Fred  Couples, 
ie — who  was  edged  out  for  a  cap- 
choice  spot  on  the  2000  roster  by 
linger  and  Loren  Roberts — com- 
on  the  first  three  squads  and 
"tied  an  8-3-1  lifetime  mark  as  the 
lotched  victories  in  '94  and  '96 
suffered  a  lopsided  loss  in  1998. 
ugh  the  first  American  Presidents 
earn  won  by  20  to  12,  the  match 
pser  than  that  tally  suggests,  and 
les  made  the  official  difference, 
tig  back  from  3-down  with  seven 


to  play  against  Nick  Price,  Fred  drove 
into  a  fairway  bunker  on  the  18th  hole. 
Playing  a  9-iron,  he  stuffed  his  147- 
yard  shot  within  a  foot  of  the  hole  to 
win  1-up,  icing  the  chalice  for  the  U.S. 
team.  The  Yanks'  successful  cup  defense 
in  1996,  at  Robert  Trent  Jones  Golf 
Club  in  Virginia,  was  also  clinched  by  a 
Couples  win,  this  one  by  2  and  1  over 
Vijay  Singh. 

■  n  keeping  with  Ryder  Cup  prece- 
1  dent,  Couples  came  out  paired  with 
I  Davis  Love  III  in  a  first-morning 
four-ball  match  for  the  inaugural 
Presidents  Cup  match  back  in  '94.  He 
and  Davis  edged  Price  and  the 
Australian  Bradley  Hughes,  1-up,  and 
the  two  have  played  six  matches  togeth- 
er since,  winning  four  and  losing  two. 

The  other  well-established  pairing  in 
Presidents  Cup  annals  is  Corey  Pavin- 
Phil  Mickelson,  a  tandem  that  halved 
one  match  in  '94  and  then  came  back  to 
win  two  in  '96  against  a  single  loss. 
Pavin's  finest  Presidents  Cup  hour 
came   in   alternate-shot   play  with 


Roberts.  The  two  Californians  stood  3- 
down  through  12  holes  against  Craig 
Parry  and  Fulton  Allem  on  day  two  of 
the  '94  matches,  but  stormed  back  to 
win  after  Pavin  holed  a  bunker  shot  at 
No.  16  that  counted  for  birdie  and  kept 
the  match  alive. 

There  were  shouts  and  celebration 
aplenty  for  the  two  winning  American 
teams,  then  exultation  for  the 
International  side  when  Craig  Parry 
and  Nick  Price  polished  off  the  U.S. 
team  with  singles  victories  on  day  three 
of  the  '98  matches.  But  the  2000 
Presidents  Cup  can  likely  be  counted 
on  for  more  restraint  than  rowdiness. 
The  U.S.  players  who  were  part  of  the 
excessive  celebration  at  the  '99  Ryder 
Cup  "all  regret  it,"  says  Venturi.  "They 
know  how  to  handle  things  this  time." 

Along  with  seeing  Tiger  Woods  in  a 
golf  contest  the  outcome  of  which  he 
does  not  completely  control,  viewing 
international  match  play  conducted 
with  an  extra  dose  of  sportsmanship 
makes  this  year's  Presidents  Cup  a  show 
that's  worth  watching.  ■ 


CRAIG  JONES/A1XSPORT 


?obert 
rent 


^1 

■■lags  flying  above  the  massive  Georgian  clubhouse  at  Robert  Trent 
p Jones  Golf  Club  stood  at  half-mast  on  June  14,  the  day  the  club's 
■    namesake  passed  away,  within  a  week  of  his  94th  birthday.  If  the 

Z6™™  °f}^S  elC ,u.siye  Preserv*  for  the  wealthy  golf  aficionado  had 
been  a  good  idea  back  in  the  mid-1980s,  it  now  seems  a  great  one 
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For  Donald  Ross,  the  meccas  are 
Dornoch  and  Pinehurst;  for  Bobby 
Jones,  it's  Augusta  National;  for 
Jack  Nicklaus,  Muirfield  Village.  And 
for  "Trent,"  as  he  was  known  through- 
out the  golf  world  that  so  legibly  bears 
his  imprint,  it's  these  18  holes  along 
Lake  Manassas  in  the  rolling  hills  of 
northern  Virginia. 

"We  hope  he'll  live  on  through  this 
club,"  says  Cary  Sciorra,  the  club's  head 
professional.  "He  was  proud  of  what  he 
accomplished  here.  It's  our  job  to  keep 
it  alive  and  well." 

Adds  Lance  Hartman,  the  PGA  Tour 
staffer  who's  on  site  to  coordinate  the 
2000  Presidents  Cup:  "This  is  his  name- 
sake, his  testimonial.  This  club  was 
already  in  the  upper  echelon  of  clubs. 
Now  it's  a  notch  higher  because  he'll  live 


like  potato  chips,  with  curled  edges  and 
irregular  pitches  and  rolisr  about  "lace- 
edged"  bunkers  with  ragged  seams 
looking  like  they'd  occurred  naturally 
over  time;  of  trying  to  build  at  least 
three  small  greens  within  every  green 
complex. 

Trent  looked  out  on  the  still  waters  of 
the  lake  and  marveled  at  the  beauty  of 
the  land  as  well.  "He  used  to  ask  me, 
'How  does  it  feel  to  be  the  superinten- 
dent at  the  greatest  Robert  Trent  Jones 
golf  course  in  the  world?'"  Smickley  says. 

Humbling,  for  starters.  Trent  Jones 
designed  or  redesigned  some  450  golf 
courses  in  45  states  and  29  countries  over 
a  career  that  spanned  seven  decades. 
Deciding  as  a  teenager  to  become  a 
golf  course  designer  and  then  hand- 
crafting a  program  of  study  at  Cornell  to 


Trent  Jones  Golf  Club  (RTJ),  wh 
October  will  host  its  third  Pre 
Cup  matches.  A  hallway  outside 
shop  at  RTJ  displays  a  handful  c 
tos  from  the  first  two  events 
defined  by  final-day  clutch  play 
Fred  Couples — a  9-iron  to  withi 
es  on  No.  18  in  1994,  and  a  40-fa 
for  birdie  on  the  17th  in  1996 
shot  secured  the  winning  points 
American  team. 

The  grandeur  of  the  facility 
easy  accessibility  for  the  nation; 
ers  who've  played  there — Clinton 
and  Quayle  among  them — prove 
just  what  the  PGA  Tour  was  look 

"The  whole  place  is  a  magnified 
ity,"  says  David  Graham,  Intern 
team  captain  in  1994.  "The  envirc 
is  as  good  as  this  country  has  to  ol 


on  in  spirit  here." 

Glenn  Smickley,  recently  promoted 
to  club  director  of  operations,  was 
course  superintendent  during  con- 
struction and  grow-in  back  in  1989  and 
1990.  He  remembers  frequent  visits 
from  Jones,  the  octogenarian  nearly 
always  decked  out  in  coat  and  tie.  His 
mind  made  up  for  what  his  body  lacked 
in  dexterity  at  that  point.  Jones  talked 
to  Smickley  about  greens  that  looked 


suitably  prepare  himself,  he  was  ulti- 
mately credited  with  giving  birth  to 
course  design  as  a  formal  occupation. 

Many  innovations  in  golf  course 
design  are  his:  elongated  tees  that 
stretch  courses  up  to  7,000  yards  from 
front  to  tip;  heroic  carries  over  water; 
the  "signature"  course  as  a  marketing 
ploy;  and  greens-within-greens  with 
well-defined,  multiple  hole  locations. 

You'll  find  all  of  the  above  at  Robert 


Situated  35  miles  from  the 
House,  the  club  abuts  Lake  Mai 
an  850-acre  reservoir  that  com 
the  largest  water  mass  in  no 
Virginia.  Upon  discovering  the  p 
ty  in  the  late  1970s,  Trent  excls 
"Oh  my  God,  what  a  place  to  b 
golf  course." 

Trent  originally  envisioned  an 
sive  private  golf  club,  the  h 
Atlantic's  answer  to  Pine  Vail 
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i  ista  National,  and  tried  to  make  the 
i  work  by  himself.  But  the  numbers 
i  market  never  cooperated.  By  the 
;  1980s,  however,  one  of  Trent's  Fort 
i  .erdale  neighbors,  Wendy's  ham- 
?r  baron  Dave  Thomas,  introduced 
ito  Clay  Hamner,  a  Durham,  N.C., 
oper  who  eventually  put  a  plan 
i  deal  together  that  brought  Trent's 
n  to  fruition. 

nen  the  club  opened  in  late  1990,  it 


The  17th  at  Robert  Trent 
Jones  (opposite  page)  is  one 
of  nine  holes  on  the  course 
that  skirt  Lake  Manassas. 
The  par-3  11th  (above) 
should  serve  as  the  turning 
point  for  many  a  2000  Presi- 
dents Cup  match.  This  year's 
playing  will  provide  an  epi- 
taph for  Trent  Jones  Sr.  (left). 


enly,  lowering  my  high  cholesterol 
became  even  more  important  than  football. 


Head  Coach  Dan  Reeves 


Only  six  weeks  before  one  of  the  most  important  games  of  my  life,  I 
felt  a  strange  pain  in  my  chest  -  and  wanted  to  ignore  it.  I  mentioned 
it  to  my  doctor,  who  encouraged  me  to  get  it  checked  out  the  next  day. 
What  they  found  was  unlike  any  opponent  I  had  ever  faced:  three  of 
my  arteries  were  more  than  90  percent  blocked.  I  was  suffering  from 
heart  disease  and  had  to  undergo  emergency  bypass  surgery. 
Fortunately,  I  had  a  full  recovery,  and  was  even  able  to  coach  my  team  in 
the  biggest  game  of  the  season  four  weeks  later.  Looking  back,  I  wish 
I  had  done  some  of  the  things  I  am  doing  now  to  take  better  care  of 
myself.  Some  of  those  things  include 

When 

diet  and  exercise  are  not  enough,  Z0C0R  can  help  people  with  high 
cholesterol  and  heart  disease  live  a  longer  life  by  reducing  the  risk 
of  a  heart  attack.  Z0C0R  is  a  prescription 

medication,  so  you  should  ask  your  doctor  or  healthcare  professional 
if  ZOCOR  is  right  for  you.  ZOCOR  isn't  for  everyone,  including  women 
who  are  pregnant  or  nursing  or  who  may  become  pregnant,  people 
who  are  allergic  to  any  of  its  ingredients,  or  anyone  with  liver 
disease.  Unexplained  muscle  pain  or  weakness  could  be  a  sign  of  a 
rare  but  serious  side  effect  and  should  be  reported  to  your  doctor 
right  away.  Your  doctor  may  do  simple  blood  tests  before  and  during 
treatment  with  ZOCOR  to  check  for  liver  problems.  Be  sure  your  doctor 
knows  about  medications  you  may  be  taking  in  order  to  avoid  any 
serious  drug  interactions.  With  so  much  to  look  forward  to,  don't  let 
high  cholesterol  and  heart  disease  take  you  out  of  the  game. 


Talk  to  your  doctor  to  see  if  ZOCOR  is  right  for  you. 


YOUR  RESULTS  MAY  VARY. 

PLEASE  READ  THE  ADDITIONAL  INFORMATION  ON  ZOCOR  IMMEDIATELY  FOLLOWING  THIS  AD. 


.  mi 

(SIMVASTATIN) 


PLEASE  READ  THIS  SUMMARY  CAREFULLY,  AND  THEN  ASK  YOUR  DOCTOR  ABOUT 
ZOCOR.  NO  ADVERTISEMENT  CAN  PROVIDE  ALL  THE  INFORMATION  NEEDED  TO 
PRESCRIBE  A  DRUG.  THIS  ADVERTISEMENT  DOES  NOT  TAKE  THE  PLACE  OF  CAREFUL 
DISCUSSIONS  WITH  YOUR  DOCTOR.  ONLY  YOUR  DOCTOR  HAS  THE  TRAINING  TO 
WEIGH  THE  RISKS  AND  BENEFITS  OF  A  PRESCRIPTION  DRUG  FOR  YOU. 


USES  OF ZOCOR 

ZOCOR  is  a  prescription  drug  that  is  indicated  as  an  addition  to  diet  for  many  patients  with  high  choles- 
terol when  diet  and  exercise  are  inadequate.  For  patients  with  coronary  heart  disease  (CHD)  and  high  cho- 
lesterol, ZOCOR  is  indicated  as  an  addition  to  diet  to  reduce  the  risk  of  death  by  reducing  coronary  death; 
to  reduce  the  risk  of  heart  attack;  to  reduce  the  risk  for  undergoing  cardiac  procedures  (coronary  artery 
bypass  grafting  and  percutaneous  transluminal  coronary  angioplasty);  and  to  reduce  the  risk  of  stroke  or 
transient  ischemic  attack  (TIA). 
WHEN  ZOCOR  SHOULD  NOT  BE  USED 
Some  people  should  not  take  ZOCOR.  Discuss  this  with  your  doctor. 

ZOCOR  should  not  be  used  by  patients  who  are  allergic  to  any  of  its  ingredients.  In  addition  to  the  active 
ingredient  simvastatin,  each  tablet  contains  the  following  inactive  ingredients;  cellulose,  lactose,  mag- 
nesium stearate,  iron  oxides,  laic,  titanium  dioxide,  and  starch.  Butylated  hydroxyanisole  is  added  as  a 
preservative. 

Patients  with  liver  problems:  ZOCOR  should  not  be  used  by  patients  with  active  liver  disease  or 

repeated  blood  test  results  indicating  possible  liver  problems.  (See  WARNINGS ) 

Women  who  are  or  may  become  pregnant:  Pregnant  women  should  not  take  ZOCOR  because  it 

may  harm  the  fetus  Women  of  childbearing  age  should  not  take  ZOCOR  unless  it  is  highly 

unlikely  that  they  will  become  pregnant.  If  a  woman  does  become  pregnant  while  on  ZOCOR,  she 

should  stop  taking  the  drug  and  talk  lo  her  doctor  at  once. 

Women  who  are  breast-feeding  should  not  take  ZOCOR 

WARNINGS 

Muscle:  Tell  your  doctor  right  away  if  you  experience  any  unexplained  muscle  pain, 
tenderness,  or  weakness  at  any  time  during  treatment  with  ZOCOR  so  your  doctor  can 
decide  if  ZOCOR  should  be  stopped.  Some  patients  may  have  muscle  pain  or  weakness 
while  taking  ZOCOR.  Rarely,  this  can  include  muscle  breakdown  resulting  in  kidney 
damage.  The  risk  of  muscle  breakdown  is  greater  in  patients  taking  certain  other  drugs 
along  with  ZOCOR,  such  as  the  lipid-lowering  drug  Lopid  (gemfibrozil),  and  other  fibrates; 
lipid-lowering  doses  of  niacin  (nicotinic  acid);  Sandimmune  (cyclosporine); 
itraconazole,  ketoconazole,  and  other  azole  antifungal  drugs;  the  antibiotics  erythromycin 
and  clarithromycin;  HIV  protease  inhibitors;  and  the  antidepressant  nefazodone. 
Interruption  of  therapy  with  ZOCOR  should  be  considered  if  you  are  going  to  take  an  azole 
antifungal  medication,  such  as  itraconazole,  or  macrolide  antibiotics,  such  as  ery- 
thromycin. Patients  using  ZOCOR  along  with  any  of  these  other  drugs  should  be  carefully 
monitored  by  their  physician.  The  risk  of  muscle  breakdown  is  greater  in  patients  with 
kidney  problems  or  diabetes. 

Because  there  are  risks  in  combining  therapy  with  ZOCOR  with  the  drugs  listed  above, 
your  doctor  should  carefully  weigh  the  potential  benefits  and  risks.  He  or  she  should  also 
carefully  monitor  patients  for  any  muscle  pain,  tenderness,  or  weakness,  particularly 
during  the  initial  months  of  therapy  and  if  the  dose  of  either  drug  is  increased.  Your 
doctor  also  may  monitor  the  level  of  certain  muscle  enzymes  in  your  body,  but  there  is  no 
assurance  that  such  monitoring  will  prevent  the  occurrence  of  severe  muscle  disease. 

If  you  have  conditions  that  can  increase  your  risk  of  muscle  breakdown,  which  in  turn 
can  cause  kidney  damage,  your  doctor  should  temporarily  withhold  or  stop  ZOCOR.  Also, 
since  there  are  no  known  adverse  consequences  of  briefly  stopping  therapy  with  ZOCOR, 
treatment  should  be  stopped  a  few  days  before  elective  major  surgery  and  when  any 
major  acute  medical  or  surgical  condition  occurs.  Discuss  this  with  your  doctor,  who  can 
explain  these  conditions  to  you. 

Liver:  About  1%  of  patients  who  took  ZOCOR  in  clinical  trials  developed  elevated  levels 
of  some  liver  enzymes.  Patients  who  had  these  increases  usually  had  no  symptoms.  Elevated  liver 
enzymes  usually  returned  to  normal  levels  when  Iherapy  with  ZOCOR  was  stopped. 

In  the  ZOCOR  Survival  Study,  the  number  of  patients  with  more  than  one  liver  enzyme  level  elevation  to 
greater  than  3  times  the  normal  uppei  limit  was  no  different  between  the  ZOCOR  and  placebo  groups.  Only 
8  patients  on  ZOCOR  and  5  on  placebo  discontinued  Iherapy  due  to  elevated  liver  enzyme  levels.  Patients 
were  started  on  20  mg  of  ZOCOR,  and  one  Ihird  had  their  dose  raised  to  40  mg. 

Your  doctor  should  perform  routine  blood  tests  to  check  these  enzymes  before  you  start 
treatment  with  ZOCOR  and  periodically  thereafter  (for  example,  semiannually)  for  your 
first  year  of  treatment  or  until  1  year  after  your  last  elevation  in  dose.  Patients  titrated  to 
the  80-mg  dose  should  receive  an  additional  test  at  3  months.  It  your  enzyme  levels  increase, 
your  doctor  should  order  more  frequent  tests.  If  your  liver  enzyme  levels  remain  unusually  high,  your 
doctor  should  discontinue  your  medication. 

Tell  your  doctor  about  any  liver  disease  you  may  have  had  in  the  past  and  about  how  much  alcohol  you 
consume.  ZOCOR  should  be  used  with  caution  in  patients  who  consume  large  amounts  of  alcohol. 
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PRECAUTIONS 

Before  starting  treatment  with  ZOCOR"  (simvastatin),  try  to  lower  your  cholesterol  by  oil 
such  as  diet,  exercise,  and  weight  loss.  Ask  your  doctor  about  how  best  to  do  this.  Any  other  n 
lems  that  can  cause  high  cholesterol  should  also  be  treated 

Drug  Interactions:  Because  of  possible  serious  drug  interactions,  it  is  important  lo  tell  youi 
other  drugs  you  are  taking,  including  those  obtained  without  a  prescription 

ZOCOR  can  interact  with  cyclosporine  (Sandimmune),  itraconazole,  ketoconazole,  Lcj 
erythromycin,  clarithromycin.  HIV  protease  inhibitors,  and  nefazodone  (See  Vl| 
Muscle ) 

Some  patients  taking  lipid-lowering  agents  similar  to  ZOCOR  and  coumarm  anticoagulan 
blood  thinner)  have  experienced  bleeding  and/or  increased  blood  clotting  time  Patients 
medicines  should  have  their  blood  tested  before  starting  therapy  with  ZOCOR  and  should 
be  monitored. 

Central  Nervous  System  Toxicity;  Cancer,  Mutations,  Impairment  of  Fertility 

prescription  drugs,  ZOCOR  was  required  to  be  tested  on  animals  before  it  was  marketed  for] 
Often  these  tests  were  designed  to  achieve  higher  drug  concentrations  than  huma 
at  recommended  dosing.  In  some  tests,  the  animals  had  damage  to  the  nerves  in  the  cenj 
system  In  studies  of  mice  with  high  doses  of  ZOCOR,  Ihe  likelihood  of  certain  types  of  cancel 
increased.  No  evidence  of  mutations  of  or  damage  to  genetic  material  has  been  seen  In  om 
ZOCOR,  there  was  decreased  fertility  in  male  rats. 

Pregnancy:  Pregnant  women  should  not  take  ZOCOR  because  it  may  harm  the  fetus. 

Safety  in  pregnancy  has  not  been  established.  In  studies  with  lipid-lowering  agents  similai 
Ihere  have  been  rare  reports  ol  birth  defects  of  the  skeleton  and  digestive  system  Therefori 
childbearing  age  should  not  take  ZOCOR  unless  it  is  highly  unlikely  they  will  become  pi 
woman  does  become  pregnant  while  taking  ZOCOR,  she  should  stop  taking  the  drug  and  tall 
lor  at  once.  The  active  ingredient  of  ZOCOR  did  not  cause  birth  defects  in  rats  at  3  times  the 
or  in  rabbits  al  3  times  the  human  dose. 

Nursing  Mothers:  Drugs  taken  by  nursing  mothers  may  be  present  in  their  breast  milk,  Ba 
potential  for  serious  adverse  reactions  in  nursing  infants,  a  woman  taking  ZOCOR  should 
feed.  (See  WHEN  ZOCOR  SHOULD  NOT  BE  USED.) 

Pediatric  Use:  ZOCOR  is  not  recommended  for  children  or  patients  under  20  years  of  agi 

SIDE  EFFECTS 

Most  patients  tolerate  treatment  with  ZOCOR  well,  however,  like  all  prescription  drugs,  ZOCO 
side  effects,  and  some  of  them  can  be  serious  Side  effects  that  do  occur  are  usually  mild, 
lived.  Only  your  doctor  can  weigh  the  risks  versus  the  benefits  of  any  prescription  drug.  In  ci 
ies  with  ZOCOR,  less  than  1 .5%  of  patients  dropped  out  of  the  studies  because  of  side  effect) 
long-term  study,  patients  taking  ZOCOR  experienced  similar  side  effects  to  those  patients  taM 
(sugar  pills).  Some  of  the  side  effects  that  have  been  reported  with  ZOCOR  or  related  drui 
below.  This  list  is  not  complete.  Be  sure  to  ask  your  doctor  about  side  effects  belore  taking  | 
to  discuss  any  side  effects  that  occur 

Digestive  System:  Constipation,  diarrhea,  upset  stomach,  gas,  heartburn,  stomach  pi 
anorexia,  loss  of  appetite,  nausea,  inflammation  of  the  pancreas,  hepatitis,  jaundice,  fatty  chi 
liver,  and,  rarely,  severe  liver  damage  and  failure,  cirrhosis,  and  liver  cancer 

Muscle,  Skeletal:  Muscle  cramps,  aches,  pain,  and  weakness;  joint  pain,  muscle  breako 

Nervous  System:  Dizziness,  headache,  insomnia,  tingling,  memory  loss,  damage  to  nen 
weakness  and/or  loss  of  sensation  and/or  abnormal  sensations,  anxiety,  depression,  tren 
balance,  psychic  disturbances. 

Skin:  Rash,  itching,  hair  loss,  dryness,  nodules,  discoloration. 

Eye/Senses:  Blurred  vision,  altered  taste  sensation,  progression  of  cataracts,  eye  muscle 

Hypersensitivity  (Allergic)  Reactions:  On  rare  occasions,  a  wide  variety  of  symptom) 
reported  to  occur  either  alone  or  together  in  groups  (referred  to  as  a  syndrome)  that  appearedl 
on  allergic-type  reactions,  which  may  rarely  be  fatal  These  have  included  one  or  more  of  the 
severe  generalized  reaction  that  may  include  shortness  of  breath,  wheezing,  digestive  symptoi 
blood  pressure  and  even  shock;  an  allergic  reaction  with  swelling  of  the  face,  lips,  tongue  and/a 
difficulty  swallowing  or  breathing;  symptoms  mimicking  lupus  (a  disorder  in  which  a  persoi 
system  may  attack  parts  of  his  or  her  own  body);  severe  muscle  and  blood  vessel  inflammatii 
various  disorders  of  blood  cells  (that  could  result  in  anemia,  infection,  or  blood  clotting  pi 
abnormal  blood  tests;  inflamed  or  painful  joints;  hives;  fatigue  and  weakness;  sensitivity  to  sun 
chills;  flushing;  difficulty  breathing;  and  severe  skin  disorders  that  vary  from  rash  to  a  serioi 
shedding  of  skin  all  over  the  body,  including  mucous  membranes  such  as  the  lining  of  the  w 

Other:  Loss  of  sexual  desire,  breast  enlargement,  impotence. 

Laboratory  Tests:  Liver  function  test  abnormalities  including  elevated  alkaline  phosphatase 

bin;  thyroid  function  abnormalities. 

NOTE:  This  summary  provides  important  information  about  ZOCOR.  If  you  w 
more  information,  ask  your  doctor  or  pharmacist  to  let  you  read  the  complete  pi 
information  and  then  discuss  it  with  them. 


ZOCOR  is  a  registered  trademark  of  Merck  &  Co.,  Inc. 

The  other  brands  listed  are  trademarks  of  their 
respective  owners  and  not  of  Merck  &  Co.,  Inc. 

©2000  Merck  &  Co.,  Inc.  All  rights  reserved. 
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Rr-5  14th  is  one  of  only  two  inland  holes  on  RTJ's  back  nine,  but  fronted  by  a  troublesome  pond,  it's  still  no  breather. 


board  of  directors  that  spanned 

s  and  crossed  gender  and  racial 
Today  Vernon  Jordan,  a  Wash- 

1  attorney  and  former  head  of  the 
Itn  League,  is  the  club's  president, 
tiding  members  Bobby  Russell  of 
jjsrol  and  Ernie  Ransome  of  Pine 
\y  have  been  key  contributors  to  the 
(•ration  of  the  club,  and  a  bridge 
I  een  the  12th  green  and  13th  tee  is 
ij'd  in  their  honor. 

think  today  the  club  has  evolved 
if  what  it  was  conceived  as — a 
i  >nal'  club,  a  second  club  for  most 
ilbers,  a  great  destination  with 
;  ent  golf,  food  and  accommoda- 
| ,,"  says  club  pro  Sciorra. 
le  club  has  approximately  430 

bers,  with  an  eventual  maximum 
10.  Some  two-thirds  live  within  50 
I.  Others  visit  for  several  days  at  a 
!  staying  in  one  of  12  luxurious 
1  on  the  third  floor  of  the  60,000- 
re-foot  clubhouse, 
je  golf  course  is  routed  in  an  out- 
back links  style,  with  the  clubhouse 
j  e  southwest  corner  of  the  proper- 
lie  front  nine  running  north  and  the 

side  U-turning  south  with  the  par- 
ij.th.  The  back  nine  runs  along  the 

I  s  of  the  lake  on  nine  through  13, 
the   15th  green  and  holes  16 

ligh  18  again  kiss  the  banks  of  the 
i  A  visual  indulgence  here  is  to 

II  on  the  ninth  green  and  look 
|i  along  the  shoreline  to  the  13th 
i  a  mile  away.  Two  inland  ponds, 
)n  the  par-3  fourth,  the  other  on 
jar- 5  14th,  provide  more  peril  to  a 


layout  that  already  has  nine  holes  along 
Lake  Manassas. 

rent  Jones  never  thought  in  terms 

Tof  a  "signature  hole"  for  the 
course.  "He  always  said,  'I  want  to 
have  18  great  holes,'"  says  Smickley — 
but  there's  no  question  that  the  holes 
along  the  lake  stand  out.  Particularly  the 
par-3s  like  the  1 1th. 

The  11th  is  the  most  photogenic 
frame  on  a  reel  of  high  drama  at  RTJ, 
with  its  peninsula  green  separated  from 
the  water  by  five  trees  back-left.  The  tee 
shot  over  the  lake  is  consummate  Trent 
Jones  do-or-die. 

If  you're  playing  from  either  of  the 
two  rear  sets  of  tees  (the  gold,  at  7,315 
yards,  and  the  green,  at  6,930),  power  is 
certainly  an  issue.  But  accuracy  off  the 
tee  isn't  as  essential  here  as  on  many 
Trent  Jones  designs  that  pinch  the  fair- 
ways with  bunkers  on  either  side.  The 
fairway  bunkers  are  generally  placed 
inside  the  dogleg  or  on  the  side  that 
affords  the  best  approach  into  the 
green — but  not  on  both  sides. 

The  greens  average  7,200  square  feet 
but  play  much  smaller  when  you  aim 
for  the  subsection  containing  that  day's 
hole  location.  You  can  easily  have  a  100- 
foot  putt  if  your  distance  control  or  aim 
is  off. 

"The  greens  certainly  are  what  make 
the  golf  course,"  said  Corey  Pavin  dur- 
ing the  1994  Presidents  Cup.  "There  are 
a  lot  of  humps  and  ridges.  Guys  who  hit 
good  iron  shots  are  going  to  perform 
well  this  week." 


"I  think  it's  a  very  hard  golf  course  from 
the  back,  but  it's  a  very  fair  golf  course," 
says  Smickley  "Everything's  right  there  in 
front  of  you.  There  are  no  surprises." 

The  aesthetics  and  challenge  are  the 
major  components  of  the  RTJ  Golf 
Club  equation,  but  little  touches 
round  out  the  experience  for  members 
who  pony  up  the  $60,000  (nonresi- 
dent) and  $90,000  (resident)  member- 
ship fees. 

An  excellent  caddie  program  pro- 
vides loopers  for  every  group  on  the 
course,  either  carrying  bags  for  walkers 
or  serving  as  forecaddies  for  riders.  The 
grounds  crew  fills  divots  by  hand  daily. 
The  tuna  salad  in  the  halfway  house  is 
homemade.  There  are  no  signs  to  the 
club  off  of  Lee  Highway;  you  have  to 
know  where  you're  going.  You  walk  into 
the  redbrick  clubhouse,  resplendent 
with  its  rotunda,  columns  and  arched 
doorways,  and  expect  to  see  gents  in 
powdered  wigs  writing  down  their 
scores  with  quills. 

To  the  right  of  the  entryway  is  the 
Robert  Trent  Jones  Room,  a  reception 
area  with  photos  of  Trent  Jones  across 
the  timeline  of  his  life.  There  he  is  with 
Donald  Ross,  with  sons  Bobby  and 
Rees,  with  ex-presidents.  There  are  the 
mules  hauling  the  drag-pans  that  later 
would  be  replaced  by  the  heavy  earth- 
moving  equipment  Trent  Jones  imported 
to  the  profession. 

It's  impressive  stuff,  for  sure — espe- 
cially now  that  Robert  Trent  Jones  looks 
down  on  Lake  Manassas  from  the  clear 
blue  skies  above. 
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Reasons  to  Love 

T  ^ 
the  Presidents  Cup 


1IT  OUT-RYDERS  THE  RYDER  CUP— at  least  in  the  rules 
category.  Ryder  Cup  singles  matches  can  be  halved, 
but  unless  one  side  has  the  overall  competition  clinched, 
no  Presidents  Cup  singles  matches  can  end  as  a  sister- 
kisser.  Instead,  it's  sudden  death.  Likewise,  if  both  teams 
finish  with  16  points  on  Sunday,  a  sudden-death  playoff  to 
determine  the  winner  of  the  Cup  ensues.  Two  lonely  souls, 
designated  by  their  captains  the  night  before  (the  names  sealed 
in  an  envelope),  go  head-to-head.  Hasn't  happened  yet,  but  how 
gut-wrenching  when  it  finally  does.  In  2000,  you  figure  the 
Internationals  would  pick  Ernie  Els  or  Vijay  Singh.  Who  do  you 
think  U.S.  captain  Venturi  would  go  with? 

2 NO  HARD  FEELINGS.  With  the  Ryder  Cup,  there  was 
the  "War  by  the  Shore"  in  1991,  then  some  nastiness  to- 
ward the  U.S.  players  and  their  wives  at  Valderrama.  And, 
as  European  captain  Mark  James  writes  of  Day  3  at 
Brookline  in  '98,  it  was  "the  ugliest  day  in  the  game's  history  . . . 
the  day  the  Ryder  Cup  about  died  of  shame."  No  such  controversies 
have  arisen  thus  far  with  the  Presidents  Cup.  Are  the  personal- 
ities of  South  Africans,  Aussies  and  Japanese  less  contentious  and 

petty  than  their 
European 
counterparts? 


HAVING  ONLY  BEGUN  IN  '94,  the  Presidents  G 
vides  some  fun  "what-ifs"  for  a  rainy  day  in  the  gril 
^0   For  example,  two-time  International  captair 
Thomson  won  five  British  Opens,  yet  he  coulc 
play  in  a  Ryder  Cup  because  he  was  born  in  Australia.  Sa  I 
South  African  Gary  Player,  who  won  a  career  Grand  Sk  I 
had  no  Presidents  Cup  stage  to  compete  on.  Would  we  ha\l 
to  see  their  team  battie  against  Nicklaus,  Palmer  and  frier 
all  means. 


4 IF  THE  ONLY 
THRILL  IT 
PROVIDED  was 
the  Fred  Couples 
Fairway  Bunker  Shot  of 
'94,  it  would  all  be  worth  it.  That  first  Presidents  Cup  endec 
Couples  (pictured  with  teammate  Davis  Love)  hitting  9-iron 
147  yards  out  of  a  fairway  bunker  to  within  12  inches,  beating 
Price  and  securing  victory  for  the  Americans  on  the  18th  h 
their  match.  "Certainly  one  of  the  top  three  golf  shots  I've 
in  my  entire  life,"  International  captain  David  Graham  sa 


5 THRILLS  AND  SPILLS,  PART  2:  The  seconc 
Cup  ended  with  Couples  dropping  a  25-foot  bo 
stun  Vijay  Singh  in  the  final  singles  match.  Then,  in 
Japan's  Shigeki  Maruyama  made  a  worldwide  nai 
himself,  going  5-0— wearing  a  winning  smile  all  the  while- 
leading  the  Internationals  to  a  convincing  20  'A- 11  l/i  up 


GARY  NEWKIRK/ALLSPORT 
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THE  2000  EDITION  HAS  ALL 
SORTS  OF  POTENTIAL  for  a  Sons 
of  Al  Geiberger  Showdown.  If  Notah 
Begay  makes  the  American  squad,  the 
Presidents  Cup  rosters  will  include 
three  sub-60  shooters,  Begay  and 
Duval  on  the  home  U.S.  side,  Shigeki  Maruyama  for  the  vis- 
laruyama  (left)  more  or  less  1-upped  his  U.S.  counterparts, 
andting  a  58  on  the  par-71  South  course  at  Woodmont 
y  Club  in  Rockville,  Md.,  during  the  qualifier  for  this  year's 
?en. 


/ERY  COUPLE 
OF  YEARS,  WE 
NEED  reminders 
on  Who's  Who  in 
Side-of-the-World 
or  example,  Stuart 
?y  (right)  and  his 
Australian  Robert  AHenby.  Which  pro  is  which?  Hint:  Al- 
>  3-7-0  in  Presidents  Cup  play  (among  those  losses  are  two 
biggest  waxings  in  the  event's  history),  while  Appleby  is 
Looks  like  the  wrong  guy  is  hiding  under  that  towel. 


IT'S  A  FEEL-GOOD  GET-TOGETHER,  especially  com- 
|  pared  with  that  Other  Cup.  U.S.  team  captain  Ken  Ven- 
I  turi,  in  fact,  may  have  as  many  friends  on  the  International 
\  side  as  he  does  on  his  own  team.  Greg  Norman,  Nick  Price 
(nie  Els  are  all  close  pals  with  Venturi  and  have  participat- 
I  the  years  in  a  charily  golf  tournament  Venturi  hosts  in  his 
fe's  honor  to  raise  money  for  abused  women  and  children. 


gf  gM      IT'S  EVEN 
MORE 

mm  mm  patriotic 

than  the  Ryder 
Cup.  What,  with  its  presi- 
dential ties  (Bill  Clinton  is  2000  Honorary  Chairman)  and  its 
Washington,  D.C.,  "home  field" — Robert  Trent  Jones  Golf 
Club — this  event  brings  out  an  unmistakable  innocence  in 
people.  The  opening-ceremony  photo  (above)  shows  team- 
mates Duval,  Love,  Couples  and  Leonard  looking  as  loyal  and 
virtuous  as  schoolboys. 


IT  PROVIDES  A  HELPFUL  ORIENTATION 
course  in  international  team  competition  for 
would-be  Ryder  Cup  rookies.  John  Huston,  for  ex- 
ample, should  he  ever  make  a  Ryder  Cup  team, 
has  two  years  of  Presidents  Cup  seasoning  to  fall  back  on.  Not 
to  mention  room  for  improvement.  At  1-7-0,  Huston  is  the  least 
successful  Presidents  Cup  player  for  either  side. 


THERE'S  NO 
TELLING  when 
it  all  may  turn 
into  the  Scott 
Hoch  Show.  Hoch  (shown  here 
receiving  bone-crushing  Con- 
grats from  Captain  Palmer  in 

'96)  gets  grief  for  skipping  individual  events  in  foreign  climes, 
but  he  is  one  of  only  four  players  to  compete  in  all  three  Pres- 
idents Cup  competitions  and  sports  a  career  record  of  7-4-1. 


|  IF  THERE  WEREN'T 
I  A  PRESIDENTS  CUR 

would  you  have  to  in- 
vent one?  In  the  early 

!  pparently  so.  Golf's  sud- 

i  biggest  event,  the  Ry- 
lp,  was  lacking  its  then- 

S  t  star,  Greg  Norman  (as 

I  5  Nick  Price).  Thus,  the 

l  of  the  Presidents  Cup. 

D COMPARED  WITH  RYDER,  THIS  CUP  has  a 
cleaner  policy  on  handling  proceeds.  The  players 
receive  expenses,  and  the  net  proceeds  are  divid- 
ed equally  among  the  players  of  both  teams — 
:  ven  to  a  charity  of  the  player's  choice.  Among  the  recipients 
$4.45  million  generated  by  the  first  three  Presidents 
ave  been  the  Boys  Town  of  Florida,  the  Rwanda  Relief  Fund 
e  South  African  Police  Widow  and  Orphan  Fund. 
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THE  PRESIDENTS  CUP  IS  AN  INTERNATIONAL 
symbol  of  U.S.  political  stability.  For  instance,  the 
whole  world  knows  that  1996  honorary  chairman 
George  Bush  (with  wife  Bar- 
bara) was  defeated  in  a  fair 
election.  Can't  say  the  same  for 
1998  International  captain 
David  Graham,  who  was  oust- 
ed by  insurgent  players  at  a  se- 
cret meeting  during  that  year's 
British  Open. 


THE  PRESIDENTS  CUP  OFFERS  TONS  OF 
TV  COVERAGE.  There  will  be  a  preview  show 
(Oct.  14)  on  NBC  from  3:30-4:30  p.m.,  the  open- 
ing ceremony  (Oct.  18)  on  TNT  from  4-5  p.m.  and 
the  Preview  Special  later  that  evening  from  1 1  p.m.- 12  a.m.  on 
TNT/CNNSI.  Then  tournament  coverage  begins  Oct.  19  from 
12-6  p.m.  on  TNT,  and  on  Oct.  20  from  8  a.m.-6  p.m.  on  TNT. 
Weekend  coverage  moves  to  NBC  on  Saturday  the  21st  from  12- 
6  p.m.,  and  Sunday's  final  round  on  Oct.  22  from  10  a.m.-4  p.m. 


nick  faldo 
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Learning  (Inside)  

THE  ROPES 


■  MADE  MY  RYDER  CUP  DEBUT 
1  in  1977,  at  which  point  I  had  been  a  pro- 
1  fessional  for  less  than  two  years.  It 
would  not  be  an  exaggeration  to  say  that 
many  members  of  our  squad  were  in- 
timidated by  the  Americans.  They  were  in 
awe  of  not  only  their  opponents'  playing 
abilities,  but  their  entire  ultraprofessional 
approach  as  well. 

In  Britain  we  were  led  to  believe  that 
Americans  practiced  much  harder  (and  in 
far  better  conditions)  than  we  did,  and  had 
been  playing  tournament  golf  since  they 
were  knee-high.  Prior  to  turning  profes- 
sional and  joining  a  superior  tour,  this  com- 
petitive instinct  was  finely  tuned  in  a 
three-  or  four-year  college  golf  career — 
or  so  we  thought. 

Attitudes  changed  in  the  1980s  when, 
with  the  introduction  of  mainland  Eu- 
ropean players  to  the  Ryder  Cup,  we 
proved  we  could  match — and  beat — the 


U.S.,  even  in  its  own  backyard.  When  we 
won  at  Muirfield  Village  in  1987,  we 
had  four  major  championship  winners 
on  our  side:  Seve  Ballesteros,  Bernhard 
Langer,  Sandy  Lyle  and  myself;  plus  Ian 
Woosnam  and  Jose  Maria  Olazabal,  fu- 
ture major  champions  themselves. 

Not  one  of  the  six  of  us  played  the 
U.S.  PGA  Tour  in  those  days;  we  had 
turned  professional  at  an  early  age 
and  honed  our  skills  while  knocking 
around  Europe.  We  learned  about  golf  and 
life  through  experience  rather  than  sitting 
in  a  classroom.  I  think  I  was  the  only 
one  of  the  six  who  even  attended  col- 
lege in  America,  and  that  experiment 
lasted  all  of  three  months.  My  golf  career 
was  on  a  fast  track:  I  didn't  pick  up  a 
club  until  I  was  nearly  14,  but  fortunate- 
ly I  was  a  quick  learner  and  won  the  En- 
glish Amateur  Championship  three  years 
later  at  17.  At  18,  all  I  wanted  to  do  was 
practice  and  play  golf.  Believing  that 
school  lessons  were  cutting  into  my  prac- 
tice time,  I  returned  to  England  and 
turned  professional. 

Things  worked  out  well  enough  for  me, 
but  that  certainly  doesn't  mean  I  re- 
gard my  express  route  to  the  profes- 
sional battleground  as  preferable  to  at- 
tending college — it  simply  depends  on 
the  individual.  In  the  1970s,  college 
wasn't  really  an  option  for  the  likes  of  Seve 
or  Bernhard,  but  many  Europeans  have 
since  benefited  from  attending  a  school 
in  the  U.S.  In  the  women's  game,  for 
example,  you  don't  have  to  look  fur- 
ther than  Swedish  superstar  Annika 
Sorenstam,  who  excelled  at  the  Univer- 
sity of  Arizona,  and  it  will  be  interesting 
to  see  how  Englishman  and  North- 


Justin  Rose  (above)  turned  pro  at  an  ea 
age,  with  mixed  results  so  far.  How  will 
Northwestern  University  star  Luke  Dona 
(below)  fare  at  the  next  level? 

western  University  standout  Luke 
aid  performs  when  he  leaves  ci 
and  turns  professional. 

I  believe  there  are  two  ways  to  lej 
competitive  ropes — on  your  own 
rope,  or  within  the  college  ranks  of  ti 
Should  a  player  choose  the  former  ps 
attend  the  school  of  hard  knocks, 
still  seek  to  develop  an  expertise  ii 
playing  aspects  of  the  game.  Whici 
one  to  another  set  of  skills  the  sue 
player  must  learn  when  he  strik 
on  his  own — setting  priorities  anc 
aging  time.  I  am  often  quizzed 
how  a  tour  player  juggles  his  p 
schedule  with  other  activities  and 
ests.  Because  I  am  something  of 
fectionist,  if  I  choose  to  do  somet 
want  to  do  it  really  well — and  to  d 
I  have  to  devote  sufficient  time  and 
to  it.  In  short,  you  have  to  be  ver} 
tive  about  what  you  do.  That's  i 
me,  because  I  was  never  interested 
coming  a  jack-of-all-trades. 

Because  my  own  golf  education 
beneficial,  the  development  of 
golf  is  another  major  interest  of 
Each  year  I  take  a  dozen  or  so  you 
to  Orlando,  Fla.,  and  spend  a  wee 
them  at  my  Faldo  Golf  Institute  tht 
not  sure  who  gets  the  bigger  thrill 
seeing  these  young  players  devi 
them  or  me. 
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jack  whitaker 


Resurrecting  a 


■  NHS  FOURTH  EDfTION,  the  Presidents 

I  Cup  has  a  chance  to  help  redeem  and 
I  reassert  the  historical  essence  of  golf 
H  matches  between  nations.  When  the 
biennial  event  began  back  in  1994,  it  was 
looked  upon  as  a  poor  relation  to  the 
Ryder  Cup  and  perhaps  an  unnecessary 
exercise.  Certainly  the  great  golfers  from 
non-European  countries  should  play  in 
an  international  match- play  competition, 
but  why  clone  the  Ryder  Cup?  In  the  last 
six  years,  however,  the  landscape  of  inter- 
national golf  has  changed. 

First  of  all,  the  International  team  gave 
the  United  States  a  terrific  whipping  in 
the  1998  matches  at  Australia's  Royal 
Melbourne.  Led  by  Shigeki  Maruyama's 
five  wins  and  great  support  by  Greg 


Norman,  Ernie  Els  and  Vijay  Singh,  the 
Internationals  won  2OV2  to  HV2.  The 
margin  of  victory  made  people  sit  up 
and  take  notice,  just  as  Europe's  recent 
victories  had  invigorated  the  Ryder  Cup. 

Then  there  is  the  state  of  the  Ryder 
Cup  itself.  When  a  group  of  American 
players  and  wives  charged  across  the 
17th  green  at  The  Country  Club  in 
Brookline  last  September  after  Justin 
Leonard  sank  that  incredible  putt — 
leaving  Jose  Maria  Olazabal  looking  like 
a  servant  tending  the  horses  as  he  wait- 
ed to  putt  for  a  half — this  venerable 
competition  reached  a  nadir  it  had  been 
heading  toward  for  a  decade.  The  inclu- 
sion of  continental  European  players  in 
1979  had  been  a  necessary  and  welcome 


addition  to  this  international 
making  it  a  highly  competitiv 
scintillating  three  days  of  golf.  Ik 
the  increased  intensity  came  a  les* 
of  the  true  essence  of  the  Ryder 
that  is,  friendly  competition. 

It  did  not  happen  overnighi 
there  were  many  signs  of  trouble! 
the  way.  The  understandable  ej 
ance  of  Europe's  first  victor 
American  soil  in  1987  led  to  a  lot 
ebrating  on  the  greens  at  Mu 
Village.  Then  at  the  Belfry  in  1989, 
the  matches  were  halved,  the  ga 
were  as  ill  behaved  as  any  I  hac 
seen.  I  followed  the  matches  with 
of  the  American  players'  wives, 
were  the  recipients  of  some  c 
foulest  language  I've  heard  from 
crowd.  There  was  nothing  good-na 
about  the  scatological  remarks  sh 
at  them,  nothing  to  remind  one  fh; 
was  an  international  match  of  fri 
competition. 

In  1991,  we  had  the  "War  bl 
Shore"  on  Kiawah  Island.  That  si 
have  been  a  warning  light  to  all 
that  something  was  truly  amiss, 
this  event  had  suffered  a  persoi 
■  change  for  the  worse.  The  friendly 
die  is  an  integral  part  of  golf,  but  c 
erately  trying  to  disrupt  your  c 
nent's  swing  is  not,  by  any  me* 
acceptable.  Things  were  not  all  thai 
in  Valderrama  in  1997  either,  an< 
Americans  had  no  doubts  they 
playing  in  front  of  a  hostile  crowd, 
was  no  real  surprise  that  Broo 
turned  out  the  way  it  did.  The  situ, 
was  exacerbated  by  the  PGA  sellin 
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i  tickets  and  the  bars  opening 
d  noon,  and  it  all  culminated  with 
ash  across  the  17th  green  on 
i  y.  The  Ryder  Cup  now  lies  dented 
I  arnished,  the  victim  of  money, 
c  s,  greed  and  bad  memories, 
c  vvith  the  sour  taste  of  Brookline 
(in  the  tongue  and  the  specter  of 
i  boorishness  at  the  Belfry  in  2001, 
esidents  Cup  has  a  chance  to  gain 
sjture  and  emerge  as  a  model  of 
elational  competition  along  the 
Hof  what  Sam  Ryder  envisioned, 
ii!  of  the  American  players  are 
cvers  from  the  last  Ryder  Cup,  and 
.■I realize  that  their  exuberance  on 
7th  green  was  a  bit  much.  They 
,n  general,  lovers  of  the  game's  tra- 
•t  s  and  observers  of  its  rules  and 
jj:tte.  I  hope  they  are  seeking  a  way 
imonstrate  those  qualities  and  thus 
the  memory  of  Brookline.  They 
have  plenty  of  help, 
ft  of  all,  the  two  captains  come 
la  generation  of  modesty  in  victory 
jenerally  exceptional  character.  The 
Rational  captain,  Peter  Thomson,  is 
|:rfect  man  for  the  job.  This  will  be 
jird  Presidents  Cup,  and  he  brings 
fe  position  knowledge  and  experi- 
i  gained  as  golf's  first  truly  interna- 
|1  player.  Before  Gary  Player  and 
i  Morman,  there  was  Australia's  Peter 
ison  playing  around  the  world.  In 
>50s,  jet  travel  was  in  its  infancy,  so 
layers  ventured  out  of  their  own 
vies.  But  Thomson  did.  He  won 
!  ritish  Open  championships,  a  feat 
lplished  by  only  four  other  men. 
/on  26  times  in  Europe,  19  in 
alia,  1 1  in  Asia  and  once  on  the  U.S. 
Tour.  Then  he  won  nine  times  on 
;enior  PGA  Tour  in  1985.  Peter 
ison  is  an  internationalist  with  a 
;  love  for  the  game  and  its  institu- 
I  He  is  even  a  politician  of  some 
ie,  having  run  for  the  Australian 
:  ment  in  1982  and  losing  his  bid  by 
I  percent  of  the  vote, 
le  American  team  leader,  Ken 
|iri,  is  from  a  generation  that  stud- 
nder  the  likes  of  Jones,  Hogan  and 
pn.  He  learned  how  to  hit  the  golf 
then  he  learned  all  the  marvelous 
ces  of  golfing  manners.  In  his  first 


Boys  will  be  boisterous: 
Ryder  Cup  fans  and 
players  (right)  went 
overboard  after  Justin 
Leonard's  putt  dropped 
on  No.  17.  A  more 
chivalrous  spirit,  a  la 
Greg  Norrnan  and  Tiger 
Woods  (opposite)  at 
the  1998  Presidents 
Cup,  is  needed  again. 


Masters,  Venturi  was  paired  with  Ben 
Hogan.  On  the  first  green,  as  Ken 
putted  up  and  went  to  mark  his  ball, 
Hogan  said,  "Putt  out,  Ken.  If  you  wait 
'til  I  hole  out,  this  crowd  will  stampede 
to  the  next  tee  and  it  might  upset  you." 
Experience 


Africa  in  2002,  said,  "Why  go  all  the  way  to 
South  Africa  to  play  a  bunch  of  guys  who 
live  in  Orlando?" 

Another  objection  is  that  the  Presidents 
Cup  vitiates  the  Ryder  Cup.  This  argument 
would  seem  to  have  weakened  consider- 


like  that  taught 
Venturi  the 
deeper  layers 
of  the  game.  It 
was  a  moment 
of  grace  when 
the  best  golfer 
of  the  time  was 
considerate  to 
a  youngster, 

and  it  helped  mold  Venturis  golfing 
character.  Expect  no  bad  manners  from 
the  American  team  this  year.  Like 
Thomson,  the  American  captain  is  of  the 
old  school,  and  both  have  pledged  that 
there  will  be  no  uncivil  comportment. 

Finally,  there  are  the  players  them- 
selves. The  International  team,  anchored 
by  class  acts  such  as  Ernie  Els,  Vijay 
Singh  and  Nick  Price,  are  not  likely  to 
indulge  in  slow-play  shenanigans  or 
cough  at  inappropriate  moments.  On 
the  American  side,  those  who  played  at 
Brookline  should  be  eager  to  show  that 
what  happened  there  was  an  aberration. 

Some  opposition  to  the  Presidents 
Cup  still  remains.  One  criticism  is 
that  the  American  team  is  nearly 
the  same  one  from  the  Ryder  Cup.  That 
means  every  year,  the  players  give  up  a 
week  off  or  a  chance  to  make  more  money 
on  tour.  Plus,  the  International  team  is 
made  up  of  players  the  U.S.  players  already 
see  every  week.  Lanny  Wadkins,  when  told 
that  the  Cup  might  be  played  in  South 


Gentlemen,  give  us  a  great  sporting 
match  with  stunning  golf  shots  and 
fierce  competition — and  a  handshake 
and  a  smile  when  it's  all  over. 


ably  after  Brookline.  The  tremendous  pop- 
ularity of  golf  has  brought  about  many 
changes,  including  a  proliferation  of  spe- 
cial events  distinct  from  the  tours  and  the 
four  majors.  Many  of  these  are  meaning- 
less— but  harmless — exercises  in  which 
players  can  earn  large  amounts  of  money. 
So  far  the  Presidents  Cup  has  not  fallen 
into  that  category. 

The  Presidents  Cup  can  go  back  to  the 
future  and  thus  take  a  giant  step  forward 
in  international  match  play.  It  can  bring 
back  the  spirit  of  Sam  Ryder,  who  want- 
ed the  American  and  British  players  to 
become  friends,  and  who  declared  that 
at  the  first  official  Ryder  Cup  matches, 
he  would  give  five  pounds  each  to  the 
winning  players  and  throw  a  party  after- 
ward, with  champagne  and  chicken  sand- 
wiches for  refreshment. 

So,  gentlemen,  give  us  a  great  sport- 
ing match  with  stunning  golf  shots  and 
fierce  competition — and  a  handshake 
and  a  smile  when  it's  all  over.  I'll  per- 
sonally supply  the  champagne  and 
chicken  sandwiches.  ■ 


Because  tomorrow's  here  sooner 
than  you  think 
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Close  to  Home  By  Jennifer  Roback  Morse 


he  National  Nanny  Serves  Breakfast 


tECENTLY  THE  FEDERAL  GOVERNMENT  BEGAN  AN 
experiment  to  test  whether  providing  all  children 
of  all  income  levels  a  free  breakfast  at  school  will 
improve  children's  academic  performance.  The 
proponent  of  the  study,  Representative  Lynn 
>lsey  (D-Calif.),  hopes  its  results  will  persuade  her  col- 
aes  in  Congress  to  approve  a  national  free-breakfast  pro- 
n  for  public  schools. 

/Vbuld  it  make  me  seem  a  curmudgeon  to  want  to  snatch 
ereal  bowl  from  the  fingers  of  hungry  children?  So  be 
think  this  breakfast  freebie  is  a  rotten  idea. 
The  study  selected  six 
)ol  districts  around  the 
on.  Each  district  has  des- 
ted  five  pairs  of  schools, 
i  pair  similar  in  the  socio- 
j  lomic  makeup  of  its  stu- 
;s.  One  school  in  each  pair 
randomly  selected  to 
:  breakfasts  to  all  students. 
|  other  school  will  con- 
te  its  normal  breakfast 
2;ram  for  needy  students 
j.  Researchers  plan  to 
pare  the  two  schools  for 
scores,  attendance  and  be- 
or  problems, 
n  advance  of  the  study, 
lout  knowing  its  results, 
)lsey  has  already  predicted  the  outcome  and  has  built  a 
tical  agenda  around  it.  She  expects  the  study  to  show  that 
/iding  a  free  breakfast  for  all  students  is  a  wise  educa- 
al  investment  and  a  better  way  to  care  for  children. 
'We  know  that  a  good  breakfast  is  as  necessary  to  a  good 
f  cation  as  are  books,  pencils  or  computers.  [Public 
>ols]  don't  ask  wealthy  children  to  pay  for  books  or  sup- 
s,"  she  says.  The  theory  is  that  needy  children  feel  stig- 
ized  by  taking  part  in  the  current  breakfast  program.  A 
*ram  for  all  students  would  remove  that  stigma. 
IVliddle-class,  even  upper-class,  families  may  find  free 
iikfasts  alluring,  not  because  they  cannot  afford  Wheaties, 
because  they  are  pressed  for  time.  Harried  two-earner 
pies  struggle  to  get  the  kids  dressed  and  off  to  school, 
oping  breakfast  would  take  20  minutes  out  of  the  hectic 
iming  routine. 


Advocates  of  free 
universal  school 
breakfasts  are 
betting  that 
stressed-out, 
overworked,  two- 
earner  couples 
will  see  them  as 
convenient. 


But  if  we  do  this  we  would 
be  sacrificing  something  im- 
portant to  mere  convenience. 
Eating  meals  together  is  one  of 
the  focal  points  of  family  life. 
The  family  members  get  some 
time  together.  They  talk  to  one 
another.  Children  see  their 
parents  as  people  who  provide 
nourishment  to  them.  Chil- 
dren learn  table  manners. 
It's  easy  to  give  up  on  this 
ideal.  The  kids  are  crabby  when  they  climb  out  of  bed.  In 
many  a  household  the  chaotic  early  morning  scene  has  job- 
holders and  several  kids  going  in  different  directions  to 
schools  and  jobs.  Breakfast  can  easily  fall  between  the  cracks. 
But  why  make  this  failure  the  norm? 

Children's  missing  breakfast  once  in  a  while  is  no  big 
deal.  But  if  it  happens  habitually,  it  is  a  big  deal.  Most  fami- 
lies figure  out  that  something  is  wrong  with  this  picture  and 
find  ways  to  do  things  differently  after  a  couple  of  years  of 
the  mad  commuter  shuffle.  Every  family  approaches  this 
kind  of  problem  differently  because  every  family  has  a  little 
different  story  and  different  priorities.  For  some  families  the 
main  problem  is  how  to  get  some  of  their  members  closer  to 
home.  Some  families  reduce  the  working  hours  of  at  least 
one  adult,  so  that  one  person  has  time  to  keep  the  home 
front  running  smoothly.  Other  families  decide  that  keeping 
one  of  the  adults  home  full  time  is  the  highest  priority. 

I  don't  know  how  your  family  should  handle  this  issue. 
Neither  does  Representative  Lynn  Woolsey.  Providing  break- 
fast for  every  child  of  every  income  level  allows  families  to 
avoid  dealing  with  it.  The  problems  that  lead  to  children's 
habitually  missing  breakfast  will  still  be  there. 

Feeding  a  child  is  one  of  the  most  basic  functions,  even 
primal  functions,  of  the  family.  Yet  here  is  the  federal  gov- 
ernment, in  a  time  of  unprecedented  prosperity,  seriously 
proposing  to  take  over  this  most  fundamental  duty  that  fam- 
ilies have  performed  since  time  immemorial.  We  really 
should  not  allow  ourselves  to  be  seduced  by  the  convenience. 

The  federal  government  has  done  a  lot  to  disrupt  family 
life  in  the  past  several  decades,  not  least  the  welfare  policies 
that  prevailed  for  much  of  that  time.  The  proposal  for  uni- 
versal school  breakfasts  promises  to  be  more  of  the  same — a 
disruption  of  families.  F 
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The  nasty  scrap 
inside  California's 
process  for 
picking  its  public 
school  textbooks 
shows  why 
publishers 
and  educrats 
must  share  the 
blame  for  poor 
test  results. 

BY  DAVID  MCCLINTICK 


ONE  DAY  IN  MARCH  OF 
last  year  Leonard  Tramiel, 
a  balding,  dark-bearded 
man  of  45,  sat  alone  in  a 
science  classroom  in  Mil- 
pitas,  a  middle-class  com- 
munity on  the  south  end  of  San  Fran- 
cisco Bay.  Having  earned  a  Ph.D.  in 
physics  from  Columbia  University  and 
having  made  a  bundle  in  Silicon  Valley, 
Tramiel  taught  occasionally  around 
the  Bay  Area  as  a  volunteer. 

Savoring  a  few  quiet  moments  be- 
fore 30  eighth  graders  surged  into  the 
classroom,  Tramiel  opened  their  as- 
tronomy textbook,  Prentice  Hall's  Ex- 
ploring Hie  Universe,  to  the  lesson  for 
the  day.  Tramiel  was  surprised  to  see 
that  Prentice  Hall  had  inadvertently 
reversed  two  photographic  images, 
giving  a  misleading  impression  of 
how  the  moon  looks  as  it  passes 
through  its  phases.  Tramiel  turned 
back  a  page.  The  book  said  that  the 
moon  probably  had  been  born  when 
a  giant  asteroid  had  struck  the  earth, 
tearing  a  chunk  of  material  from  the 
planet,  and  that  the  Pacific  Ocean  may 
be  the  hole  left  behind.  What  was  this 
doing  in  a  science  textbook?  The  as- 
teroid theory  hadn't  been  taken  seri- 
ously for  over  30  years.  Tramiel 


turned  back  another  page  and  read  thl 
the  far,  or  dark,  side  of  the  moon  h.| 
been  photographed  for  the  first  time 
the  Lunar  Orbiter,  a  U.S.  space  probl 
He  knew  for  a  fact  that  the  Soviets  h;| 
taken  those  first  photographs. 

Three  errors  in  three  pages, 
home  that  night,  Tramiel  read  the  te>l 
book  cover  to  cover  and  found  dozej 
of  errors — of  fact,  of  interpretation, 
concept. 

Tramiel  called  Prentice  Hall's  8( 
number.  An  operator  said  someoil 
would  get  back  to  him.  Nobody  di 
Calling  again  three  days  later,  Tramil 
insisted  on  staying  on  the  line  untl 
someone  helped.  A  woman  identifyirl 
herself  as  one  of  the  editors  of  the  seriJ 
came  on  to  assure  him  that  the  erro 
had  been  corrected  in  a  subsequent  edl 
tion.  Tramiel  obtained  the  later  editic I 
and  found  only  three  of  the  dozens  <| 
errors  he  had  found  had  been  fixed. 

Two  other  Bay  Area  scientis  I 
Tramiel  showed  the  book  to,  the  direct 
tor  of  space  at  NASA's  Ames  Researc 
Center  and  an  astronomy  professor  at 
local  college,  termed  the  Prentice  Haj 
book  "horrible." 

His  interest  in  textbooks  now  fulll 
aroused,  Tramiel  examined  a  nei 
Prentice  Hall  book  used  by  his  oldel 
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fs  private  middle  school  in  Palo 
i).  According  to  the  title  page,  Sci- 
f  Explorer  Astronomy  had  been 

ten  by  Jay  M.  Pasachoff,  a  professor 
rastronomy  at  Williams  College 

>m  Tramiel  knew  to  be  a  renowned 

ntist.  But  the  book  contained  such 
!  cies  as  references  to  a  "history  book 

n  around  800  B.C.,"  when  books 
;  not  exist,  and  to  the  "rotating"  of 

earth  around  the  sun,  when  every 


aging  overwhelms  the  content." 

Contrast  what  goes  on  abroad.  In 
1995  William  H.  Schmidt,  who  teaches 
applied  statistics  at  Michigan  State  Uni- 
versity, analyzed  800  math  and  science 
textbooks  from  50  countries  in  grades 
four,  eight  and  twelve,  and  related  the 
results  to  learning,  as  measured  by  im- 
provements in  test  scores  over  the  space 
of  a  year.  U.S.  students,  and  the  text- 
books they  learned  from,  did  not  do 


well  at  all.  The  U.S.  ranked  no  higher 
than  16th  in  20  key  math  areas  taught 
in  the  eighth  grade.  In  decimals,  frac- 
tions and  percents,  U.S.  eighth  graders 
ranked  27th,  behind  their  counterparts 
in  such  countries  as  Slovenia,  Iran, 
Latvia,  Romania,  Iceland  and  Thailand. 
Schmidt  found  that  a  Japanese  eighth- 
grade  math  text  devotes  about  25%  of 
its  focus  to  "congruence  and  similar- 
ity," a  core  part  of  geometry.  The  com- 


candal 


iDolboy  is  supposed  to  know  that  the 
jth  rotates  on  its  axis  but  revolves 
und  the  sun.  Tramiel  checked  in 
ii  Pasachoff  and  was  not  surprised 
hear  how  the  errors  got  in  the 
^k — in  the  editing  process,  after  the 
\<k  left  Pasachoff  s  hands, 
lit  isn't  just  Prentice  Hall,  owned  by 
irson  Pic,  that  churns  out  rubbish 
rj  our  children  to  learn  by.  Scott 
.  esman,  another  Pearson  company, 
It  Rinehart  and  a  range  of  other 
olishers  are  guilty  of  producing  text- 
nks  condemned  by  experts  for  their 
<)rs  and  omissions.  The  whole  $4  bil- 
I  elementary  and  secondary  text- 
Ik  industry  has  the  problem.  In  the 
Insely  lobbied  textbook  selection 
i  cess  in  states  like  California,  intellec- 
jl  content  takes  a  back  seat  to  sales- 
nship,  political  correctness,  self-es- 
;n  for  the  students  and  the  need  to 
nb-down  lessons  so  that  one  prod- 
!  can  capture  a  large  market.  In  the 
I.,  textbooks  sell  well  if  they  are  de- 
led  to  hold  the  attention  of  children 
iustomed  to  MTV  and  spiffy  Internet 
iphics;  they  don't  sell  well  if  they  are 
llenging.  Says  Diane  Ravitch,  a  lead- 
historian  and  analyst  of  education: 
>u  get  a  snappy  visual  package,  but 
'  more  like  a  comic  book.  The  pack- 


No,  the  earth  does  not  rotate  around  the  sun— it 
revolves:  Leonard  Tramiel  discovered  the  error. 
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eterson  ran  for  the 
she  found  "soft"  education  wasn't  working. 


parable  U.S.  book,  published  by  Pear- 
son's Scott  Foresman,  devotes  only  2%. 
Correspondingly,  the  Japanese  students 
ranked  second  in  their  learning 
gain  in  this  area;  the  U.S.  ranked 
34th. 

Center  stage  in  the  school- 
book  quality  debate  is  California, 
which  centralizes  book  selection 
for  most  of  its  8,563  public 
schools.  Given  the  $500  million  a 
year  at  stake  there,  it's  no  surprise  that 
most  of  the  big  publishing  houses 
maintain  offices  in  Los  Angeles  and  the 
Bay  Area,  keep  lobbyists  in  Sacramento, 
and  spend  millions  selling  books  in  the 
state.  Nor  is  it  surprising  that  Delaine 
Eastin,  California's  superintendent  of 
public  instruction,  has  sought  and  re- 
ceived campaign  contributions  from 
textbook  publishers.  Paramount 
Communications  (now  Viacom)  even 
held  a  glitzy  fundraiser  for  Eastin  four 


makes  the  fashion 
industry  look  like 
kindergarten." 

years  ago  on  the  Para- 
mount lot  in  Hollywood. 
At  the  time  Paramount's 
Simon  &  Schuster  unit  had 
textbook  divisions  doing 
millions  of  dollars  of  busi- 
ness with  the  state. 
The  decision  of  which  texts  to  buy 
is  in  the  hands  of  the  18-member  Cur- 
riculum Commission,  made  up  of 
school  board  heads,  teachers  and  other 
academics  around  the  state.  The  com- 
mission gets  advice  from  two  panels  of 
teachers  and  college  professors  and  its 
own  rulings  can  be  overridden  by  an 
11 -member  state  board  of  education. 
Let's  look  in  on  the  selection  process 
that  went  on  for  the  2000-01  school 
year  science  textbooks. 


t  i 


On  Mar.  17,  1999  state 
ucational  authorities  s 
moned  the  big  publishei 
Sacramento  for  a  briefinj 
the  content  standards 
books  would  have  to  me<H 
order  to  have  a  chance  for 
proval.  In  fourth-grade  e 
sciences,  for  example,  pub 
ers  were  told  their  books  r 
teach  students  the  differe 
between  igneous,  sedimen 
and  metamorphic  rocks. 

By  August  the  publis 
were  ready.  They  submitte* 
sets  of  science  teaching  m; 
ial  for  California's  consid 
tion.  The  vetting  process 
came  contentious.  One  of 
review  panels  gathered  at 
Red  Lion  Inn  in  Sacramenl 
vet  the  submissions  of  tl 
publishers — Houghton  t 
flin;  SRA,  a  McGraw-Hill 
sidiary;  and  Delta  Educat 
owned  by  Torstar  Corp 
Canadian  publishing  firm. 

Delta's  submission  w 


teaching  system  that  reliecft; 
gadgets  and  toys  to  den™ 
strate  scientific  principles.  There  \m 
no  textbooks.  In  its  camp  Delta 
Kathy  DiRanna,  a  former  biol 
teacher  and  now  an  education  acti 
Opposing  Delta:  a  hard-science  con 
gent  of  committee  members  who  v 
disgusted  by  the  early- 1990s  trend! 
ward  fuzzy  math  and  soft  teaching 
were  doing  what  they  could  to  stoj 
The  hard-science  crowd  preferred  s 
missions  from  Houghton  Mifflin 
McGraw-Hill's  SRA  division,  for  wl 
DiRanna  had  a  barrage  of  criticism: 
At  the  same  time,  another  pa 
heavily  criticized  Scott  Foresman's  s 
mission.  Little  wonder.  Scott  Foresr 
diagrammed  an  electrical  current  ei 
neously.  It  failed  to  explain  the  caus 
hurricanes.  It  failed  to  note  that) 
temperature  cannot  be  measured  acl 
rately  when  the  sun  is  shining  dire 
on  the  thermometer.  It  failed  to  srl 
how  to  differentiate  among  ignec 
sedimentary  and  metamorphic  rock 
At  that  point  Scott  ForesmJ 
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ughton  Mifflin  and  SRA/McGraw- 
sprang  into  action,  seeking  oppor- 
ities  to  revise  their  material.  Kath- 
Costello,  the  president  of  Scott 
esman's   elementary  education 
up,  flew  from  corporate  headquar- 
near  Chicago  to  meet  with  Leslie 
'ef  erson,  president  of  the  Novato 
'u!  ool  board  and  an  advocate  of 
.ter  standards  who  had  led  the  panel 
ieretc  panned  Scott  Foresman  books. 
*|Costello  brought  with  her  Elizabeth 
enez,  a  Los  Angeles-based  Scott 
jesman  regional  vice  president.  The 
e  women  met  in  the  lunchroom  of 
Novato  school  district,  a  low-slung 
n  building  in  the  small 
munity    north    of  the 
en  Gate  Bridge.  "We  want 
work;  tell  us  how  it  can 
k,"  demanded  Costello. 
3;  '•  lat  can  we  do?"  asked  Eliza- 
.  1  Jimenez.  "We'll  do  what- 
it  takes." 

Houghton  Mifflin,  mean- 
c  le,  flew  in  its  vice  president 
national  sales  manager,  Sue 
n*  ultz,  to  try  to  repair  the 
:  iage  done  by  Kathy  Di- 
ie  na.  Schultz  met  with  most 
ie  members  of  the  Curricu- 
:   1  Commission,  including 
:  lard  Schwartz,  56,  a  high 
ac  )ol  chemistry  teacher  from 
.  ranee  who  has  witnessed  a 
)f  watering  down  of  science 
s  in  his  30  years  at  the 
;   >ol.  For  example,  the  current 
that  he  uses,  Introductory 
mistry,  from  Houghton  Mif- 
1  s  D.C.  Heath  division,  has 
'  four  pages  on  pH,  the  mea- 
of  acidity.  A  mid-1970s 
Rinehart  text  called  Foun- 
ons  of  Chemistry  had  14 
:s  on  the  subject.  The  Heath 
makes  no  mention  at  all  of 
'  Law,  a  critical  formula  for 
suring  heat   in  certain 
ical  reactions, 
e  Houghton  Mifflin  offi- 
tried  to  assure  Schwartz  and 
ther  panel  members  that 
n.t  of  their  objections  were 
11  or  and  that  Houghton  Mif- 


flin could  satisfy  them.  SRA/McGraw-Hili 
representatives  made  similar  pleas. 

While  Leslie  Peterson  was  meeting 
with  the  two  Scott  Foresman  execu- 
tives, Leonard  Tramiel,  the  Palo 
Alto  astrophysicist,  was  40 
miles  south  in  San  Mateo,  ex- 
amining more  textbooks.  He 
looked  through  a  Holt  Rine- 
hart book,  Holt  Science  and 
Technology,  that  appeared  to 

"Every  year  I'm 
able  to  do  less  and 
less  with  the  kids 


be  one  of  the  better  submissions.  Or 
was  it?  The  book  said  that  protons  are 
helium  nuclei;  they  are  in  fact  hydrogen 
nuclei.  The  book  said  that  nuclear  en- 
ergy was  first  suggested  as  a  possible 
energy  source  for  the  sun  in 
1899;  it  was  in  the  1930s. 

Richard  Schwartz  called  the 
science  panel  of  the  Curriculum 
Commission  to  order  in  the  early 
afternoon  of  Nov.   16,  1999. 
Tramiel  was  the  first  witness.  With- 
out identifying  Holt  Rinehart, 
Tramiel  said  that  he  had  reviewed  a  text 


High  school  chemistry  teacher  Richard  Schw 
decries  the  "dumbing 
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under  consideration  and  found  30  er- 
rors in  100  pages.  "This  morning  I 
checked  the  [panel's]  report  on  this 
book.  Only  three  of  the  30  errors  had 
been  found.  We  cannot  trust  the  text- 
book industry  to  correct  the  mistakes 
in  their  books." 

The  textbook  marketers  pleaded  for 
time.  Prentice  Hall,  Houghton  Mifflin  and 
Scott  Foresman  officials  all  offered  elabo- 
rate plans  for  mending  their  products. 

But  would  any  real  effort  be  made? 
During  the  Christmas  holidays  a  large 
box  from  Scott  Foresman  containing 
books  and  teaching  materials  arrived  at 
Richard  Schwartz's  home.  "Scott  Fores- 
man has  made  an  all-out  effort  to  com- 
ply with  all  the  changes  suggested," 
Elizabeth  Jimenez  wrote.  "We  have  also 
gone  further  by  enlisting  the  help  of  Dr. 


Stan  Metzenberg...."  The  mention  of 
Stan  Metzenberg  riveted  Schwartz's  at- 
tention. Metzenberg,  a  biologist  at  Cal- 
ifornia State  University  in  Northridge, 
had  been  a  leader,  along  with  Nobel 
laureate  Glenn  Seaborg,  in  the  effort  to 
make  the  standards  for  California  sci- 
ence teaching  as  rigorous  as  possible.  If 
Scott  Foresman  had  recruited  him,  it 
was  a  genuine  coup. 

Schwartz  continued  read- 
ing Jimenez's  letter.  "We  have 
removed  extraneous  chapters/ 
lessons  at  all  grade  levels  as 
identified  by  Dr.  Stan  Metzen- 
berg. ...  All  revised/new  lessons 
are  being  reviewed  by  Dr.  Stan 
Metzenberg...." 


Exploited  by  Sco 
Stan  Metzenber 


Biochemistry 


Richard  Schwartz  was  impre 
Maybe  Scott  Foresman  had  me 
challenge  after  all.  He  telephoned  Is 
enberg.  "Did  you  realize  Scott  F< 
man  is  saying  you  approved  all 
programs?" 

"What?"  an  incredulous  Metzer 
replied.  "I  didn't  help  Scott  Foresn 
certainly  didn't  review  their  mat< 
I've  never  seen  it." 

After  speaking  to 
stunned  Metzenberg,  Scfr 
began  perusing  the  "rev 
material  Scott  Foresmar 
sent.  It  was  filled  with  p. 
that  were  blank,  except  fc 


Scott  Foresman 
lied  in  claiming 
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ms  endorsemem 
He  never  saw 
their  texts  and 
demanded  they 
cease  and  desist. 


rds  "lesson  to  be  inserted."  Binders 
;e  mangled  from  hasty  packing, 
wartz  closed  the  box  like  a  coroner 
}ing  shut  a  bagged  body. 
From  his  office  at  Cal  State  North- 
ie,  Metzenberg  dispatched  a  blister- 
memorandum  to  Scott  Foresman's 
abeth  Jimenez,  with  copies  to  all  the 
cials  who  had  gotten  her  package, 
ing  that  Scott  Foresman  cease  and 
ist  from  using  his  name  in  promot- 
es texts.  Scott  Foresman  sheepishly 
ihdrew  the  science  program  from 
:ifornia's  consideration. 
Last  January  the  full  Curriculum 
nmission  met  to  vote  on  the  pub- 
ers'  submissions.  "I  call  on  you 
e  again,  as  I  did  in  November,"  im- 
red  Tramiel  from  the  speaker's 
lium.  "Do  not  recommend  these 
ks  for  adoption.  We  have  no  as- 
nce  that  these  materials  are 
rate." 

\  majority  of  the  commission  voted 
eject  the  SRA/McGraw-Hill  texts. 
>roved  were  several  of  the  other 
lishers'  submissions,  including 
»e  of  Prentice  Hall,  whose  books 
[niel  had  found  so  full  of  errors. 
'I  have  to  approve  them,"  Schwartz 
Tramiel  privately.  "The  books  we 
now  are  so  bad,  and  the  new 
ks  are  significantly  better,  that  I 
t  in  good  conscience  reject  such  an 
rovement." 

If  you  don't  reject  'such  an  im- 
ement,'  "  Tramiel  retorted,  "we'll 
tuck  with  them  for  the  next  six 
s  until  the  next  science  adoption." 
n  Mar.  16  the  California  Board  of 
cation,  meeting  in  Los  Angeles  and 
g  on  a  unanimous  recommenda- 
of  the  Curriculum  Commission, 
d  to  approve  three  kindergarten- 
ugh-fifth-  and  sixth-grade  science 
rams,  including  those  produced 
arcourt  Brace  and  Houghton  Mif- 
and  three  programs  for  sixth  to 
th  graders,  including  the  programs 
olt  Rinehart  and  Prentice  Hall — a 
of  6  programs  from  the  15  origi- 
submitted. 

any  of  the  books,  the  board  ac- 
ledged,  still  contained  errors. 
■Additional  reporting  by  Dirk  Smillie 


Junk  Science, 


Contrary  to  what  you  read  below,  there  were  no  books  of  any  kind  in  800  B.C.  The 
images  of  the  phases  of  the  moon  are  reversed.  And  the  account  of  the  origin  of  the 
moon  is  at  least  30  years  out  of  date.  Alas,  errors  like  these  are  all  too  common. 


to  *  J 


History  of  Science  Before okndlft,<(Ofn 
vjrlv  peoples  may  ha\c  kept  rcv«.«rd%  of 
passing  iink*  by  etching  notchefoo  sikkvo 
by  tying  knots  in  cords  for  entry  pa«in«  da 
People  .ik> okx-ned  the  v tuning  habits ol 
animals.  A  hi^Mo^vJ^jo^rorn  around  8t>)  s 
explains  that  people  knew  it^Tumeto 
j  dicing  l»  their  vineyards  when  they  saw 
snails  dirab  up  plants.  On  an  bind  near 

laiw.in.  the  Yjihi  livherrmn  vtill  its:  Animal 


sto 


j/Mfcse.*  Indeed.  th*o.m,K,,  ,  v 

P»"«  «*  v,m  l'*  <»'<"*j;h  u>  ihe  «.»in.»>soonrf> 

hrth  t"  Incficaie  thai  they  could  hwc  farmed 
a  (he  same  material. 

Probably  the  most  hkeh/  expiration  for  the  on- 
n  of  the  moon  «  that  the  moon  wa«  *bom*  she* 
£  giant  aneroid  the  d/e  of  the  planet  Marx  «rorl 
flhe  cariy  Earth,  tearing  a  chunk  of  materia]  from 
the  planet,  j 

his  explanation,  bawd  on  o«!ence 

lorn  moon  r«xkv.  vould  evpJaan  vh\  ihe  m<K*i  it 
tuar  to  Earth  .m<l  »et  has  no  Hater.  Any  water  in 
material  that  w*»  hlaited  «*r  the  Faith  si  >  .11 
bexn  vapori/ed  (turned  into  a  Rat)  shen  tig 
Wnsit  ititixKhit.  WJieri  ihr  nialrij 
•nalSBf'hci  .i^ jim  in  l.nm  thr 
L«tc  tw<  1  "'"vS-"'"'1  left. 

Lm«    '■•  ■'  ill" 


Wk>h<!r>tlicm  «kt(tnitr>.  tkt  ■* 
iUv* h'njr  Kiwi.  jl<n.ti  SoflXt 
■drhc  m..f/,h.4  Mjj.lt.  tic  i 

*  ttki  ■„  ;l    i I  .  •  S  v.  •  . 

*f"nh  Uihc t'ffo *mmv«  it  Htm 

J  tC£M«!  to  lv£itt  it' the  «J<>  ■ 
Viii  ilny*  thjl  it  n  tunc  M>htk 
Vnnxlh  %•«... trc.l  tlmr  „i.  -.b.- 
**  hi  hcji  in  t  he  S 4U  mxnf.  m, h  .1  -  • 
tit  hi*  I J  shxttht  iiwwuf  .<  U 


tfUro  ■ 


A  1\ 


■VP  C<"0C'W  **0 
ig&  A<:«lt  Tno  poopto 
p  y>a:oya*.  and  safc*- 

|y  p«n  atkj  ocreiop 
I  «rd  conrixnc.scr; 
fscttrtfic  matruTKrta, 
»vic«t.  A9i»0<<« 
jMfry  sak;  ant> 
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Best  Sma 


The  Race 
To  Embrace 

Companies  are  getting  hitched  in  record  numbers.  Yet 
most  mergers  fail.  Here  are  lessons  from  the  200  Best 
Small  Companies  in  America  on  how  to  improve  the  odds. 


BY  LUISA  KROLL 

WHAT  WAS  JAMES  R. 
Swartwout  doing  on 
top  of  a  20-foot  lad- 
der? The  54-year-old 
chief  executive  of 
Torrance,  Calif.  - 
based  plastics  component  manufac- 
turer Summa  Industries  was  checking 
out  an  acquisition  target.  An  odd  way 
of  kicking  the  tires,  perhaps — unlike 
that  of  any  of  the  seven  previous  poten- 
tial buyers  who  visited  privately  held 
Plastron  Industries,  the  maker  of  "bob- 
bins," thermoplastic  parts  for  wound 
electronic  components  such  as  coils. 
But  Swartwout  had  his  reasons.  "Roofs 
are  expensive,"  he  says.  "They  have  to 
be  replaced  every  20  years  and  should 
be  reflected  in  a  transaction  price." 

To  crunch  the  numbers,  most  ac- 
quirers physically  inspect  crunchy- 
hard  assets.  But  due  diligence  for 
Summa — which  makes  plastic  compo- 
nents like  filters,  valves  and  conveyor 
belts  for  lighting,  electrical  devices  and 
food  processing- — is  a  devotional  exer- 
cise. For  four  months  Swartwout  and 
two  other  executives  learned  all  they 


could  about  Plastron,  reviewing  reams 
of  financial  documents,  meeting  with 
its  largest  customers,  talking  to  plant 
workers,  hiring  an  environmental  con- 
sultant to  evaluate  the  site.  They  also 
commissioned  a  $10,000-plus  market- 
ing study  to  evaluate  Plastron's  market 
position. 

Finally,  in  March  1999,  Summa  put 
money  on  the  table,  buying  Plastron  for 
$20  million  in  cash  and  warrants.  The 
acquisition  made  Summa  the  largest 
U.S.  supplier  of  bobbins — and  consid- 
erably stronger  in  a  highly  competitive 
industry.  Now  it  ranks  number  110  on 
our  list  of  the  200  Best  Small  Compa- 
nies in  America,  in  which  companies 

U.S.  companies 
last  year  shelled 
out  a  total 
$1.6  trillion 
acquiring  others. 


are  scored  by  growth  in  sales  ano 
earnings. 

When  Swartwout  arrived  al 
Summa  12  years  ago,  it  was  a  de- 
crepit equipment  manufacturer 
that  had  lost  money  for  a  decade. 
He  sold  off  the  ailing  business,  and 
in  the  past  five  years  he  has  ac- 
quired ten  plastics  companies. 
Since  1996  sales  have  grown  from 
$8  million  to  $107  million,  and 
earnings  per  share  from  23  cents 
to  $1.46. 

There  are  hundreds  of  reasons 
to  merge — quick  growth,  com- 
petitive advantage  with  suppliers 
and  distributors,  adding  valuable 
customers  or  technology,  global 
expansion,  survival,  panic,  just 
to  name  a  few.  And  many  causes 
for  divorce:  Fact  is,  most  merg- 
ers fail,  according  to  a  recent 
study  by   consulting  firm 
KPMG.  It  cites  shoddy  due  dili- 
gence, a  lack  of  synergy  be- 
tween the  two  companies,  too 
little  planning  and  lousy  exe- 
cution of  deals.  That  doesn't 
mean  companies  are  drop- 
ping out  of  the  race  to  em- 
brace. U.S.  companies  last 
year  shelled  out  a  total  $1.6 
trillion  acquiring  others. 

Bigger  mergers  tend  to 
fail  more  spectacularly  be- 
cause there's  more  at 
stake — witness  Mattel's 
purchase  of  Learning 
Co.  or  Quaker's  pur- 
chase of  Snapple.  Ac- 
quisitions  made  to 
prop  up  a  sagging  un- 
derlying business  usu- 
ally bomb — as  Compaq 
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Tying  the  knot- 
Nancy  Pierce  and 
Roger  Koenig  of 
darner  Access  prowl 
for  acquisitions. 


learned  to  its  chagrin 
with  Digital  Equipment. 
Even  apparently  well- 
conceived  unions,  like 
AOL  and  Time  Warner 
or  MCI/WorldCom  and 
Sprint,  can  get  held  up  or 
even  undone  by  antitrust 
regulators.  The  KPMG  re- 
port concludes  that  more 
than  half  of  all  deals  de- 
stroy shareholder  value, 
and  an  additional  third 
have  no  benefit. 

Small  companies  have 
their  share  of  hideous 
marriages.  Still,  "their  av- 
erages are  clearly  better," 
says  Mark  L.  Sirower,  a 
mergers  and  acquisitions 
adviser  at  the  Boston  Con- 
sulting Group  and  author 
of  The  Synergy  Trap.  He  es- 
timates that  the  success  rate 
of  the  mergers  between 
small  and  midsize  compa- 
nies (with  sales  of  $350  mil- 
lion and  below)  is  close  to 
one  out  of  two,  compared 
with  one  out  of  three  for 
larger  companies. 

Why  the  slightly  better 
odds?  Small  companies  usually 
merge  with  small  outfits,  and 
can  get  their  arms  around  a 
problem  faster.  They  are  less 
likely  to  do  a  deal  merely  to  im- 
press the  public,  opines  Daniel  J. 
Donoghue,  managing  director  of 
mergers  and  acquisitions  at  U.S. 
Bancorp  Piper  Jaffray  in  Min- 
neapolis; rather,  they  use  acquisi- 
tions to  buy  the  talent  and  technol- 
ogy they  need.  Large  corporations, 

FORBES"  October  30,  2000  185 


WH.SJKJ  UCO  I  w  I  1 1  CI  II  wwl  I  IJJwl  llvw 


H 


Donoghue  claims,  "have  more  arro- 
gance about  it.  Small  companies  view 
acquisitions  as  ways  to  strengthen  the 
management  team.  They're  more  apt  to 
embrace  them  and  learn  from  the  deal." 

That's  a  good  thing,  given  how  ac- 
tive small  companies  are  in  the  merger 
market  (see  chart,  p.  188).  If  they  keep 
up  the  pace  of  the  first  nine  months, 
public  companies  with  revenues  below 
$350  million  will  spend  8.3%  of  their 
market  value  this  year  buying  other 
companies;  large  corporations  will 
only  put  up  5.6%. 

What  makes  a  successful  partner- 
ship? A  few  simple  things  that  bear 
repetition,  starting  with  a  well- 
planned  and  carefully  implemented 
deal.  This  year's  list  of  the  200  Best  is 


Gotcha:  Pushing 
The  Limits  of 
Due  Diligence 


a  good  place  to  mine  lessons  for 
happy — and  not  so  happy — marriages. 
DON'T  WAIT  FOR  A  DEAL  TO  COME 

TO  YOU.  Boulder,  Colo. -based  Carrier 
Access  (number  7)  made  that  mistake 
initially.  "We  waited  a  year  too  long," 
says  cofounder  Nancy  Pierce.  "If  we  had 
acted  sooner  we  could  have  grown 
faster." 

Launched  eight  years  ago  by  Pierce 
and  her  husband,  Chief  Executive 
Roger  Koenig,  Carrier  Access  sells 
broadband  equip- 


■  ; 


As  a  journalist,  James  Mul- 
vaney  investigated  Irish  ter- 
rorists, mobsters,  O.J.  Simp- 
son and  Ferdinand  Marcos.  He 
headed  the  team  that  won  the 
1996  Pulitzer  Prize  for  uncov- 
ering fraudulent  practices  at  a 
fertility  clinic  and  writing  sto- 
ries that  led  to  federal  indict- 
ments and  the  largest  mal- 
practice settlement  in 
California  history. 

Now,  as  head  of  KPMG's  in- 
vestigative due-diligence 
practice,  he  digs  up  dirt  on 
companies  that  are  about  to 
be  acquired.  For  $4,000  to 
$10,000,  Mulvaney  and  team 
will  pull  documents  from 
courthouses,  sift  through 
databases  and  check  out 
every  item  on  a  resume.  Pay 
up  to  $50,000,  and  they'll 
track  down  former  spouses 
and  colleagues  and  interview 


the  competi- 
tion. Nowa- 
days, when  the 
most  important 
acquired  asset 
may  be  talent, 
you  can't  stop 
the  snooping 
with  a  target's 
financials. 

While  most  investigations 
end  happily,  a  few  turn  up 
deal-killing  information.  In  a 
recent  case  a  computer  com- 
pany hired  Mulvaney  to  look 
into  the  backgrounds  of  direc- 
tors at  an  acquisition  candi- 
date. One  board  member,  he 
discovered,  was  going  through 
an  acrimonious  divorce— a  fact 
the  director  had  never  men- 
tioned. Why  such  a  big  deal? 
The  wife  stood  a  good  chance 
of  collecting  a  lot  of  his  stock 
and  of  using  those  shares  to 


insist  on  a  board  seat.  The 
client  didn't  want  to  get  em- 
broiled in  that  struggle,  and 
walked  away  from  the  deal. 

Another  time,  the  KPMG 
private  eyes  looked  into  a  tar- 
geted company  that  appeared 
clean  until  they  checked  the 
criminal  courts  and  learned 
that  half  its  board  members 
were  involved  with  organized 
crime.  A  third  takeover  candi- 
date seemed  okay  until  a 
media  search  revealed  that  the 
company  had  been  banned 
from  doing  business  in  Florida, 
a  key  territory  for  the  buyer. 


ment  that  allows  phone  companies 
ternet  service  providers  and  wirl 
carriers  to  offer  customers  local! 
long-distance  service,  high-speed 
nections  and  video  over  that  fal 
"last  mile."  The  company,  whicll 
ported  a  126%  increase  in  sales  last! 
to  $109  million,  was  an  early  playei 
it  faced  daunting  competition  i 
much  larger  firms.  To  keep  its  el 
Carrier  Access  needed  to  develop 
products  fast.  P: 
and  Koenig  tho 
they  could  pull 
off  by  increa 
their  R&D  buc 
Then  they  real 
they  had  to 
acquiring  e| 


Perhaps  th 
most  establish! 
M&A  snoop  is 
Strang  Hayes 
Consulting  in 
New  York.  It 
draws  its  stal 
from  the  alu  I 
of  the  CIA,  Si 
cret  Service! 
and  the  Dnl 
Enforcemeil 
Administra 
Since  its  in  I 
tion  in  1989  it  has  conduc 
more  than  3,000  due-dili- 1 
gence  investigations.  In  thl 
past  three  to  four  years,  rrj 
than  haif  of  that  business 
come  from  companies  mall 
merger-related  transactiosl 
For  $10,000  Strang  Hayesl 
do  a  complete  background 
check—  short  of  surveillarl 
work— in  less  than  two  we: 
The  same  service  involving 
cross-border  executives  ci| 
$15,000  and  takes  up  to 
three  weeks. 

"There  are  so  many  ug| 
stories,"  says  President 
Robert  Strang.  One  chief  el  J 
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g  talent  and  technology, 
o  they  contacted  investment 
;ers  about  bringing  in  deals.  They 
through  several  nice  PowerPoint 
sentations  of  companies  that  missed 
mark.  Some  prospects  didn't  stretch 
m  out  far  enough.  Others  had  been 
pped  to  death.  A  couple  were  based 
I  Silicon  Valley,  where  costs  and 
,!ts mover  were  too  high.  Carrier  Access 
on  them  anyway — and  lost  out  to 
il  Pfco  and  Nortel. 

!  ifTime  to  take  the  situation  into  their 
i  hands.  "We  had  to  be  more  innov- 
"Mjre  and  crafty,"  says  Pierce,  who  has 
bulked  at  25  deals  in  the  past  year,  often 
'4imall  cities  where  the  cost  of  living 
i  employee  turnover  are  low.  Gregar- 
and  charismatic,  Pierce  talks  to 


e  had  hidden  five  sexual  ha- 
»s  ument  lawsuits  filed  against  him. 

ther  executive  failed  to  mention 
iajfc  he  held  a  significant  amount  of 
in;  :k  in  a  competitor— which  led 
rk  i  potential  buyer  to  assume  that 
is  si  guy  might  not  have  his  own 
e=  ipany's  best  interests  in  mind. 
Cii,l  ther  time  the  investigators  dis- 
°m  ared  that  roughly  half  the  top 
eii  :utives  of  a  company  were  unin- 
d  co-conspirators  in  a  fraudu- 
v:  i  deal.  From  what  they  could  tell, 
company  had  changed  its  name 
i(Ei  rder  to  conceal  that  fact. 

II  this  work  is  legal,  mind  you, 
ir  11  it  is  usually  done  on  the  sly, 
ars  ifin  without  the  knowledge  of  the 
ted  company.  Investigators 
quietly  so  as  not  to  scare  off 
ntended  merger  partner,  dis- 
the  negotiations  or  risk  being 
for  libel.  In  fact,  potential  ac- 
rs  often  have  their  lawyers  hire 
stigators  to  ensure  that  all  in- 
ation  is  protected  under  attor- 
client  privilege.  When  dirt  is 
rthed,  the  potential  buyer  usu- 
backs  off  without  explaining, 
ome  other  hapless  buyer— per- 
a  competitor— unearth  the  bad 
s  the  hard  way.  —LK. 


irking  around  targeted  companie 
Summa's  Chief  James  swar'  wo": 


Pierce  talks  to  everybody 
about  merger  candidates. 


everybody  she  knows  about  merger  can- 
didates, phoning  venture  capitalists, 
chatting  up  customers — even  asking 
employees  to  name  the  companies  they 
fear  most.  One  deal  she  is  currently  ne- 
gotiating came  from  a  Carrier  Access 
vice  president,  who  heard  about  the 
company  from  an  old  friend  he  ran  into 
at  the  airport.  Pierce  pounced  within  24 
hours,  interrupting  discussions  the  tar- 
get was  having  with  another  potential 
acquirer,  and  stopped  the  company 
from  signing  a  no-shop  clause. 

Carrier  Access  found  its  first  mate 
while  on  a  consulting  project.  A  cus- 
tomer recommended  Millennia  Sys- 


tems, which  designs  broadband  com- 
munications equipment,  to  help  Car- 
rier integrate  a  microchip  into  a  new 
product.  Koenig  hired  the  firm  in  April 
for  a  short-term  project  but  liked  what 
he  saw.  Millennia  had  20  engineers  with 
considerable  talent  in  optics  and  Inter- 
net protocol.  Plus,  it  was  based  in  af- 
fordable Roanoke,  Va.,  50  minutes  from 
Virginia  Tech  University.  Though  the 
company  wasn't  for  sale  at  the  time, 
Koenig  persuaded  the  owners  to  sell 
out  in  August  for  $13  million  in  stock 
and  cash  (and  the  assumption  of 
$224,000  in  debt). 

STICK  TO  YOUR  KNITTING.  The  cliche 
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needs  to  be  repeated  again  and  again.  Ac- 
quiring a  company  just  to  diversify  your 
product  or  service  base  is  asking  for  trou- 
ble. Which  is  why  a  company  like  Fair- 
field, N.J.-based  Measurement  Special- 
ties (number  23)  never  looks  outside  its 
rather  narrow  specialty:  making  elec- 
tronic sensors  for  such  products  as  wash- 
ing machines,  scales  and  electronic  pres- 
sure gauges.  The  top  four  executives  have 
80  years  of  experience  in  sensor  technol- 
ogy among  them.  Chief  Executive  Joseph 
R.  Mallon  Jr.,  now  age  55,  started  in  the 
industry  when  he  was  20  and  served  as 
president  of  a  sensor- technology  com- 
pany in  Silicon  Valley  before  joining 
Measurement  Specialties  in  1995.  Three 


"I  can't  imagine  buying  something 
that  doesn't  fit  with  what  we  already 
know,"  says  Mallon.  He's  doing  some- 
thing right.  Since  March  1998  sales  have 
doubled,  earnings  are  up  sevenfold  and 
the  stock  is  up  tenfold. 

KNOW  WHAT  YOU'RE  BUYING. 
You'd  be  crazy  not  to  run  the  numbers 
backwards,  forwards  and  sideways.  But 
looking  beyond  the  balance  sheets  and 
financial  statements  is  a  requisite  skill. 
Summa  Industries'  Swartwout  doesn't 
just  poke  around  at  perilous  heights  to 
get  to  know  his  acquisition  target. 
When  he  learned  that  one  candidate 
got  60%  of  its  revenues  from  eight  cus- 


Swartwout  doesn't  do  all 
snooping  himself.  Summa  receri 
hired  a  Spanish-speaking  personnel 
rector,  who  has  already  visited  < 
company,  where  she  learned  ab 
management-labor  relations  and  sa 
procedures  from  its  mostly  Hispc 
plant  workers. 

Due  diligence  shouldn't  be  a 
fused  with  dawdling.  "As  soon  as  ) 
start,  you're  damaging  the  compj 
you're  acquiring,"  says  Power-0 
Chief  Executive  Steven  Goldim 
Why?  "Because  you're  taking  ma 
agement's  attention  away  from  t 
business." 

Power-One  (number  105)  do 


financial  statements  is  a  requisite  skill. 


tomers,  he  made  sure  he  sat  down  with 

years  elapsed  before  he  started 

buying;  s  nce  1998,  the  com  Looking  beyond  the  balance  sheets  an 

pany  has  made  three  acquisi- 
tions, all  complementary 
products. 

One  of  them  was  AMP 
Sensors,  a  moneylosing  division  of  elec- 
tronic-connectors giant  AMP.  Measure- 
ment Specialties  bought  the  tiny  divi- 
sion for  $3.8  million  in  August  1998, 
shortly  before  AMP  sold  out  to  con- 
glomerate Tyco  International.  Because 
its  production  was  so  similar  to  Mea- 
surement Specialties'  method  of  light- 
electronic  assembly,  Mallon  had  little 
trouble  shifting  the  AMP  production 
line  from  Valley  Forge,  Pa.  to  his  Shen- 
zhen plant  in  China's  Guangdong 
province. 


every  one  of  them.  Another  time 
Summa  commissioned  an  outside  envi- 
ronmental consultancy  to  check  out  a 
potential  mate's  factory.  The  firm  gave 
it  a  thumbs  up.  But  Swartwout  had  to 
see  for  himself,  inspecting  the  grass  and 
looking  for  recently  patched  asphalt. 
Not  satisfied,  he  ordered  another  as- 
sessment by  a  different  environmental 
firm  and  found  a  problem,  as  he  sus- 
pected— residue  from  an  old  fuel  tank 
that  hadn't  been  properly  cleaned. 
(Summa  had  to  eat  the  cost  itself.) 


More  Deals,  More  $$ 


Small  company  spending  for 
acquisitions  has  been  rocketing. 

$160 


Note:  Total  transaction  value  is  consistently  under- 
reported,  as  not  all  companies  report  transaction 
value.  All  buyers  with  $350  million  in  revenues  or  less. 
May  not  reflect  private  buyers  who  don't  report 
revenues.  Year  2000  numbers  are  nine-month 
annualized.  Sources-  U.S.  Bancorp  Piper  Jaffray: 
Thomson  Financial  Securities  Data. 


Grabby,  Grabby 


The  200  Best  Small  Companies  are  an 
acquisitive  lot.  Mergers  help  them  nab 
key  people  and  technology— as  well  as 
survive.  Among  the  top  dealmakers: 


Company 

Number  of 
acquisitions1 

Value 
($mil) 

Applied  Micro  Circuits 

6 

$4,781 

Qlogic 

3 

1,797 

Diamond  Technology 

3 

1,075 

Ebay 

10 

730 

Macrovision 

3 

666 

Razorfish 

8 

639 

'Completed  or  pending  acquisitions  from  January  1998 
through  September  2000.  Source:  Thomson  Financial 
Securities  Data. 

not  waste  any  time.  The  Camarillo 
Calif,  company  makes  power-con- 
version products — boxes  costing 
$15  to  $4,000  that  convert  alter- 
nating current  to  direct  current. 
Its  customers  are  Internet  service 
providers  and  manufacturers  of 
datacom  and  telecom  equip- 
ment. Power-One,  which  has 
made  four  acquisitions  in  24 
months,  uses  a  homemade 
quickie  system  for  reviewing  a 
target  in  seven  days.  Rather 
than  sending  a  typical 
20-page  questionnaire, 
it  delivers  an  Excel 
spreadsheet  with 
blanks  to  fill  in.  The 
data  generate  an  esti- 
mated acquisition  price  be 
on  dozens  of  factors,  incluc 
product  mix,  future  sales 
R&D  expenses.  The  program 
a  built-in  litmus  test:  Compa 
that  can't  complete  all  the  i 
vant  information  within  I 
hours  send  up  a  red  flag. 

LEARN  THEIR  TRIBAL  C 
TOMS.  You've  heard  a  lot  on 
subject  of  culture  clashes- 
fact  that  they  do  busines 
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;  le  lot  differently  than  we  do.  Be- 
.1  the  cliches  are  some  real  friction 
i  its,  and  they  go  way  beyond  how 
;)le  dress  or  what  company  dining 
ns  look  like. 

'lantronics  (number  43),  a  tele- 
ne  headset  maker,  had  its  eye  on 
nrvox,  which  produces  cellular 
Isets.  But  the  Santa  Cruz,  Calif, 
pany  wanted  to  make  sure  that  its 
et  shared  its  obsession  with  cus- 


tomer service.  Plantronics  took  special 
pride  that  callers  waited  a  maximum  of 
only  8  seconds  to  reach  a  live  body  at 
the  complaint  desk.  So  it  talked  with 
Clearvox  accounts  and  learned  the 
company  was  even  willing  to  lose 
money  on  a  transaction  to  keep  cus- 
tomers happy.  The  estimated  $10  mil- 
lion takeover  went  ahead. 

Acquiring  a  foreign  company  brings 


a  different  set  of  challenges. 
Power-One  hired  an  indus- 
trial psychologist  to  work 
with  executives  at  two  of  its 
acquisitions,  Zurich-based 
Melcher  and  Boston-based 
IPD.  At  IPD  90%  of  employees 
were  of  Chinese  descent.  Over 
a  two-day  session  at  a  country 
club  in  Camarillo,  20  top  man- 
agers from  both  companies 
and  Power-One  participated  in 
workshops  on  conflict  and 
communication.  The  U.S.  exec- 
utives, unsurprisingly,  tended  to 
make  decisions  on  the  spot, 
while  the  Swiss  liked  to  sleep  on 
it  overnight  and  then  regroup. 
Power-One's  boss  Goldman  has 
incorporated  that  lesson  into  his 
management  style.  The  Chinese, 
on  the  other  hand,  felt  slighted  if 
certain  people  were  left  out  of 
discussions;  they  leaned  heavily 
toward  consensus.  Goldman  now 
makes  sure  he  talks  to  all  key  peo- 
ple at  that  operation  and  gets  them 
on  board  for  big  decisions.  "They 
won't  support  it  if  they  don't  feel 
good  about  it,"  he  says. 

And  they  might  not  support  it  if 
they  don't  understand  it.  Ebay's 
$260  million  acquisition  in  May 
1999  of  135-year-old  Butterfield  & 
Butterfield  is  a  case  study  in  mutual 
inscrutability  and  failed  expecta- 
tions. The  world's  largest  online  flea 
market  thought  it  could  revolution- 
ize the  traditional  art  auction  busi- 
ness by  creating  a  vast  new  class  of 
customers  who  would  bid  on  high- 
ticket  items,  but  over  the  Internet. 

It  never  happened.  Few  executives 
at  Ebay  (number  46)  had  ever  been  to 
a  live  auction.  For  three  months  after 
the  deal  Ebay  sent  teams  up  from  San 
Jose  to  San  Francisco  to  learn  about 
Butterfield's  business.  "Ebay  had  no 
idea  what  they  were  getting  themselves 
into,"  says  a  former  Butterfield  execu- 
tive who  has  since  left,  along  with  other 
top  managers.  Today  the  auctioneer  still 
sells  the  old-fashioned  way.  But  its  on- 
line presence  is  barely  a  silhouette.  You 
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can  find  its  wares — books,  fine  art, 
memorabilia,  Native  American  craft — 
under  one  of  ten  auction  house  cate- 
gories on  a  Web  site  called  Ebay  Great 
Collections.  The  site  apparently  isn't 
bowling  over  anyone.  "We  haven't 
heard  much — and  assume  it's  not 
doing  well,"  says  Jeetil  Patel,  an  analyst 
at  Deutsche  Bank  Alex.  Brown.  "Butter- 
field  has  been  completely  de-empha- 
sized. Ebay's  moved  on." 

START  INTEGRATION  WELL  BEFORE 
THE  DEAL  IS  CLOSED.  It's  easy  to  put  off 
the  messy  details  of  com- 
bining assets  and  jobs. 
But  delays  create  bigger 
problems — starting  with 
the  anxiety  of  employees, 
who  don't  know  if  their 
days  are  numbered,  and  the 
inevitable  guilt  of  survivors. 
"Integration  shouldn't  start 
on  day  one,"  advises  Boston 
Consulting  Group's  Sirower. 
"It  should  start  on  day  nega- 
tive 30  or  day  negative  50." 

Westford,  Mass. -based 
NetScout  Systems  (number 
22) — which  makes  data-col- 
lection devices  that  monitor 
the  performance  of  com- 
puter networks — has  the 
transition  process  down. 
Fearful  that  he  might  have 
problems  ironing  out  the 
kinks  of  incompatibility, 
Chief  Executive  Anil  Singhal 
had  already  turned  down  two  poten- 
tial candidates.  He  settled  on  Next- 
Point,  whose  performance-analysis 
products  and  reporting  applications 
complemented  NetScout's  line.  It  was 
also  just  across  town,  which  made  it 
easy  to  get  to  know  the  company  from 
the  inside — top  managers  on  down  to 
engineers. 

In  the  weeks  before  the  $60  million 
deal  (stock  and  cash)  was  consummated 
in  July,  NetScout  warmed  up  its  wel- 
coming committee.  On  the  day  of  the 
announcement  Singhal  himself  went 
over  to  NextPoint  to  tell  employees.  He 
left  it  to  his  second  in  command,  Presi- 
dent  Narendra   Popat,  to  inform 


NetScout's  staff.  When  NextPoint 
moved  into  NetScout  offices  two  weeks 
later,  the  employees  found  a  big  Wel- 
come sign.  Everyone  received  a  benefits 
package;  telephone  and  IT  systems  were 
already  hooked  up.  A  NetScout  "buddy" 
was  paired  with  each  new  employee  for 
the  first  few  weeks.  "It  was  like  moving 
into  a  new  house  where  everything  was 
taken  care  of,"  says  Singhal. 

NetScout  had  also  evaluated  the  jobs 
of  all  NextPoint's  60  employees.  Anyone 
whose  position  turned 


I 


( 


"We  figured  the 
savings  would 
get  us  through." 

out  to  be  redundant  was  redeployed  else- 
where in  the  company.  Some  salespeo- 
ple were  assigned  to  new  regions.  Singhal 
says  that  90%  chose  to  stay. 

Layoffs,  everyone  agrees,  are  the 
nastiest  part  of  integration.  Mishan- 
dled, everyone  suffers:  Morale  plunges, 
productivity  flat-lines  and  the  employ- 
ees you  want  to  keep  start  looking  for 
the  exit  signs.  Coming  clean  counts 


for  a  lot — even  if  you're  just  deli 
bad  news. 

Measurement  Specialties  neve 
the  fact  it  would  have  to  let  some 
pie  go  when  it  acquired  AMP  Ser  i 
and  said  so  during  its  first  meeting  ii 
new  employees.  It  did  try  to  cus 
the  blow.  Anyone  who  stayed  thr 
the  transition  would  get  two  mo 
notice,  a  severance  package  of 
week's  salary  per  year  of  service 
bonus  of  four  weeks'  pay 

NEVER  TAKE 
EYE  OFF  AN  ACQ 
TION.  Orem,  Utah-I 
Mity-Lite  did — ai 
probably  cost  the 
pany  a  spot  on  th< 
Best    (where  it 
landed  five  of  th 
previous  years). 

Mity-Lite  (rec 
renamed  Mity  E 
prises)   was  ac 
tomed  to  deliv«| 
consistent  20°/iI 
nual  earnings  grcl 
The  company,  \>1 
makes  institutii 
furniture  for  rB 
industries,  had  I 
successful  acq! 
tions  in  the  pas  l 
eluding     a     t  i 
around.  So  it  d  i 
blink  when  it  be  i 
CenterCore,  which  produces  cir 
call-center  units  with  dividers.! 
bank  foreclosure  last  April  fori 
million. 

The  strategy  may  have  been  si  I 
on  paper,  but  the  execution  | 
abysmal.  To  save  an  estimate 
million  a  year,  Mity-Lite  folded 
terCore's  New  Jersey  operations  i 
the  underutilized  Arkansas  fli 
of  a  different  division.  "Money  hi  i 
lot  of  mistakes,"  says  Bradley  Nie  H 
the  chief  financial  officer.  "We  1  a 
we'd  have  a  tough  time,  but  figle 
the  savings  would  get  us  througlp 
transition." 

Hardly.  For  starters,  not  one  pi 
son  from  CenterCore  agreed  to  Id 
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•  to  Arkansas.  Mity-Lite 
tracted  with  a  half-dozen 
sultants,  who  decided 
to  join  the  combined 

ipany  and  had  little  in- 
,  tive  to  smooth  out  the 

isition.  Worse,  Mity-Lite 
trusted  its  49%-owned 

ansas  affiliate,  DO  Group, 

landle  integration — but 

lout  designating  goals 

responsibilities.  Integra- 

1  became  a  third-tier 

Things  started  to  unravel 
ne  fall,  as  the  combining 
computer  systems  fell 
rt.  CenterCore  ran  on  a 
:>rietary  Hewlett-Packard 
vork,  and  had  written  its 
i  code;  DO  Group  had  to 
it  with  its  IBM  system, 
j  :  could  read  how  to  build 
furniture.  The  switchover 
|  [c  place  at  CenterCore's 
est  time  of  year,  when  its 
nilitary  customers  placed 
;rs.  Without  the  system 
md  running,  the  group 
i  c  to  building  the  units  by 
d.  Orders  were  delayed 
sent  out  damaged  or  in- 
iplete.  Inventory,  which 
dn't  be  correctly  forecast, 
id  up  dangerously  high. 
3y  December  the  man- 
s  in  Orem  began  to  pay 
ntion.  But  until  they  took 

•  the  last  51%  of  DO 
up,  there  was  little  they 
d  do  on  the  ground.  As 
i  as  the  paperwork  was 
plete  in  April,  Chief  Ex- 
ive  Gregory  Wilson  sent  a 
ral  manager  to  Arkansas. 

I  r  two  months  he  left, 
:  whelmed. 

The  distractions  hit  the  bottom 
First-quarter  earnings  were  down 

lb — the  first  such  drop  in  eight 

Is.  Without  the  acquisition  prob- 
s  the  company  would  have  re- 
ted  a  30%  increase.  That's  when 

jcf  Financial  Officer  Bradley  Niel- 
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Accident ...  Or  Merger? 

A historian  once  described  the  merger  of  two  ailing  railroads  as  "two  drunks  helping  one 
another  home."  Nowadays  it's  a  pretty  apt  description  of  what  is  going  on  in  Internet 
land.  Trying  to  combine  content  and  commerce  can  be  an  effective  recipe  for  failure. 
Milage,  a  Web  site  for  women,  tried  to  change  its  business  model  in  part  by  acquiring  e-retailer 
Ibaby  for  a  total  $12.3  million  in  cash  and  stock.  The  problem:  not  enough  eyeballs  to  make  the 
commerce  side  profitable;  Milage  also  discovered  the  headaches  that  come  with  taking  and 
delivering  orders.  "It  was  a  diversion  that  was  not  going  to  get  us  to  scale,"  admits  Jay  C.  Hoag, 
an  Milage  board  member  and  a  partner  at  Technology  Crossover  Ventures.  In  July  Milage  sold 
Ibaby  for  a  minimal  profit— some  equity  and  ad  banners. 

Hitching  to  the  Internet  has  been  perilous  for  some  companies  looking  to  diversify. 
Whittman-Hart,  which  earned  $30  million  on  $481  million  in  revenue  last  year,  had  a  solid 
business  as  a  technology  consultant  to  manufacturing,  retail,  health  care  (and  some  Internet) 
companies  with  $50  million  to  $500  million  in  sales.  But  the  Web  was  hot.  Whittman-Hart 
envied  USWeb/CKS,  which  had  a  thriving  business  setting  up  e-commerce  sites.  Whittman- 
Hart  grabbed  it  for  $6.5  billion  in  stock,  and  renamed  the  combined  entity  Marchfirst. 

Then  came  the  correction.  Marchfirst  insists  that  selling  to  new  ventures  accounts  for  only 
8%  of  its  revenues.  Still,  its  stock  has  sunk  from  $48,  when  the  deal  closed  on  Mar.  I,  to  $11. 

What  happens  when  you  acquire  a  company  for  its  technology— and  then  discover  you 
don't  really  want  the  rest  of  the  company?  Hollywood  Entertainment,  which  rents  tapes,  was 
interested  in  Reel.com  for  its  software  that  sold  videos  to  folks  based  on  a  history  of  their 
tastes  and  purchases.  The  $90  million  deal  in  cash  and  stock  two  years  ago  got  two  thumbs 
up.  But  competition  from  Amazon.com  and  Buy.com  proved  overwhelming:  Reel  lost  money  on 
every  sale,  and  burned  $4  million  in  cash  per  month.  Hollywood  filed  for  a  public  offering  of 
Reel  shares— valued  between  $600  and  $800  million  — but  retracted  when  the  market 
soured.  Hollywood  ended  up  shuttering  Reel  in  June,  firing  all  120  people. 

Last  month  Webvan  bought  Homegrocer  for  $550  million  in  stock.  The  combination 
hasn't  solved  Webvan's  basic  cost  problem:  how  to  increase  the  number  of  deliveries  per  hour. 
There  are  no  economies  when  your  drivers  operate  in  disparate  regions  (Webvan  in  Chicago 
and  Atlanta;  Homegrocer  on  the  West  Coast).  Webvan  has  $525  million  in  cash  but  is  torch- 
ing $125  million  of  it  per  quarter,  estimates  Jeetil  Patel,  an  analyst  at  Deutsche  Bank 
Alex.  Brown.  Upgrading  Homegrocer's  computer  systems  will  only  add  more  oxygen  to  the  fire. 
Not  good  news  in  a  very  stingy  capital  market. 

Now,  deals  that  don't  stop  the  flow  of  red  ink  are  doomed.  In  January  golf  equipment  re- 
tailer Chipshot.com  bought  GolfServ,  a  site  that  licenses  its  handicap-tracking,  tee-time  book- 
ing and  instruction  services  to  more  than  250  sites,  for  about  $20  million  in  cash  and  stock. 
Great  service,  but  GolfServ  was  more  than  a  year  away  from  profitability.  The  union  proved  to 
be  something  of  a  three-putt.  Strapped  for  cash  following  the  crash,  Chipshot  sold  GolfServ 
back  to  its  founders  for  $500,000  in  cash  in  August. 

"We've  had  seven  offers  since  the  divorce  to  take  over  other  companies,"  says  GolfServ 
President  Kathryn  Savarese.  "We've  declined  them  all."  At  least  somebody  learned  something. 

—Brett  Nelson 


son  offered  to  tackle  the  Arkansas  fi- 
asco. In  early  September  he  uprooted 
his  family  and  headed  south  for  what 
he  hopes  is  a  9-  to  12-month  stay,  tack- 
ling the  system  issues  and  trying  to 
mend  damaged  customer  relation- 
ships. He's  optimistic,  but  both  he  and 
Wilson  aren't  taking  any  chances.  If 


they  can't  turn  things  around  within 
six  months,  they'll  cut  their  losses  and 
either  sell  or  liquidate. 

"We  kick  ourselves  for  not  putting 
our  own  people  in  sooner,"  says  Niel- 
son.  Wilson  has  a  bleaker  view  of  the 
acquisition:  "We  shouldn't  have  done  >t 
at  all."  F 
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IF  WE  DIDN'T  GIVE  YOU 

A  BED  THIS  COMFORTABLE, 

HOW  WOULD  WE  SLEEP  AT  NIGHT? 


•  The  Race  to  Embrace 

Small  companies  are  caught  up  in 
merger  mania.  Lessons  from  the 
winners  on  what  makes  deals  stick. 

Eleven  Companies  to  Watch 

Seizing  opportunities  where  they 
find  them. 

4  The  200  Best  Small  Companies 

6  Turning  on  the  Spotlight 
Hot  stocks,  bargains  and  takeover 
candidates. 

!  The  Newest  New  Thing 

Up  and  comers  you'll  soon  be 
hearing  a  lot  about. 

4  Is  Anyone  Listening? 
How  small  companies  can  get 
analysts  to  cover  them. 

0  Raising  Money  at  Any  Cost 
Getting  the  cold  shoulder  from 
underwriters  and  credit  analysts? 
Alternative  plans  that  work. 

4  Getting  a  Jump 

How  to  trim  estate  taxes — before 
you  have  kids  or  even  a  sizable  net 
worth. 

8  Angelic  Host 

The  canniest  new  investors  from 
around  the  country. 

lOThe  Global  100 

8  Reaching  Out  to  the  World 

Why  Web  consultancies  are  leading 
global  expansion. 

tistics  compiled  by  Kurt  Badenhausen, 
itt  DeCarlo,  Lesley  Kump,  Lisa  McDonald, 
hael  Schubach,  Brian  Zajac. 
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Best  of  the  Small 

What  does  it  take  to  be  the  best?  To  begin  with, 
solid  results— five  years  of  consistent  sales  and 
earnings-per-share  growth;  four  consecutive 
quarters  of  net  income  surpassing  $!  million.  But 
getting  on  our  list  is  more  than  just  a  numbers 
game.  We  put  our  candidates  through  hell, 
combing  their  financial  documents  for  the  slightest 
scent  of  trouble:  bad  debts,  lawsuits,  slow 
receivables,  funny  accounting— all  grounds  for 
dismissal.  Those  that  make  the  final  cut  are  truly 
gritty  survivors.  As  General  George  S.  Patton  told 
his  troops:  "Battle  ...  brings  out  all  that  is  best." 


ILLUSTRATIONS  BY  MARTIN  O'NEILL 
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MATTHEWS  INTERNATIONAL 


Image 
Consultant 

The  market  on  memories  is  tough  to 
corner,  but  Matthews  .  International 
(number  148  on  the  200  Best  list)  has 
come  close— the  Pittsburgh-based  com- 
pany  sells  60%  of  the  country's  bronze 
memorials,  from  funeral  urns  and  baseball's 
Hall  of  Fame  plaques  to  an  Elvis  grave  marker 
at  Graceland.  It's  a  lucrative  market,  too. 
Matthews  enjoyed  a  25.7%  operating  margin  on 
the  $124  million  in  bronze  it  sold  last  year.  There 
isn't  much  growth  in  the  memorial  business,  so 
Chief  Executive  David  Kelly,  who  has  a  master's  in 
molecular  biophysics  from  Yale  but  also  a  more  prag- 
matic Harvard  M.B.A.,  is  shifting  to  an  entirely  differ- 
ent sort  of  graven  image.  Matthews  is  producing  plastic 
plates  used  to  print  graphics  on  corrugated  cardboard 
and  plastic.  The  plastic  side  of  the  business  is  not  nearly 
as  profitable  as  the  bronze  side— the  operating  margin 
runs  around  6%— but  platemaking  is  a  fragmented  industry, 
and  Kelly  thinks  he  can  eventually  dominate  that  market,  too. 
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WEBTRENDS 

Digital  Bean  Counters 

Compared  with  firms  in  online  retail,  business-to- 
business  auctions  or  streaming  video,  WebTrends 
(12-month  revenues,  $37  million)  works  in  a  decid- 
edly dull  corner  of  the  Internet.  Its  software  lets  cor- 
porations track  who  visits  their  Web  sites  and  what 
they  do  there.  The  glitz  is  in  WebTrends'  P&L  state- 
ments: The  Portland,  Ore. -based  company  has  made 
money  for  18  consecutive  quarters;  revenues  and 
earnings  keep  rising  even  as  other  Web  companies 
founder.  Yes,  some  of  those  failed  ventures  were 
WebTrends'  clients,  but  most  customers  are  blue 
chips  like  AT&T,  American  Express  and  DuPont, 
which  pay  up  to  $500,000  for  software  packages 
that  keep  an  "eye"  on  visitors  and  monitor  firewalls. 
Only  15%  of  the  company's  clients  are  volatile  dot- 
com plays.  Unlike  Web  trackers  Media  Metrix  or 
Nielsen  NetRatings,  WebTrends  (number  19)  de- 
ploys its  software  by  using  information  from  the 
customers'  own  Web  servers,  which  co-founders  Eli 
Shapira  and  Glen  Boyd  say  produces  far  more  com- 
prehensive results. 
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And  now  the  version 
sent  to  Kinko's  using  Kinko's  File  Prep  Tool." 

(Without  even  a  comma  lost  in  the  transmission.) 


Now  there's  a  better  way  to  print  your  document  from 


ORANGE  CROP 
OUTLOOK 


your  desktop.  Just  prepare  it  with  Kinko's  File  Prep  Tool 


software,  log  on  to  kinkos.com" and  send  it  to  us  from  wherever 


SWEET 


fig.  1  Create  your  document. 


you  are.  Your  document  will  be  printed  exactly  as  it  appeared 


on  your  screen,  gibberish-free  and  without  that  fouled-up 


fig.  2  Convert  to  a  print-ready  file 
using  Kinko's  File  Prep  Tool  software. 


formatting  that  comes  from  a  bad  transmission. 


Get  your  copy  of  Kinko's  File  Prep  Tool  "  software  free 


www.kinkos.com 


fig.  3  Log  on  and  click: 
Print  to  Kinko's! 


from  kinkos.com  or  at  any  Kinko's  location.  And  while  you're 


there,  check  out  the  many  other  ways  we  can  make  your  business 


life  easier.  Not  to  mention  protecting  all  forms  of  punctuation. 


fig.  4  Quality  output  every  time  that 
you  can  pick  up  or  have  delivered. 


ELECTRONIC  FILE  SUBMISSION  *  PRESENTATIONS  •  MANUALS  &  REPORTS  •  BUSINESS  CARDS 
STATIONERY  •  BINDING  &  FINISHING  SERVICES  •  SHIPPING  SERVICES. 


kinko's 

America  Online  Keyword:  kinkos.com 
Open  24  hours  •  1-800-2  KINKOS 


>'s  File  Prep  Tool  available  in  Windows  version  only.  Patent  pending-  Windows  is  a  registered  trademark  of  Microsoft  Corporation.  America  Online  is  a  registered  service  mark  of  America  Online,  inc. 
>'s,  kinkos.com,  Print  to  Kinko's,  Kinko's  File  Prep  Tool  and  KFP  are  proprietary  marks  of  Kinko's  Ventures,  Inc.  and  are  used  by  permission.  iC2000  Kinko's,  Inc.  All  rights  reserved.  Products  and  services 
by  location  and  are  subject  to  availability.  Kinko's  requires  written  permission  from  the  copyright  holder  to  reproduce  any  copyrighted  work. 
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LABRANCHE  &  CO. 


Floor  Sweeper 


While  Michael  LaBranche  follows  the  Big  Board  more  closely  than  most 
investors,  he  doesn't  care  whether  stocks  move  up  or  down,  so  long  as  they  move. 
His  LaBranche  &  Co.  (number  26)  is  a  marketmaker  that  handles  some  200  million  shares  a 
day  on  the  NYSE,  about  20%  of  its  average  volume.  LaBranche,  whose  grandfather  founded  the 
company  in  1924,  typically  keeps  a  quarter  of  a  cent  per  share,  so  market  turmoil  means  profits  re- 
gardless of  how  investors  fare.  While  the  overall  market  has  been  flat  the  past  year,  LaBranche's 
profits  are  up  568%.  The  company  is  a  specialist  in  400  stocks,  just  behind  industry  leader  Spear, 
Leeds  &  Kellogg,  but  it's  gaining  ground.  What  about  competition  from  electronic  networks  that  by- 
pass the  exchange  floor?  LaBranche  notes  that  these  networks  often  choose  to  send  LaBranche 
trades  they  can't  settle  themselves.  Still,  it's  not  Grandpa's  market  anymore. 
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GET  TO  THEM  THROUGH  US. 

LUE  MARTINI 

0         F         T         W         A         R  E 

Customers  are  a  moving  target.  They're  likely  to  show  up  anywhere.  So  prepare  yourself.  Blue  Martini  lets  you 
meet  them  head-on  at  the  point  of  sale,  wherever  that  may  be.  For  example,  it's  not  unusual  for  someone 
to  research  a  product  on  the  Web,  meet  with  a  sales  person,  then  later  contact  the  call  center  to  check  on 
the  order.  Now,  at  any  point  of  interaction,  Blue  Martini  is  there,  delivering  a  highly  personalized,  branded 
experience.  To  find  out  more  about  Blue  Martini's  total  e-business  solution,  visit  www.bluemartini.com/targtt. 
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Recommended  by  dentists. 


DIRECT 

REIMBURSEMENT 


EMENT I 


Recommended  by  smart  companies, 


No  wonder  it's  the  dental  plan  choice  of  thousands  of  companies. 


It's  simple.  Direct  Reimbursement  reduces  the 
excessive  paperwork  and  high  administrative 
costs  typical  of  outside  insurers.  Nearly  every 
dollar  goes  toward  covering  actual  dental  care, 
and  the  money  you  save  can  go  right  to  your 
bottom  line.  With  Direct  Reimbursement 
(DR),  there  are  no  monthly  premiums.  Instead, 


the  company  pavs  when  actual  treatment  is 
received.  What's  more,  your  employees  can  see 
any  dentist  they  choose.  Call  the  American 
Dental  Association  today  to  learn  more  about 
a  self-funded  DR  plan,  or  to  request  a  cost 
estimate  of  a  plan  designed  to  meet  the  needs  of 
your  company. 


1-800-232-7698  ext.338 

Or  visit  our  web  site  at  www.ada.org/DR 


RECT 

IBURSEMENT 


Dental 

Benefits  Plan 
Smart  Companies 


ADA 

American  Dental  Association 


Covered  by  Allianz  Grou 


Fi 


Wherever  you  are,  whenever  you 
need  us,  the  Allianz  Group  is 
always  there  for  you. 


To  us,  risk  management  means  thinking  the  unthinkable 
to  prevent  risk  turning  into  loss.  As  one  of  the  world's 
leading  insurers  our  financial  strength  and  technical 
expertise  combine  to  make  Allianz  Group  the  partner 
you  can  trust  whenever  and  wherever  you  need  us. 

Allianz.  The  Power  Beside  You. 


Allianz  ® 


Allianz  Group.  Europe's  leading  global  insurer 
and  provider  of  financial  services. 


Norman  Asbjornson  is  the  proud  chief  executive  of  an  oxymoron— a  hot  air-conditioner  company.  Annual  sales  of  commercial 
cooling  equipment  at  his  Tulsa,  Okla.-based  Aaon  (number  52)  have  been  growing  at  a  26%  clip  for  the  past  three  years,  thanks 
to  orders  from  Wal-Mart,  Target  and  Home  Depot,  which  accounted  for  40%  of  the  18,000  units  Aaon  sold  last  year.  Aaon  is  con- 
siderably smaller  than  rivals  Lennox  and  Carrier,  but  that  can  be  an  advantage.  The  company  is  willing  to  retool  its  production  line 
to  make  customized  units  for  big  customers.  Wal-Mart,  which  uses  Aaon  in  70%  of  its  North  American  stores,  wanted  the  ability 
to  install  its  own  temperature-control  devices;  Aaon  happily  complied.  "Because  we're  not  as  large  as  our  competitors,  we're  more 
responsive,"  says  Asbjornson,  who  led  a  management  takeover  in  1988  and  renamed  the  company;  he  took  it  public  in  1991. 
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Unlimited  IP  possibilities  for  your  business 


concert 
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sive  changes  in  communications  promise  infinite 
Hal  for  business  success.  For  growth  and  expansion, 
increased  efficiencies  and  new  capabilities.  We 
lize  this  is  an  opportunity.  Not  only  to  transform  the 
communications  landscape.  But  also  to  help  our 
ners  redefine  their  business  through  fully  integrated  IP- 
solutions.  AT&T,  in  cooperation  with  Concert,  is  a 
-ful  combination  of  global  expertise  and  local 
ence  ready  to  make  this  happen.  Today,  Concert's 
'  network  delivers  innovative  services  with  seamless 
ctivity  in  147  countries.  Together,  we  are  delivering 


simplified  solutions  to  complex  business  needs  through  a 
range  of  IP-driven  solutions,  from  easy-to-implement, 
cost-effective  services,  to  comprehensive  corporate  IP 
infrastructures.  Put  simply,  we  are  redefining  business 
communications  value  and  efficiency.  For  multinationals  with 
complex  global  needs,  to  smaller  companies  with  global 
aspirations.  The  communications  revolution  is  underway,  and, 
together,  we  will  make  sure  your  company  is  on  the  winning 
side.  To  find  out  more,  visit  www.att.com/ipservices  or 
call  1-800-288-3199,  dept.  12.  Discover  how  AT&T  and 
Concert  can  take  your  business  to  the  nth  degree. 


Taking  your  business  to  the  £Q'"  degree. 


concert 
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J  Celanese 


excellent 

performan  e 

Our  benchmark:  improved  customer  value  through  greater  innovation. 
We  already  offer  innovative,  custom-made  solutions  that  provide  competitive  advantages  for  our  customers. 
Going  forward,  we  will  also  extend  our  ability  to  provide  greater  added  value  and  strengthen  our  partnerships  with 
customers.  Further  we  are  implementing  eBusiness  in  all  company  processes  to  create 

new  market  opportunities  for  our  strategic  market  segments. 
Our  goal:  a  continuous  increase  of  shareholder  value. 

Celanese  AG.  A  global  leader  in  the  chemical  industry,  www.celanese.com 
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shareholders  enjoyed  a         return  on  equity. 


> 


:hton  internat 

Rainmaker 

When  Richton  International  (number  20)  gave  up  costume  jewelry  for  sprinkler 
and  lawn  fountain  distribution  in  l£)93,  plenty  of  folks  thought  they  were  all 
wet.  "The  economy  wasn't  particularly  strong,  and  the  weather  wasn't  espe- 
cially favorable,"  says  Chie'f  Executive  Fred  R.  Sullivan.  "Who  wanted  to  get  into 
sprinklers?''  Now  Sullivan  looks  smart:  Buoyed  by  warm  weather  and  a  hot 
economy,  annual  sales  have  leaped  from  $40  million  to  $200  million.  It's  not 
the  first  time  he's  pulled  off  that  kind  of  feat.  In  the  1960s  he  built  Kidde  Inc. 
from  a  small  fire-extinguisher  firm  into  a  conglomerate;  he  sold  it  to  Britain's 
Hanson  P!c.  for  $1.8  billion  in  1987  As  a  hedge  against  the  whims  of  weather 
and  the  economy,  Sullivan  has  branched  into  the  computer-reselling  business, 
but  80%  of  revenues  still  comes  from  sprinklers  and  fountains. 
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Walker.  That's  the  word  circling  the  globe.  The  name 
that  keeps  popping  up  in  the  boardrooms  of  more 
and  more  Global  2000  enterprises.  The  company 
behind  Deep  e-business  solutions™ 

For  over  25  years,  Walker  has  been  on  the  cutting 
edge  of  business  technology.  Working  with  the 
world's  most  successful  companies.  On  virtually 
every  continent.  In  nearly  every  industry  sector. 

Today,  Walker's  Deep  e-business  solutions  are  driving 
enterprise  networks  in  Banking,  Finance  and  Insurance. 
You  can  also  find  Walker  flexing  its  muscle  for  major 
Utilities,  Retailers  and  Manufacturers.  Even  Government 
and  Education  ask  for  Walker  by  name. 

So  if  you  want  to  make  your  move  in  the  world 
of  e-business,  there's  only  one  name  you  need  to 
remember.  Walker.  Spread  the  word. 

To  schedule  a  meeting  or  for  more  information, 
visit  www.walker.com  or  call  1-800-PICK-WALKER. 

©  2000  Walker  Interactive  Systems,  Inc.  Walker  and  design,  and  "Deep  e-business 
solutions"  are  trademarks  and/or  registered  trademarks  of  Walker  Interactive  Systems. 
Inc.  All  other  brand  and  product  names  are  trademarks  of  their  respective  owners. 


The  word  is  out. 

We're  running 
e-business  now. 


()  W  A  L  K  6  R 

We  mean  e-business 
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Jump  Starter 

If  you're  lucky,  you've  only  seen  defibrillators  used  in  hos- 
pital dramas.  But  if  Zoll  Medical  Chief  Executive  Richard 
Packer  has  his  way,  you'll  soon  be  seeing  his  jump- 
start  kits  for  the  heart  in  offices,  stadiums  and 
casinos.  Packer,  an  engineer  with  a  Harvard 
M.B.A.,  says  "nontraditional"  customers 
don't  expect  to  use  the  machines,  but 
don't  mind  shelling  out  $3,000 
apiece,  just  in  case.  Zoll  (n-umber 
184)  is  late  to  the  $100  million  market 
for  portable  defibrillators,  but  Packer 


thinks  he  can  get  25%  of  it  in  a  year  by  pushing  his  new 
biphasic  machines.  Standard  monophasic  defibrillators  de- 
liver one  jolt  to  the  heart,  but  Zoll's  machines  send  the 
charge  in  two  small  waves  and  use  less  electricity; 
the  company  claims  the  reduced  voltage 
makes  the  biphasic  machines  safer  than 
conventional  ones.  The  machines  are  al- 
ready a  hit  in  the  hospital  market- 
though  Zoll  only  started  selling  them 
last  year,  they  already  represent  a  third 
of  the  company's  $100  million  in  sales. 


The  one  to  watch  for.M 

One  company  understands  that  even  though  you 
may  take  certain  risks,  trade  online  and  invest 
in  BigNewIdea.com,  a  part  of  you  knows  you 
should  also  plan  for  a  lifetime  of  investing. 
For  your  retirement. .  .your  child's  education . . . 
for  whatever's  important  to  you.  One  company 
has  been  helping  investors  plan  for  the 
important  things  since  1928.  Discover  how 
Pioneer  can  help  you. 


PIONEER 

Investments* 
www.pioneerfunds.com 

Mutual  Funds  •  Retirement  Plans  •  Variable  Annuities  •  Institutional  Asset  Management 
Contact  your  financial  advisor  or  call  800-225-6292. 

For  information  about  any  Pioneer  fund,  including  charges  and  expenses,  request  a  prospectus.  Read  it  carefully  before  you  invest 
or  send  money.  ©Pioneer  Funds  Distributor,  Inc.,  underwriter  of  Pioneer  mutual  funds,  60  State  Street,  Boston,  MA  02109. 


It's  hard  to  tell  who  the  car  is  hugging  more,  you  or  the  road. 


Globocop 

Most  companies  say  they  want  to  do  business  globally,  but  Armor  Holdings  (number  102)  is  one  of  the  few  that  looks  for  trouble 
abroad,  seeking  work  wherever  there's  unrest.  Nearly  a  third  of  its  $183  million  sales  comes  from  protecting  oil  companies  oper- 
ating in  Wild  West  frontiers  like  Russia,  Uganda  and  Colombia,  where  Armor  employees  provide  security  for  an  oil  company  drilling 
near  rebel  strongholds— and  in  the  Democratic  Republic  of  Congo  and  Thailand,  where  they  protect  U.S.  embassies.  "They  go  into 
difficult  places  and  we  go  in  there  with  them,"  says  Chief  Executive  Jonathan  Spiller,  who's  more  Walter  Mitty  than  John  Rambo: 
Prior  to  running  Armor,  Spiller  spent  18  years  as  a  Deloitte  &  Touche  accountant.  Armor  isn't  dependent  on  international  sales, 
though— the  Jacksonville,  Fla.-based  maker  of  armor  and  riot  gear  sells  to  18,000  state  and  local  police  forces  in  the  U.S.  Some- 
times Armor  a,oes  global  without  ever  leaving  the  country:  Its  equipment  was  used  to  subdue  crowds  in  last  year's  World  Trade  Or- 
ganization protests  in  Seattle. 


Armor  sells  140,000  bulletproof  vests  per  yef 
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Weather  risk  management. 
Because  your  budget  ran  out  at  her  knees 


ties  to  the  weather, 
s  always  been  pretty  much  a 
.  But  not  anymore.  With  Aquila's 
vVeather*1  options  and  swaps,  now  you 
ired  for  virtually  any  type  of  weather.  Whether 
ich  snow  or  too  little.  Too  much  rain  or  not  enough, 
at,  mild  temperatures  -  you  name  it.  And  the  best  part  is, 
)ased  on  predetermined  criteria,  regardless  of  loss  or  damage, 
more,  look  us  up  on  the  Web  at  www.aquilaenergy.com, 
1-877-699-7475.  Because  if  you  don't  make  the  call, 
Mother  Nature  will. 


Aquila  Energy 


A  UtiliCorp  United  Company 
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COURI^CORP. 


Page  Turner 


James  Conway  believes  good  books  come  in  small  batches. 
His  Courier  Corp.  (number  185)  churns  out  150  million  tomes 
a  year,  most  of  them  in  tiny  runs  of  2,000  or  less.  But  nimble 
printing  presses  at  six  plants  mean  North  Chelmsford,  Mass.- 
based  Courier  can  spit  out  500  copies  of  Linux  to  Go  and  start 
a  run  of  Little  Women  ten  minutes  later.  That  flexibility  lets 
Conway  thrive  while  handling  niche  titles  other  publishers 
pass  up;  last  year  his  company  earned  $10.3  million  on  sales 
of  $180.3  million.  Still,  Conway  is  looking  to  diversify  be 
yond  traditional  books,  which  now  account  for  98% 
of  sales.  He  wants  to  tap  the  growing  textbook 
marlpt  for  home-schooled  students,  and  he's 
embracing  the  Web.  "It's  allowing  people  to 
find  more  books,  do  more  reading,"  he  says.  ^ 
"How  can  that  be  bad  for  a  bookmaker?"  His 
first  fcffay  is  into  the  market  for  electronic 
college  "course  packs"— custom  anthologies 
of  article  reprints  for  particular  courses. 
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WHEN  EMPLOYEES  ARE  HAPPY  WITH  THEIR  401  (k)  PLAN,  IT  SHOWS.  They  work  harder 
and  stay  with  you  longer.  We  should  know.  As  the  nation's  401  (k)  leader,  we've  been  helping 
growing  businesses  and  their  employees  secure  their  financial  futures  for  over  50  years.  No  wonder  more 
companies  choose  The  Principal'  for  their  401(k)  plans. *  Investment  choice  and  education,  recordkeeping, 
loan  services  and  asset  allocation-we've  got  what  you  need,  plus  personalized  service  and  local  support  to 
make  the  process  easy.  What's  not  to  love?  If  you'd  like  to  hear  what  a  40 1  (k)  plan 
from  The  Principal  can  do  for  your  employees,  call  1-800-986-3343  (ext.  80080).  One 
of  our  representatives  will  be  happy  to  help,  no  matter  what  you're  wearing. 
WE    UNDERSTAND    WHAT     YOU'RE    WORKING     FO  RM 

www.principal.com 


Principal  Life  Insurance  Company,  Des  Moines,  IA  50392.  Products  and  services  offered  through  Principal  Life  Insurance  Company  (The  Principal*),  its  subsidiaries  and  affiliates.  Mutual  funds  distributed  through 
Financial  Services  Corporation  (Member  SIPQ.  'CFO  Magazine.  April/May  2000,  based  upon  total  plans  served  in  1999  by  insurance  companies,  hanks  and  invcsrment  firms. 


BRIGHT  HORIZONS 
FAMILY  SOLUTIONS 

Baby-Sitter  i 

Every  employer  knows  that   ' -^g  Hh| 
good  workers  are  Hard  to    mr  , 
keep;  every  parent  knows   ^  /jfl 
finding  decent  day  care  is    ^flfefer  il 
even  harder.  Enter  Bright    /M         %  ^HL*^^| 
Horizons  Family  Solutions  ■ 

(number  143),  which  has  ^P^B[- 
built  a  $325  million  busi-  'B 
ness  by  tackling  both  problems  with  jB 
the  same  service.  The  Watertown,     4^  |p. 
Mass.-based  company  runs  335 
on-site  baby-sitting  centers, 
and  clients  like  Cisco  and 
Merck  want  more.  The  ser-  < 
vice  isn't  cheap— an  aver-      — , 
age  of  $1.6  million  to  build 
a  facility  and  more  than  / 
$8,000  per  child  per  year  to  run  it. 
Off-site  day  care  chains  charge  about  two-thirds  of  that, 
but  Chief  Executive  Roger  Brown  says  clients  pay  a  premium 
for  the  convenience.  A  Toyota  plant  in  Georgetown,  Ky.  runs 
a  24-hour  center  even  though  few  kids  use  the  facility  at 
night.  "The  fact  that  it's  available  helps  keep  people  on  a  shift 
that's  very  hard  to  fill,"  says  Brown,  who  founded  Bright  Hori- 
zons with  his  wife,  Linda  Mason,  in  1986.  If  he  keeps  grow- 
ing at  this  rate  he  may  soon  have  his  own  staffing  problems. 


Bright  Horizo 
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DASSAULT 


YOU'RE  THIS  CLOSE  TO  A 
WORLD-CLASS  MONEY  MANAGER. 


©2000  Salomon  Smith  Barney  Inc.  Member  SIPC.  Salomon  Smith  Barney  is  a  registered  service  mark  of  Salomon  Smith  Barney  Inc.  "SEE  HOW  WE  EARN  IT"  is  a  service  mark  of  Salomon  Srr 


Salomon  Smith  Barney 

lERS.  1-800-EARNS-IT  X1938 

SEE  HOW  WE  EARN  ITSM 

A  member  of  citigroupj 
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Behind  the  Numbers 

It  takes  more  than  stunning  growth  to  be  one  of  the  200  Best  Small  Companies 


BY  USA  MCDONALD 

COMPUTER-GENER- 
ated  lists  of  hot- 
growth  companies 
usually  aren't  worth  the 
laser  jets  they're  printed 
on.  They're  a  bit  like  snap- 
shots by  the  Hubble  tele- 
scope of  small  comets 
streaking  across  the  heav- 
ens before  they  burn  out. 
Only  they  aren't  as  pretty 
or  useful  to  the  experts. 

Our  list  of  companies 
(with  sales  between  $5 
million  and  $350  million) 
starts  out  with  a  few  tough 
benchmarks.  Five-year 
sales  and  earnings-per- 
share  growth  rates  must 
be  at  least  5%;  net  income 
must  have  topped  $  1  mil- 
lion during  the  past  four 
quarters.  But  that's  just 
the  beginning. 

For  some  companies 
the  devil,  as  it  were,  lurks 
hidden  in  the  details.  Combing  through 
more  than  300  annual  reports  and  10- 
Qs,  we  tossed  out  dozens  of  companies 
that  cleared  our  growth  hurdles — but 
buried  bad  news  in  the  footnotes  to 
their  consolidated  financial  statements. 

We  cut  woman's  shoe  designer  and 
retailer  Steven  Madden  Ltd.  (number 
71  on  last  year's  list)  because  there  are 
several  pending  class  actions  against  the 
company.  In  June  Steven  Madden  him- 
self, the  chief  executive,  was  charged 
with  securities  fraud. 

RSA  Security,  a  provider  of  elec- 
tronic security  solutions,  passed  the 
computer  screen — but  not  ours.  Earn- 
ings per  share  increased  nicely  from  22 
cents  in  1995  to  69  cents  in  1998,  but 
then  jumped  to  $4.38  in  1999.  The 
company  has  been  realizing  investment 


Sometimes  a 
balance  sheet 
portends  the 
possibility  of 
serious  trouble. 


gains  since  1996  and  particularly  in 
1999,  when  investment  income  repre- 
sented 95%  of  pretax  earnings.  Mean- 
while, operating  income  fell  from  $20 
million  in  1997  to  $6.8  million  in  1999. 

Sometimes  a  company's  balance 
sheet  portends  the  possibility  of  serious 
trouble.  Interwest  Home  Medical, 


which  provides  h> 
health  care  service 
products,  has  a  line  : 
under  current  liabil 
that  shows  the  comfl 
has  written  checks  fo 
amount  in  excess  of] 
$1.7  million  it  has  in 
bank.  The  compai 
major  problems:  dela^ 
payments  from  mam 
care  organizations  an| 
integrating  trade  red 
ables  from  acquisiti 
Add  that  to  a  debt 
total-capital  ratio  of  f 
and  Home  Medical 
a  goner. 

Of  the  200  compa 
from  last  year's  list,  72 
returnees;  22  compai 
however,  graduated,  gr 
ing  larger  than  $350 
lion  in  sales.  Network 
pliance,  a  data  stoi 
maker,  qualified  for 
1999  list  with  $289  i 
lion  in  sales  but  surpassed  our  cu 
this  year  with  revenue  of  $579  milli 
More  high-tech  companies  are 
resented  this  year — and  dot-cc 
make  their  debut.  That's  because  we 
from  two  to  one  the  number  of  yea 
company  has  to  have  been  publi 
order  to  qualify  for  the  200  Best. 

The  list  is  not  a  predictor  of  succ 
But  it  is  a  strong  group  of  contenc 
The  average  200  Best  Small  mem 
has  a  five-year  average  return 
equity  of  18.7%  and  trailing- 12-mc 
sales  and  EPS  growth  of  44.4% 
76.9%,  respectively.  These  results  v 
achieved  with  scant  leverage:  The  a1 
age  company  has  debt  equal  to  less  t 
1%  of  its  enterprise  value  (debt 
preferred  equity  plus  market  valu 
common). 
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\  COMPANY  (consecutive  years  on  list) 
business 

PROFITABILITY  GROWTH 

SALES 

latest 
12  mos 
(Smil) 

NET 
INCOME 

latest 
12  mos 
(Smil) 

RECENT 
PRICE 

($) 

P/E 

2001 
estimated 

v. 

B 

•99 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value' 

Sales 

EPS 

5-year  latest 
average  j  12  mos 

5-year  '  latest 
average  i  12  mos 

5-year  latest 
average  12  mos 

1 

Trex 

makes  non-wood  decking 
products 

43% 

26.% 

35% 

3% 

89% 

77% 

95% 

57% 

106 

18.2 

29.75 

16 

2 

Albany  Molecular  Research2 
research  for  drug 
&  biotech  companies 

33 

17 

53 

0 

80 

55 

155 

67 

42 

18.1 

50.13 

60 

1 

3 

Inet  Technologies 

provides  network  software 

&  services  to  telecom  companies 

33 

22 

35 

0 

52 

42 

74 

59 

131 

34.2 

29.75 

28 

1 

4 

41 

QLogic  (2) 

designs  semiconductor  &  board 
leveHnput/output  devices 

19 

22 

39 

0 

34 

68 

123 

96 

228 

68.5 

89.00 

63 

1 

5 

23 

Micrel  (4) 
manufactures  analog 
integrated  circuits 

24 

25 

38 

0 

40 

60 

49 

69 

254 

53.7 

63.81 

59 

r. 

6 

Serena  Software 
makes  products  for 
software  management 

32 

13 

36 

0 

61 

46 

111 

67 

90 

23.7 

42.50 

45 

1 

7 

Carrier  Access 
makes  broadband 
access  equipment 

14 

24 

32 

0 

164 

84 

200* 

97 

145 

28.9 

20.25 

11 

The  stock  price  for  the  number  one  best  small 
company,  Trex,  has  tripled  in  18  months. 

8 

PLX  Technology 

makes  semiconductor  devices 

&  software  development  kits 

30 

16 

27 

0 

50 

58 

55 

92 

53 

11.5 

24.75 

29 

9 

25 

Xeta  Technologies  (4) 
telephone  call  accounting  systems 
for  the  lodging  industry 

27 

29 

23 

0 

43 

159 

33 

48 

85 

5.9 

11.50 

14 

10 

81 

Semtech  (2) 

markets  analog  &  mixed-signal 
semiconductors 

24 

23 

27 

0 

31 

69 

34 

128 

221 

44.7 

48.19 

42 

3 

11 

57 

Zomax  (2) 

manufactures  CDs,  DVDs, 
diskettes  &  cassettes 

21 

31 

19 

2 

82 

81 

21 

200* 

246 

33.1 

6.63 

7 

12 

13 

Pre-Paid  Legal  Services  (5) 
members,  paying  a  preset 
fee,  get  legal  services 

28 

34 

34 

0 

47 

27 

49 

37 

223 

44.4 

30.88 

11 

13 

l 

Cognizant  Technology  Solutions  (2) 
software  development 
&  maintenance  services 

23 

25 

22 

0 

94 

36 

122 

33 

106 

13.4 

37.75 

35 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp  .  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 

224     FORBES-  October  30,  2000 


AETHER'S 


WIRELESS  DELIVERY  TRACKING  SOLUTIONS 

ARE  THE  TOTAL  PACKAGE 
IN  WIRELESS  TRACKING. 


The  same  company  that's  leading  the  way 
in  connecting  handheld  devices  to  real- 
time information  across  any  network  is  also 
creating  a  world  where  wireless  workforces 
are  setting  new  standards  in  productivity. 
Aether's  wireless  end-to-end  solutions 
are  revolutionizing  healthcare,  education, 
finance,  commercial  transactions,  public 
services,  transportation  and  logistics. 
Welcome  to  the  wireless  age.  It's  here. 
It's  now.  And  it's  powered  by  Aether. 


-2^ 


AETHER 

Wireless  Solutions  for  a  Portable  Planet 


www.aethersystems.com      •      1  .8  0  0.8  5  4.0  4  7  3 

■  .  NASDAQ!  AETH     ©  Aether  Systems.  Inc.  2000  C99 
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COMPANY  (consecutive  years  on  list) 
business 

PROFITABILITY 

GROWTH 

SALES 

NET 

RECENT 

P/E 

MAP 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value' 

Sales 

EPS 

latest 
12  mos 
(Sir*) 

INCOME 

latest 
12  mos 
(Smil) 

PRICE 

VAL 

"00 
'99 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12'  mos 

5-year 
average 

latest 
12  mos 

($) 

2001 
estimated 

($n 

14 

33 

Chico's  FAS  (2) 

retailer  of  casual 

&  dress  apparel  for  women 

22% 

29% 

10% 

1% 

27% 

57% 

70% 

77% 

199 

22.2 

34.13 

20 

5( 

15 

Sawtek2 

manufactures  electronic  signal 
processing  components 

20 

19 

50 

0 

32 

52 

42 

65 

142 

46.9 

36.06 

23 

1,5 

16 

7 

Advantage  Learning  Systems  (3) 
software  for  enhancing  reading, 
math  &  science  skills 

40 

23 

37 

0 

60 

32 

41 

10 

95 

18.4 

37.38 

44 

1,2 

17 

8arra 

research,  software  &  consulting 
for  analyzing  investment  risk 

25 

24 

35 

0 

27 

23 

35 

113 

197 

34.4 

63.06 

19 

8; 

18 

98 

North  American  Scientific  (2) 
radioactive  seeds  to  combat 
prostate  cancer 

13 

15 

41 

0 

50 

56 

07 

100 

17 

5.3 

28.38 

28 

1! 

19 

WebTrends 
provides  Internet 
access  software 

96 

6 

10 

0 

129 

200* 

42 

200* 

37 

5.6 

37.00 

NM 

91 

20 

4 

Richton  International  (3) 
distributes  sprinkler  irrigation  systems 
&  provides  computer  network  consulting 

33 

46 

0 

0 

34 

35 

47 

70 

251 

8.6 

20.06 

NA 

6 

21 

Tollgrade  Communications 
network  testing  products  for 
the  telecommunications  industry 

17 

10 

20 

0 

27 

07 

30 

161 

88 

19.1 

138.63 

68 

1,8 

22 

NetScout  Systems 

develops  products  that  manage  the 

performance  of  computer  networks 

27 

19 

20 

0 

50 

29 

54 

20 

92 

16.4 

21.56 

31 

6; 

23 

Measurement  Specialties 
produces  electronic  sensors, 
scales  &  tire  gauges 

27 

37 

16 

5 

25 

41 

53 

42 

64 

5.7 

22.03 

17 

l 

North  American  Scientific  makes  the  kind  of  seeds 

used  to  treat  New  York  City  Mayor  Giuliani's  cancer. 

24 

KV  Pharmaceutical  (2) 
develops  generic  &  over-the-counter 
drugs 

23 

25 

27 

2 

32 

25 

03 

32 

152 

21.4 

30.69 

NA 

81 

25 

Concord  Camera 

makes  cameras  &  photography 
equipment 

17 

30 

14 

3 

23 

46 

171 

130 

173 

19.6 

27.38 

31 

7: 

26 

LaBranche 
NYSE  specialist 
&  marketmaker 

9 

10 

42 

9 

54 

49 

200* 

200* 

264 

63.4 

29.06 

16 

1/ 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp.,  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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You've  got  a  lot  to  do  every  day.  At  AEP,  we  have  the 
energy  to  help  you  do  it.  AEP  is  one  of  the  largest, 
strongest  and  most  diversified  energy  companies 
anywhere.  And  we're  a  leader  in  electricity  generation 


and  distribution  with  interests  in  fiber-optic  networks 
and  e-business  initiatives.  In  short,  we  have  the 
people,  energy  and  information  resources  to  help 
you  run  a  better  business.  And  we  can  do  it  today. 


AMERICAN 

ELECTRIC 

POWER 

www.aep.com 
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COMPANY  (consecutive  years  on  list) 

PROFITABILITY 

GROWTH 

SALES 

NET 

RECENT 

00 

'99 

business 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value1 

Sales 

EPS 

latest 
12  mos 
($mil) 

INCOME 

latest 
12  mos 
(Smil) 

PRICE 

5-year 
average 

latest 
12  mos 

5-year 
average 

,  latest 
12  mos 

5-year 
average 

latest 
12  mos 

($) 

2001 
estimated 

27 

Christopher  &  Banks 
retailer  of  women's 
casual  apparel 

23% 

31% 

15% 

1% 

10% 

40% 

71% 

152% 

169 

18.3 

38.56 

18 

28 

62 

Hall,  Kinion  &  Associates  (3) 
placement  agency  for  contract 
&  IT  permanent  professionals 

18 

17 

9 

4 

60 

64 

80 

72 

241 

11.1 

27.50 

21 

29 

15 

FactSet  Research  Systems  (4) 
supplies  computer-based  financial 
&  economic  data 

24 

24 

29 

0 

32 

29 

38 

39 

134 

25.9 

36.00 

n 

39 

Macrovision's  video  security  technology  has  been 

used  on  over  2.5  billion  videocassettes  since  1988. 

30 

21 

Forward  Air  (2) 
surface  transportation 
of  deferred  air  freight 

27 

29 

18 

1 

27 

31 

39 

48 

196 

20.1 

39.13 

28 

31 

72 

Forrester  Research  (4) 
independent  research  on  computer 
&  technology  industries 

17 

14 

21 

0 

59 

67 

53 

54 

119 

15.8 

61.19 

59 

32 

Hot  Topic 

retailer  of  music-licensed  &  music- 
influenced  apparel  for  teenagers 

13 

20 

IS 

0 

63 

62 

63 

121 

204 

17.3 

33.19 

14 

33 

88 

Shuffle  Master  (2) 

automatic  card  shuffling  equipment  & 

videogames/slot  machine  software 

19 

17 

42 

1 

24 

26 

44 

59 

35 

7.6 

19.44 

15 

34 

27 

ResMed  (4) 

medical  equipment  for  the  diagnosis 
&  treatment  of  sleep  apnea 

19 

22 

35 

0 

37 

30 

40 

32 

116 

22.2 

31.94 

38 

35 

134 

Macrovision  (2) 

copy  protection  &  video  scrambling 

technologies  for  video  programming 

16 

7 

44 

0 

28 

68 

48 

100 

48 

17.7 

80.50 

NM  ! 

36 

Pixarlnc 
digital  animation 
film  studio 

10 

14 

67 

0 

45 

200+ 

46 

200+ 

183 

76.1 

32.63 

NM  1 

37 

8 

Jakks  Pacific  (2) 

makes  World  Wrestling  Federation 

action  figures  &  other  toys 

14 

12 

16 

0 

128 

88 

72 

90 

224 

29.5 

9.94 

5 

38 

Rambus 

licenses  chip-to-chip 
interface  technology 

13 

14 

29 

0 

56 

42 

48 

75 

58 

13.9 

79.50 

NM  i 

39 

103 

Koala  (5) 

makes  child  protection 
&  play  products 

17 

17 

27 

12 

53 

82 

24 

34 

49 

6.0 

15.00 

13 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred  plus 
debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp..  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 

228     FORBES"  October  30,  2000 


HOW  DO  WE  KNOW  OUR 
DISABILITY  MANAGEMENT  PLAN 
WILL  WORK  FOR  YOUR  COMPANY? 
BECAUSE  IT'S  WORKING  FOR  OURS. 

We  wouldn't  recommend  a  Return-to- Work  program  to  our  clients  unless  we'd  seen 
it  work  for  our  own  employees.  And  we  have.  When  we  implemented  our  Return-to- 
Work  initiatives  right  here  at  Unum  we  saved  $8.89  for  every  dollar  invested,  for 
annualized  savings  of  over  $1.7  million  in  direct  and  indirect  costs.  Our  clients  have 
also  reaped  rewards,  reducing  lost  workdays  by  as  much  as  25%  and  new  long-term 
disability  claims  by  30%. 

Regardless  of  your  company's  size,  we  can  create  an  effective  income  protection  insurance 
program  with  features  tailored  specifically  to  your  needs — a  program  designed  to  help 
your  employees  return  to  work  in  a  timely  and  cost-effective  manner. 
It's  just  another  part  of  a  comprehensive  income  protection  program  from  Unum. 
Protecting  everything  employers — and  employees — work  for.  For  more  information, 
please  visit  us  at  www.unum.com. 

M(J99,  Unum  internal  data.  Insurance  products  are  underwritten  by  Unum  Lite  Insurance  Company  ol  America,  Provident  I.ile  and  Accident  Insurance 
Company.  The  Paul  Revere  Life  Insurance  Company.  f'irst  Unum  Lile  Insurance  Company  (NY  only)  and  Provident  Life  and  Casualty  Insurance  Company 
tNY  only).  Unum  is  the  marketing  brand  of  UnumProvident  Corporation.  02000  UnumProvident  Corporation.  Unum.  the  lighthouse  logo,  and  "Protecting 
everything  you  work  for     are  registered  trademarks  ol  UnumProvident  Coqioration.  All  righls  reserved. 


Unum. 


Protecting  everything 
you  work  for" 


Introducing  Janus  Orion  Fund 


Janus  unleashes  a  new  aggressive  growth  fund.  Normally  focusing  on  just  2( 
to  30  companies  of  any  size,  anywhere  in  the  world.  Launch  date:  June  30, 200 


us.com  Co 
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COMPANY  (consecutive  years  on  list) 

PROFITABILITY 

GROWTH 

SALES 

NET 

RECENT 

P/E 

MARK 

00 

'99 

business 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value1 

Sales 

EPS 

latest 
12  mos 
(Smil) 

INCOME 

latest 
12  mos 
(Smil) 

PRICE 

VALUI 

5-year 
average 

latest 
l2mos 

5-year 
average 

latest 
l2mos 

5-year 
average 

latest 
l2mos 

($) 

2001 
estimated 

($fl| 

40 

Mercury  Interactive 
designs  software  for  testing 
e-business  applications 

12% 

17% 

•  23% 

0% 

49% 

57% 

54% 

65% 

238 

45.3 

146.00 

NM 

11,61 

41 

RF  Micro  Devices 
makes  radio  frequency 
integrated  circuits 

6 

17 

31 

0 

154 

70 

146 

83 

325 

55.9 

31.75 

49 

5,11 

42 

Gemstar-TV  Guide  International 
markets  interactive 
TV  program  guides 

10 

21 

55 

0 

44 

48 

45 

67 

260 

111.7 

72.94 

NM 

29,8' 

43 

47 

Plantronics  (3) 
telephone  headsets  &  other 
telecommunications  equipment 

100+ 

61 

31 

0 

15 

17 

28 

25 

341 

69.2 

38.88 

21 

1,9(1 

44 

96 

Orthodontic  Centers  of  America  (4) 
management  services  for 
orthodontic  practices 

14 

16 

39 

3 

53 

32 

41 

35 

259 

54.1 

33.81 

21 

1.6a| 

45 

Applied  Micro  Circuits 
makes  high-bandwidth 
integrated  circuits 

11 

5 

40 

0 

32 

90 

80 

180 

215 

69.7 

202.69 

NM 

25,4: 

46 

Ebay 

Internet  person-to-person 
trading  services 

100+ 

4 

13 

0 

102 

123 

17 

50 

316 

30.5 

63.50 

NM 

17.01 

Plantronics'  ROE  over  the  past  12  months  was  61%, 

compared  to  an  average  of  17%  for  those  on  our  list. 

47 

Dset 

develops  business-to-business 
e-commerce  software 

10 

11 

21 

1 

54 

66 

25 

76 

56 

8.4 

19.94 

18 

22E 

46 

Jack  Henry  &  Associates 

data  processing  systems 

for  banks  &  finance  companies 

31 

26 

30 

0 

28 

16 

27 

5 

225 

34.4 

44.13 

37 

1,89 

49 

TelCom  Semiconductor 

makes  integrated  circuits  for  wireless 

communications  &  computers 

14 

34 

20 

0 

14 

32 

50 

200+ 

68 

13.9 

13.56 

13 

247 

50 

130 

Carreker  (2) 

consulting  &  cost-control 
software  for  financial  companies 

17 

12 

19 

0 

41 

48 

37 

55 

93 

9.6 

19.56 

22 

36S 

51 

Cree 

makes  electronic 
silicon  carbide  products 

0 

7 

44 

0 

58 

74 

108 

110 

109 

30.5 

115.50 

NM 

4,08 

52 

Aaon 

makes  air-conditioning 
&  heat-recovery  equipment 

21 

29 

15 

4 

18 

18 

41 

70 

140 

11.9 

24.25 

11 

142 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred  plus 
debt  minus  cash  and  equivalents.  "Includes  all  share  classes.  NA:  Not  available  or  rot  applicable  NM  Not  meaningful. 
Sources:  William  O'Neil  &  Co.:  Interactive  Data  Corp.,  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 

232     FORBES"  October  30,  2000 


Europe's  Business 

Island  Earns 
Global  Approval 


5 


Strategically  located  with  convenient 
regional  and  international  air  links 

(vf  Excellent  telecommunications  -  direct 
dialing  to  over  200  countries 

(V^  Numerous  and  attractive  tax  incentives 
including  30  double  tax  treaties 

(vf  Highly  qualified  bilingual  staff  and  very 
competitive  operating  costs 

(V)  A  pleasant  environment  including  one 
of  the  lowest  crime  rates  in  Europe 


If  you  want  to  know  more  about  Cyprus  contact  CENTRAL  BANK  OF  CYPRUS,  International  Division 

PO  Box  25529  CY- 1  395  Nicosia  Cyprus  Tel:  +  357  2  394225  (8  00  a.m.  -  2.00  p.m.  Cyprus  time)  Fax:  +  357  2  378164 
E-mail:  idoe@centralbank.gov  cy    Web:  http://www.centralbank  gov.cy 
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COMPANY  (consecutive  years  on  list) 
business 

PROFITABILITY 

GROWTH 

SALES 

latest 
12  mos 
(Smil) 

NET 
iijrnur 

srilrUmt 

latest 
12  mos 
(Smil) 

RECENT 
DDirr 

rnlUt 

($) 

P/E 

2001 
estimated 

MARK 

VJLI  III 

(Smil 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value1 

Sales 

EPS 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

53 

52 

Charles  River  Associates  (2) 
business  strategy,  financial  consulting 
to  govt  agencies  &  corporations 

29% 

17% 

-  22% 

8% 

23% 

33% 

28% 

38% 

82 

10.3 

12.75 

8 

54 

Techne 

makes  hematology  controls 

&  biotechnology  research  products 

21 

17 

58 

8 

17 

14 

26 

56 

104 

26.6 

108.44 

72 

 . 

2,24 

55 

Tide!  Technologies 
manufactures  automated 
teller  machines 

12 

18 

13 

4 

39 

88 

37 

144 

69 

7.9 

6.47 

9 

112 

56 

Diamond  Technology  Partners 
e-business  consulting 
services 

13 

8 

21 

8 

51 

81 

105 

59 

163 

20.5 

70.25 

47 

1,71 

57 

Cooper  Cos 

contact  lenses,  diagnostic  products 
&  surgical  instruments 

29 

15 

29 

11 

16 

17 

34 

52 

187 

27.3 

32.19 

14 

460 

58 

AZZ 

electrical  equipment  for 
power  generation  industry 

18 

28 

18 

25 

17 

35 

34 

68 

109 

7.5 

17.94 

NA 

87 

59 

Prima  Energy 

oil  &  gas  exploration  &  production 
in  Rocky  Mountain  region 

15 

15 

55 

8 

18 

62 

14 

157 

40 

14.7 

50.00 

23 

424 

60 

56 

Education  Management  (2) 
vocational  schools  offering  degrees 
in  arts,  cooking,  design  &  fashion 

25 

19 

19 

5 

20 

18 

64 

25 

307 

22.5 

26.00 

29 

75C 

61 

Compudyne 

attack-resistant  doors  &  windows 
for  courthouses  &  banks 

13 

27 

7 

26 

64 

79 

18 

90 

126 

3.3 

8.75 

13 

48 

62 

Embrex 

develops  automated  injection 
systems  for  poultry  eggs 

11 

27 

32 

8 

25 

16 

168 

59 

36 

7.0 

13.88 

13 

11C 

Razorfish's  sales  increased  412%  annually  during 
the  past  five  years,  versus  an  average  gain  of  41%. 

63 

Tekelec 

makes  telecommunications 
test  equipment 

14 

15 

22 

6 

36 

51 

56 

24 

276 

33.8 

34.50 

38 

2,01 

64 

Razorfish 

develops  digital  communications 
solutions 

9 

5 

18 

8 

208+ 

165 

286+ 

100 

238 

20.4 

8.63 

18 

81E 

65 

125 

ViaSat  (4) 

digital  satellite  telecommunications 
&  networking  equipment 

18 

17 

28 

8 

29 

32 

35 

29 

96 

9.9 

22.94 

37 

50C 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp..  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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COMPANY  (consecutive  years  on  list) 

PROFITABILITY 

GROWTH 

SALES 

NET 

RECENT 

P/E 

MARK 

'99 

business 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value' 

Sales 

EPS 

latest 
12  mos 
(Smil) 

intumt 

latest 
12  mos 
(Smil) 

ppirr 

UAI  II 

•  ALU 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

($) 

2001 
estimated 

($iri 

66 

108 

Medicis  Pharmaceutical  (2) 

prescription  &  over-the-counter 
dermatological  products 

14% 

11% 

-  45% 

0% 

58% 

19% 

52% 

27% 

139 

43.0 

63.81 

40 

i,8; 

67 

RadiSys 

designs  embedded  computer 
solutions 

13 

14 

13 

0 

61 

47 

35 

118 

305 

25.5 

47.31 

24 

80 

68 

102 

Learning  Tree  International  (2) 

education  &  training  services 
for  computer  professionals 

29 

14 

15 

0 

24 

13 

22 

125 

214 

33.7 

52.00 

27 

1,U 

ASI  Solutions5  blue-chip  clientele  includes  Sun 

Microsystems,  Merrill  Lynch  and  Procter  &  Gamble., 

69 

Ansys 

engineering  software 

19 

22 

32 

0 

12 

9 

110 

22 

66 

15.9 

12.31 

11 

18 

70 

118 

Knight  Transportation  (6) 

short-to-medium-haul  dry 
van  truckload  carrier 

19 

19 

26 

5 

29 

29 

25 

18 

177 

16.5 

15.75 

11 

23 

71 

DSP  Group 

develops  digital  signal  processing 
software  &  integrated  circuits 

13 

30 

21 

0 

12 

68 

26 

69 

98 

25.3 

37.56 

29 

1,00 

72 

Suprema  Specialties 
processes  Italian 
cheeses 

15 

21 

7 

54 

39 

58 

32 

51 

278 

6.4 

8.00 

6 

46 

73 

58 

Gentex  (5) 

manufactures  automatic  dimming  rearview 
mirrors  &  industrial  smoke  detectors 

21 

20 

37 

0 

23 

14 

33 

14 

280 

68.5 

24.13 

20 

1,71 

74 

Brooktrout 

makes  multichannel  fax, 
data  &  voice  boards 

15 

25 

12 

0 

38 

38 

14 

78 

161 

12.9 

32.19 

18 

39 

75 

69 

Advent  Software  (3) 

portfolio  &  office  management  software 
for  financial  advisers 

13 

11 

26 

0 

40 

39 

41 

47 

117 

21.7 

64.88 

67 

1,9! 

76 

US  Physical  Therapy 
operates  outpatient  physical 
therapy  clinics 

20 

22 

19 

14 

20 

20 

17 

60 

57 

2.9 

15.50 

14 

51 

77 

70 

SPSS  (2) 

develops,  markets  &  supports 
statistical  software  products 

25 

25 

25 

0 

17 

15 

28 

19 

149 

18.8 

28.38 

13 

27' 

78 

31 

ASI  Solutions  (3) 
human  resources  services 
for  large  corporations 

22 

14 

14 

8 

64 

24 

35 

13 

79 

4.6 

15.75 

15 

101 

Slock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list, 
plus  debt  minus  cash  and  equivalents,  includes  all  s 
Sources:  Wiliiam  O'Neil  &  Co.:  Interactive  Data  Corp., 

Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
tare  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Market  Guide  and  IBES  International  via  FactSet  Research  Systems 
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"ARAMARK  gives  ou 
employees  a  24/7  pe 


Unlimited  Partnership  with: 

Excite@Home  - 
The  leader  in  broadband  services 

Since: 

1999 

Managed  Services: 

-  Coffee  and  other  beverages 

-  Vending 

Value  Created: 

1999  2000 

Sites  1  7 

Employees  400   2,500 

Deliveries         3/week  Daily 

David  Tricaso, 
Director,  Real  Estate  &  Facilities, 
Excite@Home: 

"We  work  in  cybertime.  Coffee  is  fuel. 
We  need  a  partner  who  is  here  before  we 
know  we  need  them.  Who  can  not  only 
keep  pace  with  our  growth  but  help  fuel  it. 
ARAMARK  is  a  true  cyber  partner." 

John  Niklewicz,  ARAMARK 
General  Manager: 

"David  made  it  clear  from  the  get-go: 
'This  is  about  our  people;  know  what 
they  want,  where  they  want  it,  and  when 
they  want  it.  Then  deliver  it.  And  keep 
delivering  it.'  We  do.  Our  reporting  system 
tracks  every  coffee  service  transaction. 
The  service  centers  are  within  steps 
of  employees.  We've  even  bottled 
Excite@Home  water  for  them  with 
strange,  mystical  powers." 

To  iearn  more  about  ARAMARK 
Unlimited  Partnerships  visit  our 
website  at  www.aramark.com 
or  call  1-800-ARAMARK. 

ARAMARK®  Managed  Services  for 
Business,  Government,  Healthcare, 
Sports  and  Entertainment, 
and  Educational  Institutions  include: 
Food  and  Support  Services, 
Uniform  and  Career  Apparel, 
Child  Care  and  Early  Education. 


ARAMARK 

Managed  Services,  Managed  Better. 


Mien  your  business 
putation  is  on  the  line, 
ace  your  Call  Center 
Ontario/' 

saparis,  President  &  CEO,  Hewlett-Packard  (Canada)  Ltd. 


Currently  home  to  over  3,000  Call  Centers,  Ontario  boasts  North  America's  most 
advanced  telecommunications  infrastructure.  No  wonder  that  technology  leader,  HP  Canada, 
chose  Ontario  as  the  base  for  their  newest  Call  Center.  •  Charged  to  provide  customer  support 
for  both  consumer  and  small  business  products,  the  Hewlett-Packard  Customer  Care  facility 
connects  19  of  20  callers  with  expert  assistance  in  under  three  minutes.  "As  the  PC  pace-setter 
in  Canada,  we  knew  that  our  customer  service  had  to  be  in  the  same  league  as  our  products, 
with  excellent  technical  support  to  all  callers",  notes  Mr.  Tsaparis.  •  Ontario's  state-of-the-art 
infrastructure,  coupling  fiber  optic  lines  with  digital  switching,  is  just  one  of  the  advantages  of 
locating  here.  •  13  community  colleges  offer  accredited  Call  Center  CSR  and  management 
programs.  •  Our  workforce  is  personable,  polite  and  well-trained  to  be  of  service  -  in  100  different 
languages.  •  Turn-over  is  but  a  fraction  of  U.S.  norms,  and  KPMG  confirms  that  our  basic 
business  costs  are  highly  competitive.  So  it's  no  surprise  Ontario  is  now  among  the  leaders 
in  Call  Center  job  growth  in  North  America.  To  learn  how  we  can  be  of  service,  simply  call. 


www.2ontario.GOm 

1  800  81 9  8701 


Ontario 

Canada 


The  Future  s  Right  Here 
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PROFITABILITY 

GROWTH 
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latest 
12  mos 
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12  mos 
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m 

•99 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

($) 

2001 
estimated 

2 

79 

87 

Chase  (3) 

nrntprtiup  rnafinPs  &  tanp<i  fnr  plprtrnnirs 

Ul  I'tblillVU  UUODIIgJ  Ub  ia[JuO  IUI               1  1  \Ji  Ills ij 

&  telecommunications  products 

27% 

25%- 

16% 

14% 

14% 

32% 

31% 

12% 

63 

5.6 

9.38 

NA 

3 

80 

Hilb,  Rogai  &  Hamilton 

nnpratp*;  insuranrp 

Ujjljl  ullij  11 IOUI  CI1  lu v 

agencies 

25 

27 

25 

18 

10 

33 

10 

23 

251 

19.4 

41.75 

23 

5< 

81 

Dover  Downs  Entertainment 

nnpratp^  mntnrsnnrK  fit  harnp^ 
racing  tracks  &  casinos 

22 

15 

26 

8 

69 

18 

16 

16 

246 

31.9 

11.31 

11 

4! 

82 

Ravenswood  Winery 
produces  premium 
California  wines 

17 

17 

21 

12 

31 

51 

23 

17 

33 

5.8 

15.00 

11 

7 

83 

EPIQ  Systems 
develops  software  for 
bankruptcy  trustees 

11 

7 

34 

0 

31 

40 

71 

64 

19 

2.8 

16.00 

16 

7 

84 

74 

On  Assignment  (8) 
outplacement  services 
for  professionals 

22 

23 

14 

0 

23 

22 

33 

23 

178 

16.7 

30.25 

31 

61 

85 

119 

Delta  and  Pine  Land  (2) 
produces  cotton 
&  soybean  seed 

25 

8 

14 

2 

22 

39 

17 

155 

308 

44.3 

24.63 

22 

9 

On  Assignment  has  appeared  on  our  list  for  eight 

consecutive  years,  longer  than  any  other  company. 

86 

PolyMedica 

direct-mail  provider  of  specialty 
medical  products 

10 

11 

25 

1 

57 

53 

29 

95 

177 

20.4 

39.19 

16 

9 

87 

161 

Rainbow  Rentals  (2) 

operates  stores  offering  rent-to-own 

electronics,  furniture  &  appliances 

30 

16 

15 

22 

17 

22 

39 

24 

87 

5.4 

6.38 

7 

88 

61 

Heico  (2) 

makes  replacement  parts 
for  jet  engines 

12 

12 

28 

22 

55 

60 

49 

16 

200 

18.2 

13.00 

12 

2 

89 

Avert 

employee  background 
checks 

12 

17 

29 

0 

20 

43 

14 

128 

15 

2.4 

18.13 

14 

fi 

90 

Key  Production 
oil  &  gas  exploration 
&  production 

10 

9 

70+ 

20 

25 

88 

8 

200+ 

75 

14.6 

20.69 

11 

21 

91 

127 

Strayer  Education  (3) 
for-profit  undergraduate  &  graduate 
degree  programs  in  Washington,  DC  area 

26 

24 

42 

0 

16 

13 

14 

8 

75 

20.3 

22.13 

14 

3 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred  plus 
debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.:  Interactive  Data  Corp.,  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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E 


xtencl   tke  reack 

of  your   ckaritable  gifts. 


Witk  tke  T.  R  owe  Price  Program 

for  Ckaritakle  Giving,  your  gift  can  grow 

in  value  for  greater  impact. 


You  want  your  charitable  gifts  to  make  a  difference.  Now  imagine  if  a  difference 
in  how  you  give... can  allow  your  gift  to  do  more.  That's  the  idea  behind  the  new 
T.  Rowe  Price  Program  for  Charitable  Giving.  As  a  donor,  you'll  gain  access  to  a 
donor-advised  charitable  gift  fund  that  allows  you  to: 

•  Receive  an  immediate  tax  deduction, 

•  Direct  your  gift  to  be  invested  in  one  of  four  mutual  fund  portfolios  so  it 
can  grow  in  value  over  time, 

•  Recommend  when  your  gift  should  be  distributed  and  to  which  qualified 
public  charities,  and 

•  Avoid  costly  capital  gains  taxes  on  gifts  of  long-term  appreciated  securities. 
You  are  invited  to  open  an  account  today  with  a  contribution  of  $10,000  or  more 
by  calling  the  T.  Rowe  Price  Program  for  Charitable  Giving  at  1-877-200-5519. 
Request  the  Program's  introductory  brochure,  Extend  Your  Reach.  Or,  visit  our 
Web  site  at  www.  Program  ForGiving. org. 


The  T.  Rowe  Price  Program  for 


Charitable  Giving" 

Extend  Your  Reach  K 
1-877-200-55 19   www.  Program  ForG  ivi  ng.org 
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COMPANY  (consecutive  years  on  list) 
business 

PROFITABILITY 

GROWTH 

SALES 

latest 
12  mos 
(Smil) 

NET 
INCOME 

latest 
12  mos 
(Smil) 

RECENT 
PRICE 

(S) 

P/E 

2001 
estimated 

MAR 

VAU 

($» 

Return  on  equity 

Debt/ 

Sales 

EPS 

5-year 
average 

latest 
12  mos 

ating 
margin 

GIMGI 

prise 
value1 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

92 

Advanced  Fibre  Communications 
designs  digital  loop 
telecom  systems 

8% 

39% " 

13% 

0% 

56% 

23% 

50% 

111% 

344 

30.8 

35.06 

49 

2,8 

93 

106 

Brown  &  Brown  (2) 
property  &  casualty 
insurance  brokerage 

26 

26 

32 

1 

14 

9 

15 

17 

187 

29.6 

30.50 

22 

8E 

94 

144 

Elanfec  Semiconductor  (2) 
designs  analog  integrated 
circuits 

13 

14 

17 

0 

18 

64 

15 

200+ 

79 

13.6 

99.81 

NM 

2,1 

95 

153 

Investors  Financial  Services  (2) 

asset  administration  services  for 
financial  services  industry 

13 

13 

17 

0 

42 

54 

31 

33 

317 

26.8 

58.88 

42 

1,7 

96 

LoJack 

makes  stolen-vehicle 
tracking  systems 

39 

43 

20 

1 

16 

8 

22 

6 

92 

9.2 

7.34 

10 

11 

97 

124 

Molecular  Devices  (2) 

designs  &  sells  equip  for  bioanalytical 

drug  research  &  development 

17 

15 

26 

0 

24 

32 

17 

28 

71 

11.4 

98.06 

NM 

1,1 

90 

Stanley  Furniture 

makes  wooden  home 
furnishings 

21 

24 

15 

15 

10 

10 

52 

32 

281 

20.8 

23.81 

7 

1 

99 

Genesee  &  Wyoming 

short  line  &  regional  freight  railroads 

in  North  America  &  Australia 

12 

15 

20 

50 

34 

38 

13 

166 

207 

14.4 

21.25 

6 

9 

100 

91 

Engineered  Support  Systems  (2) 
military  support  equipment 
&  heat  transfer  products 

16 

12 

11 

36 

31 

132 

26 

28 

324 

11.2 

18.88 

9 

12 

101 

Ontrack  Data  International 
data  and  e-mail  recovery 
services 

14 

10 

24 

0 

25 

43 

19 

62 

51 

7.0 

13.00 

15 

J 

Armor  Holdings  provides  protection  for  American 
embassies  in  the  Congo,  Uganda  and  Thailand. 

102 

Armor  Holdings 
electronic  security  systems,  bullet- 
resistant  vests  &  antiriot  products 

9 

8 

18 

1 

86 

63 

89 

34 

196 

18.1 

15.25 

14 

34 

103 

RailAmerica 
operates  short  line 
freight  railroads 

6 

13 

28 

63 

47 

200+ 

11 

200+ 

263 

12.4 

6.94 

5 

1J 

104 

Litfelfuse 
manufactures  circuit 
protection  products 

18 

18 

24 

8 

8 

28 

9 

81 

348 

35.1 

30.38 

15 

61 

Stock  prices  as  of  Sept.  27  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp..  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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Lending  leadership 
for  business  leadership 


"Good  rates  can  make  you  competitive,  but  to  be  a  leader  for 
over  90  years  you 've  got  to  have  specialized  know/edge  and 
experience.  We  give  our  customers  more  than  a  good  deal, 

We  provide  the  means  tO  SUCCeed.  "  Albert  R.Gamper  Jr.,  CEO,  The  CIT  Group,  1 


CIT 

HBBM 

©2000  The  CIT  Group.Inc. 


Over  90  years  of  lending  experience. 

The  world's  largest  publicly  held 
commercial  finance  company. 

Over  $50  billion  in  managed  assets. 

International  capabilities  throughout 
26  countries. 

Leading  positions  in  equipment 
finance,  vendor  finance,  project 
financing,  technology  financing, 
merchant  banking,  factoring,  small 
business  lending,  commercial  aircraft, 
rail,  general,  aviation,  sales  finance, 
commercial  and  consumer  finance. 

A  new  and  higher  level  of  scale 
and  strength  to  meet  the  challenges 
of  the  next  century. 

Join  us  online  at  www.cit.com 


Today's  business  leaders  put 

their  trust  in  today's  financing  leader. 


cnr 


www.cit.com 


uu  besi  oman  oompanies 
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(Sm 

5-year 
average 
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12  mos 

UJJCI 

ating 
margin 
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latest 
12  mos 

5-year 
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latest 
12  mos 

1G5 

Power-One 
makes  power  conversion 
|  products 

10% 

8% 

17% 

0% 

30% 

122% 

25% 

200+% 

315 

30.8 

53.06 

43 

3,91 

108 

Hansen  Natural 
distributes  soft 
drinks  and  juices 

17 

24 

11 

2 

21 

22 

109 

7 

77 

4.5 

5.88 

9 

5( 

107 

FTI  Consulting 
provides  litigation 
support  services 

16 

10 

17 

47 

39 

47 

7 

89 

109 

5.5 

8.00 

7 

5i 

Over  36%  of  the  outstanding  common  shares  of 
Financial  Federal  are  held  by  mutual  funds. 

108 

Excel  Technology 

makes  laser  sytems  &  electro-optical 

components  for  scientific  &  medical  markets 

14 

17 

23 

0 

18 

26 

24 

46 

100 

14.5 

31.88 

20 

37 

109 

Financial  Federal 
financing  &  leasing 
of  capital  equipment 

14 

16 

41 

67 

27 

23 

24 

20 

105 

25.9 

20.31 

11 

30 

110 

86 

Summa  Industries  (2) 
manufactures  industrial 
plastic  components 

14 

19 

16 

32 

86 

20 

30 

17 

122 

7.3 

12.13 

7 

52 

111 

Akorn 

manufactures  diagnostic 
and  therapeutic  drugs 

15 

19 

24 

12 

17 

12 

44 

26 

69 

7.5 

10.13 

18 

19 

112 

Modtech  Holdings 
designs  modular,  relocatable 
classrooms 

18 

8 

14 

20 

74 

31 

44 

16 

206 

9.2 

9.63 

10 

12 

113 

Northern  Technologies  Intl 
manufactures  corrosion-inhibiting 
products 

26 

24 

16 

0 

14 

31 

12 

20 

12 

2.9 

7.25 

NA 

28 

114 

Mobile  Mini 

leases  portable  storage  containers 
&  office  units 

11 

12 

48 

3 

14 

39 

61 

44 

78 

11.9 

19.13 

13 

22 

115 

Diodes 

makes  semiconductors 

16 

16 

13 

3 

10 

64 

6 

200* 

105 

11.5 

15.00 

7 

12 

lie 

164 

Pericom  Semiconductor  (2) 

integrated  circuits  for  digital 
&  analog  signal  processing 

13 

8 

22 

0 

24 

52 

23 

62 

91 

13.2 

33.00 

38 

89 

117 

Triquinf  Semiconductor 

makes  analog  &  mixed-signal  integrated 

circuits  &  transistors 

7 

8 

19 

0 

40 

68 

45 

130 

222 

44.7 

36.88 

39 

2,81 

Stock  prices  as  of  Sept.  27  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  dett  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp  .  Market  Guide  and  IBES  International  via  FactSet  Research  Systems 
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)  Philip  Morris  Companies  Inc. 
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2000  RANKING 


COMPANY  (consecutive  years  on  list) 
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GROWTH 
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P/E 

MARI 
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Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value1 
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0(3 

'99 

5-year 
average 

latest 
l2mos 
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12  mos 

5-year 
average 

latest 
12  mos 

($) 

2001 
estimated 

($m 

118 

129 

AmeriPath  (2) 

integrated  pathology 
services 

10% 

11% 

28% 

39% 

94% 

29% 

75% 

16% 

267 

25.0 

12.50 

9 

27 

119 

New  Horizons  Worldwide 
owns  &  franchises  computer 
training  centers 

9 

10 

19 

3 

36 

47 

83 

47 

132 

11.3 

12.13 

8 

11 

120 

United  Guardian 
produces  drugs,  medical 
products  &  cosmetics 

16 

20 

26 

0 

7 

9 

40 

38 

10 

1.8 

5.00 

NA 

2- 

121 

79 

Cutter  &  Buck  (2) 

markets  upscale  sportswear  &  outerwear 
sold  primarily  in  golf  pro  shops 

13 

12 

14 

4 

63 

37 

59 

8 

162 

10.9 

12.50 

7 

13 

122 

ITT  Educational  Services 
provides  postsecondary  degree  programs 
through  technical  institutes 

29 

41 

15 

0 

12 

8 

22 

6 

330 

23.6 

26.00 

19 

62 

123 

175 

Meta  Group  (2) 

researches  trends  in  the  computer 

&  information  technology  industries 

12 

15 

16 

0 

40 

35 

37 

35 

115 

10.5 

13.13 

10 

14 

124 

143 

Sonic  (7) 

franchised  &  company-owned 
drive-in  restaurants 

17 

18 

30 

12 

19 

10 

19 

26 

273 

31.1 

31.38 

15 

59 

Alfred  Mann's  26%  stake  in  MiniMed  is  worth  $1.4 

billion,  ranking  him  number  175  on  The  Forbes  400. 

125 

MiniMed 

insulin  infusion  pumps  &  glucose 
monitoring  systems  tor  diabetics 

8 

7 

18 

0 

44 

48 

67 

61 

252 

29.0 

83.75 

NM 

5,3 

126 

135 

Herley  Industries  (2) 

designs  flight  instrumentation 
components  &  systems 

14 

18 

26 

12 

24 

26 

17 

18 

69 

7.8 

22.00 

14 

127 

122 

Strattec  Security  (4) 
manufactures  auto  locks 
&  related  products 

19 

21 

16 

0 

15 

11 

30 

25 

225 

18.5 

33.00 

8 

14 

128 

Daktronics 

supplies  electronic  scoreboards 
&  large  video  displays 

13 

17 

10 

5 

24 

20 

94 

31 

126 

6.6 

13.50 

13 

12 

129 

Green  Mountain  Coffee 
roasted  arabica 
coffees 

12 

21 

12 

7 

22 

24 

23 

108 

78 

3.6 

18.44 

14 

5' 

130 

99 

Fair,  Isaac  &  Co  (3) 

analyzes  consumer  profiles 
to  determine  credit  risk 

20 

19 

23 

0 

23 

7 

20 

6 

292 

28.5 

41.00 

16 

59 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  deot  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp.,  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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We  have  the 


TECHNOLOGY 

/  A  leading  Java-based  personalization  and  e-commerce  platform. 


We  have  the 


kRTN  ERSH I  PS 

network  of  more  than  150  of^ttfe  world's  best  technology  and  solution  partners. 


We  have  the 


^BUSINESSES 

Over  400  worldwide  customers  including  Benetton,  BlueLight.com,  Eastman  Kodak,  and  J.Crew. 


We  have  the  best 


LATFORM 


Do  you? 


The  Internet  is  fundamentally  changing  the  way  businesses  interact  with  their  customers.  ATG  is  a  part 
of  that,  and. has  created  a  blueprint  for  maximizing  the  value  of  your  e-business  initiatives.  Attend  one  of 
our  Blueprint  for  Customer  Management  executive  seminars  to  find  out  how  your  organization  can  take 
advantage  of  the  ATG  Dynamo  e-Business  Platform  for  building  and  managing  online 
relationships  with  customers,  suppliers,  and  partners.  For  more  information,  including 
seminar  locations  and  online  registration,  visit  www.atg.com/blueprint 

.  T-      .  -    ,  '■  .  ,..„  .  ,AT/-  ;■ .„A  n  ,   r.  -       -  ■  r*ir(<t(-tr4  trad'TCiasksof  Art  Technology  Omui;  idc  Ail  other  trademark  are  the  property  or  their,  respective  holders.  NASDAQ;  ARTC 


Digital  solutions  that  make  more  of  life. 

It's  a  jungle  out  there.  To  stay  on  top,  you  have  to 
put  out  110%  all  the  time.  Late  nights,  weekends, 
extended  business  trips— they  all  come  with  the  territory. 
So  your  leisure  time  is  more  precious  than  ever. 
Toshiba  understands,  and  responds  with  a  range  of  digital 
products  that  make  so  much  more  of  entertainment  at  home. 
Take  our  HDTV.  With  its  astonishing  picture  resolution, 
Dolby  6  Digital  Audio  Outputs  and  16:9  wide  screen  format, 
Toshiba  HDTV  turns  watching  a  movie  into  an  unforgettable 
experience.  And  our  leading  role  in  the  development  of  DVD— 
for  which  we  received  an  EMMY®— is  reflected  in  the 
superior  picture  and  sound  quality  of  our  DVD  players. 
It's  just  part  of  what  we  do  at  Toshiba  to  help 
you  make  more  of  life. 


Demand  More 


In  Touch  with  Tomorrow 

TOSHIBA 


For  more  information,  visit  www.toshiba.com/tacp 
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131 

Ccmtech  Telecommunications 
makes  antennas,  modems,  frequency 
converters  &  microwave  radios 

6% 

29% 

11% 

1% 

24% 

40% 

93% 

39% 

51 

2.7 

13.56 

17 

9! 

132 

impath 

provides  patient-specific  diagnostic 
&  prognostic  information  to  oncologists 

8 

7 

22 

2 

57 

62 

45 

26 

112 

10.0 

53.00 

51 

84 

133 

60 

Bel  Fuse  (2) 

electronic  components  for  telecom 
&  computer  networking  systems 

16 

19 

25 

0 

15 

9 

35 

12 

121 

22,5 

39.50 

14 

41 

134 

174 

Young  Innovations  (2) 
designs  equipment  for 
dental  X  rays  &  cleanings 

17 

14 

33 

0 

26 

13 

12 

21 

45 

7.6 

17.88 

13 

11 

135 

141 

Channell  Commercial  (2) 
electronic  equipment  for  the  telecom 
&  cable  television  industries 

19 

15 

20 

20 

32 

21 

8 

11 

133 

9.7 

12.94 

9 

11 

136 

American  Technical  Ceramics 
makes  ceramic  &  porcelain  capacitors 
&  thin  film  products 

10 

7 

26 

2 

11 

77 

21 

200+ 

67 

9.1 

13.25 

8 

10 

137 

145 

Astronics  (3) 

cockpit  lighting  systems  &  packaging 
for  candy  &  drug  industries 

18 

17 

22 

21 

15 

21 

25 

10 

58 

5.1 

10.88 

NA 

62 

138 

Alpha  Industries 
makes  integrated  circuits 
&  semiconductors 

10 

11 

22 

0 

17 

57 

99 

27 

212 

28.4 

33.31 

27 

1,41 

139 

Amsurg 

operates  practice-based  ambulatory 
surgery  centers 

7 

10 

39 

24 

47 

32 

41 

32 

120 

8.0 

13.50 

18 

19 

140 

167 

Hibbett  Sporting  Goods  (3) 
sporting  goods  retailer 
in  southeastern  US 

15 

16 

10 

2 

28 

19 

33 

28 

189 

9.5 

26.13 

13 

16 

Bright  Horizons  Family  Solutions  provides  child 

care  for  over  75  companies  on  The  Forbes  500s. 

141 

Anaren  Microwave 
makes  integrated  microwave 
components  &  subsystems 

7 

13 

22 

0 

31 

32 

48 

41 

60 

9.6 

120.75 

NM 

1,3! 

142 

Metro  One  Telecommunications 
provides  directory  assistance  &  info 
services  to  wireless  carriers 

10 

6 

11 

11 

61 

98 

91 

14 

113 

3.9 

12.56 

18 

14' 

143 

155 

Bright  Horizons  Family  Solutions  (2) 
provides  work-site  child 
care  &  education  centers 

18 

13 

7 

0 

49 

15 

21 

29 

263 

8.8 

25.69 

27 

30! 

i  Stock  prices  as  of  Sept.  27  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp.,  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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latest 
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($) 

P/E 
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MARI 

If  Al  I1 

VALI 

(Sni 

Return  on  equity 

Oper- 
ating 
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Debt/ 
enter- 
prise 
value1 

Sales 

EPS 

I'M 
'98 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

144 

187 

Spectrum  Control  (2) 
manufactures  products  that  suppress 
electromagnetic  interference 

13% 

14% 

■  15% 

9% 

16% 

69% 

14% 

41% 

119 

6.3 

16.00 

14 

20 

145 

SurModics 

provides  coating  solutions 
for  medical  products 

6 

15 

23 

0 

26 

36 

173 

12 

17 

3.8 

49.44 

NM 

381 

146 

RF  Industries 
makes  communications 
equipment 

13 

13 

23 

0 

11 

27 

19 

72 

8 

1.1 

5.50 

NA 

1 

RF  Industries  is  1  of  15  telecom  firms  that  rode  the 
wave  in  technology  spending  to  a  spot  on  our  list. 

147 

Dura  Pharmaceuticals 
makes  drugs  for  respiratory 
ailments 

8 

7 

27 

19 

54 

39 

25 

43 

330 

36.8 

35.69 

49 

1,51 

148 

Matthews  International 
makes  bronze  memorial  products, 
graphic  systems  &  marking  products 

20 

22 

22 

3 

10 

12 

16 

15 

260 

27.2 

29.00 

15 

44 

149 

1  P.R 
100 

ICU  Medical  (2) 
disposable  intravenous 
connection  systems 

12 

14 

37 

0 

23 

22 

23 

29 

52 

10.9 

24.38 

16 

20 

150 

Petroleum  Development 
oil  &  gas  exploration 
&  production 

12 

11 

15 

11 

39 

28 

31 

38 

112 

8.8 

6.88 

12 

11 

151 

Opinion  Research 

provides  market  research  on  sales 

strategies,  forecasting  &  customer  loyalty 

8 

12 

12 

62 

27 

84 

41 

57 

152 

3.0 

7.31 

9 

3] 

152 

Meridian  Diagnostics 
disposable  diagnostic  test  kits 
for  infectious  diseases 

17 

7 

33 

17 

19 

22 

8 

40 

57 

7.1 

7.94 

NA 

11 

153 

181 

Exactech  (2) 

makes  orthopedic  implant  devices 
&  related  surgical  instruments 

11 

12 

22 

4 

35 

35 

18 

35 

38 

3.7 

17.13 

17 

8; 

154 

Arguss  Communications 
telecommunications  services 
and  equipment 

5 

6 

15 

7 

99 

31 

69 

59 

230 

8.7 

20.19 

20 

281 

155 

157 

CorVel  (7) 

medical  cost  containment 
&  managed  care  services 

20 

22 

14 

0 

14 

12 

17 

17 

192 

12.3 

27.56 

14 

211 

156 

156 

Bacou  USA  (3) 

occupational  safety 
products 

17 

15 

11 

20 

36 

25 

12 

16 

300 

30.3 

25.94 

13 

45 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp..  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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PROFITABILITY 

GROWTH 
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prise 
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(Smil) 
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VALUI 

'00 
'89 
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l2mos 

5-year 
average 

latest 
l2mos 

5-year 
average 

latest 
l2mos 

(S) 

2001 
estimated 

'Smil 

157 

Navigant  International 
provides  corporate 
travel  services 

11% 

10% 

17% 

43% 

56% 

33% 

16% 

56% 

272 

14.7 

10.00 

7 

131 

158 

STV  Group 

offers  engineering  &  architectural 
services 

13 

28 

6 

11 

10 

16 

75 

33 

142 

4.6 

7.72 

NA 

30 

159 

Zevex  International 

makes  advanced 
medical  devices 

6 

8 

18 

23 

46 

73 

7 

200+ 

28 

1.8 

6.00 

NA 

21 

160 

Saga  Communications 

radio  &  television 
broadcasting 

13 

14 

32 

25 

16 

18 

29 

27 

97 

9.5 

15.63 

23 

257 

161 

P&F  Industries 
manufactures  baseboard  heating 
products,  hand  tools  &  air  filters 

14 

16 

12 

23 

16 

27 

35 

25 

87 

4.9 

7.00 

5 

25 

162 

BEi  Technologies 
manufactures  electronic  sensors, 
motors  &  motion  control  products 

9 

11 

12 

11 

22 

32 

34 

142 

201 

8.5 

42.13 

28 

3o: 

163 

Copart 

auctions  salvaged 
vehicles 

10 

12 

30 

1 

15 

34 

25 

38 

190 

29.4 

14.19 

21 

761 

After  New  York  City,  Sunnyvale,  Calif,  is  the  number 

one  home  for  companies  on  our  list,  including  Actel. 

164 

166 

QEP  (2) 

produces  specialty  tools  for 
the  home-improvement  market 

15 

15 

7 

36 

49 

17 

12 

30 

118 

3.2 

6.13 

5 

2C 

165 

DVI 

finances  &  leases 
medical  equipment 

9 

10 

44 

66 

30 

38 

19 

18 

143 

23.4 

20.25 

12 

28' 

166 

Parlex 

makes  electronic  components  for 
auto  &  telecom  industries 

8 

7 

16 

1 

16 

52 

37 

103 

102 

6.3 

15.00 

9 

9- 

167 

195 

Actel  (2) 

software  &  hardware  for  communications, 
industrial  &  military  applications 

13 

10 

20 

0 

12 

21 

18 

78 

195 

32.9 

35.94 

18 

85 

168 

Quixote 

makes  highway  safety 
products 

12 

17 

23 

9 

14 

16 

27 

22 

84 

8.9 

16.88 

13 

12 

169 

Penn  Virginia 
oil  &  gas  exploration 
&  production 

8 

9 

62 

27 

8 

58 

12 

55 

62 

20.0 

26.31 

9 

21 

Stock  prices  as  of  Sept.  27  — :  Not  on  last  year's  list.  Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable  NM:  Not  meaningful 
Sources:  William  O'Neil  &  Co.:  Interactive  Data  Corp ,  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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Deutsche  Banc  Alex  Brown  identifies  the  US  investment  banking  activities  ol  DB  Alex  Brown  LLC  (formerly  BT  Alex.  Brown  Incorporated)  and  Deutsche  Bank  Securities  Inc.,  which  are  subsidiaries  of 
Deutsche  Bank  AG   t  Trademark  application  pending 


Deutsche  Banc  Alex.  Brown 

Fueling  the  success  of  our  clients 
makes  us  a  winning  team 

Deutsche  Bank  has  again  been  voted  the  #1  Investment  Bank  for  Capital  Raising 

EUROMONEY  GLOBAL   FINANCING  POLL 

2000 


In  this  poll  of  treasurers  and  financial  officers  at  corporations,  financial  institutions,  state  agencies  and 
supranational  organizations,  respondents  were  asked  to  nominate  banks  providing  the  best  service  in 
capital  raising  and  liability  management. 


#1  Overall  Capital  Raising 

Capital  Raising 

Liability  Management 

§  #1  International  Equity  Offerings 

a  #2  Overall  Risk  Management 

■  #1  Euro-Straights 

■  #1  Credit  Derivatives  -  Service 

a  #1  Exotic  Options  -  Euro 

B  #1  Euro  Floating  Rate  Notes 

8  #1  FX  Spot  &  Forwards  -  Euro 

B  #1  Private  Placements  and  Structured  Notes 

a  #1  Forward  Pate  Agreements  -  Euro 

■  #1  EMTN  (Arrangers  &  Dealersl 

■  #1  Short-term  OTC  Interest  Rate  Swaps 

■  #1  ECP  (Arrangers  &  Dealers) 

(Euro  &  Yen) 

B  #1  Providing  Fair  Value  on  Instruments 

■  #1  Raising  Capital  in  Europe 

Previously  Sold 

B  #2  Using  the  Internet  to  Raise  Capital 

B  #2  Credit  Derivatives  -  Pricing  &  Ideas 

a  #2  Raising  Capital  in  the  Emerging  Markets 

8  #2  FX  Spot  &  Forwards  (USD  &  Yen) 

When  business  needs  capital,  Deutsche  Bank  comes 
through. 

Whether  it's  equities,  fixed  income  or  tools  for  managing 
risk,  clients  get  the  financing  they  need,  in  a  package  that 
grabs  investors'  attention. 

That's  why  we've  been  voted  the  #1  Investment  Bank  for 
Capital  Raising  -  for  the  second  year  in  a  row. 

We've  always  believed  that  if  we  put  our  customers  first,  we 
would  come  out  on  top  in  global  investment  banking 
Global  performance  in  raising  capital  -  another  reason  why 
Deutsche  Bank  is  leading  to  results 


GLOBAL  PERFORMANCE 

leading  to  results 


Deutsche  Bank 


Yo  u  can  do  ANYTHH 


It's  an  unusual  sight  all  right:  eBusiness 
initiatives  not  only  being  approved,  but 
embraced.  But  that's  how  life  is  when 
you've  got  a  Black  Rocket.'"1  The  world's  first 
Network  Services  Platform. 

What  is  Black  Rocket?  A  revolutionary  new  service 
from  Genuity"*1  that  gives  you  the  power  to  launch  high- 
end  Web  sites  and  other  eBusiness  applications  faster 
than  ever.  Which  saves  you  time,  money  and  headaches. 


GENUITY  is  the  leading 
Network  Services  Provider  for 
businesses  changing  the  world. 


Black  Rocket  c 
critical  network 
like  secure  manag  I 
hosting  with  Genui 
of-the-art  fiber  opti 
network  into  a  single,  secure  and  scalable  platfor 
Rocket  also  comes  with  peace  of  mind.  The  indu: 
Service  Level  Agreement.  So  uptime  is  guarantee 
Genuity  delivers  Black  Rocket  in  10  business 


©  Genuity  Inc.  2000.  Genuity  is  a  registered  trademark  and  Black  Rocket  is  a  trademark  of  Genuity  Inc.  All  other  trademarks  are  the  property  of  their  respectlt 


th  a  BLACK  ROCKET 


you  can  jump-start  your  eBusiness  initiatives.  And 

•ur  Web  site  or  eBusiness  application  is  completed, 

ocket  provides  a  secure,  managed  and  resilient 

>s  environment  so  you  can  get  ahead  —  and  stay 

—  of  the  competition. 

re's  nothing  like  Black  Rocket. 

it's  why  eBusiness  leaders  like  IBM,  Cisco  a  nd 

femini  Ernst  &  Young  are  already  joining  together 

muity  to  offer  eCommerce,  eMarkets  and  other 


eBusiness  solutions  built,  deployed  and  managed  on 
Black  Rocket. 

See  for  yourself.  For  more  information,  check  out  our 
white  paper  at  www.genuity.com  or  call  1 -800-GENUITY. 


GENU  TY 


COMPANY  (consecutive  years  on  list) 

PROFITABILITY 

GROWTH 

SALES 

NET 

RECENT 

P/E 

MARKE 

1 

business 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value' 

Sales 

EPS 

latest 
l2mos 
(Smil) 

INCOME 

latest 
12  mos 
($mil) 

PRICE 

VALUE 

00 

'99 

5-year 
average 

latest 
l2mos 

5-year 
average 

latest 
l2mos 

5-year 
average 

latest 
l2mos 

($) 

2001 
estimated 

(Smil) 

170 

Oianon  Systems 
anatomic  pathology  &  genetic 
&  clinical  testing  services 

9% 

11% 

14% 

2% 

13% 

31% 

62% 

41% 

88 

5.2 

38.25 

35 

275 

171 

American  Italian  Pasta 
largest  producer  of  dry 
pasta  in  North  America 

8 

12 

24 

21 

25 

15 

71 

24 

245 

27.1 

17.94 

10 

329 

172 

Cuno 

manufactures  disposable  liquid 
&gas  filtration  products 

15 

14 

14 

2 

8 

13 

17 

47 

239 

17.6 

25.19 

20 

412 

173 

Novamefrix  Medical  Systems 
makes  cardiopulmonary 
patient  monitors 

12 

7 

15 

9 

12 

45 

10 

86 

49 

3.5 

6.44 

NA 

56 

174 

Arrow  International 
disposable  catheters 
and  related  products 

16 

13 

31 

1 

8 

12 

7 

15 

316 

47.5 

39.38 

16 

871 

175 

190 

Perry  Ellis  International  (4) 
markets  moderately  priced 
men's  casual  apparel 

13 

14 

14 

69 

20 

27 

18 

24 

289 

11.8 

7.75 

4 

52 

176 

Newport 

test  &  automation  systems  for  fiber-optic 
&  semiconductor  equipment  markets 

11 

11 

14 

0 

9 

32 

23 

56 

174 

12.5 

173.00 

NM 

5,508 

177 

Stifel  Financial 
securities  brokerage 

10 

12 

9 

33 

13 

24 

38 

65 

177 

8.9 

12.50 

NA 

91 

178 

196 

Curtiss-Wright  (2) 
provides  metal-treating  services 
&  makes  flight  control  systems 

12 

15 

18 

7 

17 

18 

16 

20 

318 

34.9 

46.75 

12 

468 

179 

Lawson  Products 
distributes  abrasives,  fasteners, 
hydraulics  &  cutting  tools 

16 

16 

15 

8 

9 

12 

8 

27 

337 

27.4 

24.00 

NA 

234 

Shares  of  Newport,  which  makes  precision  testing 

systems,  soared  over  2,900%  in  the  past  12  months. 

180 

O'Charley's 
casual  dining 
restaurants 

12 

12 

16 

25 

21 

21 

21 

24 

336 

18.0 

12.38 

9 

193 

181 

Three-Five  Systems 
makes  liquid-crystal- 
display  modules 

7 

7 

11 

0 

14 

63 

7 

200+ 

177 

14.5 

28.50 

28 

613 

182 

Neogen 

makes  diagnostic  products  to  test 
food  &  animals  for  disease 

9 

12 

14 

0 

17 

6 

42 

43 

24 

t 

3.1 

6.44 

12 

37 

Stock  prices  as  of  Seot.  27.  — :  Not  on  last  year's  list.  Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable  NM:  Not  meaningful 
Sources:  William  O'Netl  &  Co.:  Interactive  Data  Corp  .  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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i  LuMrANY  (consecutive  years  on  list) 

PROFITABILITY 

GROWTH 

SALES 

NET 

RECENT 

P/E 

MARI 

business 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value' 

Sales 

EPS 

latest 
12  mos 
($mil) 

INCOME 

latest 
12  mos 
($mil) 

PRICE 

VAU 

5-year 
average 

latest 
l2mos 

5-year 
average 

latest 
l2mos 

5-year 
average 

latest 
12  mos 

($) 

2001 

estimated 

«J 

(U 

183 

Cobra  Electronics 
makes  citizens  band  radios 
&  radar  detection  systems 

9% 

18% 

7% 

8% 

7% 

23% 

44% 

67% 

130 

5.4 

6.00 

NA 

37 

184 

Zoli  Medical 

makes  cardiac  resuscitation 

devices 

8 

18 

11 

8 

13 

47 

16 

94 

101 

7.3 

39.88 

28 

351 

185 

Courier 

printer  of  books,  bibles 
&  trade  publications 

12 

15 

13 

1 

9 

12 

28 

33 

180 

10.3 

28.63 

8 

9£ 

Douglas  Borror's 

67%  share  of  Dominion  Homes  is 

the  largest  stake 

of  any  chief  executive  on  our  list. 

186 

Tuscarora  Plastics 
makes  protective  packaging  & 
material-handling  products 

14 

14 

17 

32 

18 

12 

6 

21 

259 

13.5 

13.88 

8 

12 

187 

Sport  Chalet 
operates  sporting 
goods  superstores 

11 

13 

7 

0 

6 

18 

86 

15 

185 

6.2 

5.31 

4 

3S 

188 

ICT  Group 

provides  telemarketing  & 
customer  support  services 

8 

9 

11 

8 

32 

15 

35 

34 

165 

5.3 

10.81 

16 

121 

189 

Hello  Direct 

telephone  headsets,  amplifiers 
&  related  products 

9 

12 

18 

8 

21 

21 

27 

35 

89 

4.5 

9.97 

8 

53 

198 

Dominion  Homes 
home  builders  in 
central  Ohio 

14 

14 

8 

18 

13 

8 

23 

18 

291 

8.3 

8.38 

NA 

53 

191 

Vans 

retails  athletic  apparel  &  sponsors 
alternative  sporting  events 

18 

11 

9 

5 

22 

33 

7 

31 

274 

12.1 

15.75 

13 

211 

192 

194 

National  Dentex  (3) 
designs  prosthetic 
dental  devices 

14 

13 

15 

8 

12 

9 

12 

15 

73 

5.7 

18.00 

10 

64 

193 

Datascope 

makes  medical  products  for 
cardiovascular  surgery 

12 

14 

18 

8 

8 

11 

12 

28 

299 

30.6 

35.00 

16 

52: 

194 

Uno  Restaurant 
operates  pizza 
restaurants 

9 

12 

14 

27 

8 

13 

31 

45 

229 

11.7 

6.81 

7 

74 

195 

Minuteman  international 
makes  industrial  vacuums,  sweepers, 
scrubbers  &  carpet  care  equipment 

11 

12 

11 

31 

12 

25 

7 

36 

82 

4.5 

8.25 

NA 

29 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred 
plus  debt  minus  cash  and  equivalents,  includes  all  share  classes.  NA:  Not  available  or  not  applicable.  NM:  Not  meaningful. 
Sources:  William  O'Neil  &  Co.;  Interactive  Data  Corp..  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 
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Why  search 

for  pre- 
qualified 
business 

customers? 


(Take  Ours.) 


After  ail,  EqualFocting™  already 
has  a  network  of  more  than 
30,000  small  businesses,  including 
those   in   the   manufacturing  and 
construction  industries-many  eligible  for 
the  financing  options  you  offer. 

This  year  alone,  we're  spending  tens  of  millions  of 
dollars  to  market  the  EqualFooting  Finance  Center  to 
our  members,  as  well  as  a  broad  array  of  small 
businesses.  As  a  partner  of  ours,  you  have  a  unique 
opportunity  to  improve  the  profitability  of  your 


portfolio  and  minimize  your 
own     marketing  expenses. 
^     Through  our  Finance  Center,  you 
have   complete   control   over  the 
applications  you  receive,  since  we'll  only  send 
you  pre-qualified  applicants,  based  on  your  requirements. 
And  there's  no  cost  to  enroll. 

To  find  out  how  we  can  open  your  business  up  to 
more  than  30,000  new  small-business  borrowers, 
call  Edward  Noland  at  703-796-4017  today. 

^Copyright  2000  EqualFooting.com,  Inc.  All  rights  reserved. 


EQtJMUFOOnriMG 

Industrial  Strength  Small  Business  Solutions 


1-877-55-EQUAL  (877-553-7825) 
www.equalfooting.com 


s 
s 

im 

COMPANY  (consecutive  years  oi 
|  business 

i  list) 

PROFITABILITY 

GROWTH 

SALES 

latest 
12  mos 
(Smil) 

NET 
INCOME 

latest 
12  mos 
(Smil) 

RECENT 
PRICE 

($) 

P/E 

2001 
estimated 

MAR 

VAU 

($rt 

Return  on  equity 

Oper- 
ating 
margin 

Debt/ 
enter- 
prise 
value1 

Sales 

EPS 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

5-year 
average 

latest 
12  mos 

Cante!  Medical 

makes  medical  &  laboratory 

equipment 

10% 

9% 

8% 

4% 

13% 

22% 

22% 

32% 

56 

2.3 

9.75 

NA 

41 

m 

Exponent 

investigates  &  analyzes  failures 
accidents  to  determine  their  cau 

& 

ses 

7 

9 

13 

7 

13 

13 

24 

66 

98 

6.5 

8.70 

8 

5; 

198 

Del  Global  Technologies 

imaging  systems  &  critical 
electronic  subsystems 

9 

10 

18 

3 

19 

8 

23 

9 

72 

7.1 

9.13 

9 

72 

199 

Flexsteel  Industries 
manufactures  upholstered 
furniture 

9 

13 

8 

0 

7 

11 

24 

28 

282 

11.2 

12.25 

7 

7E 

200 

200 

Edelbrock  (2) 
makes  automobile 
&  motorcycle  parts 

12 

11 

15 

4 

12 

11 

6 

5 

121 

8.1 

11.00 

NA 

5E 

Stock  prices  as  of  Sept.  27.  — :  Not  on  last  year's  list.  'Enterprise  value:  Market  value  of  common  plus  liquidation  of  preferred  plus  debt  minus  cash  and  equivalents,  includes  all 
share  classes.  NA:  Not  available  or  not  applicable.  Sources:  William  O'Neil  &  Co.:  Interactive  Data  Corp.,  Market  Guide  and  IBES  International  via  FactSet  Research  Systems. 

Visit  www.forbes.com/200best  for  more  data — including  enterprise  values,  operating 
income  and  earnings-pet  -share  estimates — on  each  of  the  200  Best  Small  Companies, 
or  use  your  :CueCat  device  on  the  cue  code  (right)  to  take  you  there  instantly. 


"EARNING  THE  CFA®  CHARTER  IS  A 
LANDMARK  IN  AN  INVESTMENT  CAREER 
MAINTAINING  IT  IS  A  HALLMARK  OF 
LIFELONG  PROFESSIONALISM."-  Khalid  Ghayur,  CF7 


Around  the  world,  investment  professionals  and  investors  alike  recognize  the  value 
of  the  Chartered  Financial  Analyst™  (CFA®)  designation.  When  you  work  with  a 
CFA  charterholder,  you  are  working  with  someone  who  has  made  a 
lifelong  commitment  to  the  highest  standards  of  knowledge,  integrity 
and  professionalism.  And  through  the  Association  for  Investment 
Management  and  Research  (AIMR),  CFA  charterholders  around  the 
world  have  access  to  a  wealth  of  knowledge  that  helps  them  keep  pace 
with  the  latest  developments  in  the  fast-changing  investment  field.  Whether  you're 
looking  to  invest  for  yourself  or  on  behalf  of  your  organization,  choose  an  invest- 
ment professional  who  has  earned  the  globally  recognized  standard  of  excellence. 
Choose  a  CFA  charterholder. 


Khalid  Ghayur,  CFA 
Global  Director  of  Research, 
Chief  Investment  Strategist 
Morgan  Stanley 

Capital  International 
Princeton,  New  Jersey,  USA 
CFA  Charterholder  since  1993 


800-247-8132  •  804-951-5499  •  www.aimr.org 


MR 


SETTING  A  HIGHER  STANDARD  FOR  INVESTMENT  PROFESSIONALS  WORLDWIDE! 


3d  to  get  through  supplier  bids  fast?  With  Bid. Com  you  can  run  your  entire  tendering  process  on  the  Web. 
longer  will  you  have  to  meet  every  sales  person  from  Miami  to  Munich,  and  you'll  get  better  bids  at  a  lower  cost. 
I  Bid. Com  is  just  as  helpful  with  your  surplus  inventory  by  enabling  you  to  run  online  auctions  from  your  Website, 
.ch  us  at  www.bid.com  or  1-888-287-7467  ext.  277.  Bid. Com  -  You're  buying,  you're  selling,  you're  making  money,  hast. 


©  2000  Bid  Com  International  Inc  BID.COM'"  is  a  trademark  of  Bid  Com  International  Inc 
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peculations 


We  have  culled  the  200  Best  Small  Companies  list  to  make 
it  easier  to  find  hot  stocks,  bargains  and  takeover  candidates. 


BY  USA  MCDONALD 

WALL  STREET  WAS  KIND  TO  LAST 
year's  Forbes  200  Best  Small 
Companies  in  America  (Nov.  1, 
1999).  The  stocks  are  up  an  average  35% 
since,  trumping  the  Russell  2000  small 
cap  index,  which  was  up  23%. 

Investing  in  small  growth  compa- 
nies, though,  is  a  speculative  affair.  The 
median  return  was  only  7%,  meaning 
that  half  the  companies  on  our  list  dra- 
matically underperformed  the  index. 
The  performance  of  last  year's  list  was, 
in  fact,  heavily  skewed  in  favor  of  a  cou- 
ple of  big  winners.  For  example,  Elantec 
Semiconductor's  stock  rocketed  1,055% 
from  $8.63  to  $99.63.  The  hot  M&A 
market  also  helped:  Twenty-three  com- 
panies were  acquired  or  merged. 

Want  to  hazard  a  few  bucks  on  this 
corner  of  the  market?  Check  out  the  ta- 
bles on  page  268,  where  we've  isolated 
three  different  sorts  of  opportunities  for 
investors. 

The  first  table  is  for  investors  who 
like  to  feel  the  wind  at  their  backs. 
We're  talking  momentum.  These  com- 

The  performance  of 
last  year's  list  was 
heavily  skewed  to 
a  few  big  winners. 


panies  have  seen  their  stock  price  in- 
crease by  24%  or  more  during  the  past 
six,  months  and  are  expected  to  post 
earnings-per-share  growth  of  at  least 
37%  between  2000  and  2001,  according 
to  IBES  International. 

A  momentum  list  like  this  should  do 
well  if  the  Nasdaq  picks  up  speed.  If, 


however,  over-the-counter  stocks  falter, 
as  they  have  since  the  spring,  these  high- 
risk  momentum  stocks  will  probably  be 
murdered. 

Molecular  Devices,  which  designs 
equipment  for  bioanalytical  R&D,  is  one 
of  these  high-risk,  high-growth  compa- 
nies; analysts  are  predicting  that  earnings 


will  go  to  58  cents  a  share  this  year  anc 
$1.23  in  2001.  It's  trading  at  80  times 
earnings  it  might  deliver  next  year.  Ne 
port  Corp. — which  makes  test  and 
tomation  systems  for  the  fiber-optic  z 
semiconductor  markets — trades  at 
times  next  year's  expected  earnings. 
The  second  table  might  be  dubl 
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eGain  Communications  CoJ.  All  rights  reserved.  eGain  is  a  trademark  of  eGajn  Communications  Corp. 


Don't  be  afraid  to  look  your  customer  in  the  eye. 
iet  beyond  the  products  you  sell  and  into  the  customer  experience  you  deliver, 
result  is  a  less-apologetic,  more-promising  relationship.  We  can  help  immediately. 
See  who  we've  helped  and  how  at  www.egain.com  -209-GAIN 


eGain 

Gain   and  Sustain™ 


CUSTOMER     INTERACTION     SOFTWARE     FOR     THE  INTERNET 


uu  Best  bmaii  uompanies 

The  Big  Mo 


"growth  at  a  fair  price."  Here  the  P/E 
ratio  is  lower  than  the  projected  earnings 
growth  between  2000  and  2001.  Thus,  if 
the  company  is  trading  at  ten  times  earn- 
ings, but  the  earnings  are  supposed  to 
grow  20%,  you  have  a  bargain  of  sorts. 
(To  be  precise,  you're  looking  for  P/Es 
lower  than  100  times  growth.)  Forty- five 
companies  on  our  200  Best  list  have  for- 
ward-looking P/Es  of  no  more  than  half 
the  projected  growth  rates.  The  ten  we 
highlight  here  are  forecasted  to  grow 
28%  or  better  over  the  next  year. 

Toymaker  lakks  Pacific,  for  exam- 
ple, has  a  P/E  of  5  and  an  estimated 
growth  rate  of  34%.  Carrier  Access, 
which  makes  broadband  digital  equip- 
ment and  ranks  seventh  on  the  200  list, 
sells  at  1 1  times  forward  earnings — but 
those  earnings  are  supposed  to  grow  at 
40%.  Razorfish,  provider  of  digital  so- 
lutions, has  the  fastest  forecasted 
growth  rate,  49%,  but  trades  at  a  for- 
ward P/E  of  18. 

The  last  table  is  for  value  investors 
looking  for  a  real  bargain.  Such  stocks 
tend  to  get  left  behind  in  hot  markets 
(like  1999)  but  hold  up  well  in  weak 
ones.  We  have  selected  ten  companies 
that  sell  for  less  than  book  value.  Perry 
Ellis,  for  example,  has  shareholders'  eq- 
uity of  $76  million,  yet  the  market  value 
of  the  company  is  $52  million,  which 
gives  it  a  price/book  ratio  of  0.7.  Why  so 
cheap?  The  apparel  maker  is  highly 
leveraged:  Its  debt  stands  at  69%  of  its 
enterprise  value  (debt  plus  market  cap 
of  common  shares,  minus  cash  on 
hand).  For  the  average  200  company, 
debt  is  less  than  1%  of  enterprise  value. 

This  list  also  highlights  possible 
takeover  candidates,  which  we  found 
by  looking  for  low  multiples  of  enter- 
prise value  to  operating  income  (earn- 
ings before  interest,  taxes  and  depreci- 
ation) and  to  sales.  Sport  Chalet,  for 
example,  has  a  ratio  of  enterprise  value 
to  operating  income  of  2.6,  compared 
with  35.5  for  the  average  200  list  mem- 
ber. Its  ratio  of  enterprise  value  to  sales 
is  only  0.2.  All  ten  of  our  value  com- 
panies have  enterprise  values  below  5.2 
times  operating  income  and  below 
1  times  annual  sales.  F 


ESTIMATED 


Ticker 

Company 

Recent 
price 

6-mo  price 
change 

1-year  EPS 
growth 

2000 
EPS 

2001 
P/E 

MDCC 

Molecular  Devices 

$98.06 

26% 

112% 

$0.58 

80 

PWER 

Power-One 

53.06 

160 

70 

0.73 

43 

NEWP 

Newport 

173.00 

246 

69 

0.73 

141 

ELNT 

Elantec  Semiconductor 

99.81 

135 

61 

0.78 

79 

MNMD 

MiniMed 

83.75 

36 

47 

0.56 

102 

SMTC 

Semtech 

48.19 

38 

46 

0.79 

42 

SPEC 

Spectrum  Control 

16.00 

24 

45 

0.79 

14 

MSS 

Measurement  Specialties 

22.03 

79 

44 

0.92 

17 

ICTG 

ICT  Group 

10.81 

57 

38 

0.50 

16 

AMCC 

Applied  Micro  Circuits 

202.69 

31 

37 

0.96 

154 

Growth— At  a  Discount 


ESTIMATED 


Ticker 

Company 

Recent 
price 

1-year  EPS 
growth 

2000 
EPS 

2001 

P/EI 

JAKK 

Jakks  Pacific 

$9.94 

34% 

$1.53 

5 

ATMS 

Tide!  Technologies 

6.47 

40 

0.50 

9 

CRRC 

Courier 

28.63 

35 

2.68 

8 

CBUK 

Cutter  &  Buck 

12.50 

30 

1.35 

7 

CACS 

Carrier  Access 

20.25 

40 

1.29 

11 

AVRT 

Avert 

18.13 

45 

0.87 

14 

METG 

Meta  Group 

13.13 

28 

1.03 

10 

CMTL 

Comtech  Telecommunications 

13.56 

48 

0.54 

17 

EPIQ 

EPIQ  Systems 

16.00 

42 

0.69 

16 

MINI 

Mobile  Mini 

19.13 

29 

1.10 

13 

Value  Plays 


Ticker 

Company 

Recent 
price 

Price/ 
book 

Enterprise 
value1 
($mil) 

Enterprise 
value/ 

operating 
income 

Enterprii 
value/ 
sales 

PERY 

Perry  Ellis  International 

$7.75 

0.7 

$185.5 

5.1 

0.6 

EDEL 

Edelbrock 

11.00 

0.7 

48.9 

2.7 

0.4 

SPCH 

Sport  Chalet 

5.31 

0.8 

33.0 

2.6 

0.2 

PFIN 

P&F  Industries 

7.00 

.  0.9 

32.4 

3.2 

0.4 

MMAN 

Minuteman  International 

8.25 

0.9 

39.3 

4.5 

0.5 

COBR 

Cobra  Electronics 

6.00 

0.9 

37.1 

4.5 

0.3 

DHOM 

Dominion  Homes 

8.38 

0.9 

48.9 

2.3 

0.2 

UNO 

Uno  Restaurant 

6.81 

0.9 

121.0 

3.9 

0.5 

QEPC 

QEP 

6.13 

0.9 

32.6 

3.9 

0.3 

EXPO 

Exponent 

8.70 

0.9 

63.7 

5.1 

0.7 

Prices  as 
cash  and 


of  Sept.  27.  Enterprise  value:  market  value  of  common  plus  liquidation  value  of  preferred  and  debt,  minus 
equivalents.  Sources:  Interactive  Data  Corp.  and  IBES  International  via  FactSet  Research  Systems. 


268     FORBES.  October  30.  2000 


Life  is  full  of  compromises.  This  isn't  one  of  them. 

With  its  vast  cabin,  superb  performance  and  intercontinental  range, 
the  Envoy  7  is  everything  you  want  in  a  business  jet.  For  more 
information,  call  1-888-328-5387  or  (210)  804-7759. 


It  won't  work.  It  doesn't  make 
sense.  It  can't  be  done.  Do  it 
this  way.  No.  That  way.  Stop. 
Imagine  a  different  way. 
Zurich  Financial  Services  Group. 
With  68,000  employees.  In  more 
than  60  countries.  And  over 
a  century  of  experience.  Offering 
risk  management  solutions 
that  go  beyond  the  traditional. 
To  the  unexpected.  Helping 
you  achieve  your  financial  goals 
with  the  right  investment 
opportunities.  Now's  the  time. 
Explore  new  waters. 


ZURICH 

FINANCIAL  SERVICES 

Your  aspirations.  Our  passion. 


www.zurich.com 
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Up  and  Comers 


These  fast-track  companies  haven't 
been  public  long  enough  to  qualify 
for  our  200  Best  list.  But  some  of 
them  may  show  up  next  year. 


BY  LISA  MCDONALD 

CABOT  MICROELECTRONICS  ROCKS. 
During  the  past  12  months  net  in- 
come is  up  272%;  sales,  121%.  But 
you  won't  find  the  $158  million  (sales) 
electronics  outfit  on  this  year's  200  Best 
Small  Companies  list.  To  qualify,  a  com- 
pany had  to  have  been  public  before 
Oct.  1,  1999.  Cabot  first  offered  stock  to 


the  public  in  April. 
Maybe  next  year,  if  the 
chip  market  doesn't  tank. 

The  table  has  25 
other  companies  that 
could  soon  qualify.  Each 
is  expected  by  analysts  to 
see  earnings  increase  at 
least  10%  between  2000 
and  2001,  and  each  meets  the  list's  cri- 
teria for  size  (sales  between  $5  million 
and  $350  million),  net  income  (at  least 
$1  million)  and  liquidity  (a  stock  price 
of  at  least  $5  and  a  minimum  average 
daily  trading  volume  of  1,000  shares). 

Don't  treat  the  table  as  a  series  of 
stock  picks.  As  everyone  knows,  new  is- 
sues are  as  inconstant  as  the  moon.  Of 


the  542  companies  that  have  gone  pu 
lie  since  Oct.  1,  1999,  46%  now  trJ 
below  their  offering  price,  says  Thoi 
son  Financial  Securities  Data.  Our  I 
and  comers  have  outperformed  the  SJ 
500  by  28%  on  average — but  there's 
guarantee  they'll  keep  it  up.  After  all,  yj 
have  to  pay  more  for  the  shares  of  fa) 
growing  companies.  The  average  coi 
pany  on  the  up-and-comers  list  is  tra 
ing  at  56  times  next  year's  hoped-i 
earnings,  compared  with  23  for  the  SS 
But  there  are  still  some  cheap  on) 
Rockford,  which  makes  high-end  auo 
systems,  goes  for  six  times  next  yea 
estimated  earnings.  Women's  appa 
retailer  Charlotte  Russe  Holdings 
trading  at  14  times  2001  earnings. 


Companies  to  Keep  Your  Eye  On 


PRICE  PERFORMANCE 


COMPANY 

recent 

since 
offer 

since  first 
close1 

relative  to 
S&P  5002 

sales 
($mil) 

Earnings 
growth 

value 
($mil) 

2001 
est 

Broker  Daltonics 

$44.25 

240% 

92% 

197 

$69 

111% 

$1,471 

Cabot  Microelectronics 

48.69 

143 

96 

205 

158 

58 

1,109 

281 

Charlotte  Russe  Holding 

14.69 

34 

24 

112 

220 

28 

210 

14 

Gaiam 

17.88 

258 

180 

268 

52 

35 

94 

58 

Inforte  Corp 

36.06 

13 

-51 

47 

47 

39 

498 

56 

Innovative  Solutions  &  Support 

16.00 

45 

31 

135 

30 

16 

176 

21 

Integrated  Circuit  Systems 

18.56 

43 

55 

149 

166 

38 

1,441 

22 

JNI 

94.64 

398 

125 

205 

68 

47 

1,809 

142 

Krispy  Kreme  Doughnuts 

86.88 

314 

135 

245 

257 

25 

1,264 

701 

Martha  Stewart  Living  Omnimedia 

26.31 

46 

-26 

65 

259 

37 

417 

57 

MetaSolv  Software 

36.13 

90 

-34 

66 

99 

41 

1,530 

75 

Moldflow 

27.13 

109 

78 

188 

27 

37 

191 

48: 

OmniVision  Technologies 

36.50 

181 

7 

109 

53 

43 

811 

81 

Pac-West  Telecomm 

9.69 

-3 

-47 

50 

129 

78 

350 

53: 

PC-Tel 

23.88 

40 

2 

90 

95 

18 

477 

25 

Qualstar 

11.56 

65 

50 

151 

49 

27 

152 

12 

QuickLogic 

15.38 

54 

2 

89 

48 

63 

452 

181 

Regeneration  Technologies 

9.50 

-32 

-32 

69 

96 

66 

256 

33! 

Rockford 

6.00 

-45 

-45 

55 

138 

14 

60 

6! 

Rudolph  Technologies 

31.50 

97 

37 

134 

•  60 

51 

562 

22 

Silicon  Laboratories 

43.00 

39 

-38 

66 

77 

59 

2,277 

66 

Somera  Communications 

9.81 

-18 

-27 

71 

164 

26 

560 

18 

Sunrise  Telecom 

27.00 

80 

-33 

70 

84 

13 

1,779 

54 

Ulticom 

55.13 

324 

176 

287 

34 

31 

2,080 

263 

Western  Multiplex 

16.13 

34 

15 

116 

65 

182 

873 

104 

Wireless  Facilities 

59.75 

298 

-4 

93 

162 

25 

2,702 

67 

Latest 
12-mo 


Market 


P/E 


Prices  as  of  Sept  27.  'Closing  price  on  first  full  day  of  trading.  zThe  ending  value  of  $100  invested 
(a  figure  of  100  indicates  that  stock  performance  has  equaled  the  S&P  500).  Sources:  Interactive 
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n  the  stock,  divided  by  the  ending  value  of  $1  invested  in  the  S&P  500  •. 
Data  Corp.  and  IBES  International  via  FactSet  Research  Systems. 


business  management  software  customers  worldwide. 


fVe're  Sage  .  the  world's  leading  provider  of  business  management  software,  with  more  than  1 ,200  new  customers 
t  business  day.  For  medium-size  businesses,  there's  MAS  90,  recommended  by  more  CPAs  than  any  other 
ange  business  management  software;  Abra,  the  market  leading  HR/Payroll  solution;  and  FAS,  the  standard  for 
asset  management,  outselling  the  competition  3  to  1.  For  larger  businesses,  there's 

Enterprise  Suite,  which  has  won  the  Microsoft  Industry  Solution  award  three  years  ^j^j^L^Sf 
ng.  For  more  information,  call  us  at  1-888-878-7822.  Or  visit  us  at  www.sage.com.     %i<Mfk  UMe^f  ccMtt  tcnttei 


90' 


Abra^ 


FAS™ 


Peachtree" 


Sage  Enterprise  Suite'" 
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So  What's  Your  Story? 


Small  companies  are  havin 
time  getting  coverage  from 

BY  BRETT  NELSON 

MSC.SOFTWARE  WRITES  PRO- 
grams  that  model  the  perfor- 
mance of  machines  under  vari- 
ous working  conditions.  Customers  like 
Boeing  and  Fender  use  it  in  virtual  tests 
to  avoid  designing  faulty  jet  engines 
and  electric  guitars.  Pratt  &  Whitney 
relies  on  it  to  predict  the  havoc  caused 
by  a  bird  flying  into  the  whirring  fan 
blades  of  a  Cessna  jet  engine. 

Frank  Perna,  chief  executive  at  the 
Los  Angeles  firm,  wants  Wall  Street  to 
know  about  this.  Along  with  his  in- 
vestor-relations director,  Joanne 
Keates,  he  has  traveled  100,000  miles 
(including  trips  to  Frankfurt,  Paris 
and  London),  suffered  through  rub- 
ber-chicken lunches  and  made  pre- 
sentations to  more  than  50  brokerage 
research  analysts  and  five  times  as 
many  portfolio  managers — all  in  the 
hopes  that  someone  will  start  to  pub- 
lish research  reports  on  MSC,  which 
went  public  in  1983. 

Tough  duty.  MSC,  which  netted  $3 
million  on  $83  million  in  sales  for  the 
six  months  ended  June  30  (versus  a 
loss  of  $2.1  million  on  $64  million  a 
year  earlier),  attracted  just  one  analyst 
from  Merrill  Lynch — and  only  be- 
cause the  guy  used  to  cover  PDA  Engi- 
neering, which  MSC  acquired  in  1994. 
"One  of  the  most  common  questions 
we  get  from  institutions  is,  'What  are 
you  doing  to  get  sell-side  coverage?' 
We  go  to  small  securities  firms  and 
some  22-year-old  analyst  says  we're 
too  small  [market  cap:  $141  million]," 
Keates  laments.  "I  felt  like  grabbing 
him  around  the  neck." 

She's  not  the  only  one  feeling 


g  a  mighty  tough 
Wall  Street. 


homicidal.  There  are  fewer  analysts 
than  ever  to  go  around,  thanks  to 
sweeping  consolidation  among  finan- 
cial firms,  combined  with  a  raft  of  new 
publicly  traded  technology  compa- 
nies. If  you  want  their  attention,  yours 


must  be  the  sort  of  compa 
that  generates  fees  by  doi 
mergers  or  having  stocks 
bonds  underwritten.  Thin  floi 
and  low  trading  volumes  furtlj 
handicap  small  firms  becai 
brokers  have  little  incentive 
make  markets  in  those  stocks;  big  : 
stitutions  avoid  them  because  tr. 
can't  take  large  enough  positions. 

Why  go  to  all  the  trouble?  Cov 
age  is  currency.  The  more  peo] 
know  about  your  company — via  1 


"A  22-year-old  analyst  says  we're  too  small"  to  get 
coverage,  "I  felt  like  grabbing  him  around  the  neck." 
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media  and  folks  on  the  buy  side — the 
easier  it  is  to  attract  suppliers,  cus- 
tomers, capital,  even  potential  acquir- 
ers. Stocks  that  get  coverage  do  better 
in  the  short  term  than  those  that 
don't.  Data  from  Zacks  Investment 
Research  show  that  over  the  last  15 
years  stocks  that  attracted  coverage  by 
three  or  more  analysts  fared  37%  bet- 
ter over  the  ensuing  six  months  than 
those  that  were  neglected. 

"You're  competing  for  the  invest- 
ment dollar,"  explains  C.  Anthony 
Rider,  chief  financial  officer  of  As- 
tronics,  a  $50  million  (sales)  electron- 
ics and  paper-packaging  maker.  As- 
tronics  has  been  a  member  of  our  200 
Best  list  since  1998,  yet  no  analyst  fol- 
lows the  stock,  which  has  moved  side- 
ways for  the  past  three  years.  "Cover- 
age gives  you  shelf  space,"  Rider  sighs. 

That  placement  can  cost  you.  One 
200  Best  chief  executive  who  re- 
quested anonymity  recalled  a  pitch 
meeting  with  an  analyst  during  which 
an  investment  banker  demanded  a 
$100,000  annual  retainer  to  initiate 
coverage.  "I  could  have  hired  another 
engineer,  with  benefits,  for  that  fee," 
he  says.  "I  told  them  to  get  lost." 

Directions  aren't  always  necessary. 
Chicago-based  Material  Sciences 
Corp.,  a  $500  million  (sales)  maker  of 


laminated  metal  and  films,  had  eight 
analysts  following  it  in  1995.  Only  two 
remain.  A  nasty  confluence  of  missed 
earnings,  brokerage  attrition  and 
shrinking  market  cap  (now  $170  mil- 
lion) took  its  toll.  Publicly  traded  since 
1984,  Material  Sciences  has  spent  $1 
million  on  promotional  help  over  the 
past  five  years,  to  no  effect.  Perhaps 
shedding  the  moneylosing  steel-gal- 
vanizing line — and  focusing  solely  on 
profitable  products  such  as  antivibra- 


At  a  pitch  meeting, 
one  investment 
banker  demanded  a 
$100,000  annual  fee 
to  initiate  coverage. 


tional-steel  car  components  and  win- 
dow films  that  reject  solar  heat — will 
spark  Wall  Street's  interest. 

But  comeback  stories  are  a  tough 
sell.  Hanover,  Md. -based  Compu- 
Dyne,  purveyor  of  top-secret  engi- 
neering and  security  services,  almost 
went  bankrupt  in  1995  when  its  gov- 


Who  Needs  'Em? 


ernment  contracts  all  but  dried 
Divisions  were  sold,  and  revenue  1 
to  $10  million  from  $110  million 
1985.  Analysts  fled. 

Today  only  9%  of  CompuDyn 
business  comes  from  old  operatioi 
The  rest  is  in  building  control  co 
soles  for  elaborate  prison  locking  s 
terns  and  in  bulletproof  windows 
embassies  and  Federal  Reserve  buil 
ings.  For  the  six  months  ended  Jui 
30,  revenues  grew  29%  to  $64  millic 
but  its  shares  trade  at 
times  trailing  12-mon 
earnings,  giving  it  a  me 
$42  million  market  cap.  1 
analysts  cover  the  firj 
Says  Chief  Executive  Mj 
tin  Roenigk:  "It  takes  pre: 
ing  the  flesh,  phone  cal 
Even  with  that,  it's  going; 
be  very  hard  because  we! 
so  small." 

To  get  the  word  o^ 
Roenigk,  who  joined  Coj 
puDyne  in  1995,  built  a  maili 
list  of  800  publications,  portfo' 
managers  and,  of  course,  analysts 
few  of  whom  no  longer  cover  his  j 
dustry.  He's  hired  and  fired  two  i 
vestor-relations  outfits  after  fruitli 
six-month  stints.  Recently  he  add 
a  new  treasurer  who  will  spend 
least  a  quarter  of  his  til 
glad-handing.  Other  ta 
nished  firms  wonder  if  cc 
erage  is  worth  all  the  eff« 


SECURITIES  ANALYSTS  ARE  THE  LAST  THING  ON  JOSEPH  TUREK'S  MIND.  TUREK,  43,  IS  THE  SOFT-SPO- 
ken  chief  of  Bensenville,  III. -based  M-Wave,  publicly  owned  since  1992,  when  it  was  one  of 
five  main  suppliers  of  printed  circuit  boards  for  wireless  base  stations.  Its  Teflon  boards  per- 
formed better  at  higher  frequencies,  which  tended  to  burn  up  typical  boards  made  of  fiber- 
glass and  epoxy.  Gross  margins  were  better,  too— 25%,  versus  10%  for  the  industry. 

Soon  enough  competitors  found  cheaper  ways  to  make  the  boards.  In  1994  a  new  $5  mil- 
lion plant  in  Texas  burned.  The  next  year  Turek  lost  a  $4  million  Motorola  contract— at  a  time 
when  total  sales  were  only  $20  million.  Red  ink  flowed.  Last  year  the  stock  slipped  to  a  buck, 
from  nearly  $27  in  1993.  The  two  analysts  deserted  when  the  stock  crossed  $10. 

Turek  has  responded  by  broadening  his  product  line  and  farming  out  manufacturing  to 
ten  Asian  subcontractors.  The  $17  million  in  sales  for  the  six  months  ended  in  June  were 
triple  the  year-earlier  number.  No  more  red  ink.  M-Wave  shares  have  rebounded  to  $25. 

But  Turek  is  bypassing  analysts  to  get  the  story  out.  Instead,  he  issues  press  releases 
every  two  weeks  and  hosts  conference  calls  on  the  Web  via  the  service  Vcall.  "The  market 
has  responded,  and  no  analysts  are  covering  me,"  he  says.  He'd  take  coverage  if  it  ever 
comes.  But  he's  not  holding  his  breath.  —B.N. 

276     FORBES"  October  30,  2000 


{see  box). 

The  angst  may  intensi 
Starting  this  month  a  n> 
SEC  regulation  will  b 
companies  from  selectivi 
disclosing  "material"  infc 
mation,  which  can  mov< 
stock,  to  analysts  prior 
general  public  relea 
Forced  to  come  up  wi 
original  research,  analy 
may  end  up  spending  ev 
less  time  covering  pi 
squeaks — that  may  fi 
it  harder  to  sell  thi 
story  without  breaking  t 
rules. 


"Who's  your  guru?" 


!  "Today's  investment  choices  are  mind- 
i  ling.  You  have  to  decide  between  growth 
i/alue.  Small,  medium,  and  large  cap. 
Ign  and  domestic.  And  that's  just  for  stocks. 
'  "To  stay  atop  it  all,  you'd  have  to  be  a 
Or  a  financial  advisor.  The  professional 
I  can  take  your  hopes  and  dreams  and 
ithem  into  solid  investment  strategy, 
ou  have  one?" 

r.  Bob  Froehlich,Vice  Chairman,  Global  Strategist 
Kemper  Funds  Group* 


More  than  70%  of  investors 
consult  a  financial  advisor 
before  making 
investment  decisions* 
Maybe  you  should,  too. 


To  learn  more  about  the  advantages  of 
working  with  a  financial  advisor,  call  for  a 
free  brochure  from  Kemper  Funds.  And  visit 
us  at  www.kemper.com  for  detailed  market 
commentaries  written  by  Bob  Froehlich. 

1-800-KEMPER5 


£Kk  KEMPER  FUNDS 

Long-term  investing  in  a  short-term  world"* 


I  opinions  and  forecasts  expressed  are  those  of  Bob  Froehlich  as  of  8/00  and  may  not  actually  come  to  pass.  This  information  is  subject  to  change 
ijiy  time,  based  on  market  and  other  conditions,  and  should  not  be  construed  as  a  recommendation  of  any  specific  security. 

prospectus  on  any  Kemper  Fund  containing  more  information,  including  management  fees  and  expenses,  contact  Kemper  at  the  number  above, 
fetors  should  carefully  read  the  prospectus  before  investing  or  sending  money. 

:  business  Unit  of  Scudder  Kemper  Investments,  Inc. 

Utegic  Insight,  "1998  Overview  of  Key  Themes  in  the  Mutual  Fund  Industry." 

1)00  Kemper  Distributors,  Inc.  1121090  (10/9/00) 


THE  MARKETING  CHIEF 
THINKS  HE  JUST  RECEIVE 

A  PRANK  CALL. 

"Is  your  server  running?"  asks  the  caller. 
It's  not  a  prank.  It's  a  customer  calling. 
She  can't  access  an  e-marketplace  Web  site. 
It  seems  the  Web  hosting  provider  isn't  providing. 
Maybe  it's  traffic.  A  power  outage.  Locusts. 
Who  knows?  All  the  customer  knows  is  that 
she  has  $400K  in  chemicals  she  needs  to 
sell  and  she's  locked  out.  Persona.  Non.  Grata. 
The  other  line  rings.  Another  ticked  customer? 
"Hello,  is  your  refrigerator  running?" 
This  time  it  is  a  prank. 

THAT'S  WHEN  IT  HITS  YOU.  YOU  ARE  SO  READY  FOR   =  =  =¥= 


50%  of  dot-coms  and  40%  of  trading  networks  all  have  problems  with  uptime.  A  Web  site  hosted  by  IBM 
e-business  hosting  can  provide  24/7  uptime,  unmatched  performance  and  unparalleled  security.  All  on  systems 
that  are  backed  up,  f  irewalled  and  constantly  monitored.  On  the  Web,  you're  only  as  good  as  your  infrastructure. 

1  800  426  7777  ask  for  Hosting        ibm. com/e-business/infrastructure 

(e)  business  infrastructure 

IBM.  the  e-business  logo  and  That  's  when  it  hits  you.  You  are  so  ready  for  IBM  are  registered  trademarks, 
trademarks  or  service  marks  ol  International  Business  Machines  Corporation  ?  2000  IBM  Corporation. 


iU  best  5man  uompanies 


Once  Is  Not  Enough 

The  investors  who  are  so  avid  for  initial  offerings  turn  their 
backs  on  second  offerings.  So  what's  a  little  guy  to  do? 


BY  DANIEL  KRUGER 

WHAT'S  NOT  TO  LIKE  ABOUT 
Elantec  Semiconductor  (num- 
ber 94)?  The  maker  of  chips  for 
rewritable  compact  disc  drives  will  dou- 
ble earnings  during  the  next  two  years, 
analysts  say.  So  when  the  Milpitas,  Calif. 


outfit,  which  went  public  in  1995,  re- 
cently decided  it  would  return  to  the 
market  for  another  equity  helping,  Wall 
Street  should  have  embraced  it. 

Uh,  not  quite.  Even  though  tech 
stocks  were  enjoying  a  modest  late- 
summer  rebound  after  the  horrific 


Yo,  underwriters:  Spectrum 
Control  Chief  Jack  Freeman. 

spring  selloff,  the  good  vib 
didn't  reach  Elantec.  T 
day  it  unveiled  the  $130  mi 
lion  offering,  the  mark 
punished  the  company 
shaving  11%  off  its  $80 
share  price. 

A  large  company  thl 
floats  new  equity  issues  s« 
dom  gets  torched  like  thj 
Benefiting  from  a  we 
known  name  and  wid 
spread  analyst  coverage,  a  t 
company  like  General  D 
namics,  which  offered  shai 
a  week  after  Elantec,  usual 
finds  a  receptive  Wall  Stre 
But  with  the  small  fry,  i 
vestors  fear  a  second  helpi 
of  public  money  indical 
hunger  or  desperation.  Th 
punished  Elantec,  ev 
though  the  1.6  million  shai 
it  sold  this  summer  e 
panded  its  equity  base 
only  7%. 

Sure,  small  compan 
can  ride  the  momentum 
market  trends.  When  Int« 
net  companies  were  hot,  ar 
one  with  a  dot-comedy  ro 
tine  could  raise  bundles  w 
impunity.  The  current  see 
of  the  week:  fiber  opti 
"You  get  into  a  cycle  whe 
everybody  is  trying  to  o\< 
exactly  the  right  stocks  at  a 
actly  the  right  moment,"  sa 
Mitch  Whiteford,  director 
Equity  Capital  Markets 
Robertson  Stephens. 

But  if  they  can't  be  in  t 
right  place  at  the  right  tin 
small  companies  can  make  1 
easier  for  themselves  when 
suing  fresh  stock  by  being  extra  care 
and  extra  crafty.  Some  approaches: 

Use  a  small  underwriter.  The  marl 
is  still  strong  enough  so  that  a 
company  with  a  decent  record  c 
land  an  underwriter.  The  question 
which  one. 
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Many  companies  want  to  sign  up  a 
big-name  firm  like  Merrill  Lynch  or 
Goldman  Sachs  because  of  the  prestige 
factor.  But  that's  not  the  best  route  to 
take.  "If  they're  a  small  company 
they're  not  going  to  get  all  that  much 
attention  after  the  deal,"  warns  Stacie 
Cowell,  manager  of  Invesco's  Small 
Company  Growth  fund. 

That's  why  she  says,  a  boutique  firm 
with  strong  analyst  coverage  and  good 
broker  support  is  crucial.  Spectrum  Con- 
trol (number  144)  — a  maker  of  power 
management  components,  which  regu- 
late the  electrical  signals  in  fiber-optic 
equipment  made  by  Nortel,  Lucent  and 
Hewlett-Packard — hadn't  gone  back  to 
the  market  since  its  1981  initial  offering. 
It  settled  on  Philadelphia's  Janney  Mont- 
gomery Scott,  a  midmarket  specialist,  to 
peddle  its  2.3  million  new  shares. 

Court  analysts.  This  may  sound  obvi- 
ous (see  story,  p.  274),  but  small  outfits 


with  no  investor-relations  departments 
should  not  neglect  to  carve  out  the  time 
to  stay  in  front  of  Wall  Street's  most  im- 
portant chattering  class. 

When  a  company  is  small  enough 
not  to  be  in  the  news,  says  Michael  van 
Biema,  a  finance  professor  at  the  Co- 
lumbia University  Business  School,  it  is 
in  danger  of  falling  off  the  radar  screen 
of  a  busy  analyst.  That's  doubly  true 
when  there's  a  steady  supply  of  new 
concerns  coming  to  market,  he  says.  So 
wise  chief  financial  officers  make  time 
to  chat  up  analysts,  as  well  as  institu- 
tional portfolio  managers.  And  not 
only  when  they're  pitching  a  new  deal. 

Keep  insider-selling  minimal.  The  sin  of 
greed  is  compounded  when  a  small  com- 
pany is  involved.  If  insiders  are  unload- 
ing, Wall  Street  will  run  the  other  way. 

Allow  decent  intervals  between  offer- 
ings. Three  equity  offerings  in  a  year  is 
too  much,  says  Invesco's  Cowell.  Small 


companies  can  easily  outstay  their 
come  on  Wall  Street.  Want  to  makej 
acquisition  in  February  and  rej 
some  debt  in  August?  The  best  waj 
raise  money  for  both  activities  is  < 
offering. 

Elantec,  despite  the  drubbinj 
took  when  it  announced  its  deal, 
lowed  these  rules  and  triumphed.  It 
listed  second-tier  underwriter  Rob 
son  Stephens  for  its  offering  this  y 
not  Merrill.  Chief  Financial  Offil 
Ephraim  Kwok  regularly  makes 
rounds  among  Wall  Street  types 
keep  the  company  visible.  Only  5% 
its  new  offering  was  provided 
insiders. 

The  company  easily  sold  out 
issue  at  the  suggested  offering  pr 
and  that  sparked  more  interest  in 
company.  The  stock  has  climbed 
$100 — this  in  a  weak  market  for  In 
daq  stocks. 


Junkyard  Blues 


Investment-grade  debt  ratings  aren't  easy  for  small  businesses.  Are  they  worth  i 


BY  MICHAEL  FREEDMAN 

FINANCIAL  SERVICES  COMPANY  DVI 
wanted  to  expand.  And  hocking 
the  company — namely,  by  issuing 
bonds,  looked  like  the  way  to  do  it. 
Then  came  the  bad  news  that  DVI 


had  anticipated.  Small  ($143  million  in 
revenues)  DVI,  which  finances  the  pur- 
chase and  lease  of  medical  equipment 
for  hospitals  and  nursing  homes,  got  a 
speculative  grade  rating  from  Standard 
&  Poor's.  In  1997  the  company  swal- 


lowed hard  and  sold  $100  million  in|-i 
nior  notes,  due  2004,  at  97/s%. 

The  interest  differences  are  appH 
ciable  between  junk  and  nonjufi 
Today,  for  ten-year  paper,  the  yip 
spread  between  a  B-rated  credit  like  rl 
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'  Every  business  needs  to  drive  strategic  growth, 
iprove  processes,  reduce  operating  complexity  and 
crease  corporate  flexibility.  And  every  business  needs 
I  understand  how  to  do  this  through  e-Commerce. 
1  Baan  is  a  global  software  player  and  has  the 
<pertise  and  products  to  deliver  just  that. 

Our  software  is  at  the  very  cutting  edge  of 
:chnology  and  supports  every  facet  of  business 
'rocesses  including  manufacturing,  distribution, 
nd  transportation. 

|   And,  of  course,  we  can  guarantee  absolute 


integration  across  your  business  processes. 
Added  to  which,  we're  now  backed  by  Invensys, 

listed  on  the  London  Stock  Exchange  with  global 
sales  of  US$11  billion. 

This  alignment  will  ensure  we  now  have  even 
more  muscle  to  compete  harder  in  today's 
dynamic  market-place.  Providing  our  customers 


such  as  DARA  (UK).  Komatsu  (Japan),  Volkswagen 
(Germany)  and  Verizon  (US)  with  even  greater 
levels  of  service,  and  products  that  can  drive 
their  business  performance  even  further. 

Hardly  surprising  then  that  we  believe  there's 
never  been  a  better  time  to  become  one  of  our 
customers. 


invensys 

Software  Systems 


and  a  BBB-rated  bond  (the  lowest  in- 
vestment grade)  is  a  hefty  3.5  percent- 
age points.  That  would  mean  $3.5  mil- 
lion a  year  for  DVl's  note  issue,  a  sum 
that  equals  8%  of  DVl's  2000  earnings 
before  interest  and  taxes. 

DVI  showed  strong  earnings 
growth — 25%  annually  for  three 
years — and  had  few  competitors.  To  no 
avail.  "It's  just  a  long  hard  road," 
laments  Steven  Garfinkel,  DVl's  chief  fi- 
nancial officer.  "I  hate  to  say  it,  but  size 
matters." 

Indeed  DM  has  a  lot  of  company  in 
the  junkyard.  Currently  59%  of  the 
credits  ranked  by  S&P  are  high-yield. 
What  are  the  odds  that  a  junk-rated 
business  can  climb  out  of  that  pit  into 
the  sunny  realm  of  investment  grade? 
Slim.  In  1999  a  mere  1%  of  the  952 
companies  rated  speculative  by  S&P 
graduated  to  investment  grade  by  year- 
end.  The  long-term  trend  isn't  much 
better.  Since  1981  an  average  3.8%  per 
year  shed  their  scarlet  J. 

The  two  largest  ratings  agencies, 
S&P  and  Moody's,  acknowledge  that 
small  companies  and  new  ones  have  the 
most  difficulty  getting  an  investment- 


grade  rating.  The  hurdles: 

Has  the  company  been  around 
long  enough  and  shown  it  can  throw 
off  sufficient  cash  to  repay  debt?  How 
viable  is  its  business  plan  over  the  next 
seven  years,  which  is  often  the  matu- 
rity of  a  corporate  bond?  Has  it 
demonstrated  it  can  survive  in  a  gen- 
eral economic  downturn  or  a  slump  in 
its  particular  sector?  Is  it  in  an  indus- 
try with  high  barriers  to  entry?  Are  its 
products  too  easy  to  replicate?  Are 
they — especially  if  they're  high  tech — 
likely  to  become  obsolete?  Upstart 
e-commerce,  media  and  telecommuni- 
cations companies  have  a  particularly 
high  bar  because  of  vicious  competi- 
tion. The  bottom  line  to  Nicholas  Ric- 
cio,  an  S&P  managing  director:  "Can  a 


$300  million  company  compete?" 

The  vetting  process  is  like  an  inqui- 
sition. Last  year  Perry  Ellis  Interna- 
tional, the  apparel  company  then 
known  as  Supreme  International, 
sought  the  blessing  of  the  agencies  in 
hours-long  meetings  about  the  $100 
million  issue  it  wanted  to  float.  The 
raters  pored  over  the  draft  prospectus 
from  underwriter  Merrill  Lynch,  then 
grilled  the  executives  on  marketing, 
competition  and  the  company's  busi- 
ness strategies. 

"It  was  a  very  interactive  discus- 
sion," notes  Catherine  Guinee,  a  senior 
credit  analyst  at  Moody's  who  met  with 
Perry  Ellis  executives. 

Typically  the  company  gets  its  grade 
within  two  weeks,  along  with  the  ratio- 
nale. And  usually  the  Moody's  and  S&P 
grades  are  alike,  though  arrived  at  sepa- 
rately. If  the  company  has  issued  debt 
before,  the  raters  announce  their  ver- 
dict within  hours  after  their  meeting.  At 
a  company  that's  getting  rated  for  the 
first  time,  executives  have  an  opportu- 
nity to  appeal,  which  means  a  second 
meeting  with  the  analysts  and  another 
attempt  at  explaining  the  business.  Still, 


the  chances  of  winning:  not  good. 

In  Perry  Ellis'  case,  both  Moody's 
and  S&P  gave  it  a  speculative  rating. 
Why?  The  company,  founded  in  1967, 
has  strong  management  and  boasts 
double-digit  earnings  growth  for  the 
past  four  years.  Still,  it  failed  to  demon- 
strate prowess  at  navigating  rough  wa- 
ters. While  gross  margins  have  im- 
proved over  the  past  three  years, 
Moody's  analysts  were  concerned 
about  the  company's  ability  to  expand 
its  brands  in  a  consolidating  market. 

Why  not  give  up?  Plenty  of  com- 
panies on  our  Best  200  list  don't  bor- 
row money  at  all.  But  remember  that  a 
company  like  DVI  is  competing  with 
big  financial  institutions  that  can 
finance  their  loan  portfolios  with 


tax-deductible  debt. 

For  a  AA-rated  bank,  seven-^ 
money  costs  7%,  or  4.2%  after  allow 
for  income  taxes.  DVI  can't  get  cap] 
that  cheaply  by  going  to  the  eqi 
markets.  Its  price/earnings  ratio  is  1 
which  is  equivalent  to  an  aftertax  ea 
ings  yield  of  8%.  If  it  were  to  earn  q 
4.2%  on  incremental  equity  capital 
would  hurt  its  earnings.  Under  the 
cumstances,  paying  tax-deductible 
terest  of  10%  on  a  debt  issue  doej 
look  so  bad. 

Convertible  bonds  are  another 
tion.  They  cost  less  in  interest  beca 
the  buyer  is  getting  an  equity  kicket 
to  wit,  the  right,  but  not  the  obligati 
to  convert  the  bond  into  shares  of  stl 
(at  a  stock  price  higher  than  the  < 
prevailing  when  the  bond  was  issuJ 
If  all  goes  well,  the  bond  is  indeed  o 
verted  sometime  before  it's  due,  reli 
ing  the  issuer  of  the  obligation  to  re) 
the  principal.  When  this  happens  tha 
suer  has,  in  effect,  floated  some  stocj 
a  premium  price,  paying  for  the  prt 
lege  by  having  to  pay  interest  coup* 
for  a  few  years.  Nice  tax  treatment:  1 
stock  premium  is  not  taxable  incomi 
the  issuer,  but  the  offi 
ting  interest  coupons 
tax-deductible, 
downside  for  the  issvj 
The  stock  may  perfo 
badly,  in  which  case 
bondholders  don't  want  any  shai 
they  want  their  principal  back.  1 
obligation  could  send  the  issuer  ii 
bankruptcy. 

How  about  a  bank  loan  or  a  p 
vately  placed  debt  issue?  It  mi 
carry  a  lower  interest  rate  thai 
straight  bond,  but  it's  likely  to  h 
tough  terms.  Miss  a  cash  flow  tar 
for  a  quarter  and  your  company  n 
have  to  pay  back  the  entire  loan 
the  spot. 

That  would  have  been  reas 
enough  for  DVI  to  go  for  regu 
bonds.  And,  if  it  can  stay  profitable 
might  grow  its  way  out  of  junk  stat 
The  upgrading  would  make  it  s 
more  profitable,  assuming  it  is  still 
active  borrower. 


Executives  have  an  opportunity  to  appeal. 
Still,  the  chances  of  winning:  not  good. 
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Inside  the 

Velvet 

Rope 

Corporate  executives 
regularly  sell  shares 
in  their  companies,  but 
what  about  those  buying 
up  company  stock? 


BY  KURT  BADENHAUSEN 

AT  FIRST  BLUSH,  YOU'D  THINK 
that  a  lot  of  executives  had  little 
faith  in  the  companies  they  run. 
By  almost  a  3-to-l  margin,  the  selling 
of  company  stock  by  insiders  (executive 
officers,  directors  and  those  in  charge  of 
policymaking)  outpaced  buying  for  our 
200  Best  Small  Companies.  But  factor 
in  the  frequent  use  (and  exercise)  of 
stock  options  as  compensation,  as  well 
as  the  need  to  do  estate  planning  or 
make  a  down  payment  on  a  new  home, 
and  the  pattern  doesn't  look  so  weird. 

More  intriguing:  instances  where 
insiders  are  buying  company  shares — 
usually  a  clear  indication  that  the  folks 
making  the  big  decisions  think  their 

Bullish— From  the  Inside 


company's  stock  price  is  going  up. 

Take,  for  example,  American  Eagle 
Outfitters.  The  stock  got  hammered  amid 
several  analyst  downgrades  and  an  earn- 
ings shortfall.  But  maybe  insiders  knew 
something  we  didn't.  Over  the  summer 


PRICE 

52-week 

P/E 

Buyers/ 

Company 

recent 

high 

low 

2001  est 

sellers1 

American  Italian  Pasta 

$17.94 

$31.63 

$15.00 

10 

2/0 

Avert 

18  13 

32.13 

7.88 

14 

2/0 

Dh  sto[  Banks 

38.56 

41.88 

6.61 

18 

6/1 

Daktronics 

13.50 

18.25 

6.34 

13 

4/0 

Dei  Global  Technologies 

9.13 

10.75 

7.19 

9 

2/0 

Dura  Pharmaceuticals 

35.69 

36.75 

11.00 

49 

2/0 

Investors  Financial  Services 

58.88 

61.75 

15.63 

42 

3/1 

Mobile  Mini 

19.13 

28.00 

15.50 

13 

2/0 

QLogic 

89.00 

203.25 

32.50 

63 

6/0 

RadiSys 

47.31 

65.75 

25.67 

24 

4/1 

Three-Five  Systems 

28.50 

82.50 

10.03 

28 

2/0 

Vans 

15.75 

17.88 

9.94 

13 

2/0 

Xeta  Technologies 

11.50 

33.94 

7.25 

14 

2/0 

Prices  as  of  Sept.  27.  'The  number  of  company  officers  and  directors  buying/selling  stock  during  the  past  three  months. 
Sources:  Thomson  Financial;  Interactive  Data  Corp.  and  IBES  International  via  FactSet  Research  Systems. 


they  loaded  up  on  shares — and  sii 
then,  the  price  has  more  than  double 

From  our  list  of  200  companies, 
found  13  where  buyers  outdid  sellers 
at  least  two  or  more  insiders  during 
past  three  months.  Leading  the  way  * 
semiconductor  manufacturer  Qlo 
with  six  insiders  purchasing  16,0 
shares  without  any  sellers. 

Six  company  executives  have  be 
buying  up  more  than  125,000  shares 
retailer  Christopher  &  Banks.  Sm 
move.  Analysts  have  upgraded  next  qu 
ter's  earnings-per-share  estimates  3f 
and  the  full-year  estimates  by  29%,  j 
cording  to  IBES.  And  the  stock  has  aim 
doubled  since  early  August. 

Overall,  as  the  following  tables  in 
cate,  average  ownership  stakes  amo 
chief  executives  have  fallen  from  12% 
9%  compared  with  last  year's  list.  Ho 
ever,  the  average  market  value  of  the 
stakes  is  $58  million,  up  29%  from  1 
year's  list. 
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CG's  Open  Road  Infrastructure1"  provides  not  only  a  backbone, 
ut  also  the  operational  control  and  network  support  you  need. 

o  whether  you're  introducing  the  latest  video  game  or  putting  your  hotel  on 
he  map,  we'll  keep  you  connected.  Hit  the  Open  Road  and  see  just  how  far 
:  can  take  you. 


VOICE  •  DATA  •  INTERNET 


wwwJCGCOM.com 
1-877-HELLO-ICG 


©2000  ICG  Communications,  Inc.  Open  Road  Infrastructure  is 


rademark  of  ICG  Communications,  Inc.  Ail  other  trademarks/trade  dress  are  property  of  their  respective  companies. 


uu  dust  orriaii  oumpanius 


ZUOO  STOCK  UWNtRSH 


bUMrANY 

STOCK  OWNED 

PfH/IDA  WV 

LUMrAlNi 

STOCK  OWNED 

Chief  Executive 

% 

Market  value1 
($rhou) 

Insider 
activity2 

Chief  Executive 

% 

Market  value1 
($thou) 

Insid 
activi 

Aaon 

Norman  n  Msojornson 

17.9 

25,409 

N 

Charles  Biver  Associates 

lampc  P  Riirrnuic 
Udlllcb  l_*  DUIlUWb 

5.5 

6,075 

N 

Actci 

P  Tori 

jonn  l>  tasi 

0.4 

3,026 

S 

Chase 

Pptor  R  Phacp 
rclcl  n  ulldoc 

8.8 

3,278 

N 

Advanced  Fibre  Communications 
jonn  a  ocnoiieiQ 

 3 

961 

s 

Chico's  FAS 

Man/in   1  f^ralnirl/ 
IVIdl  VIII  O  ul  dlMILK 

15.6 

92,871 

S 

Advantage  Learning  Systems 
Michael  H  Gaum 

0.1 

1,105 

N 

Christopher  &  Banks 
vviiiidrfi  u  "range 

B 

t   :  .,■ 

DotDI'  M  PaClA/P  1 

rclcl  Ivl  bdoWcll 

0.2 

3,393 

S 

Cobra  Electronics 

.lampc  R  Ra7Pt 
udllico  n  DdZcl 

  3 

17 

N 

Unwrl  Roniomin 

nuyu  Dciijdinifi 

2.5 

4,725 

N 

Cognizant  Technology  Solutions 

Wiipwarai  Maharlpua 
VVIJcydldJ  IVIdlldUcVd 

N 

Albany  Molecular  Research 

Thnniac  F  fVAmhra 

20.9 

430,098 

N 

Compudyne 

Martin  A  RnomoL 
IVIdl  MM  H  nUGlllgK 

12.6 

6,005 

N 

Alpha  Industries 

UdVIU  J  MIUI IUII 

0.1 

1,289 

N 

Comtech  Telecommunications 

Frpri  l^nrnhprd 
n  CU  r\UI  HUCl  5 

3.4 

3,357 

N 

American  Italian  Pasta 
i  imoiny  o  wcustct 

0.2 

628 

B 

Concord  Camera 

Ira  R  1  amnort 
lid  D  LdlllfJcT  1 

0.7 

5,352 

N 

American  Technical  Ceramics 

Virtnr  Incptta 

V  lU  1 U 1  II  ioC  l  Id 

57.8 

60,031 

N 

Cooper  Cos 

A  ThnmaQ  Rpnrlpr 

0.2 

1,082 

S 

udlllco  u  licW 

0.2 

488 

S 

Copart 

Willie   1  Inhncnn 
Willie  u  JUMIIoUII 

19.3 

148,050 

N 

Amsurg 

Kpn  P  MrHnn^lH 
rvcii  r  iviuuuiidiu 

N 

CorVel 

\!  Pnrrlnn  Plpmnnc 
V  uUlUUil  olclliuilo 

9.9 

20,934 

N 

Anaren  Microwave 

LdWlcML-c  H  odld 

0.3 

4,178 

S 

Courier 

imor  F  Pnniuiw  III 

jdiiicb  r  uuiiwdy  in 

9.6 

9,080 

N 

Ansys 

hmpc  F  Pachman  III 
Udlllto  L  OdbNMIdll  III 

N 

Cree 

F  Npal  Fli mtpr 
r  licdl  nuiiit! 

0.9 

35,054 

S 

Applied  Micro  Circuits 

riaviH  M  R i p Lc p w 
udviu  ivi  niLrxcy 

0.5 

122,424 

S 

Cuno 

Marl/  P  karhin* 
IVIdl  K  u  rxdtilUI 

0.9 

3,854 

N 

Arguss  Communications 

Riinpr  H  Rnecplm  a  tin 
ndlllcl  n  DUoaclllldllll 

4.7 

13,459 

N 

Curtiss-Wright 

Rnartin  RpnantP 
IVIdl  Mil  Dclldlllc 

  3 

89 

N 

Armor  Holdings 

.Innathan  M  ^nillpr 
UUIIdllldll  ivl  opiiibi 

1.6 

5,414 

N 

Cutter  &  Buck 

Mari/Pu  Kl  Innpc 
ndl  Vcy  n  UUIIcb 

3.7 

4,789 

N 

Arrow  Internationa! 

M  a  r  1  i  n  !WI  i  1 1  p  r  1  r 

IVIal  Mil  IVIIIICI  Ul 

18.3 

159,173 

S 

AplrpH  1  \(t  irtpnhaph 
RLIIcU  J  rVUI  IcIIUdUM 

9.4 

11,294 

B 

ASi  Solutions 

Rprnarrl  F  Rpwrtnlrlc 
DcTlldlU  r  ncyllUIUo 

38.6 

40,975 

N 

Datascope 

aiA/ronpp  \anor 
LdWIcllLc  OdfJcl 

16.0 

83,451 

N 

Astronics 

kpuin  T  I^PatlP 
rxcvlll  1  rvcdllc 

12.1 

7,517 

N 

Del  Global  Technologies 

1  onnarrl  A  Tfiitfmori 
LcUlldlU  M  llUgllldll 

4.2 

2,993 

B 

ripan  A  Qnnncc 

Utdli  H  -JUJJUoo 

3.2 

1,936 

B 

Delta  and  Pine  Land 

Rndor  n  l\^-all/«n 

nugcr  u  ivtdiKin 

2.6 

24,224 

N 

AZZ 

1  P  Martin 

L  O  IVIdl  Mil 

3.0 

2,642 

N 

Diamond  Technology  Partners 

A/lpiwwn  F  Rprflctoin 
IVIclVyll  C  DUIgolclll 

3.3 

57,029 

N 

Bacou  USA 

Philin  R  Rarr 

mm  3 

132 

N 

Dianon  Systems 

rXcvlll  o  OOlHIoOII 

_  3 

23 

S 

Barra 

Kama!  riii(J(Jirala 

AalMdi  UUggllald 

3.3 

28,851 

N 

Diodes 

P  H  Phpn 
o  n  uiicii 

N 

BEI  Technologies 

Pharlpc  Pmpl/or 
ulidl  Ico  Ul  UbKcl 

21.6 

65,416 

S 

uougias  u  Dorror 

66.9 

35,669 

N 

Be!  Fuse 

Filint  Rpmctpin 
LlllUI  Del  llolcill 

8.6 

36,095 

N 

Dover  Downs  Entertainment 

uenis  mCuiynn 

2.8 

11,870 

S 

Bright  Horizons  Family  Solutions 

Rndpr  W  Rrrmm 
nugci  n  di  u wn 

3.5 

10,040 

S 

Dset 

William  P  MpUalp  Ir 

William  r  ivicnaie  jr 

0.7 

1,543 

S 

Brooktrout 

Frir  R  fiilpr 
li  il  n  unci 

4.2 

16,570 

N 

DSP  Group 

Fit  A wi  1  nn 

Lll  MydiU II 

S 

Brown  &  Brown 

.  1  Huatt  Rrnu/n 
u  nycii  i  ul  uwn 

19.3 

166,237 

N 

Dura  Pharmaceuticals 

Pom  1  l.ii*noi" 

0.1 

1,113 

B 

Cantei  Medical 

. lampc  P  RpiIIw 
Udiiico  r  nclliy 

3.8 

1,619 

N 

OVI 

ivncnaei  tt  u  naniun 

1.1 

3,121 

N 

•  Inhn  n  PanpLpr.lr 

UUMII  U  L/dl  1  CrxCl  Ul 

23.6 

85,985 

N 

Ebay 

tin  o  r  fi o rot  P  lA/nitmon 
Ivldlgdiei  \j  VVllllllldll 

4.8 

817,150 

N 

Carrier  Access 

Rnppr  1  Knpnip 

7.0 

34,569 

S 

Edelbrock 

fl  V/irtnr  Frlplhrnrl/  .Ir 
U  VIL'UI  LUclUI  ULr\  Jl 

52.0 

28,646 

N 

Channell  Commercial 
Wiiliam  H  Channell  Sr 

37.2 

43,741 

N 

Education  Management 
Robert  B  Knutson 

10.6 

79,339 

N 

'Includes  all  share  classes.  Compares  the  number  of  officers  and  directors  buying  and  selling  stock  in  the  past  3  months.  3Less  than  0.1%.  B:  Buying.  N:  Neutral.  S:  Selling. 
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For 
you're  not  in 


business 


We  are. 


/hen  we  looked  at  eOnline,  especially  compared  to  other  potential  hosting  partners, 
Inline  came  to  the  top  of  the  list."         -  Michael  Belter,  CIO,  TechSmart.com 


Online 


A  R  I  B  A' 


*>  lEBEL 


The  ASP  For  Market  Leaders 


www.eOnlineinc.com 


uu  oesT  oman  uumpanies  zuou stuck uwnersh 


COMPANY 

Chief  Executive 

STOCK  OWNED 

IUMHANY 

STOCK  OWNED 

% 

Market  value' 
(Sthou) 

Insider 
activity2 

Chief  Executive 

% 

Msrkst  val  ue 
(Sthou) 

lusic 
acrivi 

Ebntec  Semiconductor 
Richard  Beyer 

NA 

NA 

N 

Jakks  Pacific 

Jack  Friedman 

2.8 

5,364 

N 

Embrox 

Randall  L  Marcuson 

1.0 

1,116 

N 

Key  Production 

r  n  rviereiii 

1.9 

4,775 

— a 
N 

Engineered  Support  Systems 
Michael  r  ohanalian  ar 

11.7 

15,615 

N 

Knight  Transportation 

Kevin  r  ivnigni 

13.6 

31,965 

S 

EPIO  Systems 
Tom  W  (Jlofson 

30.1 

22,400 

N 

Koala 

Mark  A  Betker 

1.3 

1,380 

1 

Exacted: 
William  Petty 

39.6 

34,327 

N 

KV  Pharmaceutical 

Marc  S  Hermelin 

8.3 

73,301 

1 

Excel  Technology 
J  Donald  Hill 

1.3 

4,941 

N 

LaBranche 

George  M  L  LaBranche  IV 

7.2 

101,752 

Exponent 

Michael  H  baulke 

0.3 

190 

N 

Lawson  Products 

Robert  J  Washlow 

0.5 

1,270 

FactSet  Research  Systems 

Philip  A  Hadiey 

NA 

NA 

N 

Learning  Tree  International 

uaviu  l.  liOinns 

25.5 

290,160 

1 

Fair,  Ssaac  &  Co 
Thomas  G  Grudnowski 

N 

Littelfuse 

nowaru  d  witi 

1.4 

8,599 

Hi 

Financial  Federal 
Paul  R  Sinsheimer 

0.9 

2,669 

S 

LoJack 

C  Michael  Daley 

1.8 

2,137 

Nl 

Flexsteel  Industries 

K  Bruce  Lauritsen 

0.9 

677 

N 

Macrovision 

John  0  Ryan 

4.6 

151,276 

S! 

Forrester  Research 

George  F  Colony 

37.4 

489,504 

S 

Matthews  International 

ritiii/t  M  l/nllw 

uaviu  rvi  fteny 

0.6 

2,610 

S 

Forward  Air 

Scott  M  Niswonger 

28.3 

234,820 

S 

Measurement  Specialties 

Joseph  R  Mallon  Jr 

3.3 

5,904 

N 

FTi  Consulting 

jacK  □  uunn  iv 

1.4 

743 

N 

Medicis  Pharmaceutical 

Jonah  Shacknai 

2.0 

37,497 

N 

Gem  star -TV  Guide  International 

Henry  C  Yuen 

3.0 

888,385 

N 

Mercury  Interactive 

Amnon  Landan 

0.6 

67,992 

S 

Genesee  &  Wyoming 

Mnrtimnr  D  Ciillnr  III 

Mortimer  a  runer  mi 

20.1 

18,522 

N 

Meridian  Diagnostics 

wiiiiam  j  Motto 

31.3 

36,277 

N 

Gentex 
Fred  T  Bauer 

4.3 

76,850 

N 

Meta  Group 

Dale  Kutnick 

13.8 

19,533 

N 

Green  Mountain  Coffee 

nouert  r  otiiier 

57.1 

32,410 

N 

Metro  One  Telecommunications 

Timothy  A  Timmins 

0.1 

112 

N 

Hall,  Kinion  &  Associates 

urenoa  u  rtnooes 

12.1 

43,299 

S 

Micrel 

Raymond  D  Zinn 

13.9 

748,833 

S 

Hansen  Natural 

Rodney  C  Sacks 

39.0 

22,760 

N 

MiniMed 

Alfred  E  Mann 

25.8 

1,384,438 

s 

Heico 

Laurans  A  Mendelson 

5.1 

11,475 

N 

Minuteman  International 

Jerome  E  Rau 

7.2 

2,110 

N 

Hello  Direct 

E  Alexander  Glover 

1.0 

551 

N 

Mobile  Mini 

Steven  G  Bunger 

2.5 

5,621 

B 

Jack  Henry  &  Associates 

Michael  E  Henry 

11.4 

216,160 

S 

Modtech  Holdings 

Evan  M  Gruber 

0.1 

171 

N 

Herley  industries 

1  ob  Kl  Dlitf 

Lee  in  man 

2.4 

3,027 

N 

Molecular  Devices 

Joseph  D  Keegan 

0.2 

2,275 

N 

Hibbett  Sporting  Goods 

Michael  J  Newsome 

1.5 

2,558 

S 

National  Dentex 

David  L  Brown 

0.3 

225 

N 

Hilb,  Rogal  &  Hamilton 

Andrew  L  Rogal 

0.6 

3,398 

N 

Navigant  International 

Edward  S  Adams 

1.2 

1,550 

N 

Hot  Topic 

Elizabeth  M  McLaughlin 

0.1 

226 

N 

Neogen 

James  L  Herbert 

4.8 

1,752 

N 

ICT  Group 
John  J  Brennan 

53.5 

68,969 

N 

NetScout  Systems 

A  .ill  1/  Oin*Unl 

Anil  K  oinghal 

19.4 

121,298 

S 

ICU  Medical 
George  A  Lopez 

9.5 

19,298 

N 

New  Horizons  Worldwide 

Thomas  J  Bresnan 

0.4 

495 

s 

Impath 

Anu  D  Saad 

0.8 

7,023 

N 

Newport 

D/iL..i  . 

nobert  b  Ueuster 

0.4 

20,743 

s 

Inet  Technologies 
cue  o  AKiuan 

27.3 

375,862 

N 

North  American  Scientific 

L  Michael  Cutrer 

4.8 

9,435 

N 

Investors  Financial  Services 

kpwin  .1  ^hpphan 

rXCVIII  U  OMUCIIdll 

3.0 

53,011 

B 

Northern  Technologies  Inti 

UUIIdlU  M  r\UUIK 

2.7 

763 

N 

ITT  Educational  Services 
Rene  R  Champagne 

0.2 

1,053 

N 

Novametrix  Medical  Systems 

William  J  Lacourciere 

4.1 

2,265 

N 

■■Member  of  the  Executive  Committee  acting  as  co-CEO.  NA:  Not  available.  Sources:  First  Call/Thomson  Financial;  Forbes. 
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Our  e-marketplace  solutions  have  already  created  more  than  $10  billion  in  value  for  over 
00  companies  worldwide.  Hard  dollar,  bottom-line  benefits  from  reducing  cost  of  goods 
old,  shrinking  inventories,  accelerating  time-to-market  and  creating  new  e-markets.  i2  has 
le  only  B2B  solution  that  incorporates  a  complete  supply  chain  model,  marketplace-to- 
larketplace  support  and  rich  content  management  capabilities.  Value2  Want  some? 
-ontact  us  at  www.i2.com  or  1-877-926-9286. 


■J 


Powering  the  Bottom  Line." 


uu  besx  bman  uompanies  2000  stock ownershi 


COMPANY 

STOCK  OWI 

1ED 

COMPANY 

STOCK  OWNED 

Chief  Executive 

% 

Market  value1 
($thou) 

Insider 
activity2 

Chief  Executive 

% 

Market  value1 
($thou) 

Insider 
activity 

Q'Charley's 
Gregory  L  Burns 

0.8 

1,486 

N 

Serena  Software 

Mark  E  Woodward 

0.7 

11,539 

N 

On  Assignment 
H  Tom  Buelter 

0.9 

6,346 

S 

Shuffle  Master 

Joseph  J  Lahti 

0.4 

628 

N 

Ontrack  Data  International 

Michael  W  Rogers 

17.1 

22,338 

N 

Sonic 

J  Clifford  Hudson 

2.4 

12,955 

S 

Opinion  Research 
John  F  Short 

5.1 

1,612 

N 

Spectrum  Control 

Richard  A  Southworth 

0.3 

602 

N 

Orthodontic  Centers  of  America 

Bartholomew  F  Palmisano  Sr 

5.8 

94,971 

N 

Sport  Chalet 

Craig  L  Levra 

0.4 

133 

N 

P&F  Industries 
Richard  A  Horowitz 

28.4 

7,130 

N 

SPSS 

JackNoonan 

0.1 

289 

N 

Parlex 

Peter  J  Murphy 

0.7 

672 

N 

Stanley  Furniture 

Albert  L  Prillaman 

7.5 

13,054 

N 

Penn  Virginia 

A  James  Dearlove 

0.3 

695 

N 

Stifel  Financial 

Ronald  J  Kruszewski 

2.2 

2,008 

N 

Pericom  Semiconductor 

Alex  Chi-Ming  Hui 

5.3 

42,732 

S 

Strattec  Security 

Harold  M  Stratton  II 

1.1 

1,624 

N 

Perry  Ellis  International 

George  Feldenkreis 

22.4 

11,651 

N 

Strayer  Education 

Ron  K  Bailey 

53.3 

180,872 

N 

Petroleum  Development 

James  N  Ryan 

5.0 

5,557 

N 

STV  Group 

Dominick  M  Servedio 

2.1 

627 

N 

Pixar 

Steve  Jobs 

63.3 

978,750 

N 

Summa  Industries 

James  RSwartwout 

1.9 

960 

N 

Plantronics 

S  Kenneth  Kannappan 

0.1 

1,022 

S 

Suprema  Specialties 

Mark  Cocchiola 

10.7 

4,938 

S 

PLX  Technology 

Michael  J  Salameh 

2.6 

15,011 

N 

SurModics 

Dale  R  Olseth 

7.2 

27,908 

S 

PolyMedica 

Steven  J  Lee 

1.6 

8,453 

N 

Techne 

Thomas  E  Oland 

3.0 

67,850 

N 

Power-One 

Steven  J  Goldman 

5.3 

206,553 

S 

Tekelec 

Michael  L  Margolis 

0.1 

1,183 

N 

Pre-Paid  Legal  Services 
Harland  C  Stonecipher 

4.7 

32,944 

N 

TelCom  Semiconductor 

Robert  G  Gargus 

_  3 

84 

S 

Prima  Energy 

Richard  H  Lewis 

12.8 

54,475 

S 

Three-Five  Systems 

Jack  L  Saltich 

_  3 

114 

B 

QEP 

Lewis  Gould 

48.2 

9,842 

N 

Tidei  Technologies 

James  T  Rash 

2.6 

2,911 

S 

QLogic 

H  K  Oesai 

0.5 

41,296 

B 

Tollgrade  Communications 

Christian  L  Allison 

1.1 

19,518 

S 

Quixote 

Leslie  J  Jezuit 

0.8 

1,077 

N 

Trex 

Robert  G  Matheny 

15.1 

63,591 

N 

RadiSys 

Glenford  J  Myers 

2.0 

16,228 

B 

Triquint  Semiconductor 

Steven  J  Sharp 

0.1 

2,559 

N 

RailAmerica 

Gary  0  Marino 

1.0 

1,318 

N 

Tuscarora  Plastics 

JohnPO'LearyJr 

1.4 

1,834 

N 

Rainbow  Rentals 

Wayland  J  Russell 

42.0 

16,157 

N 

United  Guardian 

Alfred  R  Globus 

32.5 

7,957 

N 

Rambus 

Geoff  Tate 

4.1 

312,753 

S 

US  Physical  Therapy 

RoyWSpradlin 

0.1 

31 

N 

Ravenswood  Winery 
W  Reed  Foster 

8.8 

6,392 

N 

Uno  Restaurant 

Craig  S  Miller 

0.8 

629 

N 

Razorfish 

Jeffrey  A  Dachis 

4.8 

39,551 

S 

Vans 

Gary  H  Schoenfeld 

0.4 

887 

P 

ResMed 

Peter  C  Farrell 

4.5 

44,560 

S 

ViaSat 

Mark  D  Dankberg 

7.5 

37,414 

N  i 

RF  Industries 
Howard  F  Hill 

1.1 

204 

N 

WebTrends 

ElijahuShapira 

19.4 

187,960 

N  1 

RF  Micro  Devices 
David  A  Norbury 

0.4 

18,399 

S 

Xeta  Technologies 

Jack  R  Ingram 

11.3 

11,118 

B  [ 

Fred  R  Sullivan 

41.9 

25,358 

N 

Young  Innovations 

George  E  Richmond 

50.7 

58,930 

N 

Saga  Communications 
Edward  K  Christian 

11.5 

29,506 

N 

Zevex  International 

David  J  McNaily 

7.0 

1,441 

N 

Sawtek 

Gary  A  Monetti 

0.4 

5,954 

N 

Zoll  Medical 

Richard  A  Packer 

0.2 

530 

s  1 

Semtech 
John  D  Poe 

3.1 

100,732 

S 

Zomax 

James  T  Anderson 

1.5 

3,081 

N  > 
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INSURANCE.COM 


LANGUAGE  YOU  CAN  UNDERSTAND 


UNBIASED  GUIDANCE 


IT'S  HARD  TO  BELIEVE  WE'RE  ACTUALLY 


TALKING  ABOUT  INSURANCE. 


©    O    ©  © 


AUTO 


LIFE 


HOME 


HEALTH 


The  time  has  come  for  user-friendly  insurance.  Introducing  Insurance.com,  the  online 
marketplace  that  offers  the  information,  unbiased  guidance  and  choices  for  you  to  select 
The  education,  guidance  and  the  most  appropriate  insurance  products  for  you. 
choices  that  make  insurance  Insurance.com  takes  you  through  the  insurance 
work  for  the  people  who  buy  it,  buying  process,  from  choosing  the  right  product  to 
not  just  the  companies  that  sell  it.  selecting  multiple  quotes  to  ultimately  purchasing 
insurance.  Visit  www.insurance.com  and  be  sure  of  one  thing:  we're  talking  about  insurance. 


BACKED  BY 


A  NAME 


YOU  TRUST: 


FIDELITY 


INVESTMENTS. 


INSURANCE.COM 

AN  AFFILIATE  OF  FIDELITY  INVESTMENTS 


If  s  Never  Too  Early 

You  can  start  planning  to  cut  estate  taxes  long  before 
you  have  children— or  even  any  sizable  net  worth. 


BY  JANET  NOVACK 
AND  ASHLEA  EBELING 

SHORTLY  BEFORE  HIS  DEATH  IN 
1992,  Sam  Walton  described  in  his 
autobiography  how  his  family  had 
beaten  estate  taxes.  In  1953,  when  Wal- 
Mart  was  hardly  a  chainlette,  he  put  the 
business  into  a  family  limited  partner- 
ship and  gave  shares  (then  worth  very 
little)  to  his  kids.  "The  best  way  to  re- 
duce paying  estate  taxes,"  he  wrote,  "is 
to  give  your  assets  away  before  they  ap- 
preciate." And  how.  Today,  each  of  Wal- 
ton's children  is  worth  $17  billion. 

That  sort  of  early  planning,  once 
rare,  is  catching  on.  More  than  a  fourth 
of  the  founders  of  the  Forbes  200  Best 
Small  Companies  sock  away  stock  in 


trusts  or  family  partnerships  and  lim- 
ited liability  companies  designed  to 
benefit  their  heirs. 

And  they're  scheming  to  keep  the 
taxman  at  bay  earlier,  long  in  advance 
of  their  initial  public  offerings,  even  at 
the  venture-capital  financing  stage.  A 
few  entrepreneurs  are  acting  before 
they  have  anyone  to  pass  their  wealth 
on  to — not  to  mention  real  wealth.  Mi- 
croStrategy  founder  Michael  Saylor,  35, 
put  private  stock  in  a  trust  for  his  chil- 
dren, even  though  he  didn't — and  still 
doesn't — have  kids  or  a  wife.  (His  net 
worth  has  plunged  90%  since  March  to 
$1  billion.) 

Such  trusts  are  artfully  worded  to 
give  the  not-yet-expectant  parent  flexi- 


bility. As  Saylor  puts  it:  "If  I  h 
four  [kids]  and  two  of  th« 
ended  up  as  criminals  on  de; 
row,  I  don't  have  to  give  eacl 
quarter." 

Sam  Walton  got  the  partn 
ship  idea  from  his  bank 
lawyer  father-in-law.  Today's  entrep1 
neurs  don't  have  to  make  it  a  family 
fair:  There  are  stadiums  full  of  lawye 
accountants  and  planners  buzzi 
about  GRATs  (grantor  retained  annu 
trusts),  FLPs  (family  limited  partn' 
ships),  LLCs  (limited  liability  com]] 
nies)  and  CRTs  (charitable  remainc 
trusts). 

"Wealth  preservation  manaj 
ment",  as  it's  now  called,  has  even  I 
come  a  selling  point  for  investme 
bankers.  Last  year  Goldman  Sac 
formed  a  Strategic  Wealth  Advise 
Team  of  a  dozen  tax  and  estate  lawy 
who  travel  around  the  country  advisi 
investment  banking  customers.  1(1 
joke  we're  free,"  says  SWAT  leader  He 
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LOTUS  HELPED 

MAIL  BOXES  ETC. 

SPEED  ITS  CRITICAL  CALL 

RESPONSE  TIME  R 

FROM  14  DAYS  TO 

FOURHOURS.^ 

NEXT  QUESTION,  PLEASE. 


The  cause  of  the  quick  turnaround?  A  comprehensive 
knowledge  solution  that  also  allows  MBE  franchisees  to 
find  answers  to  60°/o  of  their  own  questions.  Built  with  | 
1  Lotus  Domino,"  the  solution  lets  franchisees  collaborate  with  I 
corporate  headquarters  to  get  answers  on  operational  questions, 

|  technical  support  and  more.  This  is  one  of  the  ways 
super.human.software  helps  e-business  people  work  together. 
To  learn  more,  visit  www.lotus.com/superhumansoftware 

SUPER.HUMAN.SOFTWARE 


An  IBM  Company 


INDIVIDUALLY  NUMBERED. 
it's  MORE  TACTFUL 

than  saying! 
''while  supplies  last.'* 


Each  individually 
numbered  bottle 
contains  a  rare  blend 
of  a  select  group  of 
our  finest  whiskies. 
And  with  every  sip, 
it  becomes  that 
much  rarer. 
Chivas  Regal  18. 
When  you  know. 


Drink  responsibly.  (But  you  know  that.)  ©2000  Chivas  Regal  18  Year 
Old  Worldwide  Blended  Scotch  Whisky  40%  Alcohol  by  Volume  (80  Proof) 
Chivas  Bros.  Import  Co.,  New  York.  NY.  www.chivas.com 


Isdale.  "But  we're  really  part  of  the 
broader  relationship  with  Goldman 
Sachs."  (Practicing  what  they  preach, 
Goldman's  former  partners  hold  their 
newly  public  stock  in  280  trusts.) 

Among  the  most  popular  tools  is 
the  GRA.T.  An  entrepreneur  or  "grantor" 
gives  an  asset  (usually  founder's  or  pre- 
public  offering  stock)  to  a  trust  for  his 
kids  and  takes  back  an  annuity  for  him- 
self. These  payments  typically  last  three 
to  seven  years;  what's  left  goes  to  a  trust 
for  his  children. 

Here's  the  key:  When  the  grantor 
sets  up  the  trust,  the  IRS  fixes  the  value 
of  his  gift  based  on  the  assumption  that 
the  trust  will  earn  a  modest  return — 
about  7.5%,  but  the  IRS-set  rate  fluctu- 
ates with  interest  rates.  The  donor's  age 
is  a  factor  because  if  he  dies  before  the 
end  of  the  GRAT  term,  the  stock 
bounces  back  into  his  estate. 

Most  private-stock  GRATs  are  set  up 
so  that  if  they  grow  only  7.5%  a  year, 


Cooley  Godward  in  Palo  Alto,  expla 
how  GRATs  work — all  within  IRS  rul 
In  August  an  entrepreneur  in  his  i 
put  a  million  shares  of  founder's  stc 
worth  $1  a  share  into  a  five-year  GP 
for  his  three  children  that  pays  h 
back  $250,000  in  stock  each  year.  In  t 
IRS'  eyes,  he  had  made  a  $16,756  gift 
the  company  goes  public  at  $10  a  sh; 
in  October  2001  and  hovers  there  { 
the  rest  of  the  GRAT  term,  the  kids  si 
get  stock  worth  $6.5  million. 

And  if  you're  willing  to  tussle  w; 
the  IRS,  there  are  far  more  aggressi 
strategies  around.  Some  combi 
GRATs  with  other  tax-saving  entities 
arguably  in  ways  Congress  didn't  ii 
tend.  "The  cutting  edge  of  wealt 
transfer  planning  is  mostly  being  do 
for  entrepreneurs,"  says  Stephen  Ke 
ney,  director  of  client  strategies  for  P 
Rudman,  a  private  wealth  manager 
Boston. 

Allen  Chao,  55,  founder  of  Wats< 


By  using  clever  techniques  now, 
you  can  get  a  lot  of  mileage  out  of 
the  gift/estate  tax  exclusion. 


the  grantor  gets  back  all  or  almost  all  of 
it  in  annuity  payments.  Ergo,  no  taxable 
gift.  Once  the  company  is  public,  if  the 
stock  tanks,  the  grantor  is  out  only 
lawyer  fees.  If  it  takes  off,  he  has  trans- 
ferred to  his  kids  all  future  apprecia- 
tion, while  making  a  gift  subject  only  to 
tiny  taxes — or  none  at  all. 

Younger  donors  are  rightly  reluc- 
tant to  set  themselves  up  for  big  gift 
taxes  now  when  there's  a  chance  that 
the  gift/estate  tax  might  be  substantially 
cut  or  eliminated  in  the  next  session  of 
Congress.  But  there's  a  good  chance 
taxes  will  not  be  eliminated  for  Walton- 
size  estates,  and  by  using  clever  tech- 
niques now  an  entrepreneur  can  get  a 
lot  of  mileage  out  of  the  gift/estate  tax 
exclusion.  Under  present  law  the  exclu- 
sion is  $675,000  now  and  scheduled  to 
rise  to  $1  million  in  2006. 

Robert  (Buff)  Miller,  a  partner  at 
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Pharmaceuticals,  a  member  of  the  19 
200  Best  Small  Companies  list,  usee 
combination  approach  in  1995.  Fir 
he  put  Watson  shares  in  a  FLP.  Then, 
and  his  wife,  Lee-Hwa,  each  transfers 
limited  partnership  shares  into  a  GRJ1 
Those  limited  partnership  shares  repr 
sented  $17.4  million  in  Watson  stoc 
But  the  Chaos  valued  the  partnersh 
shares  at  only  $9.2  million  going  in 
the  GRAT.  The  rationale  for  the  47 
discount  is  that  an  outside  buyer 
limited  partnership  shares  can't  contr 
the  partnership's  management  or  for 
it  to  liquidate,  and  so  wouldn't  pay  ft 
value  for  the  assets  (FORBES,  Apr.  17) 
After  figuring  in  the  GRAT,  t 
Chaos  reported  just  $220,000  in  taxab 
gifts.  This  combo  technique  has  bet 
spreading,  but  it  can  backfire.  After  i 
audit,  the  IRS  disallowed  both  the  di 
count  and  the  GRAT  itself  and  d 


i  inded  the  Chaos  pay  $9  million  in 
■  taxes  and  $3.6  million  in  penalties. 
1  e  Chaos  are  fighting  that  bill  in  U.S. 
uk  Court.  Meanwhile,  Watson's  stock 
ft  climbed  to  $63 — making  the  trans- 
[  red  stock  worth  $75  million. 

I  Another  technique  that's  gaining 
g  herents  is  something  called  an  in- 
s  llment  sale  to  a  defective  trust.  It's 
lln  more  complicated  than  a  GRAT, 

I I  doesn't  run  the  risk  that  the  donor 

III  die  too  soon.  This  one  isn't  explic- 
it allowed  in  IRS  regulations.  Still,  es- 
J?ilished  wealth  managers,  such  as  J.P. 
fcorgan,  are  promoting  it.  "Everybody 
{  working  to  come  up  with  the  new 
filer  mousetrap,"  says  Leigh  Wasson, 

10  opened  J.P.  Morgan's  Silicon  Valley 
rice  in  March. 

:  Some  entrepreneurs  reject  such 
ji'ly  and  contrived  planning  as  too 
i  mplex — or  inappropriate  for  chil- 
li ;n.  When  Kevin  Knight,  44,  chief  ex- 
Mtive  of  Knight  Transportation,  took 
ft  trucking  business  public  in  1994  at 

11  a  share,  he  and  his  wife  simply  gave 
fth  of  their  five  kids  (aged  5  to  21  at 
lit  time)  500  shares  outright.  "We 
f  jose  not  to  put  lots  of  shares  in  trust 
r  our  children  because  we  wanted 
ftm  to  finish  high  school,  go  to  col- 
fte,  get  married  and  be  goal-oriented," 
fts  Knight,  whose  company  ranks  70 
!  our  200  Best  list. 

I  Stephanie  DiMarco  started  Advent 
sftware  in  1983  and  began  her  estate 
i inning  when  the  first  of  her  two  chil- 
|en  was  born  in  1991.  She  and  her 
I  sband  used  their  annual  gift  exclu- 
sions to  give  founder's  stock,  then 
>rfh  $2  a  share,  to  their  children  and 
tjier  relatives.  (You  can  give  anyone, 
lative  or  not,  up  to  $10,000  a  year 
vthout  worrying  about  gift  taxes.) 
:  With  Advent  number  75  on  our  list 
Id  trading  at  $64,  DiMarco  still  owns 
■25  million  in  stock  outright.  But  she 
esn't  regret  avoiding  GRATs  and  FLPs 
;  cause  of  the  years  of  continuing  pa- 
rwork  they  require.  "We  didn't  want 
go  into  overload  in  creating  all  these 
tities,"  says  DiMarco.  "I'm  42. 1  don't 
int  to  spend  my  lifetime  worrying 
out  how  to  save  estate  taxes."  F 


Small-Business  Owners 

MAXIMIZE  YOUR 
2000  TAX  DEDUCTION 

Contribute  up  to  25%  of  your  pretax  income.  Self 
employed  individuals  and  small-business  owners:  Here's  a 
retirement  program  that  can  help  you  maximize  your  tax 
savings — the  T.  Rowe  Price  Simplified  Keogh®.  You  may 

be  able  to  contribute  up  to  25%  of  your  pretax  income 
(up  to  $30,000)  to  this  tax-sheltered  account  and  defer 
taxes  on  your  contributions  and  any  earnings. 

Choose  from  over  fifty  100%  no-load  mutual  funds. 

You  can  build  a  well -diversified  retirement  account  with 
a  variety  of  stock,  bond,  and  money  market  funds.  All 
from  a  leader  in  retirement  investing,  managing  more 
than  $50  billion  in  retirement  assets  for  both  individuals 
and  corporations. 

Easy  to  set  up  and  maintain.  You'll  receive  step 
by-step  instructions  that  explain  how  to  set  up  your 
Simplified  Keogh.  If  you  have  any  questions  about  our 
funds  or  setting  up  your  plan,  just  call  our  retirement  spe- 
cialists and  let  one  of  them  help  you.  And,  once  your  plan 
is  in  effect,  you'll  find  that  it  is  not  only  simpler  to  run 
than  most  other  Keoghs,  but  also  cost-effective. 

Beat  the  December  31  deadline.  Call  for  your  free 
kit  today.  To  take  advantage  of  Keogh  tax  benefits  for  the 
2000  tax  year,  you  must  set  up  your  plan  by  December  31, 
2000.  The  free  kit  includes  The  Small-Business  Owner's 
Guide  to  Keogh  Plans. 


Call  today  for  a  free  kit  and  prospectus 
1-800-831-1067 

www.  trowepiice.  com 


Invest  With  i'nnluii'ixr 


T.Roweftice 


For  more  information,  including  fees  and  expenses,  request  a  prospectus.  Read  it  carefully  before  investing.  T.  Rowe  Price 
Investment  Services,  Inc.,  Distributor.  KEO056203 
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Wings 

What's  all  that  flapping 
noise?  Must  be  that 
growing  flock  of  angel 
investors. 


BY  JOANNE  GORDON 

■  F  SUCCESSFUL  ENTREPRENEURS  HAD 

■  a  big  brother  club,  this  would  be  it: 

■  angel  investors  who  show  the  little 
guy  how  it's  done.  Michael  Dell,  Sun 
Micro  cofounder  William  Joy,  Marc 
Andreessen  and  Novell  Chief  Executive 
Eric  Schmidt  have  all  put  their  money 
and  experience  to  work  in  search  of  the 

The  Heavenly  Choir 


next  big  thing.  Becoming  an  angel  is  an 
important  rite  of  passage — as  dabbling 
in  politics  once  was  for  the  power  elite. 

In  the  last  three  years  the  angel  pop- 
ulation has  grown  by  63%  to  400,000, 
reports  the  University  of  New  Hamp- 
shire's Center  for  Venture  Research. 
They're  putting  an  estimated  $40  bil- 
lion behind  50,000  deals.  They  can't  all 
be  retired  dentists  and  accountants. 

Earning  your  wings  gives  you  brag- 
ging rights  at  cocktail  parties.  But  it's 
not  to  be  confused  with  charity.  Today's 
angels  are  in  it  less  for  sport  than  for 
hard  returns — a  different  animal  from 
the  older  executive  who  once  slipped 
the  entrepreneur  a  check  and  offered 
sage  advice,  but  had  slim  hopes  of  see- 
ing the  money  again. 


While  there  are  a  lot  more  ang 
out  there  (see  the  profiles  below 
some  very  distinguished  character 
they  aren't  all  types  that  an  entrepi 
neur  wants  to  do  business  with.  He 
with  a  taxonomic  survey: 

THE  VC  MANQUE.  Operates  like  a  sa\ 
venture  capitalist,  engaging  in  inter 
due  diligence  and  tough  negotiatic 
(read:  lawyer).  Also  has  typical  VCs' 
flated  expectations  of  returns — b 
none  of  their  practical  skills  or  va 
able  connections. 
FRESH  MEAT.  Young  entrepreneur  w 
recently  sold  or  cashed  out  of  her  fi 
company.  Has  cash  and  good  intentic 
to  spare.  Trouble  is,  her  advice  is 
green  as  her  dough. 


JOAN  PERRY,  49 
LOS  GATOS,  CALIF. 

Owner  of  Take  Charge  Financial 
(securities  firm),  author  of  A  Girl 
Needs  Cash.  Has  done  25  angel 
deals,  now  in  15  via  Angels' 
Forum  with  childhood  spring- 
board diving  competitor  Carol 
Sands.  Averages  $25,000  per 
deal,  mostly  in  practical  services 
like  Onsite  Dental  and 
Cyberbills. 


BERT  BERSON,  62, 
JOYCE  PETERSON,  60 
PALO  ALTO,  CALIF. 

Husband  and  wife  invest  up  to 
$300,000  and  take  interim 
jobs— he  as  chief  executive,  she 
as  chief  operating  officer.  Have 
done  35  deals  in  20  years,  in- 
cluding Innova,  where  they 
turned  $60,000  ante  into  $1 
million  in  a  10-month  stint. 


Bert  Berson 


RAM  SHRIRAM,  43 
PALO  ALTO 

Did  business  development  foi 
Netscape  and  Amazon.com. 
Now  in  25  deals;  also  providi 
advisory  services  in  exchangi 
for  equity.  Turned  $50,000 
investment  into  $10  million  b 
backing  Critical  Path  (out- 
sourced e-mail).  Early  investi 
in  search  engine  Google. 


Harvey  Gillis 
Carol  Sands 


RIC  FULOP,  25 
BOSTON 


Entrepreneur  at  16, 
founded  broadba 


tsesT  oman  oompanies 


BRAND  NAME.  He'll  get  unknown  entre- 
preneurs in  the  door  with  other  in- 
vestors and  bankers.  He  also  writes 
term  sheets  so  prohibitive  that  a 
founder  will  be  lucky  if  he  still  owns  his 
undershorts. 

THE  BUDDY.  A  rich  uncle,  a  caring  par- 
ent, a  former  college  roommate.  Pity 
the  entrepreneur:  If  his  company  fails, 
he'll  likely  lose  more  than  his  loved 
one's  money. 

THE  CARPET  BOMBER.  Throws  money  at 
everything,  hoping  at  least  one  deal  will 
pop.  Gives  time  and  attention  to  noth- 
ing, usually  too  busy  to  return  phone 
calls — but  not  to  place  a  call  at  the  first 
sign  of  bad  news. 
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THE  TAKEOVER  ARTIST.  Gets  off  on  the 
most  minute  aspects  of  running  a  busi- 
ness. Arrives  early,  takes  off  her  jacket 
and  dives  into  everything.  Never  knows 
when  to  quit;  always  the  last  to  leave. 
Before  you  know  it,  she's  calling  it  "her" 
company. 

THE  DO-GOODER.  Fueled  by  philan- 
thropic passion,  not  money.  Invests  in 
companies  that  he  perceives  support 
one  politically  correct  cause  or  another, 
and  says  he  wants  to  be  "involved." 
Trouble  is,  he  champions  business  deci- 
sions that  further  his  agenda  but  hurt 
the  company. 

THE  911  OPERATOR.  Has  no  interest  in 
day-to-day  operations;  months  can  go 


by  when  you  don't  hear  from  her.  E 
she's  the  one  to  call  whenever  a  cri 
hits.  Her  cool  head  shouldn't  be  co 
fused  with  lack  of  interest. 
THE  MICROSOFTIE.  Has  an  ultrahigh  I 
and  can  easily  program  his  way  to  Ne 
tune.  But  develops  powerful  crushes 
the  latest  technology  regardless 
whether  the  gizmo  has  any  comrai 
cial  potential. 

THE  PACK  RAT.  As  in  "following 
pack."  Only  does  deals  after  checking! 
with  cadre  of  fellow  investors  wj 
whom  he's  always  meeting,  either  in 
small,  informal  club  or  online.  Tends 
get  involved  in  lousy  deals  or  come  h 
to  real  opportunities. 


equipment  outfit  Chinook  and 
software  firm  Into  Networks.  In- 
vested $250,000  in  each  of  II 
deals,  including 
GetConnected.com  (compares 
phone  prices)  and  Kargo  (wire- 
less applications).  Steers  entre- 
preneurs to  venture  capitalists, 
new  clients. 

CAROL  SANDS,  49 
PALO  ALTO 

Former  banker  and  marketing 
exec,  owned  sales  management 
firm.  Founded  Angels'  Forum— 
25  investors  who  among  them 
chip  in  $200,000  to  $800,000 
per  round  for  55  "disruptive 
technology"  companies  in  high 
tech,  telecom  and  med  tech. 
Biggest  hope:  Seeltfirst,  which 
provides  interactive  streaming 
video  services  for  Web  sites. 

JEFFREY  CHRISTIAN,  44 
CLEVELAND 

Chief  Executive  of  Christian  & 
Timbers  (executive  recruiter). 
Has  done  about  30  deals  at  an 
average  of  $50,000.  No  more 
B2C,  B2B;  likes  optical  network- 
ing, Internet  infrastructure. 
Made  40  times  his  $15,000  in- 
vestment in  Ther- 
moscan,  a  digital        Mff  I 
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thermometer.  Doles  out  staffing 
advice— who  better? 

JOHN  VAN  DYKE,  55 
SAN  MATEO,  CALIF. 

University  of  Chicago  M.B.A.; 
sold  family's  Iowa  banking  busi- 
ness, which  loaned  neighbor  Ted 
Waitt  $10,000  for  Gateway. 
Started  water  purification  com- 
pany. In  9  years  100  angel  deals, 
each  $25,000  to  $200,000.  His 
$40,000  in  Advanced  Fiber 
Communications  worth  $3  mil- 
lion. Goes  by  faith  in  a  com- 
pany's people,  not  due  diligence. 

HARVEY  GILLIS,  54 
SNOHOMISH,  WASH. 

Engineer,  Stanford  M.B.A.  Has 
done  executive  work  in  technol- 
ogy, financial  services,  retail.  In- 
vested in  15  deals  (7  now  public, 
5  acquired), 


mostly  high  tech 
(Clinical  Microsensors)  and 
some  specialty  retail  (Star- 
bucks). Put  $250,000  in  Vote- 
Here.net,  an  Internet  voting  and 
market  research  site. 

DAVID  FRIEND,  52 
BOSTON 

Yale  graduate,  started  five  com- 
panies; sold  four,  including 
FaxNet,  for  $200  million.  Now 
heads  Eyak  (Web-conferenc- 
ing). Done  40  deals;  25  current. 
Invested  $50,000  in  Webline, 
got  out  $4  million.  "A  company 
must  be  no  more  than  a  20- 
minute  bike  ride  from  my 
house." 

ALEXANDER  EDELSTEIN,  31 
SAN  FRANCISCO 

Worked  for  Inktomi  and 
Netscape,  now  runs  Viralon 
(marketing  services  over  the 
Web).  Created  a  $2.5  million 


fund  for  family,  friends;  in 
vested  in  12  Internet  compani 
but  no  returns  yet.  His  fave: 
Tellme  Networks,  voice-acti- 
vated portal  that  raised  $125 
million  in  its  last  round  of  fi 
nancing. 

EMORY  WINSHIP,  47 
SAN  FRANCISCO 

20-year  veteran  of  executiv 
marketing,  including  5  at 
Charles  Schwab.  Invested  ir 
deals  (Wireless  Networks, 
wireless  infrastructure;  and 
Kivera,  an  electronic  mappij 
service).  Only  one  payback 
date— Aether  Systems,  whic 
went  public  in  October  1999 
"Angel  investing  is  like  Lay's 
potato  chips:  Once  you  star 
you  just  can't  stop." 

HOWARD  BERKE,  45 
NASHUA,  N.H. 

Founded  eight  companies;  foi 
acquired.  Invests  $10,000  to 
$100,000  in  each  of  about  31 
deals.  Scored  more  of  what  h 
calls  "doubles"  (companies  v; 
ued  at  $50  million)  than  "hor 
runs"  ($1  billion  valuation).  Ai 
tive  adviser— comes  in  weekl' 
eventually  dials  back  to  boarc 
member  work. 


I  Automotive 

NNOVATION 

Amid  deafening  applause  and  pats  on  the  back  so 
numerous  they  likely  left  a  bruise,  a  well-regarded 
automotive  designer  unveiled  his  latest  creation  to 
the  press  and  assorted  well-wishers.  As  he  leaned  against 
a  front  fender,  he  admitted,  with  humility,  that  he  had  taken 
automotive  design  "about  as  far  as  it  could  possibly  go." 


THAT  WAS  IN  1916. 

In  the  100-pius  years  of  the  automobile,  we've  witnessed  innovations 
so  numerous  and  varied  that  with  hope  no  designer  today  would  for  a 
moment  suggest  that  the  science  of  four-wheeled  transportation  could 
be  taken  no  further.  The  vast  majority  of  those  innovations,  though,  must 
be  counted  individually  as  baby  steps  toward  what  we  drive  today,  and 
will  be  driving  tomorrow. 


By  nature,  automotive  design  is  evo- 
lutionary, not  revolutionary.  As  dynam- 
ic as  a  Chevrolet  Corvette  or  BMW  X5 
may  appear  when  compared  with  the 
century's  worth  of  vehicles  that  came 
before  them,  literally  millions  of  inno- 
vations, both  tiny  and  gigantic,  paved 
the  way. 

From  bearings  to  bodies,  filters  to 
frames,  every  part  on  a  vehicle  today 
has  been  designed  to  be  better  than  the 
part  that  came  before  it.  Automotive 
technology  must  serve  multiple  mas- 
ters, balancing  the  need  for  durability 
against  the  desire  for  light  weight; 
swoopy  styling  often  battles  function 
and  utility;  engine  power  must  be 
achieved  by  a  compromise  with  fuel 


economy.  Said  one  engineer  for  a  major 
manufacturer:  "A  successful  automobile 
is  like  an  orchestra.  Every  instrument 
must  play  in  harmony." 

Some  compelling  music  is  being 
made  by  a  startlingly  diverse  group  of 
manufacturers.  Let's  listen  in  .  .  . 

CHEVROLET  CORVETTE: 
America's  Flagship  Sports  Car 

There  are  myriad  innovations  that 
make  the  2001  Chevrolet  Corvette 
Z06  a  genuine  world-class  sports 
car  prepared  to  take  on  imports 
costing  more  than  three  times  as 
much  as  its  sub-$50,000  sticker 
price,  but  one  innovation  seems  to 
jump  out:  titanium  mufflers. 


The  2001  Chevrolet 
Corvette  Z06 


Titanium  offers  a  lower  density  th 
steel,  and  greater  strength  than  maj 
nesium  or  aluminum  at  all  temper 
tures.  It  is  considerably  more  difficui 
to  work  with  than  steel,  and  raw  titar) 
urn  of  the  grade  needed  for  an  exhaus 
system  costs  perhaps  eight  times  a 
much  as  comparable  steel. 

So  why  did  Chevrolet  go  to  the  pi 
neering,  industry-first  expense  ah 
added  trouble  of  constructing  the  Z06 
mufflers  out  of  titanium?  The  answe 
17.6  pounds.  That's  how  much  weigh 
was  saved  by  making  the  mufflers  oi 
of  titanium  instead  of  stainless  steel. 

And  that's  the  sort  of  detailed,  dami 
the-torpedoes  thinking  that  went  intl 
the  Z06,  the  highest-performance  ve 
sion  of  the  Corvette,  expected  t; 
account  for  about  20%  of  Corvett: 
sales  for  2001. 

"Corvette  for  2001  offers  more  i 
several  dimensions  —  more  perform 
ance,  more  agility  and  more  refine 
ments,"  says  Dave  Hill,  Corvette  chie 
engineer.  "Corvette  owners  will  be  su 
prised  and  delighted  at  the  result 
We've  expanded  the  envelope  in  ever 
direction,  especially  with  the  new  Z06. 

The  "new"  Z06  is  actually  th 
second  time  around  for  that  pei 
formance  designation.  The  origina 
Z06  was  a  race-ready  version  of  th« 
1963  Corvette,  of  which  fewer  thai 
200  were  built.  While  that  Z06  wai 
barely  street-legal  and  offered  virti 
ally  no  comfort  and  safety  amenities 
the  2001  Z06  achieves  a  compara 
ble  degree  of  performance,  ye 
retains  luxurious  leather  upholstery 
air-conditioning,  a  sophisticatec 
stereo  and  all  the  power-operate< 
creature  comforts. 


II 


I  The  Corvette  story  began  with  the 
■953  model  and  has  continued  to  build 
an  its  legendary  status  through  five 
liiodel  changes.  The  current  Corvette, 
utroduced  as  a  1997  model,  is  the  C5 
s-  Corvette,  fifth  generation. 
I  While  the  Z06  may  be  receiving  the 
ion's  share  of  attention  this  model 
|ear,  it's  one  of  three  models  in  the 
.neup,  the  other  two  being  the 

orvette  hardtop  and  convertible.  All 
'orvettes  are  powered  by  a  5.7-liter 
:-8  engine  —  350  horsepower  for  the 

oupe  and  convertible,  385  horse- 
•ower  for  the  Z06  hardtop.  With  the 

oupe  and  convertible,  you  have  a 
ihoice  of  a  four-speed  automatic 
"ansmission  or  a  six-speed  manual, 
'hile  the  Z06  gets  the  manual  only. 

As  you  would  suspect,  the  standard 
iodel  Corvettes  are  ground-bound 
DCket  ships  with  the  350-horsepower 

ngine,  while  the  Z06  offers  just  that 
;iuch  more  eye-peeling  acceleration, 
(ihevrolet's  testing  has  the  Corvette 

oupe  and  convertible  running  the 
'luarter-mile  from  a  standing  start  in 


The  Chevrolet  Corvette 
C5R  race  car 


13.22  seconds  at  109mph,  and  the 
Z06  upping  that  to  12.6  seconds  at 
114mph.  All  the  Corvette  models, 
Chevrolet  says,  can  top  170mph.  It's 
worth  noting  that  despite  the  ground- 
pounding  performance,  the  manual- 
transmission  versions  of  all  three 
Corvette  models  still  achieve  an  Envi- 


The  2001  Corvette  is  already 
equipped  with  the  second-generation 
Active  Handling  System,  which  is 
impressive  since  the  original  first-gen- 
eration system  only  debuted  midway 
through  the  1998  model  year.  Active 
Handling  is  a  sophisticated  stability 
control  system  that  utilizes  computer- 
connected  onboard  sensors  to  measure 
yaw  and  the  rate  of  lateral  accelera- 
tion, and  compares  that  with  the  posi- 
tion of  the  steering  wheel.  In  simpler 
terms,  the  system  comes  into  play 
when  it  senses  that  the  steering  wheel 
position  indicates  you  are  trying  to 
steer  to  the  right,  yet  the  yaw  and  lat- 
eral acceleration  data  indicates  the  car 
is  sliding  to  the  left. 

Using  the  antilock  braking  system 
and  traction  control,  the  Active  Han- 
dling System  automatically  engages  to 
bring  the  car  back  under  control  by 
reducing  the  power  to  one  rear  wheel 
and  applying  the  brakes  to  one  front 
wheel,  for  example,  something  the 


Why  did  Chevrolet  go  to  the  pioneering,  industry-first  expense 
and  added  trouble  of  constructing  the  Z06's  mufflers  out  of 
titanium?  The  answer:  17.6  pounds  in  weight  was  saved. 


ronmental  Protection  Agency-rated 
fuel  consumption  level  of  19mpg  in  the 
city,  28mpg  on  the  highway,  and  all 
Corvettes  are  classified  as  NLEVs 
(National  Low  Emission  Vehicles), 
meeting  stringent  emissions  require- 
ments in  all  50  states. 

Speed  and  acceleration  aren't  all  there 
is  to  Corvette's  performance  story.  All 
the  models  have  some  of  the  most  inno- 
vative, forward-thinking  safety  and  han- 
dling equipment  available  at  any  price. 


world's  best  race  car  driver  could  not 
do  on  his  or  her  own.  Aside  from  an 
"active  handling"  message  that  flash- 
es on  the  instrument  panel  as  this  is 
taking  place,  the  average  driver  prob- 
ably will  not  even  realize  the  system 
was  engaged. 

That  is  just  scratching  the  surface  of 
the  technological  innovations  found  in 
the  2001  Corvette,  regardless  of  the 
model.  "The  Corvette  coupe  and  con- 
vertible will  continue  to  account  for  the 


bulk  of  Corvette  sales,  and  their  owners 
will  be  well  satisfied  with  their  pur- 
chase," says  Jim  Campbell,  Corvette 
brand  manager.  "The  new  Z06  will  have 
great  appeal  for  those  who  lust  after 
something  more  —  that  undefinable 
thrill  that  comes  from  being  able  to 
drive  competitively  at  ten-tenths  in  a 
car  purpose-built  to  do  exactly  that." 

VISTEON: 

Leading  to  the  Future 

It  is  not  too  metaphorical  to  use  one 
of  Visteon's  newest  products  as  an 
indication  of  the  fledgling  company's 
wide-ranging  automotive  interests.  Vis- 
teon's Portable  NavMate  navigation 
system  takes  a  good  idea  and  goes  it 
one  better,  all  the  while  leading  in  a 
new  direction. 

Portable  NavMate  operates  like  the 
popular  onboard  navigation  systems 
found  in  higher-end  vehicles,  which 
use  Global  Positioning  Satellite  (GPS) 
technology  to  pinpoint  the  vehicle's 
precise  location,  integrating  that  with 
map-matching  technology  to  lead  you 
to  a  preset  location.  But  the  problem 
with  those  navigation  systems,  which 


able  to  pick  up  and  go  at  a  moment's 
notice  is  essential,"  says  David  Peace, 
vice  president  of  Visteon  Global  After- 
market  Operations.  "That's  what  makes 
Portable  NavMate  ideal." 

The  system,  which  will  be  available 
this  fall,  fits  in  a  convenient  carrying 
case  that  houses  everything  needed  for 
ease  of  transfer,  including  the  con- 
troller, charger  and  battery,  the  GPS 
antenna  and  a  12-volt  power  cord.  The 
color  display  screen  and  a  voice  system 


Visteon  Voice  Technology  incorporates  leading-edge 
voice-recognition  capability  to  make  possible  hands- 
free  operation  of  vehicle  systems. 


typically  cost  $2,000  or  so  per  vehi- 
cle, is  that  they  stay  with  one  vehi- 
cle. Visteon's  Portable  NavMate  can 
be  transferred  from  one  vehicle  to 
another  in  minutes. 

That's  a  decided  boon  to  fleet  cus- 
tomers. "In  today's  fleet  market,  being 


offer  turn-by-turn  navigation  assistance, 
and  preprogrammed  destinations  and 
addresses  can  be  entered  using  on- 
screen menus,  including  locations  such 
as  gas  stations,  restaurants  and  hotels. 

While  the  Portable  NavMate  exem- 
plifies Visteon's  mission  to  provide  solu- 


tions to  real-world  challenges,  the  com 
pany  is  so  diversified  that  it's  a  chai 
lenge  just  to  get  a  handle  on  its  roste 
of  products  and  technologies. 

Though  Visteon  was  launched  in  Sep 
tember  1997,  the  company  is  hardly 
newcomer  to  the  automotive  world.  Fc 
decades,  the  company  was  a  division  c 
Ford  Motor  Company,  and  while  Visteo 
continues  to  be  Ford's  largest  supplie 
the  now-independent  company  —  i 
went  public  June  29,  trading  on  th 
New  York  Stock  Exchange  under  th 
symbol  VC  -  now  counts  among  it 
OEM  customers  giant  corporations  lik 
General  Motors  and  small  niche  mam 
facturers  like  DeTomaso  of  Italy. 

With  81,000  employees,  Visteon  i 
fast  positioning  itself  as  an  industry 
leading,  full-service  supplier  that  deli\ 
ers  consumer-driven  technology  soli 
tions  to  automotive  manufacturer 
worldwide.  The  company  accomplishe 
this  through  a  global  delivery  syster 
that  includes  more  than  130  technica 
manufacturing,  sales  and  service  faci 
ities  located  in  23  countries. 


N  TWO  COMPANIES  LIKE 


^«pt.  This  focus  allows  our  team  to  pump  out  a  truly  great  invention  like,  well,  this. 


reat- minds  don't  think 
like,  great  minds  think 
ogether.  So  at  Parker's 
acor  Division,  we  put  our 
leads  together  with  the 
ingineers  at  Ford  Motor 
iompany  to  develop  a  fuel . 
iltration  system  that's 
ruly  revolutionary. 
It's  called  the  Diesel 
uel  Conditioning  Module, 


and  when  it  makes  its  way 
onto  Ford  vehicles  next 
year,  it  will  forever  change 
the  way  fuel  is  delivered 
to  the  engine.  You  see,  .< 
unlike  standard  filters,  this 
new  product  integrates 
a  superior  fuel  filter  and 
water  separator  with  a 
durable  electric  pump. 
Because  it's  so  compact, 
it  saves  valuable  space 


and  give's  engineers 
an  unmatched  level  of 
design  flexibility. 

Thanks  to  a  licensing 
agreement  between  Ford 
Global  Technologies,  Inc. 
and  Parker,  engine  and 
equipment  manufacturers 
worldwide  are  able  to 
enjoy  the  benefits  of  this 
innovative  product.  That's 
good  news  for  everyone. 


There's  never  been 
anything  quite  like  the 
Diesel  Fuel  Conditioning 
Module.  Which  isn't  all  that 
surprising,  considering 
there's  never  been ' 
anything  quite  like  the 
teamwork  that  went 
into  designing  it. 


So,  then,  what  else  is  Michigan- 
based  Visteon  up  to? 

•  Technology  such  as  Driver  Vision  at 
Night,  which  uses  a  forward-facing, 
near-infrared  camera  that  captures  a 
clear  picture  of  the  road  ahead,  and 
projects  it  on  a  head-up  display.  This 
allows  the  driver  to  look  far  beyond  the 
range  of  his  or  her  headlights. 

•  Visteon  Voice  Technology  incorpo- 
rates leading-edge  voice-recognition 
capability  to  make  possible  hands-free 
operation  of  vehicle  systems  such  as 
the  stereo,  climate  control,  and  mobile 
phone.  Voice  Technology  can  be  linked 
to  Visteon's  ICES  (Information,  Com- 
munication, Entertainment,  Safety  and 
Security)  technology,  which  uses  an 
Intel  Pentium  processor  and  Microsoft 
Windows  CE  software  to  provide  a 
seamless  information  linkup  between 
home,  office  and  vehicle. 

•  Fiber  Optic  Laser  Technology  cre- 
ates brighter  rear  stop  and  tail  lamps, 
reducing  the  size  of  light  assemblies 
from  several  inches  down  to  just  a 
half-inch  wide.  And  when  the  lamps 
are  not  in  use,  they  take  on  the  vehi- 
cle's body  color. 

•  Visteon's  Reconfigurabie  Projected 
Image  Display  uses  a  dashboard  display 
panel  that  mimics  a  personal  computer 
screen  and  allows  a  driver  to  customize 
the  information  display  by  size,  color, 
content  and  configuration  —  different 
drivers  of  the  same  vehicle  would  be 
able  to  have  the  RPID  retain  their  spe- 
cific custom  settings. 

•  At  September's  Automechanika 
trade  show  in  Frankfurt,  Germany,  Vis- 
teon displayed  its  MultiMedia  System, 
which  provides  entertainment  for  rear- 
seat  passengers  with  features  such  as 
roof-  or  headrest-mountable  liquid  crys- 


tal display  screens  that  connect  to  a 
VHS  video  player  and  can  work  with 
video  games  such  as  Nintendo  or  exter- 
nal DVD  players. 

If  all  this  sounds  varied  and  ambi- 
tious, it  is,  and  that's  the  mission  out- 
lined by  Pete  Pestillo,  Visteon  chair- 
man and  chief  executive  officer.  It  was 
announced  in  early  September  that 
Pestillo  will  have  some  help  at  the  top: 
Michael  Johnston,  who  has  more  than 
25  years  of  experience  in  the  automo- 


experience  of  running  global  opers 
tions,  growing  margins  and  revenue 
and  his  outstanding  customer  relation 
record  will  enable  him  to  hit  th 
ground  running  and  help  Visteon  gro\ 
its  customer  base." 

RACOR  CONCENTRATES 
ON  CLEANLINESS 

In  the  sterile  laboratory  where  veh 
cles  and  their  components  ar 
designed,  it's  easy  to  forget  that  sar 


Visteon's  Reconfigurabie  Projected  Image  Display  uses 
dashboard  display  panel  that  mimics  a  personal  compul 
screen  and  allows  a  driver  to  customize  the  information. 


tive  supplier  and  aerospace  industries, 
was  named  president  and  chief  oper- 
ating officer. 

Most  recently  president  of  e-busi- 
ness for  automotive  supplier  Johnson 
Controls,  Johnston  "is  a  strong  addi- 
tion to  Visteon's  senior  leadership," 
says  Pestillo.  "His  knowledge  and 


itary,  controllable  conditions  go  righ 
out  the  window  the  moment  the  proc 
ucts  encounter  the  real  world.  Cherr 
istry  on  today's  injected  engines  an 
tolerances  inside  the  powerplants  an 
so  exact,  so  precise,  that  the  larges 
truck  on  the  road  can  be  crippled  b 
the  tiniest  contaminant. 


"    '-—5.       J      '  -    >  -  ' 

Advertisement  8 


Enter  Racor,  a  company  barely  known 
to  the  average  consumer,  unless  that 
consumer  is  a  consummate  fan  of 
diesel  trucks.  Do-it-yourself  stories 
posted  on  the  Internet  for  aficionados 
of  personal  diesel  transportation  — 
smaller  engines  found  in  pickup  trucks, 
for  instance  —  often  give  detailed 
instructions  on  how  to  install  an  after- 
market  Racor  diesel  fuel  filtration  unit, 
something  long  known  within  the  diesel- 
specific  auto  industry  to  be  beneficial. 
Unlike  gasoline,  diesel  fuel  can  carry  a 
variety  of  crippling  contaminants, 
simple  water  chief  among  them. 
Racor's  filters  make  sure  that  only 
clean  diesel  fuel  reaches  the  engine. 

Racor's  Spin-On  filters  can  handle  a 
flow  rate  of  up  to  250  gallons  per  hour, 
and  its  Turbine  series  can  filter  as  much 
as  540  gallons  per  hour.  The  company 
has  become  so  successful  in  its  core 
diesel-filtration  business  that  it  expand- 
ed into  gasoline  filtration  and  air  filtra- 
tion. Indeed,  Racor  offers  filtration  units 
for  virtually  any  sort  of  automotive  and 
marine-related  fluids.  Earlier  this  year, 
Racor  ventured  into  the  racing  market, 


conservatively  through  the  next  15 
years.  In  1984,  Racor  introduced  the 
Sentinel  System,  a  watchdog  that  auto- 
matically shuts  down  an  engine  before 
a  major  component  failure  can  cause 
permanent  damage. 

In  1985,  Racor  became  a  division  of 
the  Cleveland-based  Parker  Hannifin 
Corporation,  a  global  leader  in  creating 
components  and  systems  that  control 
motion  in  a  broad  spectrum  of  uses. 


Unlike  gasoline,  diesel  fuel  can  carry  a  variety  of 
crippling  contaminants,  simple  water  chief  among 
them.  Racor's  filters  make  sure  that  only  clean 
diesel  fuel  reaches  the  engine. 


offering  a  filter  for  competition  engines 
that  uses  a  reusable  stainless  steel 
wire  cloth  filter  installed  inside  a  light- 
weight diecast  aluminum  housing. 

The  company  got  its  start  in  1969, 
with  its  patented  method  of  removing 
water,  dirt,  rust  and  even  algae  from 
diesel  fuel,  expanding  consistently  but 


Parker's  nearly  40,000  employees  oper- 
ate more  than  190  manufacturing 
plants  around  the  world,  which  serve 
over  1,400  markets. 

Racor's  growth  has  continued, 
fueled  by  the  clout  Parker  Hannifin 
provides.  In  1987,  the  first  Ford  E-  and 
F-series  vehicles  powered  by  Navistar 


Compact,  flexible 
filtration  from  Racoi 


engines  rolled  off  the  assembly  linl 
fitted  with  Racor's  revolutionary,  com' 
pact  Spin-On  series  of  filters.  Tw 
years  later,  Racor  earned  a  Ford  Q 
certification,  the  first  of  many  qualit: 
awards  from  the  world's  leadin, 
engine  and  equipment  manufacturers 

In  1994,  Racor  introduced  an  innc 
vative  line  of  synthetic,  multistage  a 
filters  termed  the  "Twice  The  Lifet 
series.  The  company  has  even  ex  pane 
ed  into  the  chemical  field  —  one  popi 
lar  product  is  Diesel  Biocide,  an  additiv 
found  highly  effective  in  controlling  trv 
growth  of  fungi  and  bacteria  in  severe 
types  of  fuel  oil. 

Earlier  this  year,  Racor  opened  it 
third  U.S.  manufacturing  facility,  thi; 
one  in  South  Carolina,  to  complemen 
its  existing  California  and  Oklahom. 
locations,  plus  additional  manufactut 
ing  facilities  in  Brazil,  England,  Finlani 
and  Korea.  "The  opportunity  to  opei 
a  location  that  is  closer  to  major  cus 
tomers  located  on  the  East  Coas 
prompted  us  to  take  the  opportunit; 
to  occupy  a  recently  vacated  Parke 


Aerospace  facility  [in  Beaufort,  South 
Carolina],"  says  Larry  Zeno,  vice  pres- 
ident of  Parker  Hannifin. 

And  given  the  initial  impact  of  one  of 
Racor's  latest  ventures,  additional 
expansion  can't  be  ruled  out.  Racor  and 
Ford  Motor  Company  are  jointly  devel- 


lost  control  and  hit  the  Cadillac,  send- 
ing it  into  the  median,  and  then  into  a 
stand  of  pine  trees.  The  windshield 
shattered,  the  hood  crumpled  and  the 
airbags  deployed. 

Mrs.  Frank's  Seville  was  equipped 
with  OnStar,  the  emergency  communi- 


OnStar  is  simple  to  use,  especially  with  the  recent 
adaptation  of  a  very  compact  three-button  system, 
typically  mounted  near  the  inside  rearview  mirror. 


oping  and  licensing  a  Diesel  Fuel  Con- 
ditioning Module  (DFCM).  The  compact 
module  will  deliver  fuel  from  the  tank  to 
the  engine,  automatically  filtering  the 
fuel  and  removing  any  water  the  fuel 
may  contain. 

The  frame-mounted  DFCM  should  be 
quieter  and  more  reliable  than  existing 
fuel-delivery  and  filtration  systems.  Ford 
will  be  the  first  manufacturer  to  use  the 
DFCM,  debuting  it  on  its  lighter-duty 
diesel  trucks,  no  matter  who  the  engine 
supplier  is  for  a  particular  application. 
The  DFCM,  which  will  likely  see  duty  on 
non-Ford  vehicles  as  it  gets  into  pro- 
duction, could  be  used  even  on  diesel- 
powered  cars,  which  are  especially  pop- 
ular in  Europe. 


cations  system  available  on  many  Gen- 
eral Motors  vehicles.  The  deployment 
of  the  airbags  immediately  initiated  a 
signal  to  the  OnStar  Center.  The  advisor 
on  duty  notified  the  local  police,  the 
highway  patrol  and  emergency  medical 
services,  dispatching  them  to  the  pre- 
cise location  of  the  crash.  The  advisor 
even  contacted  Mrs.  Frank's  husband 
and  sons  at  work  to  let  them  know  of 
the  accident. 


Fortunately,  there  were  no  serioi 
injuries,  but  "My  Seville  was  totaled 
said  Mrs.  Frank.  Now,  "I'm  driving 
new  Escalade  —  with  OnStar, 
course.  I  would  not  be  here  withoi 
it.  It  was  a  lifesaver  for  four  wome 
and  three  small  children  who  wer 
160  miles  from  home." 

OnStar's  files  are  full  of  such  tes 
monials.  Some  involve  OnStar's  abilil 
to  track  an  OnStar-equipped  vehicl 
that  has  been  stolen.  Others  tell  o 
OnStar's  ability  to  rescue  custome 
who  had  locked  their  keys  in  the  car  - 
an  OnStar  advisor  can  send  a  signal  vi 
satellite  that  automatically  unlocks  th 
car  within  minutes. 

How  does  it  work?  OnStar  couple 
information  from  two  dozen  Global  Pos 
tioning  System  satellites  with  wirele 
communications  technology  that  ca 
pinpoint  the  location  of  an  OnSta 
equipped  vehicle,  while  linking  the  veh 
cle's  driver  to  the  OnStar  Cente 
Trained  advisors  are  on  duty  24  hours 
day,  365  days  a  year  to  provide  live 
personalized  service. 


OnStar: 

There  When  You  Need  It 

Susan  Frank,  her  two  daughters-in- 
law,  three  grandsons  and  a  babysitter 
were  traveling  home  to  Mississippi  from 
Florida  in  a  Cadillac  Seville  and  a 
Chevrolet  Suburban.  On  a  rain-slick 
highway  in  southern  Mississippi,  a  car 
trying  to  pass  the  Seville  on  the  right 


All  hail,  the  new  Z06?  Our  quickest, 
most  agile  Corvette®  ever.  The  new 
second-generation  Active  Handling 
System  senses  and  responds  to  each 
driver's  experience  level .  The  FE4 
suspension  is  our  tightest  and  most 
responsive  yet .  We  even  shot-peened 
the  rear  axle's  ring  gear  for  bigger 
torque  loads .  The  result?  The  new 
Z06  accelerates  0  to  60  in  4  seconds, 
handles  1  g  of  lateral  acceleration 
and  will  keep  your  tie  nice  and  dry  . 
CorvetteZ06 . com 


osed  course.  ©2000GMCorp.  Buckle  up,  America!  *  1-800-.950-2438 


FORTUNATELY,  THE  G-FORCE  WILL  KEEP  THE  DROOL  OFF  YOUR  SHIRT. 


The  basic  "Safety  and  Security'' 
level  of  service  is  not  that  basic,  given 
the  myriad  services  provided.  Included 
is  AccidentAssist,  where  an  OnStar 
advisor  can  offer  step-by-step  guidance 
after  a  minor  traffic  accident,  even 
notifying  the  insurance  company.  In 
the  event  of  a  more  serious  situation, 
M ED-NET  stores  personal  information 
such  as  a  physician's  name  or  impor- 
tant medical  facts,  and  can  transmit 
them  to  a  hospital  emergency  room. 

In  the  event  of  a  mechanical  prob- 
lem, the  vehicle's  onboard  computer 
can  link  to  the  OnStar  Center,  and  the 
advisor  often  can  diagnose  the  prob- 
lem, summon  roadside  assistance  and 
even  schedule  a  service  appointment 
at  the  nearest  dealer.  Stolen  Vehicle 
Tracking  begins  working  when  an 


OnStar  customer  notifies  the  center 
that  the  vehicle  has  been  stolen.  The 
center  can  use  the  GPS  system  to 
locate  the  vehicle,  notify  the  local 
police  department  and  track  the  vehi- 
cle until  the  police  arrive. 

Opt  for  the  Premium  Service,  and 
OnStar  becomes  a  concierge,  offering 
subscribers  vacation  planning  assis- 
tance or  even  locating  hard-to-get  tick- 
ets for  entertainment  or  sporting 
events.  Routing  and  Location  Assis- 
tance serves  as  a  rolling  road  map  — 
when  the  customer  contacts  the 
Center,  the  advisor  locates  the  vehicle 
and  offers  real-time  navigation  assis- 
tance. It  can  get  the  customer  back  on 
the  right  road  after  a  wrong  turn,  or 
even  suggest  alternate  routes  around  a 
traffic  jam.  The  advisor  can  point  the 


customer  to  the  nearest  restaurant,  ga 
station  or  hotei,  and  can  check  rooi 
availability  and  make  reservations. 

OnStar,  which  debuted  in  three  Cad 
lac  models  in  1997,  is  simple  to  use 
especially  with  the  recent  adaptation « 
a  very  compact  three-button  system 
typically  mounted  near  the  insid 
rearview  mirror.  Pressing  the  OnSto 
Center  button  initiates  contact  with  a| 
advisor  (OnStar  does  not  track  yoii 
vehicle  until  you  have  initiated  commi 
nication  with  the  center),  a  secon 
button  ends  calls  to  the  center  and 
third  button  is  for  emergencies,  fl 
which  the  center  gives  top  priority.  I 
the  event  of  airbag  deployment,  tH 
center  will  attempt  to  contact  the  drive 
and  passenger  —  if  that  fails,  the  adv 
sor  locates  the  car  and  dispatches  hel| 
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i  More  than  30  new  2001  General 
Motors  vehicles  are  available  with 
OnStar,  and  beginning  in  2002,  Honda 


The  2001  Chevrolet 
Impala  LS  Sedan 


and  Acura  will  begin  fitting  cars  with 
OnStar.  For  the  first  year,  the  Safety  and 
Security  service  is  free;  after  that,  it 


costs  $199  a  year.  The  Premium  serv- 
ice costs  $399  a  year.  Dealers  can 
install  OnStar  in  GM  vehicles  that  are 
prewired  to  take  it,  typically  for  $695. 

Sounds  cheap,  doesn't  it?  Just  ask 
Susan  Frank  and  her  family. 

CHEVROLET  IMPALA: 
Rugged  for  a  Reason 

Bruce  Wiley,  Chevrolet's  manager  of 
fleet  and  commercial  operations,  has  a 
secret  he'd  like  to  share:  The  new 
Chevrolet  Impala  police  cruiser  that  is 
fast  becoming  popular  with  law  enforce- 
ment agencies  has  made  the  civilian 
Impala  passenger  car  better  than 
anyone  might  have  expected. 

Why?  Because  police  agencies, 
long  accustomed  to  V-8-powered,  rear- 
wheel-drive  cars,  would  not  be  an  easy 


YES. 


(On 


v 


The  vehicle  that  has  everything  now  has  OnStar?  The  added  safety  of  OnStar  is 
also  available  on  many  gm®  fleet  vehicles.  our  advisors  are  on  call  24  hours 
a  day  to  offer  your  employees  directions,  send  for  emergency  help,  unlock  their 

DOORS,  TRACK  A  STOLEN  VEHICLE,  EVEN  DIAGNOSE  ENGINE  TROUBLE  WHILE  THEY'RE  DRIVING. 
TO  LEARN  MORE  ABOUT  ONSTAR,  CALL  1 -888-ONSTAR-7  OR  VISIT  WWW.ONSTAR.COM.  FOR 
MORE  INFORMATION  ABOUT  GM  FLEET,  CALL  1 -800-FLEET-OP  OR  VISIT  WWW.GMFLEET.COM. 


Star 


Fleet  and 
Commercial 


CHEVROLET«»PONTlAC8»GMCg»OLDSMOBILEs«BUICK°»CADILLAC^»SATURN''«SAAB 
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sell  on  a  V-6-powered,  front-wheel- 
drive  car.  Such  a  vehicle  would  have 
to  be  rugged,  quick,  roomy,  handle 
well  and  be  dependable. 

So  by  building  an  Impala  that  would 
pass  police  muster,  all  Impalas  are 


built  to  a  very  tough  standard.  Four 
years  in  the  making,  Wiley's  police 
Impala  had  lofty  goals,  "and  I  think 
we've  hit  the  target,"  he  says. 

Of  course,  that's  a  moving  target,  as 
automotive  design  does  not  sit  still. 
Introduced  as  a  2000  model,  the 
Impala  —  a  name  Chevrolet  first  used 
in  1958  —  "lives  up  to  its  performance 
heritage  in  a  way  that's  right  for 
today,"  says  Don  Parkinson,  Impala 
brand  manager.  "We've  taken  a  bal- 


anced approach  that  produces  great 
powertrain  performance  with  excellent 
fuel  economy.  It  also  provides  a  roomy, 
six-passenger  sedan  that  is  agile  and 
fun  to  drive,  while  still  providing  a  high 
level  of  comfort." 


The  Impala  is  offered  in  two 
models:  the  Impala  Sedan  and  the 
slightly  more  upscale  Impala  LS. 
Standard  in  the  Impala  Sedan  is  a 
180-horsepower  3.4-liter  V-6,  which 
is  expected  to  be  especially  popular 
with  fleet  customers.  While  the 
Sedan  has  plenty  of  standard  fea- 
tures ranging  from  four-wheel  disc 
brakes  to  power  windows,  from  a  tilt 
steering  wheel  to  air-conditioning,  it 
is  priced  low  enough  to  be  especial- 

\ 


ly  attractive  to  fleet  customers  such 
as  rental  car  agencies. 

The  LS  has  as  its  standard  engine  the 
gutsy  200-horsepower  3.8-liter  V-6,  and 
has  a  huge  list  of  standard  features; 
including  both  front  and  side  airbags, 
antilock  brakes,  traction  control,  a  six- 
way  power  driver's  seat  and  remote 
keyless  entry.  The  Impala  LS  also  has 
the  OnStar  emergency  communications 
system  as  standard  equipment  —  it's 
optional  on  the  Impala  Sedan. 

Both  of  the  overhead-valve  V-6 
engines  are  designed  for  long  life,, 
crisp  performance  and  ease  of  main- 
tenance. Both  have  platinum-tipped 
spark  plugs,  extended-life  engine 
coolant,  advanced  Multec  II  fuel  injec- 
tors and  a  "Limp-home  mode,"  which 
actually  cuts  power  to  the  engine  inl 
the  event  of  a  sudden  coolant  loss  to 
prevent  further  damage,  but  still  hasi 
enough  power  to,  as  the  name  sug- 
gests, limp  home,  rather  than  strand! 
you  roadside. 

The  transmission  used  on  both 
models  is  the  responsive,  smooth-shift- 
ing 4T65-E  four-speed  automatic, 
which  contains  long-life  transmission 
fluid  that,  under  normal  driving  condi- 
tions, should  not  need  replacing  for  upi 
to  100,000  miles. 

The  Impala  boasts  more  than  140 
standard  safety  features,  a  combina- 
tion that  helped  the  car  achieve  a  five 
star  frontal  impact  test  rating  from  the 
National  Highway  Traffic  Safety  Admin- 
istration for  both  the  driver  and  front 
passenger.  Though  the  Impala  excels 
as  a  family  sedan,  the  LS  can  be 
equipped  with  the  Sport  Touring  Sus- 
pension, which  enhances  backroads- 
handling  capability  while  maintaining 
smooth  ride  characteristics. 


The  Impala  boasts  more  than  140  standard  safety 
features,  achieving  a  five-star  frontal  impact  test  rating 
from  the  National  Highway  Traffic  Safety  Administration 
for  both  the  driver  and  front  passenger. 


The  Chevrolet  Impala  proves  that 
today's  technology  can  develop  a  vehi- 
cle that  is  as  comfortable  and  luxurious 
as  cars  costing  twice  as  much,  yet  with 
comparatively  minor  enhancements  — 
and  a  car  that's  also  tough  enough  to 
satisfy  your  local  police  department. 


DAIMLERCHRYSLER  FIVE  STAR: 
Innovation  at  the  Dealership  Level 

Benchmark-quality  innovations  in 
the  automotive  industry  don't  always 
mean  improved  hardware  or  software. 

Sometimes  it  just  means  taking 
care  of  the  customer. 

In  1997,  the  DaimlerChrysler  Cor- 
poration —  aware  that  no  matter 
how  well  their  vehicles  were  engi- 
neered and  built,  it  was  the  local 
dealer  who  ultimately  makes  or 
breaks  a  customer's  experience  — 
developed  a  trademarked  process 
for  ensuring  dealership  customer- 
service  excellence. 

Chrysler,  Jeep  and  Dodge  dealerships 
were  presented  with  a  roster  of  goals 
and  ways  to  achieve  them.  Dealers 
were  encouraged  to  define  and  docu- 
ment the  customer  process,  and  to  uti- 
lize customer  feedback  to  refine  that 
process,  often  gathered  by  customer 
surveys,  which  were  essentially  a 
report  card  on  how  well  the  dealer  did. 

Dealership  managers,  customer  con- 
tact staff  and  technicians  must  achieve 
individual  Five  Star  certification  by 


attending  training  courses  that  specifi- 
cally relate  to  their  jobs.  Dealer  princi- 
pals and  their  management  teams  must 
attend  Five  Star  Process  Workshops. 

The  physical  portion  of  the  dealer- 
ship must  pass  a  comprehensive  peri- 
odic checklist,  ranging  from  clean 


floors  and  bathrooms  to  adequate  cus- 
tomer parking.  In  the  end,  to  attain 
Five  Star  status,  the  dealership  must 
achieve  100%  compliance  on  all  five  of 
the  Five  Star  mandates  —  training, 
individual  dealership  requirements,  cus- 
tomer follow-up  record,  effective  docu- 
mentation of  the  process  and  excellent 
Customer  Satisfaction  Survey  results. 
All  of  this  is  audited  annually  by  Under- 


writers Laboratories  to  ensure  consis- 
tency and  impartiality. 

Then,  and  only  then,  can  the  dealer- 
ship bill  itself  as  Five  Star  certified.  And 
if  the  dealership  fails  one  of  the  tests; 
the  following  year,  the  Five  Star  signs 
must  come  down.  More  than  2,300  of 
the  4,369  Chrysler  Group  dealers  are 
Five  Star  certified,  representing  oven 
72%  of  the  Group's  retail  sales. 

"The  bottom  line  is  that  Five  Stan 
works,  and  our  numbers  prove  it,"  says 
John  MacDonald,  senior  vice  president 
for  sales  and  service.  In  September, 
more  than  95,000  employees  at  Dodge, 
Jeep  and  Chrysler  Five  Star  dealerships 
received  special  recognition  awards. 
This  was  the  first  time  DaimlerChrysleit 
rewarded  dealership  personnel  for  their 
contributions  toward  achieving  Five 
Star  certification. 

"We  feel  it's  important  that  Five  Stan 
dealership  employees  be  formally  recj 
ognized  for  their  efforts,  in  the  pres- 
ence of  their  peers,"  says  Bot| 
Williams,  director  of  retail  strategies. 


To  attain  Five  Star  status,  the  dealership  must  achieve 
100%  compliance  on  all  five  of  the  Five  Star  mandates. 


%        Moving  from  a     oud  past 
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ion  is  traveling  through  a  historic 
n  the  automotive  industry.  From 
>>alization  to  technology  advancements, 
tronics,  e-commerce  and  a  more 
lenging  marketplace,  our  business 
?ing  altered  forever. 
Mth  our  integrated  systems  solutions, 
>al  reach,  diverse  capabilities  and  our 
imitment  to  listening  and  developing 
products  that  consumers  want,  Visteon 
rategically  positioned  for  growth. 


Visteon  has  the  technologies  to  help 
customers  around  the  world  build  their 
business,  while  reducing  cost,  weight  and 
vehicle  complexity.  We  have  the  heritage, 
the  vision  and  the  will  to  become  the 
leading  supplier  of  integrated  automotive 
technology  systems. 

We  invite  you  to  join  us  by  visiting 
visteon.com  or  calling  1  800  VISTEON. 
We're  going  on  a  journey  to  where  the 
possibilities  are  endless. 


"One  of  the  big 
strengths  of 
Visteon  will  be 
their  technological 
capability.  They 

have  some  of  the  most  advanced  products  in  the  industry." 
—  Michael  Ward.  Salomon  Smith  Barney,  April  2000 


Visteon 


See  the  possibilities" 

Listed  as  VC  on  the  NYSE. 


"The  invoivement  of  dealership  employ- 
ees from  every  level  of  the  sales  and 
service  process  is  critical  to  the  suc- 
cess of  Five  Star." 

DELPHI: 

Driving  Tomorrow's  Technology 

See  if  this  sounds  familiar:  You've 
been  behind  the  wheel  for  hours, 
you've  listened  to  your  collection  of 
compact  discs  until  you  know  all  the 
words  and  you  can't  find  anything 
worthwhile  on  the  radio. 

Then  you're  a  candidate  for  the  next 
generation  of  automobile  audio  sys- 
tems, using  technology  driven  by  Delphi 
Automotive  Systems,  the  Michigan- 
based  world  leader  in  mobile  electron- 
ics, transportation  components  and 
systems  technology. 

Delphi's  216,000  employees  are 
working  on  numerous  innovations  — 
ranging  from  adaptive  cruise  control,  to 
the  Forewarn  laser  and  radar  collision 
warning  system,  to  the  curtain-type 


delivered  by  satellite  all  across  the 
U.S.  Delphi  is  working  to  make  this 
possible  by  developing  receivers, 
antennae  and  control  units. 

"As  the  first  automotive  supplier  to 
license  the  SDARS  technology  and 
enter  development  agreements  with 
both  XM  Satellite  Radio  and  Sirius 


Delphi  is  at  the  forefront  of  what  many  industry 
observers  suspect  is  the  Next  Big  Thing  —  Satellite 
Digital  Audio  Radio  Service,  or  SDARS. 


head  airbags  that  deploy  in  rollover 
accidents  —  but  there's  one  in  partic- 
ular that's  bound  to  make  a  splash. 
Delphi  is  at  the  forefront  of  what  many 
industry  observers  suspect  is  the  Next 
Big  Thing  —  Satellite  Digital  Audio 
Radio  Service,  or  SDARS. 

Likely  within  a  year,  listeners  will  be 
able  to  tune  in  to  as  many  as  100 
channels  of  digital-quality,  commercial 
radio  broadcasts  around  the  clock, 


Satellite  Radio  broadcasting  compa- 
nies, Delphi  is  uniquely  positioned  to 
provide  this  radio  technology,"  says  Bill 
Gray,  Delphi  product  line  executive  for 
Integrated  Body  Systems.  "Music, 
news,  sports  and  other  radio  program- 
ming will  go  from  earthbound  studios  to 
satellites,  which  will  then  transmit  to 
receivers  at  home  and  in  the  car." 

The  two  competing  broadcasters 
leading  the  programming  charge,  XM 


Radio  could  be  revolutionized  with 
the.help  of  Delphi's  SDARS. 


and  Sirius,  plan  to  offer  about  50  chan 
nels  of  news,  weather,  sports  and  talk 
programming,  and  about  50  channel: 
of  music.  Both  will  be  a  subscription 
service,  with  expected  monthly  fees  o 
about  $10.  Virtually  all  the  major  auto 
motive  manufacturers  are  planning  tc 
offer  SDARS  in  new  vehicles,  and  some 
as  soon  as  the  2002  model  year. 

It  wiil  be  the  responsibility  of  X rv 
and  Sirius  to  supply  the  programming 
and  beam  it  to  satellites;  then  i^ 
becomes  Delphi's  job  to  turn  thai 
satellite  signal  into  near-compact  disc 
quality  sound.  One  challenge:  Delph 
had  to  design  and  build  an  antenne 
sensitive  enough  to  pick  up  signals 
from  a  satellite  22,000  miles  away 
but  small  enough  to  fit  unobtrusively 
on  the  exterior  of  a  car  or  truck. 

-Add  to  that  the  challenge  of  building 
a  compact  receiver  capable  of  amplify 
ing  as  many  as  three  signals  at  once  tc 
provide  the  best  reception  possible,  anc 
allow  for  decoding  of  information  such 
as  the  artist  and  song  title,  then  convey 
that  to  the  driver  via  a  standard  radio 


Driver.  Fleet  Manager.  CFO. 
It  accommodates  all  of  them  comfortab 


Why  can  businesspeople  feel  more  comfortable  choosing  Impale/  over  Taurus  SE?  For  drivers,  |   M  P  A  L  A 
Impala  has  more  standard  horsepower  and  overall  room  than  Taurus.  Fleet  managers  like  that  '^^///KjS^ 
Impala  has  better  overall  fuel  economy*  And  for  CFOs,  Impala  has  a  higher  residual  value 

than  Taurus!  Put  Impala  on  your  selector  list.  You'll  see  that  you  actually  can  please  everybody.  WE'LL  BE  THERE 


'Based  on  LPA  estimated  MPS' 
t  Bused  on  Residual  Value 


3400  V6 
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35. highway  and  Ford  Taurus  3.01  2V  V6  engine,  19  ciry/28  highway.  ' 
nyaiy  through  March  2000.  ©2000  GM  Corp.  Buckle  up,  America!  •» 
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type  display.  Delphi's  receiver,  about 
the  size  of  a  videotape,  will  typically  be 
mounted  in  the  rear  of  a  vehicle,  and  it 
will  be  operated  by  a  controller  that  will 
let  the  driver  navigate  those  100  chan- 
nels of  sound  while  keeping  his  or  her 
eyes  on  the  road. 

Another  challenge:  "We  had  to  deal 
with  issues  such  as  signal  encryption 
so  that  companies  could  supply  service 
to  subscribers  only,"  says  Gray.  "Signal 
interference  is  another  concern.  For 
example,  microwave  ovens  emit  elec- 
tronic 'noise'  and  act  like  1,400-watt 
transmitters.  This  noise  can  interfere 
with  the  satellite  signal." 

The  upshot,  then,  is  that  once 
SOARS  is  up  and  running,  you'll  be 
able  to  receive  100  broadcast  audio 
channels,  24  hours  a  day,  with  crys- 
tal-clear reception  regardless  of 
your  location.  This  continuous  pro- 
gramming will  allow  you  to  tune  in 
to  your  favorite  channel  all  across 
the  country,  without  regard  to  your 
fade-in,  fade-out  distance  from  a 
broadcast  antenna. 


"Delphi  has  been  working  on  SDARS 
for  the  last  four  years,"  Gray  says. 
"We're  confident  that  our  hard  work  will 
pay  off  when  we're  recognized  as  one 
of  the  companies  with  the  technology 
that  revolutionized  radio." 

TIMKEN:  Innovations  With  a  Bearing 
On  the  Future  of  Transportation 

When  Henry  Timken  and  his  two  sons 
founded  the  Timken  Roller  Bearing  Axle 
Company  in  1899,  it's  certain  they 
could  not  have  envisioned  what  Timken 
has  become. 

But  by  all  accounts,  Henry  Timken 
probably  would  not  be  surprised. 

Timken's  company  has  long  been  an 
innovator,  from  the  start  taking  just  10 
years  to  develop  an  international  pres- 
ence, then  becoming  the  only  American 
bearing  manufacturer  to  produce  its 
own  steel. 

By  1948,  Timken  plants  built  bearings 
in  such  far-flung  locations  as  Australia 
and  Brazil.  Progress  and  innovations 
continued  up  to  the  company's  centen- 
nial year  of  1999  and  beyond  —  for  the 


first  half  of  2000,  Timken  sale 
increased  9%  over  the  same  period  i 
1999,  to  $1.38  billion. 

That  figure  might  well  surprise  Henr 
Timken,  who  was  a  16-year-old  farm  ba 
in  1847  when  he  left  the  family  farm  an 
apprenticed  himself  to  a  wagon  factor 
in  St.  Louis.  By  age  24,  he  had  opene 
his  own  carriage  factory.  By  1877,  hi 
had  been  awarded  his  first  of  an  ever) 
tual  14  patents  —  this  one  for  th| 
Timken  Buggy  Spring.  That  sprin 
promptly  made  Timken  a  national  figur 
and  a  wealthy  man. 

At  age  61,  deciding  that  five  years  c 
retirement  was  enough,  Timken  turne 
his  attention  to  the  problem  of  friction 
as  encountered  by  wagon  builders  ii 
their  attempt  to  develop  suitable  axil 
and  wheel  bearings.  Ball  bearings  wer 
not  working,  and  straight  roller  bearing 
had  their  limitations.  By  1898,  aftfi 
nearly  three  years  of  work,  Henr 
Timken  applied  for  a  patent  for  his  lates 
creation  —  a  tapered  roller  bearing  the 
became  so  popular  that  within  a  year  h 
had  begun  the  Timken  Roller  Bearini 
Axle  Company,  to  build  axles  equippe 
with  his  tapered  roller  bearings. 

In  1901,  Timken  and  his  family  move 
the  company  to  Canton,  Ohio,  on  a  sit 
still  occupied  by  the  company  today. 

The  Timken  Company,  besides  bein 
the  world's  largest  manufacturer  c 
seamless  alloy  mechanical  steel  tubing 
builds  a  great  number  of  bearings  the 
multiple  industries  around  the  world  tur 
on.  These  bearings  weigh  as  little  as 
half-ounce  and  help  a  dentist's  drill  tur 
500.000  times  a  minute,  or  weigh  a 
much  as  nine  tons  each  and  are  larg 
enough  for  a  person  to  stand  inside 
Timken  builds  bearings  for  the  axles  c 
100-ton  railroad  freight  cars,  for  sate 


Advertisement  21 


:es  and  missile-guidance  systems  and 
ir  delicate  surgical  devices  and  X-ray 
jbes.  If  it  revolves,  it  very  possibly 
>volves  on  a  Timken  bearing. 
How  appropriate,  then,  that  two  years 
go,  Henry  Timken  was  inducted  into 
ie  National  Inventors  Hall  of  Fame  in 
ikron,  Ohio.  He's  in  good  company  — 
mong  the  140  honorees  were  Thomas 
dison,  Alexander  Graham  Bell  and  the 
'/right  brothers. 

IHEVROLET  SUBURBAN: 
omfort,  Utility  and  Then  Some 
It  would  be  accurate  to  suggest  that 
ie  first  Chevrolet  Suburban,  introduced 
1935,  was  more  industrial  and  less 
mily-oriented  than  the  2001  model  of 
)day.  After  all,  for  the  first  two  years  of 
ie  Suburban's  life,  shock  absorbers 
ere  optional. 

The  Suburban  has  since  grown  into 
ne  of  the  most  identifiable  automotive 
;ons  of  our  time,  arguably  the  model 
lat  first  melded  the  ruggedness  and 
urability  required  of  a  working  vehicle 
ith  the  creature  comforts  required  in  a 


family  vehicle.  Multiple  innovations  have 
made  it  possible  for  the  Suburban  to 
serve  both  masters  with  equal  ability. 
The  current  model  Suburban,  which  is 
completely  redesigned  and  reengineered 
for  the  2000  model  year,  may  undoubt- 
edly be  the  best  Suburban  ever. 


tomers  who  wanted  to  tow  boats,  horse 
trailers  or  race  cars. 

Today's  Chevrolet  Suburban  can  do 
anything  the  previous-generation  Subur- 
bans could  do,  but  its  capabilities  have 
expanded  with  its  refinement.  With  an 
available  leather  interior,  OnStar  emer- 


'With  more  families  spending  time  on  the  road,  they're 
turning  to  the  brand  they  trust.  And  they  want  it  all  — 
exceptional  power,  cargo  space,  passenger  room,  towing 
capacity  and  most  of  all,  safety." 
Steve  Ramsey,  Brand  Manager,  Chevrolet  Suburban 


The  transformation  came  gradually, 
with  the  first  four-door  Suburban  intro- 
duced in  1973.  The  simple  addition  of 
two  doors  made  the  Suburban  a  gen- 
uine alternative  to  the  station  wagon, 
but  with  more  room  and  capability. 
Since  1955,  the  Suburban  had  been 
available  with  a  powerful  V-8  engine, 
and  had  long  been  popular  with  cus- 


gency  communications  system  and  a 
premium  audio  system,  the  Suburban 
can  be  outfitted  to  be  as  luxurious  as 
most  any  car,  yet  loses  none  of  its 
heavy-duty  versatility.  Remove  the  rear 
seats,  and  you  can  still  fit  a  4-by-8-foot 
sheet  of  plywood  in  back,  with  the  rear 
doors  closed. 

The  Suburban  has  had  shock 
absorbers  since  1937,  but  for  2001, 
you  can  get  it  fitted  with  shocks  that 
use  information  sent  from  wheel  and 
steering  position  sensors  to  an  onboard 
computer,  which  immediately  adjusts 
the  shocks  for  optimum  rebound  rate. 
Sensors  in  the  "Real  Time  Damping" 
suspension  system  control  a  compres- 
sor pump  that  keeps  the  rear  of  the 
Suburban  level  when  it's  towing  a  heavy 
load.  And  when  it  is  properly  outfitted, 
the  Suburban  can  tow  a  six-ton  trailer. 

And  though  this  model  Suburban  was 
introduced  only  a  year  ago,  improve- 
ments continue.  "We  plan  to  build  on 
the  momentum  of  the  highly  successful 
launch  of  the  2000  Suburban,"  says 


type  display.  Delphi's  receiver,  about 
the  size  of  a  videotape,  will  typically  be 
mounted  in  the  rear  of  a  vehicle,  and  it 
will  be  operated  by  a  controller  that  will 
let  the  driver  navigate  those  100  chan- 
nels of  sound  while  keeping  his  or  her 
eyes  on  the  road. 

Another  challenge:  "We  had  to  deal 
with  issues  such  as  signal  encryption 
so  that  companies  could  supply  service 
to  subscribers  only,"  says  Gray.  "Signal 
interference  is  another  concern.  For 
example,  microwave  ovens  emit  elec- 
tronic 'noise'  and  act  like  1,400-watt 
transmitters.  This  noise  can  interfere 
with  the  satellite  signal." 

The  upshot,  then,  is  that  once 
SDARS  is  up  and  running,  you'll  be 
able  to  receive  100  broadcast  audio 
channels,  24  hours  a  day,  with  crys- 
tal-clear reception  regardless  of 
your  location.  This  continuous  pro- 
gramming will  allow  you  to  tune  in 
to  your  favorite  channel  all  across 
the  country,  without  regard  to  your 
fade-in,  fade-out  distance  from  a 
broadcast  antenna. 


"Delphi  has  been  working  on  SDARS 
for  the  last  four  years,"  Gray  says. 
"We're  confident  that  our  hard  work  will 
pay  off  when  we're  recognized  as  one 
of  the  companies  with  the  technology 
that  revolutionized  radio." 

TIMKEN:  Innovations  With  a  Bearing 
On  the  Future  of  Transportation 

When  Henry  Timken  and  his  two  sons 
founded  the  Timken  Roller  Bearing  Axle 
Company  in  1899,  it's  certain  they 
could  not  have  envisioned  what  Timken 
has  become. 

But  by  all  accounts,  Henry  Timken 
probably  would  not  be  surprised. 

Timken's  company  has  long  been  an 
innovator,  from  the  start  taking  just  10 
years  to  develop  an  international  pres- 
ence, then  becoming  the  only  American 
bearing  manufacturer  to  produce  its 
own  steel. 

By  1948,  Timken  plants  built  bearings 
in  such  far-flung  locations  as  Australia 
and  Brazil.  Progress  and  innovations 
continued  up  to  the  company's  centen- 
nial year  of  1999  and  beyond  —  for  the 


first  half  of  2000,  Timken  sale:] 
increased  9%  over  the  same  period  it 
1999,  to  $1.38  billion. 

That  figure  might  well  surprise  Henr^ 
Timken,  who  was  a  16-year-old  farm  bo^ 
in  1847  when  he  left  the  family  farm  and 
apprenticed  himself  to  a  wagon  factorjj 
in  St.  Louis.  By  age  24,  he  had  openec 
his  own  carriage  factory.  By  1877,  he 
had  been  awarded  his  first  of  an  evem 
tual  14  patents  —  this  one  for  th4 
Timken  Buggy  Spring.  That  spring 
promptly  made  Timken  a  national  figure 
and  a  wealthy  man. 

At  age  61,  deciding  that  five  years  o 
retirement  was  enough,  Timken  turnec 
his  attention  to  the  problem  of  friction 
as  encountered  by  wagon  builders  irl 
their  attempt  to  develop  suitable  axle 
and  wheel  bearings.  Ball  bearings  were 
not  working,  and  straight  roller  bearings 
had  their  limitations.  By  1898,  aftet 
nearly  three  years  of  work,  Henr^ 
Timken  applied  for  a  patent  for  his  latesl 
creation  —  a  tapered  roller  bearing  thai 
became  so  popular  that  within  a  year  he 
had  begun  the  Timken  Roller  Bearing 
Axle  Company,  to  build  axles  equippec 
with  his  tapered  roller  bearings. 

In  1901,  Timken  and  his  family  movec 
the  company  to  Canton,  Ohio,  on  a  site 
still  occupied  by  the  company  today. 

The  Timken  Company,  besides  being 
the  world's  largest  manufacturer  01 
seamless  alloy  mechanical  steel  tubing, 
builds  a  great  number  of  bearings  that 
multiple  industries  around  the  world  turr 
on.  These  bearings  weigh  as  little  as  a 
half-ounce  and  help  a  dentist's  drill  turr 
500,000  times  a  minute,  or  weigh  as 
much  as  nine  tons  each  and  are  large 
enough  for  a  person  to  stand  inside. 
Timken  builds  bearings  for  the  axles  o1 
100-ton  railroad  freight  cars,  for  satel- 


tes  and  missile-guidance  systems  and 
or  delicate  surgical  devices  and  X-ray 
ubes.  If  it  revolves,  it  very  possibly 
evolves  on  a  Timken  bearing. 

How  appropriate,  then,  that  two  years 
go,  Henry  Timken  was  inducted  into 
he  National  Inventors  Hall  of  Fame  in 
\kron,  Ohio.  He's  in  good  company  — 
imong  the  140  honorees  were  Thomas 
"dison,  Alexander  Graham  Bell  and  the 
'Vright  brothers. 

CHEVROLET  SUBURBAN: 

Oomfort,  Utility  and  Then  Some 

i  It  would  be  accurate  to  suggest  that 

he  first  Chevrolet  Suburban,  introduced 
h  1935,  was  more  industrial  and  less 

amily-oriented  than  the  2001  model  of 
today.  After  all,  for  the  first  two  years  of 

he  Suburban's  life,  shock  absorbers 
;«/ere  optional. 

I  The  Suburban  has  since  grown  into 
>ne  of  the  most  identifiable  automotive 
icons  of  our  time,  arguably  the  model 
:hat  first  melded  the  ruggedness  and 
durability  required  of  a  working  vehicle 
vith  the  creature  comforts  required  in  a 


family  vehicle.  Multiple  innovations  have 
made  it  possible  for  the  Suburban  to 
serve  both  masters  with  equal  ability. 
The  current  model  Suburban,  which  is 
completely  redesigned  and  reengineered 
for  the  2000  model  year,  may  undoubt- 
edly be  the  best  Suburban  ever. 


tomers  who  wanted  to  tow  boats,  horse 
trailers  or  race  cars. 

Today's  Chevrolet  Suburban  can  do 
anything  the  previous-generation  Subur- 
bans could  do,  but  its  capabilities  have 
expanded  with  its  refinement.  With  an 
available  leather  interior,  OnStar  emer- 


'With  more  families  spending  time  on  the  road,  they're 
turning  to  the  brand  they  trust.  And  they  want  it  all  — 
exceptional  power,  cargo  space,  passenger  room,  towing 
capacity  and  most  of  all,  safety." 
Steve  Ramsey,  Brand  Manager,  Chevrolet  Suburban 


The  transformation  came  gradually, 
with  the  first  four-door  Suburban  intro- 
duced in  1973.  The  simple  addition  of 
two  doors  made  the  Suburban  a  gen- 
uine alternative  to  the  station  wagon, 
but  with  more  room  and  capability. 
Since  1955,  the  Suburban  had  been 
available  with  a  powerful  V-8  engine, 
and  had  long  been  popular  with  cus- 


Chevrolet's  heavy-duty 
Suburban  2500  LS 


gency  communications  system  and  a 
premium  audio  system,  the  Suburban 
can  be  outfitted  to  be  as  luxurious  as 
most  any  car,  yet  loses  none  of  its 
heavy-duty  versatility.  Remove  the  rear 
seats,  and  you  can  still  fit  a  4-by-8-foot 
sheet  of  plywood  in  back,  with  the  rear 
doors  closed. 

The  Suburban  has  had  shock 
absorbers  since  1937,  but  for  2001, 
you  can  get  it  fitted  with  shocks  that 
use  information  sent  from  wheel  and 
steering  position  sensors  to  an  onboard 
computer,  which  immediately  adjusts 
the  shocks  for  optimum  rebound  rate. 
Sensors  in  the  "Real  Time  Damping" 
suspension  system  control  a  compres- 
sor pump  that  keeps  the  rear  of  the 
Suburban  level  when  it's  towing  a  heavy 
load.  And  when  it  is  properly  outfitted, 
the  Suburban  can  tow  a  six-ton  trailer. 

And  though  this  model  Suburban  was 
introduced  only  a  year  ago,  improve- 
ments continue.  "We  plan  to  build  on 
the  momentum  of  the  highly  successful 
launch  of  the  2000  Suburban,"  says 


Steve  Ramsey,  Suburban  brand  manag- 
er. "With  more  families  spending  time 
on  the  road,  they're  turning  to  the  brand 
they  trust.  And  they  want  it  all  — 
exceptional  power,  cargo  space,  pas- 
senger room,  towing  capacity  and  most 
of  all,  safety."  A  sophisticated  four- 
wheel-drive  system,  Autotrac,  is  avail- 
able on  Suburbans  —  it  has  an  "auto" 
setting  that  allows  the  vehicle  to  run  in 
regular  rear-wheel-drive  until  sensors 
detect  some  wheel  slippage;  then  the 
system  immediately  sends  power  to  the 
front  wheels  until  proper  traction  is 
restored.  Of  course,  the  system  also 
has  regular  four-wheel-drive  settings  in 
both  high-  and  low-gear  mode. 

The  engine  lineup  has  been  enhanced 
for  2001,  with  the  6.0-liter  V-8  getting 
new  aluminum  cylinder  heads  and  a 
redesigned  camshaft,  boosting  horse- 
power to  310.  Even  bigger  news  —  lit- 
erally —  is  the  introduction  of  a  mas- 
sive 8.1-liter  V-8  for  the  heavier-duty 
2500  series  Suburban.  The  all-new  8.1- 
liter  engine  (that's  496  cubic  inches) 


i-fi 
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radius  of  a  far  more  compact  vehicle. 
And  in  even  the  heavy-duty  2500  series, 
the  ride  is  as  smooth  as  many  sedans. 

The  Suburban  remains  a  vehicle 
favored  by  families  that  can  afford  a 
luxury  car.  The  median  household 
income  for  Suburban  buyers  is 
$100,000,  with  a  median  age  of  44, 
and  74%  have  children  in  the  house- 


BMW  is  at  the  global  forefront  of  an  alternatively 
fueled  vehicle  that  could  have  the  capability  to 
dramatically  reduce  our  dependence  on  petroleum. 


pumps  out  340  horsepower  and  a  whop- 
ping 455  pound-feet  of  torque,  which  is 
the  measure  of  pulling  power  —  all  on 
regular  unleaded  gasoline. 

Possibly  the  single  greatest  innova- 
tion in  the  current  Suburban  is  its  ride 
and  handling.  The  2001  Suburban  feels 
far  lighter  on  its  feet  than  the  model  it 
replaces,  with  the  handling  and  turning 


hold.  The  Suburban  isn't  for  everybody, 
but  for  its  cadre  of  loyal  customers, 
nothing  else  compares. 

BMW:  Innovations  That  Will 
Make  Tomorrow's  Headlines 

On  September  28  at  the  Paris  Auto 
Show,  a  very  small  product  from  a  very 
large  manufacturer  threatened  to  steal 


the  thunder  from  far  more  expensiv 
vehicles.  BMW's  world  debut  of  the  all 
new  Mini,  a  remake  of  a  car  thai 
achieved  legendary  status  almost 
immediately  upon  its  introduction  i; 
1959,  has  been  touted  by  the  medi 
as  an  instant  classic,  very  likely  thi 
next  Volkswagen  New   Beetle  c| 
Chrysler  PT  Cruiser. 

The  Mini  goes  on  sale  next  summe 
in  Europe,  and  will  migrate  to  Americ  I 
by  early  2002  to  be  sold  by  BMW  deal 
erships.  The  line,  as  they  say,  forms  1 1 
the  right. 

Making  much  less  noise  at  Ba>| 
erische  Motoren  Werke  AG,  though,  i 
a  project  with  potentially  far  greatej 
long-term  impact.  BMW  is  at  the  globcl 
forefront  of  an  alternatively  fueled  veh| 
cle  that  could  have  the  capability  t< 
dramatically  reduce  our  dependence  oi 
petroleum,  which  in  turn  would  reduc* 
the  level  of  pollution  now  generated  b; 
burning  fossil  fuels. 

BMW's  alternative  fuel  of  choice 
hydrogen.  It  burns  in  an  internal  corr 
bustion  engine,  but  with  essential!; 


zero  emissions  —  what  comes  out  of 
the  tailpipe  is  water  vapor.  And  unlike 
the  sacrifices  required  by  some  alter- 
native-fuel vehicles  —  low  range,  limit- 
ed power,  dramatically  increased 
weight  —  BMW  is  busy  proving  that 
hydrogen-powered  cars  are  not  only 
possible,  but  practical. 

On  the  same  assembly  line  used  to 
construct  the  conventionally  powered, 
world-class  BMW  7-series  luxury  car, 
the  company  constructed  a  fleet  of 
hydrogen-powered  sedans  called  the 
BMW  750hL  —  a  V-12-powered  super- 
car  that  looks  and  performs  much  like 
the  gasoline-powered  750iL,  but,  as  the 
"h"  suggests,  it's  powered  by  hydrogen. 
That  fleet  of  750hL  sedans  was  used 
this  summer  and  fall  to  transport  promi- 
nent politicians  and  business  leaders 
visiting  Germany's  Expo2000  fair.  The 
vehicles  demonstrated  that  over  thou- 
sands of  miles  of  travel,  hydrogen 
power  is  not  only  viable  for  the  future, 
it's  viable  today. 

This  fleet  of  750hLs  is  powered  by 
5.4-liter  V-12  engines  that  pump  out 


The  BMW  750hl_'s 
12-cylinder  engine 


over  200  horsepower  and  allow  the  car 
to  accelerate  from  0  to  60mph  in  about 
9.5  seconds  —  all  the  while  giving  a 
real-world  range  of  over  200  miles 
between  fill-ups.  Furthermore,  this  rep- 
resents the  fifth  generation  of  hydro- 
gen-powered cars  that  BMW  has  pro- 
duced since  the  company  began 
working  with  the  fuel  in  1978. 


begins  as  water  and  is  converted  bac 
to  water  by  the  combustion  process. 

BMW's  industry-leading  success  witl 
hydrogen  power  does  not  mean  then 
aren't  further  challenges  to  overcome 
Hydrogen,  the  lightest  of  all  gases 
becomes  a  liquid  only  when  supe 
cooled,  meaning  it  must  be  stored  ^ 
minus  423  degrees  Fahrenheit  in  ultrs 
refrigerated  tanks.  And,  as  you've  m 
doubt  noticed,  there  are  few  neighbo 
hood  hydrogen  fueling  stations. 

But  in  Germany,  at  least,  t hi 
groundwork  has  been  laid.  In  sprim 
1999,  BMW  helped  open  the  world' 
first  public  hydrogen  fueling  station 
the  Munich  airport.  It's  fully  aut< 
mated  —  the  driver  does  not  eve 
need  to  get  out  of  the  car.  Whe 
BMW  opened  its  first  private  hydro 
gen  station  10  years  ago,  refuelini 
took  an  hour.  At  the  Munich  station 
it  takes  less  than  three  minutes. 

BMW  will  continue  at  the  forefror 
of  hydrogen  power.  "We  will  be  th 
first  automobile  manufacturer  in  th 


'We  will  be  the  first  automobile  manufacturer  in  the  w< 
to  offer  series  production  hydrogen  cars." 
Dr.  Burkhard  Goschel,  Development  Director,  BMW  Gn 


When  the  hydrogen  is  burned  in  the 
engine,  it  is  converted  to  steam  by 
combustion  in  a  practically  emission- 
free  process.  When  liquid  hydrogen  is 
produced  from  water  —  using  electrol- 
ysis, water  is  split  into  two  parts  hydro- 
gen, one  part  oxygen,  ideally  using 
solar  and  hydrolectric  power  to  do  it  — 
a  profoundly  environmentally  friendly 
cycle  is  achieved,  as  the  hydrogen 


world  to  offer  series  production  hydr* 
gen  cars,"  says  Dr.  Burkhard  Gosche 
development  director  of  the  BM\ 
Group.  "Our  vision  is  to  have  hydroge 
fuel  stations  available  in  the  vicinity  < 
the  branches  of  the  BMW  Group 
Germany  by  May  11,  2005,"  which  w 
be  exactly  five  years  after  the  intn 
duction  of  the  current  750hl_.  Thei 
"Our  aim  is  to  have  a  sufficient  ne 


It's  not  about  WHERE  the  family  goes  from  here, 
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work  of  hydrogen  fuel  stations  all  over 
Europe  by  the  year  2010." 

At  that  point,  BMW  expects  to  have 
sold  several  thousand  hydrogen  cars,  at 
prices  comparable  to  their  gasoline- 
powered  counterparts,  with  hydrogen 


fuel  costs  comparable  to  gasoline. 

BMW's  retro  Mini  may  capture  the 
headlines  this  year.  But  Goschel  and  his 
staff  are  already  writing  headlines  we'll 
be  reading  years  in  the  future. 

VOLVO:  Traditional  Values 
Taken  in  a  New  Direction 

For  decades,  Volvo  has  built  a 
deservedly  loyal,  downright  vehement 
following  with  its  dependable  cars 
that  have  always  been  at  the  absolute 
forefront  of  safety  innovation. 


These  past  few  years,  though, 
another  adjective  has  been  applied  to 
Volvo  products  with  increasing  fre- 
quency: pretty. 

Arguably  beginning  with  the  C70 
coupe  and  convertible,  and  continuing 


with  subsequent  models  such  as  the 
S40  and  S80,  Volvo  designers  have 
managed  to  maintain  the  marque's 
trademark  style,  yet  packaged  it  in  a 
beyond-contemporary  look  that  is  set- 
ting new  standards  in  a  world  of 
cookie-cutter  cars. 

So,  then,  the  striking  appearance  of 
the  all-new  2001  Volvo  S60  comes  as 
less  of  a  surprise  than  it  would  have 
five  years  ago.  Design  director  Peter 
Horbury,  who  is  responsible  for  that 
template-making  C70  styling,  had  a 


clear  idea  of  what  he  expected  from  his  I 
team  of  designers  for  the  S60:  "Design  I 
a  car  that  would  appeal  to  younger  I 
people,  those  who  normally  wouldn't  I 
consider  a  Volvo  —  young  people  who  I 
want  to  be  perceived  as  having  good  I 
taste  and  intelligence  and,  not  the  I 
least,  as  leading  an  active  life  and  who  I 
have  a  social  conscience.  In  short:  I 
design  a  Volvo  that  is  inspired  by  a  I 
sports  car,  and  drives  like  one." 

The  design  selected  for  the  S60  from  I 
the  four  finalists  was  signed  by  Geza  I 
Loczi,  a  California-based  stylist  at  the  I 
Volvo  Monitoring  and  Concept  Center.  I 
"It  is  certainly  not  difficult  to  find  inspi-  I 
ration,"  Loczi  says,  "when  you  are  I 
given  the  task  of  designing  a  dynamic  I 
car  that  radiates  emotion  and  driving  I 
pleasure.  There  are  many  ways  you  can  I 
tell  the  story.  The  main  point,  however,  I 
is  to  combine  that  design  with  the  I 
practical  everyday  needs  of  the  cus-  I 
tomer,  to  stick  to  the  visual  family  ties  I 
while  creating  individuality  and  to  keep  I 
it  within  the  platform  limits  without  I 
losing  the  original  idea." 

While  the  exterior  design  is  key,  "the  I 
inside  is  just  as  important  as  the  out-  I 
side  when  it  comes  to  the  overall  I 
impression,"  says  Jose  Diaz  de  la  Vega,  I 
Volvo's  top  interior  designer.  "From  the  Bj 
outside,  the  S60  says,  'Drive  me.'  Of  I 
course,  this  must  also  be  felt  when  I 
entering  the  car,  therefore  the  S60  is  I 
very  driver-oriented.  It  is  designed  with  I 
driving  and  control  in  mind  —  almost  I 
like  a  cockpit  —  but  in  such  a  way  that  W 
it  neither  shuts  the  driver  in,  nor  keeps  I 
the  passengers  out." 

Very  different  from  the  S60,  but  ■ 
equally  as  important  in  pointing  the  way  I 
toward  Volvo's  future,  is  the  new  2001  E 
Volvo  V70  Cross  Country,  an  all-wheel-  JL 


The  new  2001  Volvo  V70  Cross  Country  offers  the 
capability  of  a  sport  utility  vehicle  but  remains  as  light 
on  its  feet  as  the  most  performance-oriented  Volvos. 


If  you  had  the  choice,  wouldn't  you  feel  a  little  better  choosing  the  product  that's  been  certified7  Our  retailers  are 
subjected  to  a  grueling  process  that  examines  every  aspect  of  what  they  do  before  they  can  earn  Five  Star  certification. 
But  becoming  certified  is  just  part  of  what  makes  these  retailers  better.  In  order  to  stay  that  way,  our  retailers 
must  maintain  high  customer  satisfaction,  work  for  continuous  improvement  and,  just  to  keep  them  fresh,  pass  an 
in-depth  audit  every  year.  So  if  you're  thinking  about  purchasing  a  new  vehicle  or  just  stopping  in  for  your  next  scheduled 
service  visit,  before  you  choose  a  retailer-be  sure  to  check  the  label.   Five  Star.  It's  Better.  We'll  Prove  It."' 


For  more  information,  call  us  at  1-8O0-677-5-STAR  or  visit  www.fivestar.com.  Jeep  is  a  registered  trademark  of  DaimlerChrysler 


drive  station  wagon  that  offers  the 
capability  of  a  sport  utility  vehicle  but 
remains  as  light  on  its  feet  as  the  most 
performance-oriented  Volvos.  Design- 
wise,  it  has  the  "it  means  business" 
look  of  an  SUV,  but  inside  its  leather- 
clad  interior,  the  V70  Cross  Country  is 
pure  luxury  car,  with  everything  from  an 
available  satellite-linked  navigation 
system  to  a  concert-quality  stereo 
system.  And  being  a  Volvo,  its  safety 
equipment  is  of  an  industry-leading  level 
—  it  includes  front  and  side  airbags, 
inflatable  side  curtains  that  protect 
front  and  rear  occupants,  seats 
designed  to  prevent  whiplash  and  ISOfix 
child  seat  attachments.  All  that  equip- 
ment comes  on  the  S60  as  well  — 
you'd  expect  nothing  less  from  Volvo. 

With  new  products  like  the  S60  and 
the  V70  Cross  Country  —  plus  some 
compelling  new  products  in  the 
pipeline  that  should  debut  in  the  next 
five  years  —  it  isn't  surprising  that 
Mark  LaNeve,  recently  appointed  pres- 


ident and  chief  executive  officer  of 
Volvo  Cars  of  North  America,  sees  a 
promising  future.  "I'm  honored  to  be 
given  the  opportunity  to  lead  this  leg- 
endary brand  in  North  America  at 
such  an  exciting  time  in  our  history," 
he  says. 


The  2001  Volvo  V70 
Cross  Country 


That  history  is  becoming  richer  with 
each  new  Volvo  product.  ■ 


Steven  Cole  Smith  is  the  executive 
editor  of  Auto  World  Weekly  and  a 
columnist  for  The  New  York  Times 
Syndicate  and  is  the  former  executive 
editor  of  Car  and  Driver. 


WANTTO  LEARN  MORE  ABOUT  AUTOMOTIVE  INNOVATIONS? 

HERE  ARE  THE  WEB  ADDRESSES  FOR  THE  COMPANIES  FEATURED  IN  THIS  SPECIAL  SECTION. 


-  Find  news  on  the  Chevrolet  Corvette,  Impala 
and  Suburban  at  www.chevrolet.com.  Click  on 
the  "What's  New"  icon  for  up-to-date  informa- 
tion on  the  entire  product  line. 

■  For  news  on  Volvo's  latest  products  and  safety 
solutions  for  the  U.S.  market,  look  to 
www.voivocars.com.  The  site  offers  links  to 
special  Volvo  Web  sites  for  nearly  40  countries 

-  you  can  see  what  the  latest  Volvo  news  is  in 
Brunei  and  Estonia. 

■  Read  how  Delphi  is  driving  tomorrow's  tech- 
nology at  VtWW.delphiauto.com.  The  site  was 
recognized  by  the  Web  Marketing  Association 
as  an  Outstanding  Web  Site,  and  received  a 
Certificate  of  Creative  Achievement  from  the 
International  Web  Page  Awards  association. 


-  Visteon's  innovations  for  automobiles, 
past,  present  and  very  much  in  the  future, 
can  be  found  at  www.visteon.com.  Click  on 
the  "Consumer  Products"  icon  for  the  latest 
on  products  that  will  soon  find  their  way  to 
the  public  marketplace. 

■  Find  news  on  the  century-long  history  of 
Timken's  industrial  accomplishments  at 
www.timken.com.The  company's  innovations 
in  bearing  technology  and  steel  manufactur- 
ing impact  the  world. 

■  Global  news  for  BMW  is  available  at 
www.bmw.com,  and  it  includes  not  only  BMW 
automobiles,  but  the  company's  well-regarded 
line  of  motorcycles  and  the  latest  on  related 
automotive  innovations. 


■  At  www.fivestar.com,  find  news  on  hov 
Chrysler,  Plymouth,  Dodge  and  Jeep  dealer 
are  awarded  the  Five  Star  honor,  and  how  yoi 
can  locate  a  Five  Star  dealer  near  you. 

■  Information  on  the  Racor  line  of  filtrai 
tion  devices  and  how  they  enhance  thi 
transportation  industry  is  available  a 
www.parker.com/racor. 

■  Find  news  on  the  OnStar 
communications  system, 
including  some  com-  / 

pelling  true-life  cus-  /  — /<- — |( — ^— 

tomer  experiences,  and  \  i-<0>  ^ 

the  latest  list  of  vehicles  \ 

available  with  OnStar  at  ^/ 

www.onstar.com. 
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«THE  HIGHEST  RATING 
ACHIEVED  BY  ANY  AIRLINE 
IN  THIS  POLL,  IN  FACT, 
BELONGS  TO  MALAYSIA.** 


Conde  Nast  Traveler's 
2000  Business  Traveler's  Survey 


HHHf  We'd  like  to  thank 
the  participants  of 
onde  Nast  Traveler's  2000  Business 
raveler's  Survey  for  naming  our 
usiness  Class  Cabin  Service  the  best, 
i  fact,  Malaysia  Airlines  was  also 
imed  the  "carrier  with  the  world's 
sst  cabin  staff  service  in  first  class" 
/  U.K.  based  Inflight  Research 
srvices-an  accolade  we've  now 


won  for  the  past  three  years  in  a  row.** 
Fly  aboard  our  B-747s  and  B-777 
SuperRangers™  direct  to  Kuala  Lumpur 
from  Los  Angeles  via  Tokyo  or  Taipei,  or 
from  Newark  via  Dubai.  Continue  on  to 
any  of  our  more  than  110  destinations 
worldwide.  You'll  arrive  in  comfort, 
relaxed  and  ready  to  spread  your  wings. 
Call  your  travel  agent  or  Malaysia 
Airlines  at  (800)  552-9264. 


malaysiaairlines.com 


i  Northwest  Airlines'  WorldPerfcs*  and  Delta  Sky  Miles "  'Voted  Best  Business  Class  Cabin  Service  to  Transpacific  Routes  in  ContK  Nasi  Travelers  2000  Business  Traveler's  Survey  "1998. 1999  &  2000  World  First  Class  surveys  conducted  by  Inllight  Research  Services  ©2000  Malaysia  Airlines 
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PflMPANY 

WHERE  THEY  1 

IANK 

Overall 

5-year 
average 
ROE 

Latest- 
12-mo 
ROE 

Operating 
margin 

5-year 
avg  sales 
growth 

Latest- 
12-mo 
sales  growth 

5-year 
average 
EPS  growth 

Latest- 
IE-mo 
EPS  growth 

Sales 

Net 
income 

Marl, 
valu 

Education  Management 

60 

28 

57 

105 

126 

152 

38 

148 

16 

58 

58 

Elantec  Semiconductor 

94 

109 

107 

125 

133 

34 

169 

16 

152 

83 

li 

 1 

Embrex 

62 

140 

21 

39 

104 

162 

14 

75 

169 

156 

151 

Engineered  Support  Systems 

100 

81 

134 

174 

83 

5 

119 

136 

9 

116 

13 

EPIC  Systems 

03 

146 

190 

32 

84 

76 

34 

67 

194 

194 

Exacted) 

153 

149 

137 

92 

71 

90 

154 

112 

187 

185 

«i 

Excel  Technology 

100 

96 

75 

82 

134 

124 

127 

94 

131 

94 

88 

Exponent 

197 

194 

175 

162 

168 

174 

128 

63 

133 

158 

17 

FactSet  Research  Systems 

29 

34 

32 

49 

77 

113 

81 

164 

101 

56 

4t 

Fair,  Isaac  &  Co 

130 

58 

61 

78 

115 

199 

148 

197 

20 

42 

68 

Financial  Federal 

109 

100 

68 

17 

87 

134 

129 

163 

127 

51 

98 

Flexsteel  Industries 

199 

174 

132 

198 

199 

185 

131 

138 

23 

117 

16 

Forrester  Research 

31 

71 

111 

94 

26 

32 

47 

85 

112 

90 

31 

Forward  Air 

30 

19 

13 

111 

95 

100 

79 

89 

70 

69 

53 

FTI  Consulting 

107 

84 

167 

122 

64 

65 

196 

44 

122 

176 

181 

Gemstar-TV  Guide  International 

42 

157 

49 

4 

54 

62 

62 

61 

36 

1 

1 

Genesee  &  Wyoming 

99 

132 

98 

102 

72 

83 

176 

15 

62 

96 

161 

Gentex 

73 

46 

55 

26 

117 

170 

100 

183 

25 

6 

25 

Green  Mountain  Coffee 

129 

130 

48 

173 

120 

130 

134 

32 

154 

186 

17 

Hall,  Kinion  &  Associates 

20 

59 

76 

167 

25 

35 

27 

55 

46 

118 

98 

Hansen  Natural 

106 

73 

33 

179 

123 

130 

12 

195 

155 

186 

17) 

Heico 

96 

139 

140 

55 

36 

43 

55 

176 

66 

78 

lit 

Hello  Direct 

189 

176 

143 

196 

125 

146 

117 

113 

142 

181 

17! 

Jack  Henry  &  Associates 

48 

11 

18 

46 

92 

161 

115 

199 

53 

23 

22 

Herley  Industries 

126 

90 

67 

66 

111 

125 

159 

166 

161 

146 

141 

Hibbcrt  Sporting  Goods 

140 

90 

86 

103 

91 

150 

90 

135 

74 

129 

121 

Hilb,  Rogal  &  Hamilton 

88 

29 

20 

69 

183 

93 

185 

157 

41 

72 

71 

Hot  Topic 

32 

119 

53 

136 

28 

41 

39 

26 

64 

85 

95 



ICT  Group 

188 

104 

174 

181 

78 

166 

92 

116 

88 

174 

13" 

ICU  Medical 

149 

138 

110 

25 

116 

139 

137 

133 

178 

126 

U 

Impath 

132 

179 

184 

85 

31 

39 

61 

144 

120 

124 

52 

Inet  Technologies 

3 

9 

47 

29 

42 

73 

31 

77 

104 

24 

36 

Investors  Financial  Services 

95 

111 

124 

124 

56 

52 

103 

118 

11 

48 

26 

ITT  Educational  Services 

122 

15 

4 

137 

170 

195 

141 

196 

6 

56 

64 
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ZUUU  nANKINU; 


L-UMrANY  ! 

WHEN 

F  TUFV  1 

tANK 

Overall 

.  5-year 
average 
ROE 

Latest- 
12-mo 
ROE 

Operating 
margin 

5-year 
avg  sales 
growth 

Latest- 
12-mo 
sales  growth 

5-year 
average 
EPS  growth 

Latest- 
12-mo 
EPS  growth 

Sales 

Net 

income 

Market 
value 

Jakhs  Pacific 

37 

106 

140 

131 

5 

12 

32 

43 

55 

38 

122 

Key  Production 

90 

155 

171 

1 

101 

11 

100 

6 

156 

93 

105 

Knight  Transportation 

70 

57 

62 

61 

09 

116 

123 

160 

84 

87 

107 

Koala 

39 

77 

01 

57 

41 

16 

130 

117 

181 

163 

155 

KV  Pharmaceutical 

24 

36 

26 

60 

76 

126 

24 

122 

92 

63 

47 

LaBranche 

26 

167 

65 

16 

30 

59 

2 

3 

32 

7 

35 

Lawson  Products 

179 

06 

09 

142 

190 

102 

190 

141 

4 

44 

108 

Learning  Tree  International 

60 

14 

110 

147 

100 

171 

139 

25 

60 

26 

41 

Littelfuse 

104 

65 

69 

75 

194 

110 

107 

47 

1 

20 

66 

LoJack 

96 

6 

3 

101 

147 

197 

142 

190 

139 

132 

146 

Macrovision 

35 

79 

105 

11 

90 

20 

57 

34 

103 

03 

13 



Matthews  International 

140 

49 

45 

90 

105 

101 

165 

100 

35 

46 

79 

Measurement  Specialties 

23 

20 

6 

120 

103 

74 

40 

99 

167 

166 

124 

Medicis  Pharmaceutical 

66 

97 

154 

10 

20 

151 

49 

140 

100 

10 

23 

Mercury  Interactive 

40 

120 

71 

76 

45 

47 

45 

64 

49 

13 

4 

Meridian  Diagnostics 

152 

70 

194 

35 

132 

140 

191 

103 

173 

154 

148 

Meta  Group 

123 

143 

105 

132 

61 

91 

06 

114 

117 

121 

138 

Metro  One  Telecommunications 

142 

162 

196 

175 

23 

9 

20 

102 

110 

103 

127 

Micrel 

5 

32 

25 

23 

50 

42 

53 

57 

39 

10 

8 

MiniMed 

125 

101 

100 

119 

53 

61 

37 

70 

40 

40 

9 

Minuteman  International 

195 

152 

145 

176 

177 

120 

197 

110 

149 

102 

194 

Mobile  Mini 

114 

151 

144 

9 

162 

01 

41 

96 

153 

109 

111 

Modtech  Holdings 

112 

63 

103 

156 

15 

110 

67 

175 

63 

131 

141 

Molecular  Devices 

97 

70 

96 

65 

100 

102 

157 

134 

160 

114 

42 

National  Dentex 

192 

104 

131 

136 

175 

194 

101 

101 

158 

167 

163 

Navigant  International 

157 

150 

160 

121 

35 

95 

166 

02 

30 

92 

136 

Neogen 

102 

173 

130 

159 

140 

200 

60 

90 

193 

190 

189 

KetScout  Systems 

22 

21 

60 

52 

30 

115 

46 

137 

130 

ee 

63 

New  Horizons  Worldwide 

119 

169 

162 

107 

69 

63 

25 

92 

103 

115 

144 

Newport 

176 

144 

149 

155 

100 

97 

132 

00 

05 

104 

7 



North  American  Scientific 

IB 

113 

95 

IB 

27 

50 

zz 

35 

ton 
195 

173 

119 

Northern  Technologies  Intl 

113 

26 

36 

129 

160 

111 

100 

164 

196 

193 

195 

NovameMx  Medical  Systems 

173 

135 

191 

140 

172 

69 

106 

45 

182 

107 

176 
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The  transformation  is  simply  . . .  amazing.  Where  once  was  a  blue-collar,  industrial  port,  now 
exists  a  vibrant  harbor  area  thriving  with  new  businesses,  charming  renovations  and  a  splash 
of  local  color  enriched  by  a  long,  intriguing  history.  But  the  real  beauty  for  you  lies  in  a  loca- 
tion whose  transportation  system  connects  business  to  the  entire  world  by  rail,  sea,  or  air. 
A  quality  of  life  enhanced  by  a  wide  variety  of  arts  and  recreation  with  a  cost  of  living  ranked 
second-lowest  among  the  top  US  metropolitan  areas.  And  now,  there's  a  regional  business 
development  organization  that  provides  a  single  source  for  site  selection,  government  rela- 
tions, and  access  to  a  skilled  and  available  workforce.  Contact  us  at  I  -888-298-4322  or 
www.greaterbaltimore.org  and  see  how  Baltimore  can  give  your  business  wings. 


Greater 
Baltimore 
Alli  ance 

Yes.  Baltimore. 


Anne  Arundel  County  '  Baltimore  City  •  Baltimore  County  •  Carroll  County  •  Harford 


County  •  Howard  County 
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ZUUU  KANKINti 


Overall 

5-year 
average 
ROE 

Latest- 
12-mo 
ROE 

Operating 
margin 

5-year 
avg  sales 
growth 

Latest- 
12-mo 
sales  growth 

5-year 
average 
EPS  growth 

Latest- 
12-mo 
EPS  growth 

Sales 

Net 
income 

Markei 
value 

O'CkarlDy's 

100 

140 

142 

134 

124 

145 

146 

152 

5 

82 

121 

On  Assignment 

04 

40 

40 

152 

114 

137 

83 

156 

80 

86 

62 

Cnirack  Data  International 

101 

05 

161 

73 

102 

70 

143 

68 

173 

155 

134 

Opinion  Research 

151 

107 

39 

171 

88 

14 

76 

78 

33 

191 

132 

Orthodontic  Centers  of  America 

44 

04 

85 

20 

48 

101 

72 

111 

37 

3 

29 

P&F  Industries 

101 

105 

00 

170 

148 

121 

33 

156 

145 

177 

196 

Parlex 

100 

106 

183 

133 

146 

55 

85 

33 

123 

161 

159 

Penn  Virginia 

100 

103 

173 

3 

181 

44 

178 

84 

163 

76 

113 

Pericom  Semiconductor 

no 

111 

177 

04 

106 

54 

133 

68 

140 

162 

56 

Perry  Ellis  International 

175 

126 

121 

150 

120 

122 

156 

153 

22 

110 

182 

Petroleum  Development 

150 

131 

153 

145 

63 

117 

104 

186 

113 

136 

150 

Pixar 

36 

165 

118 

2 

52 

1 

60 

2 

78 

2 

31 

Plantronics 

43 

2 

1 

42 

151 

158 

112 

147 

3 

4 

21 

PLX  Technology 

0 

12 

81 

50 

44 

45 

44 

41 

177 

113 

63 

PolyMedica 

00 

160 

157 

68 

32 

53 

110 

38 

82 

66 

73 

Power-One 

105 

153 

176 

123 

86 

7 

121 

5 

14 

31 

12 

Pre-Paid  Legal  Services 

12 

18 

7 

33 

43 

128 

54 

168 

56 

16 

61 

Prima  Energy 

50 

87 

83 

5 

181 

40 

171 

17 

186 

91 

81 

QEP 

104 

02 

104 

185 

47 

160 

102 

128 

114 

183 

139 

OLogic 

4 

54 

43 

21 

73 

23 

0 

38 

52 

5 

5 

Quixote 

160 

137 

00 

81 

158 

163 

116 

158 

148 

135 

133 

RadiSys 

67 

121 

114 

166 

22 

64 

01 

28 

17 

52 

55 

RailAmerica 

103 

108 

130 

51 

50 

2 

104 

4 

33 

185 

139 

Rainbow  Rentals 

67 

13 

82 

143 

143 

141 

00 

155 

146 

172 

187 

Rambus 

36 

110 

100 

48 

33 

72 

57 

53 

172 

97 

6 

Ravenswood  Winery 

02 

75 

78 

85 

05 

57 

135 

178 

181 

165 

167 

Razorfish 

64 

170 

188 

118 

1 

8 

3 

36 

48 

67 

54 

Resiled 

34 

53 

41 

31 

67 

112 

77 

124 

116 

61 

44 

RF  Industries 

146 

115 

126 

80 

173 

118 

150 

54 

200 

288 

200 

RF  Micro  Devices 

41 

198 

83 

43 

3 

25 

7 

46 

0 

8 

10 

Richton  international 

20 

7 

2 

183 

74 

88 

58 

48 

42 

133 

171 

Saga  Communications 

160 

127 

122 

40 

150 

156 

111 

143 

134 

130 

104 

Sawtek 

15 

51 

63 

0 

00 

56 

70 

66 

38 

12 

32 

Semtech 

10 

33 

38 

56 

02 

26 

35 

27 

58 

14 

14 
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Competition  tough  in  the  local 
Alcatel  speeds  you  ahead  faster.  By  air. 


Whatever  the  market  and  whatever  your  profile,  Alcatel  puts  the  success  in  your  access.  Because  with  Alcatel  LMDS, 
you  get  a  total  solution  that's  tailored  to  meet  your  network's  —  and  your  customers'  —  unique  needs.  At  Alcatel,  we  lead 
the  way  in  Broadband  Wireless  Access  technology  with  a  complete  portfolio  of  end-to-end,  fully  integrated  network 
solutions  and  services.  Which  means  you'll  be  able  to  satisfy  everyone  in  the  market.  With  Alcatel,  you  can  deliver 
high-speed  data  services  not  only  to  large,  small  and  medium-sized  companies  but  also  to  SOHOs  and  professional  people. 
In  weeks.  With  Alcatel  LMDS,  rollout  is  fast.  Buildout  is  on  demand.  Already  a  number  of  major  operators  worldwide  have 
opted  for  the  Alcatel  Solution.  Competition  is  neck  and  neck  in  the  golden  mile.  Alcatel  LMDS  speeds  you  into  the  lead. 
Alcatel,  world  leader  in  LMDS. 


ARCHITECTS  OF  AN  INTERNET  WORLD 
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UU  best  omaii  uompanies 


2000  RANKING 


COMPANY 

WHERE  THEY  1 

IANK 

Overall 

5-year 
average 
ROE 

Latest- 
12-mo 
ROE 

Operating 
margin 

5-year 
avg  sales 
growth 

Latest- 
12-mo 
sales  growth 

5-year 
average 
EPS  growth 

Latest- 
12-mo 
EPS  growth 

Sales 

Net 

income 

Marki 
value 

Serena  Software 

6 

10 

125 

27 

21 

68 

10 

60 

141 

55 

281 

snuffle  Master 

33 

52 

72 

14 

107 

123 

64 

73 

190 

147 

131 

Sonic 

124 

76 

68 

45 

130 

189 

152 

146 

29 

30 

70 

Spectrum  Control 

144 

117 

112 

141 

144 

27 

173 

102 

113 

160 

IK 

sport  bnaict 

187 

147 

128 

196 

200 

155 

23 

178 

77 

162 

19) 

i  nee 

77 

31 

29 

71 

142 

167 

113 

165 

94 

74 

101 

Stanley  Furniture 

98 

44 

34 

139 

184 

188 

50 

126 

24 

64 

12S 

aiiiet  rinanciai 

177 

161 

136 

188 

167 

131 

82 

65 

83 

134 

161 

9ui  i  ei  aecurrry 

127 

58 

50 

127 

155 

184 

109 

149 

54 

75 

12E 

Strayer  Education 

91 

25 

35 

15 

145 

175 

175 

194 

157 

68 

931 

3  I  |  Ul  DUP 

158 

123 

19 

200 

187 

164 

30 

121 

97 

179 

19: 

dumma  inousines 

110 

101 

59 

126 

12 

149 

108 

172 

108 

151 

181 

Suprema  Specialties 

72 

93 

51 

199 

65 

46 

102 

87 

26 

159 

18! 

ourmooics 

145 

195 

94 

79 

99 

86 

4 

185 

196 

184 

87 

lecnne 

54 

42 

73 

7 

137 

169 

118 

81 

128 

49 

17 

■  a  If  n  1  a  f» 

IOKOIBC 

63 

102 

102 

83 

70 

58 

43 

151 

27 

25 

191 

TclCom  Semiconductor 

49 

107 

8 

100 

163 

106 

52 

12 

164 

98 

10C 

Three-Five  Systems 

181 

193 

192 

182 

157 

38 

193 

1 

81 

95 

69 

iiaeit  lecnnoiogies 

55 

129 

66 

164 

62 

19 

84 

20 

162 

145 

14S 

loiigraoe  uommunicaiions 

21 

67 

64 

54 

93 

13 

107 

16 

143 

73 

241 

Trex 

1 

4 

24 

30 

10 

22 

17 

79 

125 

79 

82! 

ir  ifjuinT  oemiconaucTor 

117 

191 

179 

108 

60 

30 

63 

23 

57 

15 

15 

Tuscarora  Plastics 

186 

103 

117 

120 

186 

183 

199 

161 

38 

100 

131 

umieo  uuaruian 

120 

85 

54 

62 

198 

192 

78 

107 

199 

199 

191 

ua  rnysicai  inerapy 

76 

47 

42 

109 

127 

148 

158 

71 

174 

192 

 1 

is; 

uno  ncsiaurani 

194 

177 

147 

151 

196 

176 

106 

95 

51 

111 

16C 

Vans 

191 

158 

155 

189 

121 

94 

192 

128 

28 

107 

llj 

IfiaCat 

65 

61 

78 

103 

88 

103 

90 

131 

135 

125 

741 

nen  i .  amt> 

19 

3 

197 

185 

4 

3 

69 

13 

188 

168 

451 

Xeta  Technologies 

9 

22 

17 

77 

55 

4 

101 

90 

147 

164 

151 

fuung  innovaiions 

134 

74 

113 

34 

100 

172 

179 

160 

184 

148 

14i 

Zevex  Internationa! 

159 

196 

181 

118 

51 

24 

194 

9 

192 

198 

19C 

Zoll  Medical 

184 

188 

170 

178 

169 

66 

167 

40 

130 

152 

91 

Zomax 

11 

45 

10 

104 

13 

18 

145 

11 

43 

27 

il 
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©2000  Redleaf  Group,  Inc. 


Redleaf 

Where  innovation  lives. 


That's  the  thing  about  extraordinary  ideas. 
They  rarely  turn  up  in  ordinary  places. 

By  comparing  innovative  ideas  from  all  over  the  globe,  we  can 
.  differentiate  prodigy  startups  from  tepid  knock-offs. 
It's  comparative  selection,  and  it's  like  no  seed  stage  strategy  on  earth. 
www.redleaf.com 


beST  omaii  uompanies 


e  World's  Best 

From  online  books  and  hearing  aids  to  soft  drinks  and 
discount  airlines,  global  entrepreneurship  is  thriving. 


BY  JOHN  H.  CHRISTY 
AND  FRANCESCA  SEARS 

THE  U.S.  STILL  HAS  THE  LARGEST 
and  most  liquid  capital  market  on 
the  planet,  as  well  as  the  most  vi- 
brant entrepreneurial  culture.  But  the 
rest  of  the  world,  Europe  in  particular, 
is  making  an  honest  ef- 
fort to  catch  up. 

In  Germany  last  year 
there  were  168  initial  of- 
ferings, up  from  just  15  in 
1994.  Since  its  March 
1997  launch  the  Teutonic 
answer  to  Nasdaq — 
the  Neuer  Markt — has 
amassed  a  total  market 
cap  of  $160  billion,  with 
318  listed  companies. 
Over  a  similar  period  the 
capitalization  of  the 
French  version,  the  Nou- 
veau  Marche,  has  soared 
to  $24  billion  from  zilch. 

The  100  small  compa- 
nies on  pages  342  and  344 
are  among  the  best  the 
world  beyond  our  bor- 
ders has  to  offer.  To  find 
them  we  tapped  into  the 
Worldscope  database, 
using  software  by  FactSet 
Research  Systems  (num- 
ber 29  on  the  200  Best 
list).  Each  member  has 
less  than  $500  million  in 
revenue  during  the  past 
fiscal  year,  annualized 
sales  and  earnings  growth 
of  more  than  15%  over 
the  past  three  years  and 
return  on  equity  of  at 
least  12%. 

That's  where  the  simi- 
larities end.  They  make 
everything  from  hearing 


aids  (Switzerland's  Phonak  Group  and 
Denmark's  William  Demant)  to  dia- 
mond necklaces  worn  by  Sharon  Stone 
(Italy's  Bulgari  SpA)  and  represent  26 
different  countries. 

Technology  companies,  like  India's 
Infosys  Technologies  and  Computer 


You  get  a  feeling  of  deja  vu 
when  looking  at  some 
of  the  companies  listed  here. 


Services  in  the  Netherlands,  domin 
the  list — 20%  of  the  total.  But  ther 
still  money  to  be  made  in  basic  go 
and  services. 

Al-Ahram  Beverages  in  Egypt  usj 
to  be  a  state-owned  monopoly.  Prhj 
tized  in  1997,  the  company  has  a  retui 
on  equity  of  27%  and  a  net  margin 
33%,  on  par  with  Coca-Cola.  With 
own  line  of  brands,  Al-Ahram  is  pois 
to  dominate  an  untapped  niche  mark 
offering  1.2  billion  Muslims  sophisi 
cated  nonalcoholic  drinks,  as  well 
serving  as  an  important  Middle  Ei 
and  North  African  brewer  and  distrib 
tor  of  beers  such  as  Cai] 
berg  and  Guinness. 

You  get  a  feeling 
deja  vu  when  looking 
some  of  the  compan 
listed  here.  Irelam 
Ryanair  Holdings,  for  i 
ample,  is  in  the  mold 
our  own  Southwest  Aj 
lines,  stealing  traffic  frc 
Europe's  big  natioi 
carriers  by  offeril 
cheap,  no-frills  serv 
on  short  trips  throug 
out  Europe.  Canadl 
Chapters  Online  lod 
an  awful  lot  like  Amaz 
or  Barnes  &  Noble,  sfi 
ing  books,  music  a 
DVDs  over  the  W 
France's  Leon  de  Bru 
elles  S.A.  is  a  chain 
family  restaurants  wh< 
signature  dish  is  muss 
and  french  fries,  b 
which  is  otherwise  rer 
niscent  of  American 
sual  dining  chains  1 
T.G.I.  Friday's  or  0< 
back  Steakhouse. 

Visit  forbes.co 
forbesglobal  for  an  < 
panded  list  of  hot  grov 
companies  abroad,  p 
profiles  of  Al-Ahram  a 
19  others  compiled 
the  staff  of  FORI 
GLOBAL,  our  inten 
tional  edition. 
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3-hour  flight  can  be  a  life-enhancing  experience.  Especially  if  the  food's  good.  And  in 
ijnew  World  Business  Class,  that's  what  you'll  find.  This  fall,  we'll  begin  introducing 
service  with  55%  more  legroom  and  150-degree  recline.  A  digital xiudio  system.  Meal 
ice  that  defies  airline  standards.  And  if  you  purchase  a  World  Business  Class  round-trip 
?t  now,  you'll  earn  enough  miles  to  get  you  to  a  free  off-peak  round-trip  ticket  within 
J.S.  To  register,  call  1-800-508-2000,  ext.  8090,  by  December  31.  For  reservations,  call 
'  travel  agent  or  Northwest.  You  can't  have  too  many  comforts  on  a  long  flight.  We're 
ring  the  way  for  more. 
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WortdPerks  urates  whose  rVorldPerks  mailing  address  is  in  the  United  Slates  or  Canada.  Passengers  must  be  registered  in  the  promotion  prior  lo  lirsl  segment  ot  qualifying  travel  and  no  later  than  December  31, 2000.  No  one  may  earn  multiple  WorldPerks  bonuses  with  the  same  qualifying  round  trip.  Passengers 
for  promotions  with  overlapping  time  periods  are  eligible  only  (or  the  first  promotion  in  which  they  register  Qualifying  travel  must  commence  after  registration  dale  and  be  completed  no  later  than  January  31, 2001.  Travel  must  originate  in  the  U.S.  or  Canada  on  a  purchased  fare  booked  in  J  or  C  class  and 
ic  or  transpacific  portion  must  be  on  Northwest  or  KIM  operated  flights  or  Northwesl-designated  flights  operated  by  Air  China.  Any  qualifying  travel  will  earn  10,000  Bonus  Miles  per  round-trip,  5,000  per  one  way.  Bonus  Miles  will  be  posted  to  your  account  within  loui  to  su  weeks  alter  completion  of  qualifying 
sengers  must  claim  WorldPerks  miles  on  qualifying  flights.  ©  2000  Northwest  Airlines.  Inc. 
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fcOMPANY/butiness 

Country 

Recent 
price 

P/E 
2000 

estimated 

ROE 

latest 
fiscal  year 

EPS 

3-year 
growth 

Sales 
(Smil) 

Net 

income 
(Smil) 

Market 
value 
($mil) 

(  W.i4  /computer  hardware 

Netherlands 

$41.03 

28.5 

130% 

63% 

$72 

$8.8 

$331 

|  2 

j  Gss>ina/IT  services 

Netherlands 

28.94 

28.8 

110 

52 

260 

28.3 

942 

3 

1  Fayrewood/electronics  distributors 

UK 

3.56 

18.4 

100 

163 

263 

16.9 

100 

4 

Computer  Services/IT  services 

Netherlands 

22.50 

23.4 

81 

54 

282 

13.8 

406 

5 

■    ..  /electronic  equipment 

Netherlands 

10.02 

19.6 

76 

63 

36 

5.4 

78 

6 

iCT  Automatisering/electronic  components 

Netherlands 

41.83 

30.8 

65 

134 

66 

10.3 

335 

7 

Magnus  Holdings/business  services 

Netherlands 

5.91 

67.0 

64 

62 

34 

0.5 

108 

8 

Athens  Medical/hospital  management 

Greece 

12.25 

54.8 

59 

59 

98 

45.0 

864 

9 

/financial  services 

Germany 

20.65 

10.4 

55 

171 

139 

58.6 

854 

10 

Satyam  Computer/IT  services 

India 

10.58 

55.2 

52 

103 

155 

30.9 

3,034 

11 

Groupe  Focal/business  services 

France 

45.00 

13.9 

52 

62 

91 

7.7 

90 

12 

William  Demant/hearing  aids 

Denmark 

47.20 

72.3 

51 

31 

255 

34.9 

1,736 

13 

Zapf  Creation/recreational  products 

Germany 

44.12 

25.4 

51 

44 

145 

10.8 

360 

14 

Semcon/business  services 

Sweden 

14.22 

28.8 

49 

28 

101 

6.9 

243 

15 

/healthcare 

Australia 

15.08 

53.8 

49 

22 

86 

12.0 

770 

16 

G!  Trade/electronic  components 

France 

45.44 

93.6 

47 

24 

48 

4.6 

449 

17 

Wiggins  Group/real  estate 

UK 

0.55 

15.0 

47 

66 

79 

36.6 

436 

18 

Telepizza/restaurants 

Spain 

4.95 

35.1 

45 

39 

294 

27.3 

1,029 

19 

Skilled  Engineering/personnel  services 

Australia 

0.79 

8.4 

44 

62 

385 

7.9 

60 

20 

/IT  services 

France 

54.27 

37.7 

42 

94 

257 

21.1 

961 

21 

Kingboard  Chemical/electrical  products 

Hong  Kong 

0.44 

4.4 

42 

42 

200 

56.2 

209 

22 

Beiieteau/recreational  products 

France 

95.30 

27.1 

41 

98 

358 

26.9 

794 

23 

Infosys  Technologies/IT  services 

India 

159.52 

86.9 

41 

98 

202 

65.6 

10,921 

24 

Royalblue  Group/software 

UK 

24.10 

NM 

39 

47 

64 

6.7 

737 

25 

Softroiiic/IT  services 

Sweden 

2.70 

21.5 

38 

199 

36 

4.0 

58 

26 

Zee  Telefilms/movies  &  entertainment 

India 

9.75 

79.3 

36 

101 

93 

61.2 

1,823 

27 

Puleva/foods 

Spain 

1.61 

20.2 

35 

17 

376 

28.1 

483 

28 

Informatics/other  consumer  services 

Singapore 

0.45 

15.6 

35 

15 

93 

7.5 

145 

29 

tisiilog/IT  services 

France 

111.19 

54.1 

34 

58 

394 

19.0 

1,208 

30 

Disetronic/health  care 

Switzerland 

1,018.26 

74.1 

34 

21 

151 

24.4 

4,074 

31 

Delta  Elec  Inds/electrica!  products 

South  Africa 

4.69 

12.9 

32 

25 

158 

18.0 

229 

32 

Gretag  Imaging/computer  hardware 

Switzerland 

227.37 

28.2 

32 

48 

437 

52.4 

1,754 

33 

AIT  Group/IT  services 

UK 

24.36 

NM 

32 

31 

35 

4.0 

510 

34 

Sonic  Healthcare/health  care 

Australia 

3.99 

46.9 

31 

24 

218 

11.2 

663 

35 

Photobition  Group/industrial  specialties 

UK 

3.47 

15.3 

30 

48 

144 

14.6 

311 

36 

Flextech  Holdings/wholesale  distributors 

Singapore 

0.64 

6.4 

30 

38 

172 

7.9 

65 

37 

Modul  1  Data/business  services 

Sweden 

4.78 

25.3 

30 

49 

45 

4.0 

92 

38 

/business  services 

Denmark 

44.36 

9.9 

29 

25 

59 

7.4 

92 

39 

Right-On  /apparel  &  footwear  retail 

Japan 

48.86 

29.8 

29 

91 

312 

11.2 

427 

40 

Britannia  Inds/foods 

India 

14.32 

29.9 

29 

41 

268 

11.7 

400 

41 

/electronic  equipment 

Switzerland 

1,530.28 

NM 

29 

125 

135 

22.2 

7,525 

42 

Sopra/IT  services 

France 

79.59 

36.8 

28 

97 

323 

18.3 

750 

43 

Al-Ahram  Beverages/beverages 

Egypt 

17.75 

11.8 

27 

27 

93 

30.8 

291 

44 

Infogrames/videogame  software 

France 

23.74 

69.0 

27 

77 

488 

21.0 

1,595 

45 

Tecan  Group/electronic  equipment 

Switzerland 

1,064.54 

69.7 

27 

34 

121 

17.6 

1,422 

46 

Eidos/recreational  products 

UK 

5.38 

21.5 

26 

50 

313 

40.5 

492 

47 

Leon  de  Bruxelfes/restaurants 

France 

7.07 

6.2 

26 

19 

51 

2.4 

15 

48 

-  /software 

Denmark 

17.51 

10.5 

26 

22 

132 

6.6 

69 

49 

/specialty  chemicals 

Sweden 

20.76 

20.6 

25 

46 

251 

19.3 

363 

50 

/telecommunications  equipment 

South  Africa 

2.92 

10.9 

24 

23 

483 

25.2 

317 

Prices  as  of  Sept.  29.  NM:  Not  meaningful.  Sources.  Exshare;  Worldscope  database:  IBES  International  via  FactSet  Research  Systems. 
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eBusiness  for  a  customer-driven  world. 


WARMTH, 

INTIMACY,  CHARM,  CARING 

and  other  secrets  of 

RUTHLESS  COMPETITORS. 


n. 


'ice  guys  finish  first 

First  in  revenue  growth.  First  in 
customer  satisfaction.  First  in  the 
hearts  of  their  shareholders. 

At  least,  that's  the  finding  of 
an  independent  study  of  companies 
that  use  Siebel  eBusiness 
Applications  —  realizing  an 
increase  of  21%  in  customer 
satisfaction,  15%  in  revenue  growth 
and  20%  in  employee  productivity.1 

This  helps  explain  why  overall, 
between  January  1995  and  December 
1999,  companies  who  made  significant 
investments  in  Siebel  eBusiness  Applications 
outperformed  leading  market  indicators 
such  as  the  Standard  &  Poor's  500  index  by  a 
stunning  85%: 

At  Siebel,  we  make  the  applications  that 
companies  need  to  succeed  in  today's  ruthlessly 
competitive,  customer-driven  eBusiness 
environment. 

The  most  valuable  asset  any  business  can 
have  is  the  loyalty  of  its  customers -since  it  can 
cost  up  to  12  times  more  to  replace  a  customer 
than  it  does  to  keep  one.  But  keeping  customers 
loyal  isn't  as  easy  as  it  used  to  be. 


Customers  want  to  do  business 
anytime,  anywhere,  in  a n v 
language,  in  any  currency,  and 
through  any  communications 
channel  thev  choose.  Whether 
they're  ordering  over  the  Web, 
connecting  to  a  call  center, 
buying  at  retail  or  talking  to  a 
service  rep  in  the  Held.  Clearly, 
in  this  multichannel  environment, 
customers  rule. 

That's  why  you  need  applica- 
tions that  can  give  everyone  in  your 
organization  access  to  the  same  real 
time  information-  so  no  matter  where  or 
with  whom  customers  interact,  they  feel  as  if 
they  are  having  one  continuous  uninterrupted 
conversation. 

Siebel  eBusiness  Applications  deliver  customer 
satisfaction  for  more  organizations  in  more 
industries  in  more  places  around  the  world.  It's 
a  brutally  competitive  world  out  there.  But  it 
really  pays  to  be  nice. 

(     FOR  MORE  INFORMATION,  VISIT  US  AT  | 
SiEBEL.COM  oi  800.273.9913 


CUSTOMER 

satisfaction  EMPLOYE! 
INCREASE  productivity 
GAINS 


REVENUE 
groiuth 


In  a  major  study,  Siebel  solutions  helped  increase 
revenue  bv  15X,  customer  satisfaction  by  l\%  and 
jj    employee  productivity  by  20%.  Which  makes  for 


happv  shareholders.  And  not-so-happy  competitors. 
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SAN  MATEO  ■GHICA( 


eBusiness 

TORONTO     SYDNEY     PARIS     MUNICH     TOKYO     HONGKONG     MEXICO  CITY     SAO  PAULO 
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1 
3 

toe 

COMPANY/business 

Country 

Recent 
price 

Pit 
2000 

estimated 

ROE 

latest 
fiscal  year 

EPS 

3-year 
growth 

Sales 
($mil) 

Net 

income 
(Smil) 

Market 
value 
(Smil) 

Enea  Data  /business  services 

Sweden 

$576 

NM 

24% 

30% 

$59 

$3.7 

$941 

.   ...  _ 

52 

|  Sarasin  &  Cie/private  banking 

Switzerland 

3,364.30 

21.4 

24 

39 

242 

60.1 

2,971 

~53 

Vaisala/electronic  equipment 

Finland 

19.15 

15.6 

23 

17 

146 

22.8 

324 

54 

Oatapuise  Tech/electronic  equipment 

Singapore 

0.28 

13.4 

23 

149 

27 

8.6 

160 

SS 

Ionics/electronic  components 

Philippines 

0.29 

13.7 

22 

17 

53 

12.0 

116 

56 

NRJ  Group/broadcasting 

France 

39.36 

67.6 

22 

29 

289 

34.3 

2,739 

57 

Marteta/office  equipment 

Finland 

21.18 

6.3 

22 

51 

151 

9.2 

43 

58 

Takasago  Electric/recreational  products 

Japan 

46.55 

13.3 

22 

53 

256 

21.7 

743 

59 

Joyf  till  /restaurants 

Japan 

18.49 

10.9 

22 

27 

294 

22.9 

299 

60 

Bulgari/luxury  goods 

Italy 

12.31 

49.8 

22 

21 

475 

59.4 

3,459 

61 

Sabate/wine  bottle  corks 

France 

35.30 

20.6 

21 

31 

84 

5.3 

128 

62 

Ryanair  Holdings/airlines 

Ireland 

7.80 

35.4 

21 

41 

354 

69.3 

2.630 

63 

Yushin  Precision  Equip/industrial  machinery 

Japan 

72.64 

57.3 

21 

105 

140 

17.6 

955 

64 

Ritek/computer  peripherals 

Taiwan 

3.30 

13.0 

21 

134 

457 

169.3 

2,757 

65 

Phonak/hearingaids 

Switzerland 

3,355.63 

66.7 

20 

25 

189 

20.4 

2,083 

66 

Sachsenring  Autemo/auto  parts 

Germany 

8.82 

8.5 

20 

160 

231 

12.6 

77 

67 

Business  Objects/software 

France 

112.42 

NM 

20 

66 

228 

22.5 

4,156 

68 

Sabaf  /metal  fabrication 

Italy 

11.45 

16.0 

20 

24 

59 

7.8 

126 

69 

GFI  Informatique/IT  services 

France 

37.95 

66.2 

20 

39 

378 

17.1 

1,506 

70 

KSP  Yhitot  /specialty  telecommunications 

Finland 

9.27 

30.0 

20 

22 

38 

8.9 

127 

71 

Tomra  Systems/recycling  machines 

Norway 

32.88 

74.4 

20 

34 

271 

34.7 

2,627 

72 

Columbus  IT  Partners/IT  services 

Denmark 

13.48 

21.8 

19 

69 

79 

3.8 

76 

73 

Ingenico/electronic  equipment 

France 

38.71 

79.8 

19 

27 

184 

11.8 

959 

74 

MKC  Stat/IT  services 

Japan 

19.99 

97.7 

18 

135 

459 

18.9 

557 

75 

Watami  Food  Service/restaurants 

Japan 

55.06 

64.2 

18 

68 

238 

16.6 

1,402 

76 

Elektronikgruppen/electronics  distributors 

Sweden 

10.38 

15.7 

18 

84 

59 

2.5 

54 

77 

Sero  Entsorgung/environmenta!  services 

Germany 

4.54 

NA 

18 

68 

191 

13.3 

33 

78 

Real  Software/software 

Belgium 

30.28 

22.0 

18 

26 

250 

6.4 

414 

79 

Brembo/auto  parts 

Italy 

9.10 

21.5 

17 

20 

355 

18.5 

506 

80 

Heyde/business  services 

Germany 

28.68 

NM 

17 

78 

93 

7.1 

1,143 

81 

Plastiques  du  Vai/plastics 

France 

36.18 

14.2 

17 

23 

146 

6.8 

97 

82 

IBS/electronic  equipment 

Sweden 

3.09 

22.7 

17 

87 

282 

9.8 

257 

83 

Brederode/financial  conglomerates 

Belgium 

117.10 

7.7 

16 

32 

172 

57.4 

536 

84 

Swisslog  Holding/industrial  machinery 

Switzerland 

617.90 

63.8 

16 

135 

453 

19.6 

1,747 

85 

Mikron/industrial  machinery 

Switzerland 

827.34 

32.0 

16 

28 

332 

18.9 

939 

86 

Dae  Duck  Electronic/electronic  components 

South  Korea 

8.97 

11.8 

16 

26 

207 

15.6 

277 

87 

Qiagen/health  care 

Netherlands 

47.65 

NM 

15 

38 

137 

12.0 

6,504 

88 

Aixtron/industrial  machinery 

Germany 

125.30 

NM 

15 

36 

85 

10.5 

3,826 

89 

Montupet/auto  parts 

France 

19.41 

10.7 

14 

43 

334 

14.5 

183 

90 

Transtec/electronic  components 

Germany 

20.03 

NM 

14 

37 

176 

4.1 

69 

91 

Exco  Technologies/industrial  machinery 

Canada 

5.05 

14.3 

14 

25 

81 

8.0 

101 

92 

Inter  Parfums/household  &  personal  care 

France 

52.90 

32.9 

14 

36 

57 

4.7 

156 

93 

Dr  Reddys  Labs/generic  pharmaceuticals 

India 

27.28 

31.9 

14 

•20 

113 

13.8 

739 

94 

Exbud/engineering  &  construction 

Poland 

5.41 

8.1 

13 

33 

482 

11.4 

88 

95 

Cell  Network/electronic  components 

Sweden 

4.94 

32.4 

13 

65 

110 

4.0 

330 

96 

Nishimatsuya  Chain/apparel  &  footwear  retail 

Japan 

13.05 

13.4 

13 

19 

274 

8.7 

179 

97 

Software  Innovation/IT  services 

Norway 

12.45 

28.5 

13 

21 

32 

2.4 

86 

98 

Chapters/specialty  stores 

Canada 

6.85 

10.3 

12 

22 

446 

11.7 

77 

99 

Mosaic  Group/business  services 

Canada 

11.03 

37.7 

12 

43 

276 

11.9 

636 

100 

Stedim/health  care 

France 

78.32 

24.4 

12 

25 

25 

2.0 

76 

Prices  as  of  Sept  29  NA:  Not  available.  NM:  Not  meaningful.  Sources;  Exshare.  Worldscope  database:  IBES  International  via  FactSet  Research  Systems. 
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Approximately 
2000  publications. 

Approximately 
10  million  articles. 

For  approximately  $0.00. 


Jever  before  have  you  gotten  so  much  for  so  little.  At  FT.com's  TotalSearch, 
ou'll  find  our  Global  Archive,  the  world's  largest  business  resource,  containing 
000  publications  from  around  the  globe  and  over  10  million  articles,  with  25,000 
nore  being  added  every  day.  And  although  our  resource  is  constantly  growing, 
ie  cost  stays  exactly  the  same-$0.00.       The  global  economy  clicks  here. 


FTxom 

FINANCIAL  TTMJ 


©2000FT.com 


Is  he  passing  a  kidney  stone? 


About  to  have  a  root  canal? 

Or  trying  to  send  information 
over  a  five-year-old  network? 


3Com 

Simple  sets  you  free. 


Copyrigtl!  $2000. 3Com  Corporalion.  All.i 


Desi  ornan  uumpanie 


4H 


j  I 

Innocents 
Abroad 

The  high-flying  Internet 
consultants  have  crashed.  Is 
heading  overseas  the  answer? 


BY  KERRY  A.  DOLAN 

YOU  WOULD  HAVE  THOUGHT 
they  were  at  an  Eminem  con- 
cert— 450  rowdy  British  execu- 
tives at  a  conference  hall  in  a  downtown 
London  hotel.  Only  this  was  a  monthly 
gathering  of  digerati  featuring  a  speaker 
from  Scient,  the  San  Francisco-based 
Internet  consultancy.  At  the  end  of  the 


keynote  speech,  "E-business: 
Lead  or  Get  Crushed,"  the 
crowd  rose  from  their  seats, 
and,  on  the  speaker's  cue,  bel- 
lowed, "We're  on  fire!" 

To  be  sure,  the  drinks 
helped  loosen  that  British  re- 
serve. But  the  crowd  of  poten- 
tial customers  seemed  gen- 
uinely jazzed  by  what  Scient 
had  to  offer.  One  client  came 
out  of  it,  and  the  company 
hired  several  people  who  were  in  the 
audience. 

Such  scenes  are  the  front  lines  of 
U.S.-based  Web  consulting  firms,  thrust 
into  global  expansion  by  design — or  by 
circumstances  they  couldn't  control. 
When  American  demand  for  such  ser- 
vices started  cratering  this  summer,  one 
obvious  place  for  the  firms  to  look  for 


new  business  was  overseas.  Not  surpr 
ingly,  some  of  these  e-consultants  ha 
stepped  up  their  efforts  at  foreign  e 
pansion;  others  already  had  a  toeho 
before  the  slowdown  hit  at  home. 

A  fortunate  happenstance,  indee 
This  year  companies  will  spend  $19 
billion  on  e-business  consulting  in  u 
U.S.  versus  $20.5  billion  in  the  rest 
the  world,  estimates  Gartner  Dataque 
The  numbers  are  supposed  to  doub 
every  two  years  for  a  while. 

That  money  isn't  just  lying  on  tl 
ground.  "Conceptually,  having  a  glot 
presence  is  very  appealing,"  says  Dav 
Sturtz,  analyst  at  Credit  Suisse  Fit 
Boston.  "Operationally  it  can  prese 
some  challenges."  For  starters,  there  a 
language,  tax  and  recruiting  issues,  pi 
the  tasks  of  managing  more  people  ai 
deploying  resources  efficiently.  Add 
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Welcome  to  the  new  economy.  And  welcome  to  the  new  Fannie  Mae.  We're  using  the 
power  of  the  Internet  to  quickly  become  one  of  the  world's  largest  e-businesses. 
With  the  click  of  a  mouse,  we  can  span  continents  and  leap  oceans  to  find 
low-cost  mortgage  funds. 


Of  course,  we're  old  hands  at  searching  the  international  capital  markets 
for  the  lowest-cost  financing  for  American  home  buyers.  During  the 
1990s,  we  raised  over  $145  billion  from  international  investors.  And 
moving  these  processes  to  the  Internet  will  continue  to  help  us  ensure 
affordable  mortgage  funds  for  American  families. 

In  fact,  last  year  alone,  we  issued  $48  billion  of  debt  securities  through  our 
Web  site.  Which  explains  why  we're  among  the  world's  largest  e-businesses. 
Fanniemae.com.  It's  how  we  do  business.  Period. 


FannieMae 

www.fanniemae.com 


you  may  think  it  takes  a  bloodhound  to 

track  down  global  SOUrCSS  of  low-cost  funds 
But  it's  amassing  what  you  can  do  with  a  mouse. 


dost  oman  oumpanius 


that  the  fact  that  these  companies  don't 
have  the  brand  recognition  of,  say, 
McKinsey. 

That's  not  stopping  these  folks. 
"We've  always  expected  that  50%  to 
55%  of  the  e-business  market  would  be 
outside  the  U.S.,"  says  Christopher 
Lochhead,  chief  marketing  officer  of 
Scient,  which  posted  revenues  of  $156 
million  in  the  year  through  March.  The 
opportunities  are  out  there.  By  the  end 
of  this  year  33%  of  western  Europe, 
25%  of  Japan  and  1%  of  Asia  (exclud- 
ing Japan)  will  be  wired  to  the  Web, 
compared  with  47%  of  the  U.S.,  ac- 
cording to  research  firm  IDC.  The  rest 
of  the  world  combined  will  spend 
three-quarters  of  the  $142  billion  the 
U.S.  will  on  Internet  commerce. 

How  best  to  expand?  One  way  is  to 
follow  a  client — or  score  one  before 
you  branch  out.  Reston,  Va. -based 
Proxicom,  which  pulled  in  revenues  of 
$83  million  last  year,  landed  French 
automaker  Renault  in  January  to  de- 
sign and  implement  Web  sites  for  con- 
sumers in  France,  Germany  and  the 
U.K.  Proxicom  had  been  planning  a 
Paris  outpost,  but  the  Renault  account 
accelerated  its  timetable,  creating  "a 
huge  legitimization,"  says  Ray  Tofolo, 
a  vice  president  who  heads  Proxicom's 
Paris  office.  "We've  got  a  footprint 
here  right  away."  Other  French  com- 
panies have  come  knocking;  a  few 
have  signed  on. 

Scient  followed  a  similar  route  to 
Singapore.  Chief  Executive  Robert 
Howe  sits  on  the  board  of  Develop- 
ment Bank  of  Singapore,  a  publicly 
traded  bank  that  is  minority-owned  by 
the  government.  That  relationship 
helped  Scient  set  up  its  first  foreign 
outpost  in  November  1999.  With  its 
satellite  office  in  Hong  Kong,  Scient 
has  taken  on  clients  like  steel  exchange 
IsteelAsia  and  Hong  Kong  wireless 
firm  Sunday.  It  has  since  added  opera- 
tions in  London,  Munich  and  Paris. 

In  some  cases  it  makes  more  sense 
to  buy  than  build  an  office.  In  1998, 
looking  to  turn  itself  into  a  global  firm, 
Manhattan-based  Razorfish  quickly  es- 
tablished an  overseas  presence  {see  cover 


story,  p.  184)  with  six  foreign  offices  by 
acquiring  Web  development  shops  in 
Britain  and  Sweden.  This  year,  when 
Razorfish  wanted  to  crack  the  -Japanese 
market,  it  formed  a  joint  venture  with 
Intervision,  a  Tokyo  ad  firm  that  does 
the  bulk  of  its  business  for  Sony.  The 
cultural  and  linguistic  differences  with 
Japan  necessitate  a  partnership,  figures 
Razorfish's  chief  operating  officer,  Jean- 
Philippe  Maheu.  "From  the  get-go  we 
have  a  local  partner  that  helps  us  trans- 
late our  strategy  for  the  local  market. 
And  it  gives  us  a  pipeline  [to  more  busi- 
ness]," he  adds. 

And  perhaps  a  hedge  against  slow- 
downs elsewhere.  Just  under  40%  of  Ra- 
zorfish's $141  million  in  revenue  for  the 
first  half  of  this  year  came  from  outside 
the  U.S. — a  percentage  at  least  three 
times  as  great  as  those  of  its  primary 
U.S.  competitors.  Proxicom  follows  with 
13%,  Scient  with  10%  and  Sapient  with 
8%  of  revenues  from  abroad. 

Recruiting  is  a  different  sort  of 
challenge.  Europeans  often  need  to  be 
persuaded  that  a  youthful  U.S.  corpo- 
ration is  not  a  fly-by-night  company. 
"People  overseas  are  very  concerned 
about  the  financial  reputation  and  the 
brand  reputation  of  the  company  they 
work  for,"  explains  Desmond  Varady, 
executive  vice  president  at  Cambridge, 
Mass.-based  Sapient,  which  had  1999 
revenues  of  $277  million  and  has  six 
offices  throughout  Europe  and  Asia.  In 
India  job  candidates  often  comment 
on  Sapient's  stock  performance  as  one 
reason  they're  impressed  by  the  com- 
pany. It  probably  helps  that  Sapient's 
shares  are  only  down  52%  from  the 
high  this  year,  compared  with  the  86% 

How  best  to 
expand?  Follow 
a  client— or 
score  one  before 
you  branch  out. 


dive  for  Scient. 

Stock  options  as  a  recruiting  to 
don't  get  you  far  since  they're  tax{ 
more  punitively  abroad.  In  France,  Ge 
many  and  the  U.K.,  companies  mu 
get  their  options  schemes  approved  J 
local  tax  authorities  to  qualify  emplo 
ees  for  capital  gains  tax  treatment  wh( 
they  sell  their  shares.  Otherwise,  hefl 
local  personal  tax  rates  set  in.  In  tl 
U.K.  that's  40%;  in  Germany,  53.8%. 

Cultural  and  legal  snarls  aboun< 
Start  with  that  employee-friendly  3j 
hour  workweek  and  the  fact  that  Euro 
pean  workers  accrue  vacation  fast* 
than  their  U.S.  counterparts.  In  Frann 
Internet  consulting  employees  ai 
members  of  a  union-like  organizatio 
called  Syntec  that  allows  them  to  pu; 
sue  collective  bargaining  with  emplo; 
ers.  No  horror  stories  so  far,  but  U, 
firms  haven't  been  there  very  long. 

Language  barriers  must  t 
breached.  Take  that  Scient  marketir 
slogan,  "We're  on  fire."  In  French  it! 
"something  like  a  tender  declaration  < 
amour,"  says  Paul  Maher,  Scient's  Ul 
director  of  marketing,  who  droppe 
the  phrase  in  France. 

Generating  new  business  means,  < 
course,  getting  to  the  right  people.  1 
Hong  Kong  a  few  families  control 
large  amount  of  economic  activity, 
turned  out  that  two  Scient  employe* 
had  known  some  important  offsprir. 
since  elementary  school.  Those  reh 
tionships  helped  get  the  first  meetinj 
with  three  businesses  with  which  Scier 
is  now  in  serious  discussions. 

A  little  heft  never  hurts.  Before 
was  acquired  by  Proxicom,  Marti 
Chilcott's  small  British  firm  had  to  tur 
away  pan-European  work  for  th 
French  bank  BNP  Paribas.  Now,  as 
larger  organization,  Proxicom  can  tat 
on  a  global  banking  client  like  Dresdne 
Kleinwort  Benson. 

Foreign  expansion  is  no  quic 
panacea  for  these  companies'  ailin 
stock  prices.  The  revenue  boost  won 
show  up  on  the  profit  line  for  at  least 
few  quarters.  But  someday  these  firn 
just  might  become  household  name 
in  Tokyo.  I 
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with  a  company  you  don't  know  just  because  they  bought  your  bank? 

With 

State  Farm  Bankf  you  can  be  sure  you'll  always  get 

Just 

what  you  deserve  —  Good  Neighbor  service.  So  don't  bank  with  just 

Anyone 


when  you  can  Bank  with  a  Good  Neighbor™. 


Presenting  State  Farm  Bank® 

Get  competitive  rates  plus  a  great  selection  of  deposit  and  loan  products.  All  from  the  only  bank 
backed  by  the  company  built  on  Good  Neighbor  service.  To  find  out  how  you  can 
Bank  with  a  Good  Neighbor™  visit  statefarm.com™  or  call  toll-free  1-877-SF4-BANK. 


STATE  FARM 


INSURANCE 


Federal  Savings 

Barac 


FDIC 


LEr  El 


•Annual  Percentage  Yield  for  daily  balances  of  $25,000  and  above,  APY  for  balances  of  $5,000  to  $24,999  is  5.79%;  APY 
for  balances  of  $1,000  to  $4,999  is  5.26%,  APY  for  balances  of  $100  to  $999  is  4  84%  No  interest  is  earned  for  balances 
below  $100  Rates  subject  to  change  without  notification  before  and  after  account  opening.  Fees  could  reduce  earnings 
on  accounts.  Minimum  opening  deposit  of  $1,000  is  required  Available  in  the  U.S.  only 

STATE    FARM    BANK    •    HOME    OFFICE:    BL00MINCT0N,  ILLINOIS 
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Mirrors  and  Bubbles 

Fiber-optic  lines  can  zap  data  at  almost  unlimited  speeds,  but  they  are  hampered  by  the  ges 
attached  to  them.  Now  makers  are  approaching  a  Holy  Grail:  the  all-optical  switch. 


BY  CARLEEN  HAWN 

TELECOM  TITANS  ARE  SPEND- 
ing  billions  to  wrap  the  globe 
with  fiber-optic  cable,  thread- 
ing it  through  the  ground  and 
under  the  oceans.  Its  capacity 
is  almost  infinite,  except  for  a  weak  link: 
the  gear  it  relies  on  for  transmitting  data. 

The  problem  is  a  kind  of  language 
barrier.  Data  are  in  electrons,  the  basic 
units  of  chips  and  computing,  but  fiber 
optics  uses  photons,  the  basic  unit  of 
light  waves.  This  means  the  chip-based 
computers  that  run  a  fiber  network — 
the  switches  and  hubs  and  routers — 
must  convert  electrons  to  photons  and 
back  again  before  data  can  get  to  the 
right  destination. 

This  conversion  runs  up  the  costs  of 
data  networking  and,  more  important, 
takes  up  precious  time,  creating  a  costly 
bottleneck  in  our  otherwise  high-speed 
universe.  Currently,  fiber  can  carry  sig- 
nals at  10  gigabits  per  second,  but 
switches  can  handle  only  2.5gps.  That's 
why  the  all-optical  switch — one  that  re- 
ceives a  stream  of  light  at  one  end  and 
divides  it  and  reroutes  it  without  con- 
verting photons  into  electrons  and 
back — is  a  Holy  Grail  among  equip- 
ment manufacturers. 

By  some  estimates  an  all-optical  sys- 
tem could  increase  a  fiber  network's  ca- 
pacity sixteenfold;  it  also  could  reduce 
how  much  equipment  must  be  in  place. 

Dozens  of  companies  are  in  the 
hunt,  including  Nortel  Networks, 
Lucent,  Siemens  and  Cisco.  The  chase 
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has  spawned  scores  of  richly  valued 
young  enterprises,  including  Sycamore 
Networks,  Corvis  and  Ciena.  And 
while  many  claim  to  have  built  one, 
none  has  an  all-optics  box  up  and  run- 
ning for  real. 

All  told,  venture  backers  have 
pumped  more  than  $4  billion  into  the 
pursuit  of  the  perfect  optical  switch, 
and  incumbents  have  spent  billions 
more  to  acquire  upstarts  in  the  field.  It 
could  take  another  $2  billion  and  three 
years  before  a  real  solution  is  ready,  says 
Roger  Wery  of  PRTM,  a  consulting  firm 
in  Mountain  View,  Calif. 

If  makers  can  deliver,  two  rival  de- 
signs most  likely  will  take  hold.  The 
first  and  more  common  is  mechanical 
and  employs  a  system  of  thousands  of 
rotating,  tiny  mirrors.  It  is  used  by  Nor- 
tel, Lucent  and  Siemens.  The  second 
approach,  dubbed  Champagne,  forgoes 
any  moving  parts  and  uses  a  liquid 
heated  to  form  32  tiny  bubbles  that  fill 
the  role  of  the  mirrors  in  the  first  de- 
sign. It  was  invented  at  Hewlett- 
Packard  spinoff  Agilent  Technologies, 
based  on  HP's  vintage  technology  for 
InkJet  printers. 

First,  the  mirror  box.  Known  as  a 
microelectromechanical  system  (MEMS) 
switch,  it  uses  two  large  grids  of  minus- 
cule, rotating  mirrors  to  deflect  photon- 
filled  light  waves  from  one  glass  strand 
to  another.  That's  how  data  destined  for, 
say,  Chicago  are  split  off  from  voice 
messages  headed  for  Los  Angeles. 


Trench 


i! 


Fill  hole 


Gas  bubble 


Sounds  simple,  but  it  isn't. 

Nortel's  MEMS  switch  holds  2,31 
silicon  mirrors,  each  measuring  o 
millimeter  square.  They  are  cut  into 
slab  of  silicon  backed  by  a  ceramic  su 
strate.  Each  grid  holds  1,152  of  t 
square  sequins,  36  across  by  32  dow 
The  mirrors  hang  from  each  gr 
hinged  in  two  places  to  let  them  rot; 
in  three  dimensions. 

The  two  grids  stand  upright,  lea 
iog  in  toward  each  other  from  oppos 
sides  of  the  box.  The  left  grid  is  link 
to  a  series  of  1,152  incoming  fiber-op 
strands,  one  strand  for  each  micr 
mirror.  Likewise,  the  right-side  gi 
connects  to  1,152  outgoing  strands. 

In  the  milliseconds  before  an  i| 
coming  light  wave  passes  through  t 
left  grid,  software  determines  whi 
mirror  it  should  hit.  An  electric  char 


Gas  bubble 


Glass 


Liquid 


Silicon 


Nortel's  Mirror  Switch 


Mirror  set  2 


Point  B 
(OUT) 
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is  passed  across  the  grid,  rotating  the 
mirror.  The  light  wave  hits  the  left  mir- 
ror and  is  deflected  to  a  corresponding 
mirror  on  the  right  side.  The  second 
mirror  deflects  the  light 
wave  to  an  outgoing  fiber 
line  and  on  its  merry  way. 

Where  the  gear  inside 
Nortel's  switch  stands  up- 
right, the  innards  of  the  Ag- 
ilent switch  lie  flat.  Think  of 
Agilent's  switch  as  a  layered 
cookie  less  than  2  centimeters  long.  The 
bottom  wafer  is  a  thin  strip  of  silicon 
laden  with  microscopic  thermal  con- 
trollers. The  top  wafer  is  a  lmm-thick, 
diamond-shaped  glass  plate  etched 
with  a  plaid  pattern  of  "wave  guides," 
along  which  the  light  waves  travel.  Each 
wave  guide  is  connected  to  an  incoming 
fiber  strand. 

The  magic  lies  in  between.  The  sili- 
con layer  and  the  glass  plate  sandwich  a 
middle  layer  of  liquid  (which  Agilent 
won't  identify).  On  top,  at  each  inter- 
section of  the  glass  wave  guides,  is  a 
tiny,  rectangular  hole.  When  a  light 
wave  enters  the  switch,  software  dictates 
how  far  down  the  guide  it  should  travel. 

A  heat  sensor  on  the  silicon  wafer 
warms  the  filling,  forming  a  bubble. 
The  bubble  rises  up  through  a  hole  and 
intercepts  the  light  wave,  deflecting  it — 
in  effect,  rerouting  it — down  a  different 
path.  In  this  way  the  light  wave  is 
"switched"  to  a  second  fiber-optic 
strand  on  the  other  side. 

Neither  method  is  foolproof.  The 
success  of  Nortel's  switch  relies  on  its 
ability  to  rotate  mirrors  with  99.999% 
accuracy.  A  mirror  that  is  off  by  even 
one-thousandth  of  a  millimeter  will 
deflect  the  light  wave  to  the  wrong 
fiber  strand.  With  data  zipping  along  at 
up  to  40  billion  bits  per  second,  that 
can  mean  thousands  of  garbled  phone 
conversations. 

And,  for  the  very  reason  that  they 
move,  mirrors  on  MEMS  switches  like 
Nortel's  are  vulnerable  to  friction.  Over 
time,  wear  and  tear  will  make  them 
even  harder  to  adjust. 

Similarly,  critics  of  Agilent's  method 
fear  that  after  millions  of  state  changes 


DUBBED  CHAMPAGNE,  AGILENT'S  SWITCH  USE 
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the  filling  will  break  down, 
disabling  the  entire  switch. 

Plenty  of  companies 
are  angling  to  exploit  these 
weaknesses.  Lynx  Photonic 
Networks,  based  in  Wood- 
land Hills,  Calif,  thinks  it 
has  a  better  way.  Its  switch  has  no  mov- 
ing parts  and  no  transforming  liquids. 
It  is  made  up  of  a  piece  of  silicon  etched 
with  a  pattern  of  light  wave  guides  (as 
in  Agilent's  glass  plate).  Minute  electri- 
cal currents  are  used  to  adjust  the 
guides  themselves  and  the  resulting 
photon  path. 


For  now  Lynx  is  a  dark  horse.  Wi 
just  $28  million  in  venture  fundin 
may  have  a  hard  time  competing.  Th 
again,  it  may  not  even  have  to  go  tn 
route — it  could  always  get  acquired 
some  shockingly  high  price.  Nortel  spe 
$3.25  billion  to  acquire  Xros,  which  hi 
no  revenue  but  was  far  along  in  the  mi 
ror  technique  Nortel  is  backing. 

Agilent  has  spent  five  years  in  sirn 
lar  pursuit.  Nortel  expects  its  product 
be  ready  by  mid-2001.  Agilent,  whij 
has  agreed  to  supply  Alcatel,  hopes 
ship  its  bubbly  "photonic  switchh 
platform"  by  the  year's  end. 


E-COMMERCE 


Scanned 
Goods 

Bar  codes  have  graced  your 
groceries  for  25  years,  but 
suddenly  they're  sexy  stuff. 


BY  QUENTIN  HARDY 

SIMPLE,  PERVASIVE  THINGS  ARE 
powerful,  especially  when  tech- 
nology gives  them  new  life.  It  is 
why  some  firms  are  placing  $100  mil- 
lion bets  on  the  venerable  bar  code,  tat- 
tooed across  billions  of  retail  items 
since  1974. 

The  low-tech  system  is  suddenly  set 
to  star  in  the  next  act  for  e-commerce, 
where  wireless  meets  the  Internet.  Com- 
panies are  implanting  bar  code  scanners 
in  pens,  key  fobs,  cell  phones  and  pagers. 
Some  are  out  now  and  more  are  due  next 
year.  AH  are  aimed  at  reaping  revenue 
and  marketing  insights  in  one  swipe. 
Like  the  book  review  you  just  read? 


Swipe  it  with  your  pager  and  senc 
to  a  pal,  or  press  a  button  and  b» 
the  book.  Pay  your  bills  with  a  ce 
phone  scan,  or  order  a  birthday  g; 
off  your  daughter's  wish  list,  whit 
she  made  by  scanning  items  at  fl 
mall.  Or  shop  online  by  scannii 
print  ads,  never  having  to  type 
your    next    stop  (www.thisii 
reallyannoying/  ~andhardtodo.com 
Companies,  the  plan  goes,  a 
added  sales,  plus  lots  more  informi 
tion  about  consumers'  behavior- 
useful  for  selling  you  even  mol 
things.  The  new  codes  could  ah 
solve  long-unanswerable  questioi 
about  which  ads  really  work  and  whic 
articles  prompt  the  best  response. 

"This  will  help  consumers  shop  be 
ter.  It's  a  multimedia  gateway  to  s« 
what  works  and  what  doesn't,"  sa; 
Peter  Ritz,  chairman  of  AirClic,  whic 
wants  to  put  bar  codes  in  pagers  an 
other  wireless  devices.  Along  with  M( 
torola,  Connect  Things  and  bar  coc 
giant  Symbol  Technologies,  AirClic  h; 
raised  half  a  billion  dollars  to  form 
company  that  will  put  scanning  ted 
nology  into  wireless  devices. 

AirClic's  scanners  are  to  debut  i 
PDAs  and  cell  phones  early  next  year, 
rival,  DigitahConvergence,  has  intrc 
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=0R  THE  A/EM/.  NEW  ECONOMY. 

YOU  KNOW, THE  PROFITABLE  ONE.) 


The  promise  of  e-business  is  every  bit  as  robust  today  as  it  was  when  the  "new  economy"  was 
declared.  It's  just  that  things  that  were  labeled  passe,  like  planning,  infrastructure  and  profitability, 
have  returned  with  a  vengeance.  Welcome  to  the  new  "new  economy."  No  company  is  better  suited 
for  this  new  world  of  value-oriented  e-business  than  SAP,  with  our  supply  chain,  collaboration 
and  customer  relationship  solutions.  Out  with  the  "new."  In  with  the  "new  new."  Learn  more, 
type  in  w  w  w.mySAP.com 


mySAP.com 


duced  a  device  that  reads  codes  but  is 
tied  to  a  computer;  readers  use  it  to 
scan  bar  codes  in  print  ads  (including 
some  in  FORBES)  and  instantly  jump  to 
related  Web  sites.  Some  publishers  hope 
to  charge  a  premium  for  such  ads.  A 
third  company,  Qode,  is  set  to  release  a 
key  fob  that  reads  the  existing  codes  on 
manufactured  goods  and  links  to  a  PC, 
giving  users  quick 
access  to  Web- 
based  information. 

That's  a  lot  of 
new  news  for  an 
antiquated  tech- 
nology. The  old 

Westinghouse  first  developed  bar  codes 
in  1929  for  sorting  electricity  bills  (but 
they  were  never  used  that  way).  They 
didn't  really  take  hold  until  1974,  when 
a  shopper  in  Toledo,  Ohio  swiped  a 
pack  of  Juicy  Fruit  chewing  gum  across 
the  first  grocery  store  scanner. 

The  codes  now  appear  on  almost  all 
retail  items,  speeding  up  checkouts  and 
paving  the  way  for  other  uses,  from  in- 
ventory tracking  to  luggage  sorting. 

The  basic  retail  code  is  nothing 
more  than  a  transcription,  using  thick 


and  thin  black  bars,  of  the  number  that 
appears  on  the  bottom  of  the  code:  the 
first  six  numbers  for  the  manufacturer, 
the  next  six  for  the  product.  Enough, 
that  is,  for  a  million  companies,  each 
making  a  million  goods,  and  enough 
for  a  central  computer  to  take  in  the 
product  data  and  adjust  pricing  and 
other  information  in  real  time. 


"THIS  WILL  HELP  CONSUMERS 
SHOP  BETTER.  IT'S  A  MULTIMEDIA 
GATEWAY  TO  SEE  WHAT  WORKS." 


Not  bad,  but  industrial  bar  codes 
are  even  longer  and  encode  the  entire 
alphabet.  Simpler  postal  codes  mimic 
zip  codes  for  fast  machine  reading.  Far 
more  complex  two-dimensional  codes 
carry  enough  data  to  reconstruct  a 
photo.  They  look  like  shotgun  blasts. 

Even  before  the  Web,  bar  codes  had 
unexpected  uses.  Engineers  at  Inter- 
mec,  which  developed  the  original  stan- 
dard retail  code,  put  codes  on  the  backs 
of  bees  to  let  researchers  track  which 
workers  bring  in  the  most  pollen. 


To  help  a  fish  farm  "brand"  its  h( 
like  cattle  for  later  tracking,  Interrrj 
tweaked  a  scanner  to  read  a  kind  of  n 
ural  bar  code  in  the  fishes'  ears 
water  temperature  in  their  hatcher 
was  alternately  raised  and  lowen 
which  made  the  fish  develop  altern 
ing  light  and  dark  bands  of  cartila 
(Intermec  makes  Qode's  key  fob,  anc 
owned  by  Unova  Corp.  of  Los  Ange 
which  has  also  invested  in  Qode.) 

Symbol  Technologies,  which  to 
business  from  Intermec  with  a  series 
patents,  uses  bar  codes  to  process  kj 
on  and  off  school  buses,  and  to  iden 
highly  active  swine.  ("The  bad  bree 
is  bacon,"  a  Symbol  spokesman  sa 
Scientists  at  Kodak  have  embedded 
backs  of  photos  with  sound  glyphs. 

Now  AirClic  and  DigitakConw 
gence  are  adding  to  this  cornucopia; 
codes  with  their  own  special  desigi 
They  are,  of  course,  utterly  incompa 
ble,  raising  a  hurdle  to  consumer  acc^ 
tance.  DigitakConvergence  says  it  vj 
happily  license  its  code.  No  chance  hi 
use  the  DigitakConvergence  technolo 
says  AirClic's  Ritz,  who  says  he  needs 
code  small  enough  to  fit  a  classified  a< 

Ritz,  a  36-year-old  Soviet  emig 
formed  AirClic  last  year  and  tapped  fo 
mer  Black  &  Decker  executive  David 
Klatt  Jr.  to  run  it.  Together  they  lined 
the  investments  from  Motorola,  Co 
nect  Things  and  Symbol  as  well  as  Goi 
man  Sachs,  among  others.  They  aim 
build  a  business  on  bar  code  registratil 
fees  and  a  pay-per-swipe  from  retailei 

DigitakConvergence's  :CueCat 
free,  and  a  wireless  pen  version  that  al 
docks  up  with  a  PC  will  cost  less  th 
$50.  The  shop  has  raised  $185  millic 
some  of  it  from  newspaper  owner  Be 
(FORBES  has  made  a  small  equity  i 
vestment  and  has  picked  up  the  cost 
distributing  scanners  to  its  subscriber 
DigitakConvergence  is  counting  on  re 
enues  from  publishers  using  its  code 

The  company's  president,  Mich 
Garin,  says  he  is  getting  interest  fro 
firms  that  want  to  bar-code  their  ei 
ployee  manuals  for  use  with  corporz 
intranets,  plus  suggestions  for  enco 
ing  business  cards  and  parts  cataloj 
Raising  the  bar,  in  other  words. 


356     FORBES-  October  30,  2000 


HE  SYMBOL  FOR  M-BUSINESS  THAT  WORKS 


it  are  you  looking  for  in  a  mobile  business  site?  For  starters,  something  that  will 
>  you  create  a  whole  new  channel  to  reach  your  customers.  (Because  m-business 
about  squeezing  a  watered-down  version  of  your  Web  site  onto  a  smaller  device; 
ibout  building  a  personalized  solution  —  incorporating  what  we  call  m-logic  —  that 
s  value  to  your  customers  and  your  business.)  You  want  a  secure,  scalable  mobile 
form  that  leverages  the  unique  capabilities  of  mobile  devices,  such  as  alerts 
location  identification.  You  want  a  solution  that  gets  you  to  market  fast,  without 
Jiring  resources  you  don't  have.  Which  is  why  you  should  think  of  the  symbol  above 
■horthand  for  everything  an  m-business  solution  truly  should  be  —  and  then  some. 


FIND  OUT  WHAT  THE  INDUSTRY'S  ONE,  TRUE  M-BUSINESS  PLATFORM 
N  DO  FOR  YOUR  BUSINESS,  CALL  1-877-533-MORF  OR  VISIT  NETMORF.COM. 

right  ©  2000.  NetMorf  is  a  trademark  of  NetMorf,  Inc. 


N  ETMORF 

POWERING  M-BUSINESS 


in  web  hosting,  there's  no  such  thing  as  overkill,  the  tiniest  loophole  can, 
in  an  internet  instant,  become  a  floodgate,  that's  why  inter  online  services 
manages  your  e-business  with  the  kind  of  precision  that  intel  is  renowned  for. 
our  contingency  plans  are  tailor-engineered  to  prepare  you  for  even  the  most 
unexpected  events,  web  and  application  hosting  specialists  certified  in  over  35 
web  and  networking  standards  are  on  the  job  around  the  clock,  and  we  monitor 
the  entire,  end-to-end  web  path  from  you  to  your  customers  in  over 
40  countries  around  the  world,  because  in  the  surge  economy,  obsession 
is  the  price  of  admission,  to  take  the  first  step,  visit  us  online  or  call 
1-877-320-2662.  ( web  hosting  for  the  surge  economy  -»  intelonlineservices.com/info^) 


_fi  H  A_  RJDlW  A  R  E_ 


Take  My  Server— Please! 

Computer  makers  are  going  to  dangerous  lengths  to  win  new  customers. 
Great  news  if  you're  shopping  for  a  set  of  Unix  servers. 


BY  DANIEL  LYONS 

8BH8MHH  FOLKS  AT  DIGITAL  ISLAND 

■  have  figured  out  a  great  way  to 
I  buy  the  thousands  of  computers 
they  need  to  run  streaming  video 
across  the  Internet — they  sell  an  eq- 
uity stake  to  a  computer  company, 


then  spend  the  money  buying  com- 
puters from  that  company. 

Computer  makers,  far  from  resist- 
ing, in  fact  are  fighting  for  these  deals. 
A  few  months  ago  Compaq  Computer 
beat  out  two  other  rivals  for  the 
chance  to  sell  Digital  Island  8,000 


servers  at  heavy  discounts.  Compa 
spent  $15  million  to  buy  shares 
Digital  Island  and  committed  $50  mi 
lion  in  lease  financing  at  advantageoi 
rates.  "We  negotiated  one  vendc 
against  the  other  and  worked  out  tl 
best  deal  we  could,"  says  Leo  Spiegf 
president  of  Digital  Island 
San  Francisco. 

Last  December  Spiegel  cut 
similar  deal  with  Sun  Microsy 
terns,  which  bought  an  equi 
stake  in  Digital  Island  and  the 
sold  Digital  Island  5,000  servers 
Compaq  and  Sun,  as  well ; 
Dell,  Hewlett-Packard,  IBM  arj 
others,  are  all  bending  over  bacl 
wards  to  win  business  these  da)j 
They  are  discounting  heavill 
sometimes  up  to  50%  off  lii 
price.  They  are  throwing  in  fr 
software  and  services,  givir 
hardware  to  young  Internet  con 
panies  and  letting  them  pay  late 
once  they  start  generating  re 
enues.  They  are  also  buying  eo 
uity  in  potential  customers  as 
way  to  lock  down  deals  and  ei 
sure  future  loyalty. 

For  customers,  all  this  whee 
ing  and  dealing  means  one  thin 
There  has  never  been  a  betti 
time  to  buy  big  computer  sy 
terns.  "It's  a  phenomenal  tim 
because  it's  so  competitive,"  sa 
Jim  M.  Murry,  chief  informatic 
officer  at  Microgeneral,  a  con 
puter  services  company  that  f 
cently  got  IBM  to  slash  near 
50%  off  the  list  price  of  a  set  < 
new  RS/6000  Unix  servers. 

IBM  flew  Murry  and  seven  i 
his  staffers  to  an  IBM  lab  in  Norl 
Carolina  for  a  week  of  intense 
strategizing,  free.  IBM  also  offere 


360     FORBES"  October  30,  2000 


Integration  problem?  What  integration  problem? 

We've  done  the  near-impossible  in  the  10  years  we've  been  in  the  business:  integrate 
1300  customers  globally  (like  Nike,  Barnes&Noble.com,  PETsMART),  handle  a  record- 
setting  10  billion  transactions  in  one  day,  integrate  thousands  of  disparate  platforms  and  win 
Product  of  the  Year  from  cAI  Journal.  SeeBeyond  is  also  the  strategic  partner  of  choice  for  the  top 
three  independent  systems  integrators.  So  we're  pretty  sure  that  whatever  your  problem,  it'll  be 
no  problem  for  us.  Call  I -877-676-2877,  or  go  to  stc.com. 


A 

Bee  Beyond  «■ 


a  deal  on  its  DB2  database,  pricing  it  so 
low  that  rhe  combined  purchase  price 
and  maintenance  fees  for  DB2  were 
lower  than  what  Microgeneral  would 
have  paid  simply  to  keep  maintaining 
the  Oracle  database  software  it  had  pre- 
viously installed. 

Computer  makers  need  to  fight 
harder  these  days.  In  the  market  for 
Unix  servers  (which  form  the  backbone 
of  the  Internet),  of  the  three  leading 
players  IBM  and  Sun  grew  25%  or  bet- 
ter— and  HP  is  almost  there.  But 
the  overall  Unix  server  market  is  grow- 
ing 12%  per  year. 
The  broader  server 
market  is  growing  a 
mere  5%  a  year. 

The  big  guys 
have  been  growing 
faster    than  the 

market  by  stealing  business  from  sec- 
ond-tier companies  like  Silicon  Graph- 
ics. But  now,  to  maintain  their  high 
growth  rates,  the  leaders  are  turning  on 
one  other. 

Everyone's  top  target:  Palo  Alto, 
Calif. -based  Sun,  which  leads  in  Unix 
servers  with  a  43%  market  share  and  is 
especially  popular  among  dot-com  cus- 
tomers. Sun's  revenues  grew  33%  to 
$15.7  billion  in  its  most  recent  fiscal 
year,  and  net  income  soared  49%  to 
$1.7  billion. 

IBM,  which  invented  the  Reduced 
Instruction  Set  Computing  architecture 
at  the  heart  of  Unix  servers  and  once 
ruled  the  market,  seems  willing  to  do 
almost  anything  to  beat  Sun  on  a  deal 
these  days.  The  Dot-TV  Corp.,  which 
registers  Internet  domain  names  that 
end  in  .tv,  pitted  IBM  against  Sun  and 
came  out  a  winner.  IBM  delivered  a 
package  that  included  Unix  servers, 
DB2  database  software  and  $100,000 
worth  of  free  services  for  less  than  the 
cost  of  Sun  servers  and  Oracle  database 
software  alone.  "The  real  extra  value 
was  IBM's  services,"  says  Philip  Reese, 
vice  president  of  technology  at  the  Dot- 
TV  Corp.  in  Pasadena,  Calif. 

Equity  is  the  most  common  new 
weapon  used.  All  of  the  top  computer 
makers  are  investing  in  their  customers. 
Indeed,  equity  negotiations  have  be- 


come part  and  parcel  of  selling  hard- 
ware. Savvy  firms  now  shop  not  only 
for  the  best  price  on  servers  but  also  for 
the  highest  equity  valuation. 

Computer  makers  benefit  because 
there's  usually  an  understanding  that 
the  customer  will  buy  hardware  only 
from  its  new  investor-partner.  "There's 
no  contractual  quid  pro  quo,  but  cer- 
tainly one  reason  we  make  investments 
is  to  gain  more  loyalty  from  the  cus- 
tomer," says  Robert  Sender,  vice  presi- 
dent of  finance  for  the  Industry  Stan- 
dard Server  Group  at  Compaq. 


WE  NEGOTIATED  ONE  VENDOR 
AGAINST  THE  OTHER  AND  WORKED 
OUT  THE  BEST  DEAL  WE  COULD." 


►  By  the  Numbers 


This  is  a  boom? 

Unix  servers  form  the  backbone  of  the 
Internet,  but  sales  are  growing  slower 
than  you  might  expect. 

Estimated  worldwide 
sales  of  Unix  servers  this  year. 

f 

Rate  at  which  sales  of  Unix 
servers  grew  in  the  first  half  of  this 
year.  Overall  server  market  grew  a 
mere  5%. 

Compound  annual  growth  rate  for 
Unix  servers  from  1999  to  2004. 

Source:  International  Data  Corp. 

Earlier  this  year  IBM  launched  a 
program  whereby  new  companies 
could  get  a  break  on  servers  if  they 
give  IBM  warrants  that  can  be  con- 
verted into  equity.  In  July  Dell  used 
the  same  tactic  to  win  business  at  Elet- 
ter,  a  San  Jose,  Calif.-based  startup 
that  does  direct  marketing  over  the 
Web.  Eletter  was  using  computers 
from  IBM,  Compaq  and  Dell,  and 
went  to  all  three  companies  looking 
to  cut  a  special  deal. 

"Dell  was  very  aggressive,"  says 
Eletter  Chairman  Manish  Mehta.  In  ex- 
change for  what  Mehta  calls  a  "nomi- 
nal" number  of  warrants,  Eletter  gets 
Dell  servers  at  a  special  low  lease  rate. 


StoreRunner  Network,  a  San  Die) 
Calif.-based  e-commerce  company,  h 
been  a  loyal  Sun  customer,  but  ui 
changed  last  May  when  privately  hi 
StoreRunner  sold  a  small  stake  to  Coj 
paq  for  $13  million.  Soon  after,  Sto 
Runner  started  ripping  out  its  9 
servers  and  replacing  them  with  Coi 
paq  machines.  "Where  it's  feasi 
we're  replacing  Sun  equipment  wj 
Compaq,"  says  Victor  Oppleman,  ch 
technology  officer  at  StoreRunner. 

Hewlett-Packard,  meanwhile,  is  e 
ploying  a  tactic  that  comes  straig 
from  the  world  of  furniture  stores:  B 
now,  pay  later.  Its  "Garage"  progra 
lets  promising  young  companies  de 
payment  on  up  to  $2  million  worth 
hardware  for  as  long  as  six  montl 
Nearly  100  companies  have  signed  c 
Earlier  this  year  Qode,  an  e-commei 
newcomer  in  Fort  Lauderdale,  Fl 
made  HP  its  standard  server  provid 
after  HP  agreed  to  let  Qode  (pr) 
nounced  "code")  put  off  making  pa 
ments  until  the  company  started  gene 
ating  revenue. 

With  a  few  companies,  includi 
Ariba  and  USA.net,  HP  has  used  a  mc 
aggressive  arrangement  in  which  t 
customer  pays  nothing  for  hardware 
front  but  agrees  to  give  HP  a  slice  of 
future  revenue. 

Sun  is  fighting  back  with  its  ov 
equity  program,  committing  $500  mi 
lion  annually  to  equity  investments, 
far  this  year  Sun  has  invested  in 
companies. 

"VCs  will  be  predatory,  asking  f 
performance  penalties,  anything  to  ga 
an  advantage.  Sun  acts  more  like  a  pai 
ner.  They're  not  trying  to  squeeze  o> 
every  ounce  of  return,"  says  Christ 
pher  Strachan,  chief  executive  at  Tl 
Bulldog  Group,  a  Toronto-based  sol 
ware  company  in  which  Sun  recent 
invested. 

In  the  midst  of  the  great  Intern 
build-out,  it  may  seem  odd  that  con 
puter  makers  need  to  work  so  hard 
woo  customers.  But  there  are  tc 
many  suitors  chasing  the  same  mai< 
ens.  Get  out  the  hankies:  There  will  1 
some  hearts  broken  in  the  yea 
to  come. 
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PeopleSoft  Human  Resources  Management  gives  you  the  ability  to  assess  each  and  every 
employee's  job  satisfaction  in  real  time.  Our  new  Workforce  Analytics  products  help  you  gauge 
how  satisfied  an  employee  might  be  in  terms  of  compensation,  benefits  and  work  environment. 
You  can  even  add  learning,  professional  growth,  and  industry  benchmark  data  into  the  mix.  And 
because  our  new  generation  of  e-business  applications  is  built  to  run  purely  on  the  internet,  you 
can  take  action  on  the  analysis  on  any  web  browser.  So  you'll  always  have  what  you  need  to  keep 
recruiting  your  best  people  —  which  means  you  won't  lose  them  to  your  competition. 

CUSTOMERS  •  EMPLOYEES  •  SUPPLIERS 


People  power  the  internet. 


www.peoplesoft.com/hrms      1 .888.773.8277 


S  Q  LI  W  ARE 

Press  One 
For  the  Upsell 

New  software  promises  to  improve  the 
dreaded  call  center.  But  for  better  or  worse? 


BY  SCOTT  WOOLLEY 

FORGET  ABOUT  THE  ENDLESS 
Muzak,  the  baffling  voice  menus 
and  the  gruff  agents  that  make 
calling  most  toll-free  service  lines  so 
nightmarish  a  task.  The  world  of  call 
centers — practically  synonymous  with 
frustration — is  getting  a  high-tech 
makeover. 

A  bevy  of  companies  have 
unveiled  products  aimed  at 
making  the  call  center  down- 
right painless — and  even 
turning  it  into  a  marketing 
outlet.  New  software  promises 
to  help  service  staff  tailor  just 
the  right  product  pitches  for 
callers  while  they  wait  on  hold. 
The  goal:  "to  turn  call  centers 
into  profit  centers,"  says  Roger 
Siboni,  chief  executive  of 
E.piphany,  which  sells  data- 
sifting  software  to  call  centers. 

Drawn  by  the  promise  of 
happier  customers  and  higher 
revenue,  companies  are  pour- 
ing money  into  upgrading 
their  help  lines.  Annual  spend- 
ing on  call-center  technology 
has  more  than  doubled  to  $2 
billion  since  1998  and  could  double 
again  in  three  years,  says  the  Telecom- 
munications Industry  Association. 

Sounds  neat,  but  do  consumers  call- 
ing to  complain  about  a  billing  error 
really  want  to  be  sold  another  product 
while  they're  kept  on  hold? 

"We  have  calls  where  we  decide 
that  this  is  just  inappropriate,  where 
the  customer  is  angry,"  admits  Mary 
Welsh,  who  runs  the  call  centers  of 
telecom  giant  Verizon.  Still,  she  says, 


solve  a  caller's  problem 
quickly  and  he  may  be 
amenable  to  a  targeted 
pitch  for  new  services. 

Call  Verizon's  toll-free 
number  and  new  software 
will  immediately  identify 
the  number  you  are  calling 
from  and  match  it  with 
demographic  data  on  your 
age,  gender  and  marital 
status.  Sophisticated  algo- 
rithms will  highlight  products  you 
might  especially  like.  A  48-year-old 
mother  with  three  kids  might  be  of- 
fered a  discounted  second  line  or  "dis- 
tinctive ringing,"  which  varies  the 
phone  ring  so  different  family  members 
can  know  which  calls  are  for  them. 

Other  new  software  Verizon  is  now 
installing  will  simultaneously  send  out 


THE  HIGH-TECH  FUTURE:  LESS 
TIME  ON  HOLD,  MORE  TIME  BEING 
PITCHED.  AH,  PROGRESS. 


a  test  signal  to  see  if  the  caller's  line  is 
sufficiently  static-free  to  handle  Digital 
Subscriber  Line  service,  Verizon's  high- 
speed Internet  offering.  If  so,  the  com- 
puter will  prompt  the  agent  to  tell  the 
customer  that  the  line  is  preapproved 
for  quick  DSL  hookup. 

Lots  of  companies  are  getting  in  on 
the  act.  Soon  DHL  call  centers  will  be 
able  to  track  where  customers  ship  to 
and  from,  match  that  with  other  data 
like  the  average  package  weight,  and 


then  have  their  agents  offer  tailor 
specials  that  will  steal  business  from 
vals  such  as  FedEx. 

At  West  TeleServices,  one  of  the  ni 
tion's  largest  call-center  operators  wi 
22,000  agents  and  major  credit  ca 
companies  as  clients,  new  E.piphai 
software  will  pinpoint  those  custome 
most  likely  to  want  to  transfer  balanc 
or  get  additional  lines  of  credit.  "1 
knowing  more  about  the  customer,  \ 
can  maximize  the  upsell,"  exuj 
Thomas  Barker,  president  of  the  N 
braska-based  firm. 

But  upgrading  call-center  technc 
ogy  is  invariably  a  torturous  proces 
The  main  problem  is  that  old  comput 
systems  store  customer  data  in  lots 
different  places.  And  in  most  big  con 
panies  the  data  often  are  controlled  l 
different  divisions  such  as  marketii 
and  finance.  Division  chie 
rarely  make  it  a  priority 
redesign  their  databases  i 
make  the  call  centers  woi 
smoothly. 

"Large  organizations  a 
not  just  highly  bureaucrat! 
they  are  led  by  people  wh 
think  they  are  highly  an 
tonomous,"  says  Larry  Ga 
lick,  chief  executive  of  Rem 
edy,  which  makes  call-cent 
software.  He  is  targeting  h 
sales  efforts  at  smalle 
newer  companies  that  z\ 
free  of  entrenched  bureat 
cracies  and  old  compute 
systems. 

More  companies  wi 
mmmmmmmmm  want  to  clear  the  technolog 
cal  hurdles  as  call  cente 
start  turning  into  crucial  marketin 
channels,  predicts  Ofer  Matan,  found« 
of  Blue  Pumpkin  software,  anothe 
call-center  software  outfit.  "Compani« 
used  to  try  to  get  customers  off  the  lir 
as  quickly  as  possible.  Now  they' 
happy  to  spend  more  time  on  th 
phone,"  he  says. 

That  appears  to  sum  up  the  higf 
tech  future  for  consumers:  less  time  o 
hold,  more  time  being  pitched.  A 
progress. 
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Some  companies  are  really  on  the  ball. 


POU/Zv,        Some  of  the  world's  most  forward-thinking  companies  have  transformed  their  Web  sites  into  live  meeting 
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_/~"i'28^BF         Web  sites  now  hum  with  people  conducting  business  right  in  their  browsers,  without  any  hardware  or  software 


changes.  Now  you  can  give  presentations.  Share  software  and  desktops.  Tour  the  Web.  Voice  and  video  conference. 
All  in  real-time.  All  on  the  Web.  Talk  about  ROI.  Isn't  it  time  your  company  got  on  the  ball?  Visit  webex.com  or  call  1-877-50-WebEx 
to  see  how  great  minds  meet  online. 


great  minds  meet  online  at  webex.com 


webex 


WebEx  and  the  WebEx  logo  are  trademarks  of  WebEx  Communications,  Inc.  ©2000  WebEx  Communications,  Inc.  All  rights 

reserved.  All  other  names  and  logos  are  registered  trademarks  of  their  respective  owners.  "«<"•  *4005 
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BY  ROBERT  LANGRETH 

1MMUNEX  CHIEF  EXECUTIVE  EDWARD 
Fritzky  thought  he  had  a  winner  five 
years  ago  when  he  saw  the  first  test 
results  for  a  new  drug  for  severe  arthritis. 
He  was  right.  Sales  of  the  drug,  Enbrel, 
are  expected  to  hit  $600  million  in  its  sec- 
ond year  on  the  market. 

But  arthritis  was  just  the  start.  En- 
brel is  now  in  tests  for  two  dozen  other 
diseases,  from  chronic  heart  failure  to 
psoriasis  to  Alzheimer's  and  even  some 
cancers.  If  a  few  pan  out,  Enbrel  could 
become  a  world-class  blockbuster. 
"This  probably  has  the  broadest  poten- 
tial of  any  biotech  drug,"  Fritzky  says. 

Immunex  waged  a  12-year  struggle 
to  make  the  drug,  one  of  the  early  fruits 
resulting  from  insights  into  the  im- 
mune system  and  how  it  goes  awry  in 
various  diseases.  Its  versatility  owes  to 
the  target  it  hits. 

Enbrel  works  by  blocking  a  long- 
mysterious  protein  in  the  immune  sys- 
tem known  as  tumor  necrosis  factor,  or 
TNF.  It  was  discovered  in  the  1970s  and 
named  for  its  apparent  ability  to  eradi- 
cate tumors  in  mice.  But  it  never  worked 
out  as  a  cancer  treatment.  In  the  early 
1990s  scientists  theorized  that  TNF  wors- 
ened sepsis,  a  severe  bacterial  infection 


of  the  blood.  That  idea  also  flopped. 

Today  scientists  believe  TNF  is  a  crit- 
ical molecular  messenger  that  helps 
cells  communicate.  In  small  amounts 
for  short  times  TNF  helps  rouse  the 
body  to  repair  wounds  and  defend 
against  germs.  But  too  much  TNF  over 
long  periods  of  time  is  toxic,  causing  se- 
vere inflammation  and  tissue  damage. 

TNF  at  high  levels  damages  the 
joints  of  patients  with  rheumatoid 
arthritis.  This  autoimmune  disease,  in 
which  the  patient's  own  immune  sys- 
tem attacks  the  joints,  afflicts  2  million 
people.  In  the  most  common  form  of 
arthritis,  affecting  20  million  people, 
the  joints  wear  down  with  age. 

Now  scientists  are  finding  evidence 
of  a  glut  of  TNF  in  many  other  diseases 
where  it  wasn't  a  suspect.  That  could 
vastly  expand  the  market  for  Enbrel, 
which  drives  75%  of  Immunex's  $707 
million  in  sales.  (The  upside  may  be  in 
the  stock  already:  Immunex  shares  are 
up  550%  since  Enbrel  won  approval  in 
November  1998.  Their  price-to-earn- 
ings  multiple  is  a  lofty  183.) 

The  drug  is  highly  effective  because 
it  soaks  up  excess  amounts  of  TNF.  It 
contains  a  man-made  version  of  the 
body's  own  molecular  receptor  for  TNF. 


Injected  into  the  arm  or  leg,  Enbi 
travels  through  the  body,  binding 
free  TNF  molecules  to  prevent  the 
from  docking  with  the  real  receptors, 
rheumatoid  arthritis,  Enbrel  compel 
with  Johnson  8c  Johnson's  Remicac 
which  blocks  TNF  in  a  slightly  differe 
way.  J&J,  too,  is  testing  its  drug  agair 
psoriasis  and  other  diseases. 

The  most  promising  frontier  f 
Enbrel  is  in  treating  chronic  heart  fa 
ure.  Five  million  Americans  suffer  fro 
this  incurable  malady,  in  which  tl 
heart  muscle  slowly  wastes  away,  ofti 
due  to  high  blood  pressure  or  a  hea 
attack.  Treatment  with  hypertensic 
drugs  slows  the  decline  only  somewh; 

Immunex  hopes  Enbrel  can  proloi 
life  by  a  year  or  more.  At  a  conferen 
of  heart  specialists  next  month,  it  is  e 
pected  to  report  results  of  a  trial  in  < 
patients,  showing  Enbrel  improves  hea 
function  for  up  to  18  months.  Son 
bedridden  patients  can  walk  again. 

Enbrel's  potential  in  this  realm  mig 
never  have  come  to  light  but  for  tl 
dogged  efforts  of  a  few  university  r 
searchers,  including  Douglas  Mann,  wl 
heads  heart-failure  research  at  the  Ba 
lcr  College  of  Medicine.  A  decade  ago  E 
Mann  became  frustrated  with  existir 
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theories  that  neurohormones  damage  the 
heart.  He  wondered  whether  inflamma- 
tion might  be  responsible  as  well. 

In  particular  he  was  intrigued  by 
puzzling  findings  that  patients  jn  the  late 
stages  of  heart  failure  had  high  levels  of 
TNF  in  their  blood.  He  theorized  that 
TNF  and  related  proteins  (cytokines), 
might  be  injuring  the  heart  muscle. 

It  was  such  a  radical  notion  that  for 
years  he  couldn't  get  government  grants 
to  fund  his  research;  eminent  cardiolo- 
gists warned  him  he  was  wasting  his 
time.  But  his  team  built  evidence  to  im- 
plicate TNF.  He  added  TNF  to  heart  cells 
and  found  that  TNF  decreased  their  abil- 
ity to  contract,  mimicking  what  happens 
in  heart  failure.  Then  he  showed  that  tis- 
sue from  failing  hearts  contains  far  more 
TNF  than  healthy  hearts  do,  suggesting  it 
may  degrade  the  fibrous  tissue  that 
holds  the  heart  together. 

The  idea  got  a  boost  when  Univer- 
sity of  Pittsburgh  cardiologist  Arthur 
Feldman  found  that 
mice  engineered  to  pro- 
duce high  levels  of  TNF 
died  early  of  heart 
failure. 

After  hearing  about 
Enbrel,  Dr.  Mann  called 
Immunex  in  1994  and 
proposed  testing  it  in 
heart  failure  patients.  Immunex  scien- 
tists were  intrigued  by  the  new  idea,  but 
the  company  was  still  focused  on 
arthritis  and  could  only  spare  $40,000. 
Dr.  Mann  raised  another  $60,000  and 
began  an  18 -person  study. 

Dr.  Mann  was  looking  mainly  at  the 
drug's  safety,  but  he  was  surprised 
when  patients  started  feeling  less  fa- 
tigued and  more  energetic  after  a  single 
dose.  Within  two  weeks  those  who  had 
gotten  the  highest  doses  could  walk  far- 
ther than  before,  and  their  hearts 
pumped  more  efficiently.  "There  was 
almost  disbelief  at  how  well  the  arthri- 
tis drug  worked,  Fritzky  recalls. 

Immunex  quickly  expanded  to  a 
longer-term  47-patient  trial,  more  re- 
sults from  which  will  be  reported  next 
month.  Immunex  and  American  Home 
Products,  which  owns  55%  of  Im- 


munex, recently  began  a  final-stage 


study  of  1,800  patients  to  answer  1 
key  question:  Does  Enbrel  prolong  i 
lives  of  heart  failure  subjects?  A  vera 
won't  be  in  until  2002. 

High  levels  of  TNF  also  are  found) 
the  skin  of  psoriasis  patients.  This  di 
der,  an  autoimmune  disease  in  7  m 
Americans,  causes  a  painful,  scaly  r 
Some  existing  medicines,  such  as  n 
transplant  drug  cyclosporine,  cause 
many  side  effects  that  doctors  are  rek 
tant  to  use  them.  In  a  test  of  Enbrel  < 
19  psoriasis  patients,  on  average  half 
the  rash  disappeared  after  three  montl 
with  few  side  effects.  Immunex  ji| 
began  a  second-phase  test  in  100  p 
tients;  it  aims  at  500,000  severe  cases 

The  most  surprising  possible  use  f 
Enbrel  is  in  treating  cancer.  Recent  t 
search  shows  that  TNF,  rather  than  d 
stroying  tumors  as  first  thought,  m 
actually  spur  their  growth.  The  nan! 
TNF  "is  a  misnomer,"  says  Ann  Hay« 
Immunex  senior  medical  director. 


THE  NOTION  WAS  SO  RADICAL 
THAT  FOR  YEARS  NO  GOVERN- 
MENT AGENCY  WOULD  PROVIDE 
GRANTS  FOR  THE  RESEARCH. 


real  life,  many  tumors  use  TNF  to  stiri 
ulate  their  growth." 

In  one  experiment  last  year  Britis 
scientists  found  that,  after  being  e? 
posed  to  a  powerful  carcinogen,  mio 
producing  high  levels  of  TNF  develope 
four  times  as  many  skin  tumors  as  mic 
unable  to  make  TNF.  Immunex  is  no^ 
sponsoring  preliminary  human  tests  t 
see  if  Enbrel  can  help  in  leukemia,  lun 
and  ovarian  tumors. 

Immunex  hopes  to  expand  way  be 
yond  Enbrel.  TNF  is  part  of  a  family  c 
more  than  20  immune  system  protein: 
and  Immunex  is  targeting  several  fc 
drugs.  One,  called  RANK,  may  be  impor 
tant  in  osteoporosis.  Another,  CD40  lig 
and,  may  help  treat  kidney  cancer.  E< 
Fritzky  is  still  mindful  that  Enbrel  had  ti 
go  through  so  many  years  of  setbacks  am 
wrong  turns.  He's  hoping  the  next  bi; 
advance  won't  take  nearly  as  long. 
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Digital  Spin  By  John  C.  Dvorak 


Let  Your  Fingers  Do  the  Cringing 


EARLY  IN  THE  WEB'S  FORMATIVE  YEARS  IT  WAS  BE- 
lieved  that  the  phone  book  would  be  replaced  with 
online  directories.  Early  attempts  showed  promise, 
but  over  time  these  resources  have  worsened  with 
mediocre  interfaces,  bad  databases  and  a  conse- 
quent lack  of  public  interest. 

The  reason:  It  is  simply  too  expensive  and  difficult  to 
transfer  the  local  phone  companies'  various  411  databases 
to  the  Web.  These  telcos  compete  too  much  with  one  an- 
other to  share  information  willingly  and  freely,  especially 
when  they  can  charge  15  cents  to  75  cents  for  it  on  the 
phone.  To  put  their  listings  online,  the  phone  companies 
simply  outsource  the  task  to  one  or  two  companies.  The 
dominant  players  are  InfoUSA  in  Foster  City,  Calif,  and 
Verizon  New  Media  Services  in  Irving,  Tex. 

Outsourcing  creates  a  number  of  problems,  not  the  least 
of  which  are  discrepancies  among  the  online,  print  and  41 1 
services.  It  is  possible  that  your  unlisted  phone  number 
could  show  up  online  if  it  was  grabbed  from  non-phone- 
company  sources,  such  as  real  estate  records.  Ironically  some 
listed  numbers  don't  appear  at  all  in  an  online  directory.  The 
database  companies  mostly  tap  listings  directly  from  the 
White  and  Yellow  Pages  after  they  are  published,  and  that 
data  simply  isn't  as  current  as  the  411  service. 

I  did  a  simple  search  on  various  systems  for  the  phone 
number  of  one  of  San  Francisco's  oldest  and  most  famous 
restaurants,  Fleur  de  Lys.  With  Verizon's  online  SuperPages 
I  couldn't  find  the  place,  and  instead  it  suggested  ways  to 
better  search  for  the  listing.  I  guess  the  exact  name  of  the 
place  isn't  good  enough. 

The  Web  site  suggested  shortening  the  name.  So  I  simply 
entered  "Fleur"  and  it  came  back  with  the  Fleur  de  Lis 
flower  shop  and  Petite  Fleur  Flowers.  It  also  suggested  I  visit 
some  shopping  links  for  flowers.  Are  the  Verizon  guys  in 
some  flower  racket  or  what?  I  got  the  exact  same  results  and 
search  suggestions  from  BigYellow.com  and  BigFoot.  These 
services  all  use  a  database  from  Verizon. 

The  AT&T  Anywho  service  is  currently  the  worst  of  the 
group.  It  asks  you  to  categorize  the  business  before  you  are 
given  the  search  box.  This  is  easy  with  something  like  a 
restaurant,  but  it  gets  complicated  when  you  are  uncertain 
as  to  the  category. 

Try  to  find  a  bookbinder,  for  example.  Although  I  would 
categorize  this  as  a  service,  you  actually  find  it  under  "Arts  & 
Literature"  and  then  under  the  subcategory  "Books,  Misc." 


Hardly  intuitive  or  con 
nient.  Anywho  couldn't  f 
Fleur  de  Lys,  either.  AT&T  s 
it  will  be  adding  more  inl 
mation  to  its  database  "sool 
The  clear  winners  wi 
directories  that  use  the 
foUSA  database.  This 
eludes  InfoSpace,  Swit 
board  and  41 1. com  as  we 
the  SBC-owned  Bells  unc 
the    umbrella  brand 
SmartPages.com.  It  eas. 
found  Fleur  de  Lys,  as  w) 
as  other  newer  business 
I  tried. 

"We  make  20  milli 
phone  calls  a  year  to  valid; 
the  database,"  says  Jarr 
Watkins,  chief  marketing  ol 
cer  at  InfoUSA.  "There  i 
complex  process  for  keepi 
this  database  up  to  date, 
takes  time." 

I've  lost  hope  of  getti 
up-to-the-minute  directo 
listings  online.  The  least  that  can  be  done  is  to  let  us  brow 
a  directory  rather  than  plow  through  a  clunky  databa; 
Amatzia  Ben-Artzi,  one  of  the  inventors  of  Internet  Protoc 
and  now  chief  executive  of  NetPost  in  Mountain  Vie 
Calif,  has  a  solution. 

His  TrueView  software  uses  Java  and  Extensib 
Markup  Language  (XML)  to  convert  online  databases  in 
Web  pages  that  look  exactly  like  the  Yellow  Pages  we 
know,  and  they  can  be  browsed  the  same  way.  Display  a< 
appear  just  like  in  the  book  and,  since  this  is  the  Interne 
phone  companies  can  sell  merchants  the  right  to  link  the 
businesses  to  these  pages.  Phone  companies  can  even  ho 
sites  for  little  companies. 

Ben-Artzi  is  in  talks  with  all  the  phone  companies  to  in 
plement  the  system.  Whether  they  will  let  him  is  anoth< 
issue.  The  concept  of  a  browser-like  Yellow  Pages  seems  lo 
on  everyone  except  Ben-Artzi.  An  old-fashioned  databa; 
engine  that  is  inconvenient,  awkward  and  simply  nerdy 
not  the  future  of  information  retrieval. 


I've  lost  hope  of 
getting  up-to-the- 
minute  directory 
listings  online.  The 
least  that  can  be 
done  is  to  make 
them  browseable. 


John  C.  Dvorak,  columnist  and  author,  is  host  of  Silicon  Spin,  a  daily  TV  show  on  ZDTV.  Find  past 
columns  at  www.forbes.com/dvorak  or  use  your  :CueCat  device  on  the  cue  code  (right)  to  take  you 
there  instantly. 
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JPigital  ToolsJByJitephen  Manes 


d  Scanners,  Cheap 


ONLY  ONE  KIND  OF  CHEAP  COMPUTER  PERIPHERAL 
can  deliver  superb  images  in  color  or  black  and 
white  without  demanding  that  you  keep  feeding  it 
expensive  cartridges.  Thanks  to  falling  prices,  ris- 
ing performance,  improved  connectivity  and  great 
versatility,  flatbed  scanners  have  become  the  best  deals  in  the 
world  of  digital  imaging. 

Cheap  flatbeds  have  become  so  good  that  only  graphics 
professionals  will  find  it  necessary  to  pay  more  than  $150 
for  one.  About  the  only  features  missing  from  low-end 
models  are  the  ability  to  scan  slides,  negatives  and  legal-size 
pages,  and  a  way  to  feed  documents  automatically.  Most 
users  will  never  miss  them. 


Top  to  bottom: 
Canon  N650U,  Agfa 
SnapScan  Touch, 
Epson  640U. 


At  the  click  of  an  icon, 
decent  scanner  can  serve  as  i 
input  side  of  a  virtual  co 
copier,  a  fax  machine,  a  ph< 
duplicator  or  an  interpreter 
printed  text.  But  in  wa 
aimed  at  the  consumer  marl* 
manufacturers  have  festoon 
their  units  with  buttons  tl 
supposedly  make  it  easier 
turn  your  scanner  into  son 
thing  like  a  copy  machine. 

Alas,  pressing  the  "coj 
icon  on  a  scanner  is  not  qu 
the  same  as  pushing  the 
green  button  on  a  copi 
With    Epson's  Perfectic 
640U,  it  works  this  way:  Pre 
the  button  on  the  scannei 
front  panel,  and  you  hear 
"ding"  from  your  comput 
Eventually    an  irreleva 
"Smart  Panel"  interface  a] 
pears  onscreen,  followed  by 
control  panel  resembling 
copier,  followed  by  a  messaj 
about  the  scanner's  warm-u 
process  and  a  status  bar  th 
shows  you  the  progress  of  the  scan.  After  some  churnir 
from  the  disk  drive,  the  printer's  interface  appears,  an 
the  copy  spews  out.  Start  to  finish,  the  process  tak< 
about  four  minutes — if  there's  paper  in  the  print 
and  it's  turned  on.  If  not,  there's  no  telling  whei 
the  scan  may  go  or  whether  your  machine  will  crasl 
Hewlett-Packard's  ScanJet  4300Cse  goes  even  fui 
ther  toward  the  copier  metaphor,  putting  an  LCD  readoi 
and  an  extra  button  on  the  front  panel  so  you  can  adju: 
the  number  of  copies  you  get — something  you  can  do  o 
the  computer  screen  anyway.  And  Canon's  scanners  offe 
a  single  button  that  merely  serves  to  put  a  launch  bar  c 
icon-laden  buttons  on  the  screen — which  you  can  just  a 
easily  do  with  a  click  of  the  mouse. 

So  don't  let  the  buttons  fool  you.  Or  the  specs.  Thl 
only  specification  that  matters  much  these  days  is  "opti 
cal  resolution,"  which  should  be  600  dots  per  inch 
Much  is  being  made  of  "color  depth,"  as  measured  ii 
bits  per  pixel.  But  in  my  recent  tests  of  five  scanners,  tht 
output  from  Epson's  36-bit  model  bested  what  emergeo 


Falling  prices 
and  rising 
performance 
have  made 
flatbed 
scanners  the 
best  deals  in 
the  world  of 
digital  imaging. 
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KEYNOTE  HIGHLIGHTS 


ry  Jane  England,  MD 
Washington  Business 
Croup  on  Health 


Regina  Herzlinger 
•  Harvard  Business 
School 


Jeremy  Rifkin 
Foundation  on 
Economic  Trends 


John  Sifonis 
Cisco  Systems 


Keynote  Speakers  not  pictured: 

Kathy  Farmer 
Manager  of  US 
Compensation  &  Benefits 
Hewlett-Packard  Company 


AT    T  H  F  j'A  V  IT  $  ,C  O  N  V  E  \  U  OjV    C  L  N  T  £ 

Let's  face  it  -  the  Internet  has  changed  the  practice 
of  medicine  and  the  business  of  healthcare.  Forever. 

Okay.  What  are  you  doing  about  it? 

eHealthcareWorld  New  York  2000  is  your  opportunity  to  most  effectively 
maximize  strategic  use  of  the  Internet.  With  seven  conference  tracks 
examining  the  health  of  the  Internet,  you  can  custom  build  your  own 
three  day  conference.  Highly  respected  speakers  will  help  you  increase 
the  efficiency  and  profitability  of  your  business.  What's  more,  you'll 
network  and  exchange  ideas  with  thousands  of  industry  leaders.  And/it  all 
takes  place  in  New  York  City  at  one  of  the  most  beautiful  times  of  th*e  year. 


The  future  of  medicine  is  here. 


Mike  Ma  honey 

General  Manager 

Global  Health  Care  Exchange,  LLC 


Jacques  Sokolov,  MD 
Chairman 

Sokolov, Schwabb,  &  Bennett 
A  production  of 


Register  now  at: 


www.eHealthca  re  Wo  rid  .com 


Questions  call:  800.535.1812  or  registration@emarketworld.com 
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Getting  a  Good  Scan 

A 

n 


LL  THESE  DEVICES  CRY  OUT  FOR  DECENT  MANUALS  TO 
explain  basic  scanning  principles,  but  of  course 
none  of  the  units  actually  comes  with  one.  So  here 
are  a  few  tips.  If  you're  scanning  from  a  newspaper  or 
magazine  photo,  try  to  find  a  "descreening"  option  that's 
usually  hidden  somewhere  in  the  interface  and  takes  the 
dottiness  out  of  the  pictures.  Scan  black-and-white  line 
art  at  the  highest  optical  resolution  your  unit  offers.  Scan 
photos  meant  for  screen  output  (i.e.,  Web  pages)  so  that 
they'll  deliver  75  dots  per  inch;  for  ink-jet  printers,  150  or 
200  dots  per  inch  are  usually  more  than  enough,  no  mat- 
ter how  many  dots  the  printer  claims.  If  you're  planning  on  enlarging  or  reducing 
photo,  you'll  need  to  do  a  bit  of  math  to  count  the  dots— unless  the  scanning  softwa 
mercifully  does  it  for  you.  Which  it  probably  won't.  — S.i 


from  Canon's  theoretically  better  42-bit 
units.  That's  no  surprise.  Even  units  with 
otherwise  identical  specs  inevitably  pro- 
duce different  results. 

The  major  lesson  from  my  tests:  The 
hardware  is  pretty  good,  the  software 
pretty  bad.  All  the  test  units  were  Univer- 
sal Serial  Bus  models,  which  are  relatively 
easy  to  connect  to  modern  Windows  and 
Macintosh  machines  (though  the  HP 
doesn't  work  with  Macs).  All  produced 
scans  that  should  be  more  than  accept- 
able for  most  purposes. 

But  the  software  interfaces  often  get 
in  your  way,  rather  than  helping  you  get 
what  you  want  with  a  minimum  of  ef- 
fort. Important  features  are  often  hidden 
in  awkward  menus.  Things  that  should 
be  automatic — like  understanding  that 
you  want  to  scan  only  the  snapshot  you've  put  on  the  glass, 
not  the  entire  page — are  often  left  as  an  exercise  for  your 
mouse-clicking  ability. 

Some  individual  impressions: 

Epson  Perfection  640U:  A  $150  unit  that  gives  you  the 
best-quality  scans  of  the  bunch,  along  with  software  that 
usually  makes  good  guesses  about  what  you  want  to  scan 
and  how  to  scan  it.  It  also  comes  with  Adobe  Pho- 
toDeluxe  and  other  photo-editing  software,  but  the 
optical  character  recognition  (OCR)  software  is  only 
rudimentary. 

Canon  N650U:  Small,  light  and  cheap  ($99),  thanks  to 
nontraditional  image-sensing  design  and  one-cord  con- 
nection. The  unit  gets  its  power  from  the  USB  cable,  so  no 
AC  power  adapter  is  necessary,  making  it  a  nice  mate  for  a 

A  Lock  on  Good  Design 

THANKS  TO  THEIR  FRAGILE  OPTICS,  MOST  SCANNERS  COME  WITH  A  LITTLE  SWITCH  THAT  LOCKS 
the  moving  parts  in  place  for  transit— and  a  big  warning  that  you  must  unlock  the  scan- 
ner before  using  it  or  risk  damaging  its  innards.  Of  course,  when  you're  embroiled  in  the 
complicated  installation  process,  that  step  can  be  easy  to  overlook. 

,Qg|  But  with  Epson's  Perfection  640U,  a  gaffe  is  im- 
possible. When  the  unit  is  locked,  the  switch  covers 
the  connector  for  the  power  cord  so  that  you  can't 
plug  it  in.  If  you  want  the  thing  to  run,  you  have  to 
unlock  it.  The  HP  ScanJet  has  a  similar  setup,  but 
it's  not  as  elegantly  labeled  or  executed. 

Three  cheers  for  Epson  and  two  and  a  half  for  HP. 
Flashy  uselessness  is  so  often  mistaken  for  brilliance 
that  it's  almost  a  shock  when  you  see  genuine  intelii- 
Foolproof:  Locked,  it's  powerless.        gence  applied  to  product  design.  —S.M. 


laptop  computer — if  it's  got  power  to  spare.  Comes  with 
decent  application  software  collection,  including  a  ft 
version  of  the  excellent  Caere  OmniPage  OCR  prograr 
Scans  look  good,  but  annoyances  abound  in  the  basi 
software. 

Canon  D660U:  Fatter,  pricier  ($150)  traditional-desig 
model  boasts  adapter  for  slides  and  negatives,  but  lacks  su 
ficient  resolution  to  reveal  their  detail.  Scans  of  photos  ii 
elude  less  shadow  detail  than  the  cheaper  N650U,  and  r< 
peated  messages  regarding  delays  for  lamp  calibration  g 
old  fast.  No  convincing  advantages. 

HP  ScanJet  4300Cse:  This  $150  model  has  decent  it 
terface  for  basic  scans,  but  had  problems  handling  shado 
detail  on  test  images.  Doesn't  work  with  Macs,  but  includt 
parallel  connector,  which  the  installation  software  right 

  warns  against  using  unless  that's  a 

you  have  available.  The  built-in  OC 
software  is  easy  to  miss  and  ofte 
extremely  inaccurate,  particular 
with  complex  pages. 

Agfa  SnapScan  Touch:  Cut 
translucent  case  of  this  $99  unit  le 
you  watch  the  light  through  the  to 
as  it  moves  down  the  page;  come 
with  seven  translucent  handles 
iMac-like  colors.  Decent  basic  scan 
ning  software,  but  only  fair  packag 
of  applications,  including  less  capa 
ble  "limited  edition"  version  o 
OmniPage.  High-resolution  scan 
were  somewhat  grainy.  If  you  reall' 
want  buttons,  this  one's  got  th' 
most:  four. 


Stephen  Manes  (steve@cranky.com)  is  the  cohost  o/Digital  Duo,  a  weekly  public  television  series.  Find  past  columns 
at  www.forbes.com/manes  or  use  your  :CueCat  device  on  the  cue  code  (right)  to  take  you  there  instantly. 
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Everyone  is  drawn  to  a  more  interactive  Web  site. 

We  make  your  Web  site  more  engaging  with  personalization  and  point-ot-interest  commerce  to 
drive  impulse  purchases  -  all  built  on  relevant  news.  No  wonder  CNNfn,  MSNBC,  Business  2.0, 
AOL/Netscape  and  Monster.com  turn  to  us.  Call  888.325.9366  or  visit  www.yellowbrix.com 


Making  Web  Sites  S 


NEY& INVESTING 


MONEY  MANAGER 


The  Next  Warren  Buffe 

Geico's  Louis  Simpson,  the  great  man's  heir  apparent,  is  a  slightly  more  daring  investor— on 
who's  not  afraid  of  tech  buys  or  portfolio  turnover.  But  he's  still  a  value  guy  in  a  time  when 
that's  out  of  favor.  And  only  last  year  did  his  results  top  the  master's. 


T 


BY  JAMES  M.  CLASH 

I  HE  NEXT  WARREN  BUFFETT  IS  A 
reclusive  soul  who,  like  Omaha's 
legendary  wizard,  is  devoted  to 
value  investing.  But  telling  differences 
exist  between  Louis  A.  Simpson,  auto  in- 
surer Geico's  chief  investment  officer, 
and  Buffett. 

In  the  21  years  Simpson  has  run  the 
investment  portfolio  at  Geico, 
a  wholly  owned  subsidiary  of 
Buffett's  Berkshire  Hathaway, 
his  performance  has  mostly 
trailed  the  master's.  Still,  Buf- 
fett's heir  apparent  hasn't 
lagged  by  that  much;  he  even 
beat  Buffett  in  1999.  His  style 
bears  watching  for  anyone  who 
wants  to  know  what  value  in- 
vesting is  all  about. 

Sure,  value  isn't  the  flavor  of 
the  moment  on  Wall  Street. 
Buffett,  with  his  eye  on  the  long 
term,  knows  its  day  will  return 
and  shrugs  off  the  latest  trends. 
And  he  definitely  seemed  to  be 
focusing  on  the  long  term  when  he 
penned  the  following  in  Berkshire's 
1995  annual  report: 

"Lou  takes  the  same  conservative, 
concentrated  approach  to  investments 
that  we  do....  His  presence  on  the  scene 
assures  us  that  Berkshire  would  have  an 
extraordinary  professional  immediately 
available  to  handle  its  investments  if 
something  were  to  happen  to  [Vice 
Chairman  Charles  Munger]  and  me." 


This  apparent  anointment  touched 
off  an  uproar  in  finance  circles  that 
since  has  died  down  because  Buffett 
and  Simpson  have  kept  mum  on  the 
subject.  Neither  would  talk  to  us  for  this 
story.  A  more  persistent  sign  that  Simp- 
son is  the  favored  one:  Of  all  the  invest- 
ment managers  in  Berkshire's  numer- 
ous subsidiaries,  only  he  has  a  free  hand 

Simpson's  Stock  Stable  

Louis  Simpson  runs  a  very  concentrated  portfolio  for 
Geico,  currently  comprising  only  nine  stocks.  Compare 
the  average  large-cap  value  fund,  with  86  holdings,  and 
Warren  Buffett's  Berkshire  Hathaway,  with  28. 

PRICE 


Company/business 

recent 

52-week 
high 

P/E1 

Dun  &  Bradstreet/financial  rater 

$35 

$35 

31 

First  Data/credit  card  processing 

39 

58 

13 

Freddie  Mac/mortgage  seller 

54 

56 

17 

GATX/railcar  leasing 

42 

45 

14 

Great  Lakes  Chemical/chemicals 

29 

40.50 

12 

Jones  Apparel/clothing 

26.50 

33 

14 

Mike/footwear 

40 

59 

19 

Shaw  Communications/cable  TV 

23 

29.50 

61 

U.S.  Bancorp/banking 

23 

38 

11 

'Trailing  12  months.  Sources:  A.M.  Best;  Forbes. 

running  a  portfolio.  Geico's  now  tops 
$2  billion;  Berkshire's  is  approaching 
$40  billion. 

Lately,  though,  the  question  of  suc- 
cession at  Berkshire  is  even  more  acute. 
Buffett  just  turned  70  and  underwent 
surgery  this  past  summer  to  remove 
several  benign  polyps  from  his  colon. 
Sidekick  Munger  is  76.  Simpson,  at  63, 
probably  won't  guide  Berkshire  for  as 
long  as  Buffett  has,  yet  he  certainly 


would  put  his  stamp  on  the  pare 
company. 

Is  Simpson  as  good  as  the  more  f 
mous  value  investor?  Almost.  Fro 
Simpson's  debut  in  late  1979  into  199 
when  Geico  last  traded  publicly,  Sim] 
son  averaged  a  22.8%  return  to  Buffeti 
26.5% — and  both  blew  away  the  S& 
which  posted  15.7%.  Since  then  Geio 
has  been  a  wholly  owned  sul 
sidiary  of  Berkshire,  and  tl 
performance  of  its  stock  portfi 
lio  has  been  buried  in  the  pa 
ent's  financial  statements.  Bi 
we've  gleaned  what's  in  Simj 
son's  post- 1996  portfolio  froi 
Geico's  reports  to  insurann 
regulators,  as  abstracted  h 
A.M.  Best,  the  insurance  analy 
and  ratings  firm.  Using  th; 
data  we  estimate  that  Simpso 
earned  17%  last  year,  whi 
Buffett  barely  broke  even. 

Bigger  question:  Is  value  tr 
place  to  be?  For  most  of  th 
past  five  years,  no.  Investoi 
who  owned  high-multiple  technolog 
stocks  like  Yahoo  and  Cisco  whizzed  h 
investors  who  owned  plodding  valu 
stocks.  But  lately  value  investing  fi£ 
come  back  into  its  own.  The  tech-ric 
Nasdaq  collapsed  in  the  spring  and  he 
not  recovered.  A  Simpson  favorit 
Freddie  Mac,  in  contrast,  has  done  we 
in  the  past  six  months,  up  20%. 

The  differences  between  Buffett  an 
Simpson  are  not  large,  but  they'r 
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nstructive. 

First,  there's  turnover.  While  both 
nen  turn  their  portfolios  far  more 
idowly  than  the  average  fund  manager, 
3uffett  holds  on  to  his  core  holdings 
pretty  much  forever.  He  has  had  Coca- 
Cola  and  Gillette  for  more  than  a 
decade,  even  though  both  have  had 
:heir  runs  of  bad  luck — a  big  reason  his 
performance  has  suffered  of  late.  Last 
year  he  did  buy  some  new  stocks,  but 


they  represented  just  5%  of  Berkshire's 
portfolio. 

Simpson,  on  the  other  hand,  added 
two  new  core  positions  last  year,  repre- 
senting a  quarter  of  his  portfolio — cloth- 
ier Jones  Apparel  and  cable  TV  operator 
Shaw  Communications  (see  table, 
opposite).  And  he  jettisoned  longtime 
holding  Manpower,  the  temporary-em- 
ployment outfit.  In  the  first  half  of  this 
year  he  picked  up  railcar  leasing  concern 


GATX  and  financial  rater 
Dun  &  Bradstreet. 

Also,  Simpson  is 
quicker  to  unload  a  recent 
purchase.  Consider  Arrow 
Electronics  and  Mattel, 
both  of  which  he  bought 
in  1997  and  dumped  the 
following  year,  and  TCA 
Cable,  which  he  pur- 
chased in  1998  and  sold 
last  year. 

Buffett  shuns  technol- 
ogy ("We  will  never  buy 
anything  we  don't  under- 
stand," he  has  famously 
said),  preferring  more 
traditional,  if  stodgier, 
areas.  Simpson  buys  tech 
companies,  albeit  not  the 
hot  ones  favored  by  mo- 
mentum investors.  He 
would  rather  own  Arrow, 
a  distributor  of  electronic 
components  and  com- 
puter products,  trading  at 
less  than  the  market  mul- 
tiple when  he  held  it.  Or 
Shaw  Communications, 
which  doesn't  have  much 
in  the  way  of  net  income, 
but,  like  a  lot  of  cable 
companies,  has  a  pretty 
healthy  operating  income 
(net  before  amortization, 
interest  and  taxes),  and 
also  holds  nice  stakes  in 
Internet,  direct-to-home 
satellite  and  telecom 
companies. 

Berkshire  has  half  of 
its  portfolio  in  the  beaten- 
up  financials  sector.  Simpson  is  inter- 
ested in  that  arena,  but  less  so  than  Buf- 
fett. He  has  a  quarter  of  Geico's 
portfolio  in  two  names:  Freddie  Mac 
and  U.S.  Bancorp. 

Another  difference:  Simpson  runs  a 
very  concentrated  portfolio.  Geico 
owned  just  nine  stocks  at  last  count, 
while  Berkshire  had  28.  The  average 
large-cap  value  mutual  fund  holds  86. 
Just  who  is  Louis  Simpson,  any- 
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EQUITIES 

Decoding  Gene  Stock* 

Figuring  out  which  of  the  many  new  biotech  firms  will  be 
winners  is  almost  as  tough  as  deciphering  genetic  combi- 
nations. Here's  who  is  likely  to  survive  the  coming  shakeoul 


way?  The  folksy  Buffett  is  much  more 
outgoing,  a  pal  of  celebrities  like  Bill 
Gates  and  a  real  ham  at  Berkshire's  an- 
nual meetings  in  Omaha.  He  occa- 
sionally talks  to  the  press.  Simpson 
seems  shy,  and  doesn't  give  interviews. 
Even  his  paycheck  is  low-profile: 
When  Berkshire  bought  out  Geico  in 
1996,  Simpson  was  hauling  in  an  an- 
nual salary  of  just  $600,000. 

That  said,  Simpson  and  Buffett 
have  much  in  common.  For  fun,  they 
pore  over  annual  reports  and  the  ac- 
companying tiny-type  footnotes  to  fi- 
nancial statements,  scrapping  for  every 
morsel  of  unrealized  value. 

Like  Buffett,  Simpson  lives  outside 
the  nation's  media  centers.  While 
Geico  is  based  in  Washington,  D.C., 
Simpson  and  his  wife,  Margaret  Row- 
ley Simpson,  reside  in  Rancho  Santa 
Fe,  Calif.,  near  San  Diego.  They  have 
three  grown  sons. 

A  native  Chicagoan,  Simpson 
taught  economics  at  Princeton  in  the 
early  1960s  and  ended  up  in  1969  at 
Shareholders  Management — a  flashy, 
trading-oriented  mutual  fund  shop 
headed  by  Fred  Carr,  who  later  ran 
junk-bond-heavy  First  Executive  into 
the  ground.  Within  a  half-year  of 
Simpson's  arrival  Shareholders  hit  | 
trouble  when  the  market  dropped,  and  I 
he  bolted.  The  bad  experience  con-  \ 
vinced  Simpson  that  high  turnover  and  j 
risky  growth  stocks  weren't  for  him.  A  I 
decade  later  Simpson  landed  at  Geico  1 
after  a  four-hour  interview  with  Buf-  j 
fett,  who  reportedly  said,  "Stop  the  1 
search.  That's  the  fella." 

In  the  end,  then,  what  can  investors 
glean  from  that  "fella"? 

For  one,  a  value  investor  need  not 
shun  a  company  just  because  it  has  a 
high  multiple  and  is  into  technology. 
Shaw  Communications,  for  example, 
trades  at  more  than  double  the  market, 
but  Simpson  believes  it  is  a  good  com- 
pany— even  at  61  times  earnings.  Two, 
buy-and-hold  doesn't  mean  hold  for- 
ever, as  seems  to  be  the  case  with  Buf- 
fett. And  three,  you  don't  need  100 
stocks  in  your  portfolio.  Less  than  10 
carefully  chosen  companies  seems  to 
suit  Louis  Simpson  just  fine.  r 


BY  ROBERT  LANGRETH 

THE  TSUNAMI  OF  HYPE  SURROUND- 
ing  the  unraveling  of  the  human 
genome  has  Wall  Street  awash  in 
newly  public  biotech  firms.  Despite  a 
near  absence  of  profits  in  the  sector, 
share  prices  are  high. 

Sound  familiar?  Well,  it's  even 
worse  than  the  Internet  craze  because 
the  potential  payoff  is  further  away. 
"We  will  be  sorting  through  the 
genome  for  literally  decades,"  says 
gene-sequencing  pioneer  Craig  Venter, 
president  of  Celera  Genomics,  a  unit  of 
PE  Corp.,  whose  mapping  of  the  ge- 
netic blueprint  earlier  this  year  helped 
set  off  the  current  mania.  Only  after  all 
the  exploration  is  done  can  the  long 
drug-development  process  even  begin 


(see  chart,  p.  382).  And  drugs  are  whei 
the  money  is. 

That's  why  a  shakeout  is  comin; 
There  are  scads  of  me-too  companie 
competing  in  narrow  market  segment 
and  still  more  are  going  public  this  fal 
"It's  like  a  plague,"  says  Jonas  Alsenas, 
portfolio  manager  at  ING  Furman  Se 
Asset  Management.  "The  vast  majoril 
of  new  biotech  companies  don't  ha\ 
anything  new  and  won't  survive." 

So  if  you  want  to  invest  in  this  exoti 
region  of  biotech,  first  recognize  thi 
the  risk  is  heavy.  Plus,  since  genomi 
businesses  have  no  or  minuscule  profn 
and  astronomical  stock  valuation: 
now  is  not  the  time  to  buy.  Wait  unt 
this  latest  euphoria  dies  down — it  wi 
likely  be  early  next  year — to  pick  then 
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Success  demands  more. 


UBS  Warburg 


UBS  Warburg  Ltd  a  wholly  owned  subsidiary  of  UBS  AG,  regulated  by  the  Securities  and  Futures  Authority  in  the  UK.  to  persons  who  are  not  private  customers  In  the  United  States,  security  underwrite,  trading  and  brokerage 
nc I  MSA  at Hsory ^,™t«  areTonducted  by  UBS  Warburg  LLC  a  wholly  owned  subsidiary  of  UBS  AG  that  is  a  regrstered  broker  dealer,  a  member  of  the  New  York  Stock  Exchange  and  other  principal  exchanges  and  a  member  of  the  SIPC 
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up  on  the  cheap. 

Then  zero  in  on  the  few  genomics 
firms  that  have  a  shot  at  becoming  the 
next  Amgen.  Investors  tend  to  lump 
these  outfits  together.  In  fact,  the  com- 
panies take  vastly  different  approaches 
to  mining  human  DNA  for  medicinal 
gold.  Here's  a  guide: 

Drug  Designers.  Human  Genome 
Sciences  and  Millennium  Pharmaceuti- 
cals are  using  gene  databases  to  concoct 
their  own  drugs.  HGS,  for  example, 
scours  through  its  database  of  thou- 
sands of  genes  to  identify  new  ones 
involved  in  such  functions  as  wound- 
healing,  immune  system  protection  and 
blood-vessel  growth.  It  now  has  four 
drugs  in  various  stages  of  human  test- 
ing. Chief  Executive  William  Haseltine's 
goal  is  to  develop  a  new  generation  of 
"regenerative  medicines"  to  halt  the  rav- 
ages of  age  and  to  repair  damaged  tis- 
sues. Millennium  focuses  on  how  genes 
go  awry  in  major  diseases. 

Developing  a  new  drug  can  cost 
hundreds  of  millions  of  dollars  and 
take  a  decade,  and  four  of  five  drugs  fail 
during  human  trials.  Why  take  the  risk 
of  investing  in  designers  at  all?  Because 
blockbuster  drugs  are  among  the  most 
profitable  products  in  the  world.  HGS 
and  Millennium  each  have  taken  ad- 
vantage of  the  biotech  bull  market  to 
build  war  chests  of  almost  $1  billion, 
which  should  allow  them  to  conquer 
the  odds. 

A  more  conservative  bet  would  be 
Genentech.  The  veteran  biotech  firm 
employs  techniques  similar  to  HGS' 
to  pinpoint  gene-based  drugs.  Its  scien- 
tific staff  is  superb,  and  it  has  a  fine 
record  of  bringing  first-of-a-kind 


THE  LONG  ROAD 
FROM  GENES  TO  DRUGS 


The  decoding  of  the  human  genetic 
blueprint  is  often  hyped  as  a  medical 
miracle  from  which  a  wealth  of  new  drugs 
will  magically  emerge.  But  there  are  no 
easy  shortcuts  in  drug  development. 

la  Identify  a  disease-causing  gene.  It's 
a  slow  process  to  link  a  gene  mutation  to 
a  complex  disease  like  asthma.  The  first 
major  gene  that  increases  risk  of  adult  dia- 
betes was  just  found  after  almost  a  decade 
of  work.  New  methods  aim  to  shorten  this 
process  to  a  few  years. 

2i  Figure  out  how  the  gene  causes  dis- 
ease and  where  in  the  molecular  chain  of 
events  to  intervene.  This  is  among  the  most 
critical  and  time-consuming  steps  in  drug 
design,  because  numerous  interacting 
genes  are  involved  with  each  disease.  Two 
to  five  years  or  more. 

3i  Synthesize  and  screen  chemicals  to 
block  the  aberrant  genes.  Three  to  five  years. 

4i  Test  drug  on  patients.  Three  to  five  years. 

5i  Await  regulatory  approval.  Six  months 
to  one  year. 

Sources:  Mehta  Partners;  FORBES. 


drugs  to  market. 

Data  Miners.  Scientists  used  to  spend 
years  deciphering  the  role  of  a  single 
gene;  now  the  name  of  the  game  is 
studying  thousands  of  genes  and  pro- 
teins at  once.  At  least  a  dozen  genomics 
companies  are  attempting  to  avoid  the 


perils  of  developing  drugs  by  becomin 
information  providers.  They  sell  propri 
etary  gene  data  to  drug  researchers,  usu 
ally  demanding  a  small  royalty  on  an 
products  developed  from  their  finding; 

Celera  Genomics  and  Incyte  Ge 
nomics  lead  this  field.  But  other  smai 
newcomers  are  coming  along.  Decod 
Genetics  and  Gemini  Genomics,  whicl 
went  public  this  summer,  are  studyin| 
DNA  samples  from  isolated  population! 
in  Iceland,  Newfoundland  and  elsewherj 
to  locate  the  small  number  of  genes  tha 
increase  the  risk  of  diseases  such  as  dial 
betes,  stroke  and  asthma.  Other  promis 
ing  contenders  are  Variagenics  ani 
Genaissance  Pharmaceuticals.  They  ain 
to  discover  tiny  gene  variations  in  DnJ 
that  explain  why  some  people  respon 
to  a  drug  and  others  don't. 

Warning:  No  biotech  firm  has  ye 
made  a  consistent  profit  selling  gen 
data.  Moreover,  proprietary  gene  datai 
bases  quickly  lose  their  luster  as  mor! 
and  more  information  enters  the  publii 
domain,  so  companies  must  keep  re 
inventing  themselves. 

Celera  is  best  positioned  because  a 
its  brawn  and  talent.  Celera's  Venter  is 
master  of  today's  industrial-scale  biol 
ogy.  He  pioneered  the  new  "shotgun 
method,  which  enabled  it  to  map  all  th 
human  genes  in  less  than  a  year.  Nom 
his  goal  is  to  chart  the  1  million  protein 
produced  by  those  genes. 

Toolmakers.  This  sector  is  especiall 
fashionable  now.  Wall  Street  likes  tod 
companies  on  the  theory  that  they  wil 
profit  no  matter  who  wins  the  race  t« 
translate  genes  into  drugs. 

One  hot  area,  led  by  Affymetrix,  i 
selling  so-called  gene  chips  to  analyz* 


Dreams  of  a  Genetic  Gold  Mine 


Investors  have  gotten  starry-eyed  over  the  recent  breakthroughs  in  gene-mapping.  The  trick  is  to  look  beyond  the  hype  for  a 
solid  business  plan.  While  any  genomics  investment  is  risky,  the  five  companies  below  have  better  prospects  than  most. 


Company 

PRICE 

52-  week 
recent        high  low 

Comments 

Applied  Biosystems1 

$1  12.81     $160.00  $30.63 

Aggressive  lab  equipment  company  sells  gene  sequencers  and  other  tools  for  gene  analysis. 

Celera  Genomics 

95.44      276.00  15.19 

Decoded  the  human  genetic  blueprint  in  two  years.  Now  must  translate  gene  data  into  profits. 

Genentech 

180.00      245.00  66.88 

One  of  the  first  biotech  companies  is  still  one  of  the  best. 

Human  Genome  Sciences 

163.69      232.75  35.69 

The  granddaddy  of  genomics  aims  to  develop  a  new  class  of  regenerative  medicines. 

Lion  Sioscience 

93.63      108.38  48.00 

Tiny  German  newcomer  is  developing  sophisticated  software  to  manage  gene  data. 

Prices  as  of  Oct.  2.  'Previously  PE  Biosystems.  Sources:  Market  Guide  and  Interactive  Data  Corp.  via  FactSet  Research  Systems. 
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WILMINGTON 

TRUST 

Recognizing  worth. 


praTsr'Corpora 


Rule  #1: 
u  Are  Unlike 
All  Others, 
here  Is  No 
Rule  #2. 


London 
New  York 
Palm  Beach 
Philadelphia 
Santa  Monica 
Las  Vegas 
Wilmington 


25  Old  Broad  Street,  44.20.7877.0627 

520  Madison  Avenue,  2  1  2.751.9500 

2000  PGA  Boulevard,  561.630.1  477 

One  Liberty  Place.  61  0.520.1  430 

100  Wilshire  Boulevard,  31  0.899.7000 

3773  Howaid  Hughes  Parkway,  702.866.2200 

1100  North  Market  Street,  877.836.9206 


BE  Al  ESTATE 

When  the  Roof  Falls 

It's  legal,  and  it  stinks:  REITs  gloss  over  repair  costs  in  the 
profit  statements.  Here's  how  to  sort  out  the  mess. 


m U  re   jr.  &  In  V  tia  I ! Nu  

which  genes  are  active  in  diseased  tis-  i 
sue.  Another  is  developing  equipment  I 
to  detect  tiny  variations  in  human  DNA  I 
called  "snips,"  or  single  nucleotide  ] 
polymorphisms.  Using  snips,  drug  I 
companies  hope  to  scan  the  entire  I 
genomes  of  trial  subjects  and  identify  j 
patients  most  likely  to  respond  to  their 
drugs.  Three  biotech  boutiques  aiming 
to  sell  snip-detecting  instruments  have 
gone  public  this  year — Orchid  Bio- 
sciences, Illumina  and  Sequenom.  A 
fourth  with  an  especially  promising 
method,  Third  Wave  Technologies,  is 
expected  to  sell  stock  soon. 

One  of  the  more  intriguing  recent 
stock  offerings  is  Lion  Bioscience.  This 
small  German  firm  is  focusing  on  the 
niche  of  developing  software  to  man-  j 
age  the  flood  of  data  from  genomics. 

The  dream  is  that  one  of  these  bou-  j 
tiques  will  become  the  Cisco  Systems  of  1 
the  medical  world,  supplying  billions  of  j 
dollars'  worth  of  gene-scanning  tools  j 
to  medical  testers.  Meanwhile  none  of  I 
the  technologies  is  yet  fast  or  cheap  ] 
enough  to  do  the  type  of  large-scale  I 
genome  scanning  that  is  ultimately  en-  I 
visioned,  says  Pui-Yan  Kwok,  a  geneti- 
cist  at  Washington  University. 

Rather  than  taking  a  risk  on  a  sin-  | 
gle  technology,  a  safer  move  would  be  I 
to  invest  in  Celera's  sister  company,  I 
Applied  Biosystems  (previously  PE 
Biosystems).  It's  best  known  for  pro-  I 
ducing  the  superfast  gene-sequencing 
machines  that  made  Celera's  gene-de- 
coding work  possible.  With  $1.4  billion 
in  sales,  its  tentacles  reach  most  cate-  f 
gories  of  gene-based  lab  tools.  It  has  a  I 
deal  with  Illumina  and  should  grab  a 
chunk  of  the  snip  market  when  that 
gets  big. 

What's  truly  remarkable  about  PE 
Biosystems  is  profitability:  In  the  fiscal 
year  ending  June  30,  the  company 
posted  86  cents  per  share  from  contin- 
uing operations,  up  28%.  Still,  with  a 
stock  changing  hands  at  135  times  \ 
trailing  earnings,  it's  too  pricey  to  buy  \ 
now.  As  with  the  biotech  industry  in 
general,  the  time  to  buy  is  during  one 
of  the  periodic  cooling-off  cycles  on 
Wall  Street.  F 


BY  STEPHANE  FITCH 

IF  YOU'RE  READY  TO  JOIN  THE  BULL 
market  in  real  estate  investment  trust 
stocks,  you  won't  hear  about  earnings. 
The  term  of  art  is  "funds  from  opera- 
tions." But  too  often  you  can't  trust  it. 
FFO-figured  profitability  looks  better 
than  it  actually  is.  The  wacky  accounting 
that  goes  into  calculating  earnings  per 
share  lets  REIT  sponsors  gull  investors. 

Why  can't  REITs,  which  own  collec- 
tions of  buildings,  use  traditional  net 
income  like  everybody  else?  Because  of 
the  outsized  role  depreciation  plays  in 
real  estate  accounting. 

According  to  generally  accepted  ac- 
counting principles,  property  wears 
out — depreciates  to  zero — in  40  years. 
So  if  a  REIT  buys  a  $40  million  office 
tower,  GAAP  says  $1  million  must  be  de- 
ducted from  the  company's  net  income 
every  year  until  2040.  That  manuever 
distorts  reality. 

The  40-year  rule  might  work  for,  say, 
a  wood-frame  rat  trap  in  West  Overshoe. 
But  a  solidly  constructed  commercial 
structure  can  last  more  than  a  century. 
Take  the  $1 13  million,  340,000-square- 
foot  steel  and  glass  office  complex  that 
Spieker  Properties  is  erecting  near  San 
Francisco.  You  could  argue  that  it  will 


need  another  $113  million  in  repairs  ov 
the  next  four  decades  just  to  maintain  i 
value.  But  the  place  will  be  worth  mo 
than  double  the  construction  cost  upc 
completion,  and  keep  appreciating. 

That's  why  the  REIT  industry  hi 
concocted  funds  from  operations  as 
substitute  for  net  income.  Roughly,  it 
net  income  plus  depreciation.  Not  sui 
prisingly,  FFO  is  way  too  generous. 

Let's  look  at  what  this  bastard  me 
sure  doesn't  count:  basic  upkeep.  Ne 
carpets  every  few  years.  Fresh  paint.  Fr 
ing  the  boiler.  You'd  think  these  are  0] 
erating  expenses  that  are  charged  again 
earnings,  right?  Nope.  These  are  consit 
ered  capital  expenditures,  which  dor 
take  a  bite  out  of  FFO. 

Now  let's  look  at  what  FFO  do* 
count:  inflated  rental  income  at  the  b 
ginning  of  a  lease.  Tenants  sign  leas, 
that  include  automatic  rent  hikes  evei 
year  or  two.  Rent  could  start  at  $30i 
square  foot  in  2001,  rising  to  $40  i 
2010.  Those  troublesome  GAAP  ruli 
state  that  the  REIT  should  "straigh 
line"  the  rent,  or  record  revenue  of  $: 
a  square  foot  for  the  lease's  duratio: 
Never  mind  that  FFO  looks  heftier  ths 
it  really  is  for  the  first  half-decade. 

"Screwy,"  says  Mike  F.  Kirby,  cd 
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DREYFUS  PREMIER 
EUROPEAN  EQUITY  FUND 


Sub-advised  by  Newton  Capital  Management  Ltd. 


1  YEAR 


33.45% 


INCEPTION  12/10/98 

27.75% 


Average  annual  total  returns  as  of  6/30/00  for 
Class  A  Shares  with  the  5  75%  maximum  load  reflected. 


DREYFUS  PREMIER 
INTERNATIONAL  GROWTH  FUND 


Managed  by  The  Dreyfus  Corporation 


I  YEAR 


5  YEAR 


INCEPTION  1/31/92 

32.05%    12.36%  11.26% 


Average  annual  total  returns  as  of  6/30/00  for 
Class  A  Shares  with  the  5.75%  maximum  load  reflected. 


DREYFUS  PREMIER 
WORLDWIDE  GROWTH  FUND 


Sub-advised  by  Fayez  Sarofim  &  Co. 


I  YEAR 

7.20% 


5  YEAR  ;  INCEPTION  7/15/93 

19.66%  17.76% 


Average  annual  total  returns  as  of  6/30/00  for 
Class  A  Shares  with  the  5.75%  maximum  load  reflected. 


Now  you  can  explore  opportunity  around 
the  world  with  the  strength  of  Dreyfus  by 
your  side.  Take  a  look  at  the  impressive 


performance  of  these  three  funds  or  take 


advantage  of  our  other  international  funds, 
including  Dreyfus  Founders  Passport  Fund, 


Dreyfus  Premier  Greater  China  Fund  and 


Dreyfus  Premier  Japan  Fund.  To  learn 


more  call  your  financial  advisor.  Or  for 


a  referral,  call  Dreyfus  at  1-888-346-8893 


Returns  are  historical  for  the  periods  noted  and  are  no  guarantee  of  future  performance.  Market  volatility  and 
interest  rate  changes,  among  other  factors,  can  dramatically  impact  short-term  performance.  Year-to-date 
(through  8/31/00),  the  European  Equity  Fund  and  International  Growth  Fund  (Class  A)  returned  2.44%  and 
-6.83%  respectively  (not  reflective  of  maximum  load). 

Investing  internationally  involves  special  risks,  including  changes  in  currency  exchange  rates,  political,  economic  and  social 
instability,  a  lack  of  comprehensive  company  information,  differing  auditing  and  legal  standards,  and  less  market  liquidity.  In 
pursuit  of  greater  returns,  funds  that  concentrate  in  select  geographic  regions  may  have  more  price  volatility.  Investors 
considering  these  funds  should  carefully  review  the  prospectus  for  the  fund's  investment  approach,  fees  and  the  risks  of  investing, 
and  review  the  fund's  performance  over  time.  Investors  should  contact  their  advisor  for  more  information,  including  the  fund's 
most  recent  performance. 

The  funds  offer  multiple  share  classes  that  have  different  sales  charges  and  expenses  and  have  generated  different  returns.  The 
Passport,  China  and  Japan  funds  have  different  operating  histories  and  track  records  which  should  be  reviewed  with  your  advisor. 
Contact  your  investment  advisor  for  a  prospectus  with  more  complete  information  including  charges,  expenses  and  share  classes. 
Please  read  it  carefully  before  you  invest.  Share  prices  and  investment  returns  fluctuate,  so  an  investor  may  receive  more  or  less 
than  original  cost  upon  redemption.  ©  2000,  Dreyfus  Service  Corporation,  Distributor. 
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founder  of  Newport  Beach,  Calif.  REIT 
research  firm  Green  Street  Advisors.  "I 
pity  anybody  who  has  to  make  an  in- 
vestment decision  based  on  the  num- 
bers the  companies  themselves  issue." 

Actually,  most  professional  investors 
agree,  and  they're  willing  to  pay  for  bet- 
ter numbers.  Every  three  months  Kirby 
and  his  crew  at  Green  Street  pore  over 
earnings  reports  from  65  of  the  biggest 


REITs  and  make  FFO  adjustments.  Indi- 
vidual investors  can  get  the  Green 
Street  data  by  placing  trades  through 
the  firm's  Dallas-based  brokerage  arm. 

Your  own  stockbroker  might  be  as 
helpful,  but  at  Wall  Street  firms  most 
analysts  are  more  lenient  than  Green 
Street.  For  example,  CIBC  World  Mar- 
kets' Anthony  Paolone  doesn't  sub- 
tract the  cost  of  bathroom  or  kitchen 


The  REIT  Stuff,  the  Wrong  Stu. 

Don't  buy  FFO  figures.  For  some  REITs  you  need  to  adjust  funds  from  operations, 
the  industry's  standard  gauge  of  profitability,  subtracting  things  like  upkeep. 


Recent 

FFO1  

Name/specialty 

price 

2000 

Adjusted 

Overstatement 

CLOSE  TO  THE  MARK 

AvalonBay  Communities/apartments 

$46 

$3.60 

$3.47 

4% 

BRE  Properties/apartments 

31 

2.53 

2.43 

4 

Spieker  Properties/office  and  industrial 

55 

4.14 

3.62 

14 

WAY  OFF 

Associated  Estates  Realty/apartments  8 

1.20 

0.67 

79 

CarrAmerica  Realty/office 

29 

2.88 

2.21 

30 

Highwoods  Properties/office 

22 

3.73 

2.88 

30 

Host  Marriott/hotels 

11 

1.82 

1.17 

56 

United  Dominion  Realty/apartments 

11 

1.51 

1.15 

31 

'Funds  from  operations  per  share.  Source:  Green  Street  Advisors. 


renovations  from  the  FFO  of  luxur 
apartment  REIT  Charles  E.  Smith  Res( 
idential  Realty  in  Washington,  D.C 
"Repainting  is  one  thing,  but  puttin 
in  the  new  bathroom  can  make 
$l,000-a-month  apartment  into 
$l,400-a-month  apartment,"  he  say; 
"It's  a  legitimate  capital  expenditure 
that  really  has  created  an  asset  tha 
didn't  exist  before." 

You  may  want  to  hold  your  nos 
when  you  first  see  the  difference  betweei 
what  many  REITs  say  their  FFO  will  b 
this  year  and  what  Green  Street  figure 
they'll  really  be  (see  table).  For  REITs  tha 
own  strip  shopping  centers,  every  dolla 
of  FFO  they'll  report  will  really  be  wort 
only  88  to  92  cents.  For  office  buildin 
owners,  you'll  be  lucky  to  be  really  earn 
ing  85  cents  on  the  dollar.  For  hotels,  th 
number  is  truly  appalling:  70  cents  ol 
the  dollar. 

Among  the  hotel  owners,  Host  Mar 
riott's  funds  from  operations  are  th 
poorest  reflection  of  its  true  earning: 
with  every  dollar  it  reports  really  wortl 


For  some,  making  it  big, 
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MONEY  &  INVESTING 


nly  64  cents,  says  Green  Street. 
Why  are  some  property  types  more 
Jjiaccurate  than  others?  Strip  centers, 
Sever  intended  to  be  esthetically  pleas- 
iig,  don't  have  many  fragile  amenities 
p  maintain.  But  fancy  hotels  like  Host 
Marriott's  need  more  upkeep.  The  gears 
Biat  revolve  the  hotel  bar  on  the  top 

PITY  THOSE  WHO  BASE 

loor  can't  fail;  the  fountain  in  the 
W  irium  must  keep  spraying  decoratively; 
be  pastry  oven  must  be  able  to  bake  at 
me  correct  temperature. 
I  Nevertheless,  FFO  probity  varies 
rithin  property  categories.  One  icon  of 
^lative  virtue  is  AvalonBay  Communi- 
ties, an  Alexandria,  Va.  REIT  that  owns 
[j9,000  apartments,  many  of  them  in  ex- 
ji  ensive  high  rises. 

Green  Street's  Kirby  argues  that  he- 
pause  AvalonBay  builds  more  durable 
properties,  it  attracts  tenants  who  are 
wealthier  and  tend  to  stick  around  for 
onger.  So  there's  less  upkeep  needed  on 


its  properties — the  $3.60  a  share  in 
funds  from  operations  AvalonBay  will 
probably  report  this  year  won't  over- 
state its  true  profitability  by  more  than 
4%.  AvalonBay's  shares  were  recently 
priced  at  13  times  his  adjusted  FFO 
number. 

It's  a  different  story  at  Associated  Es- 


tates Realty,  based  near  Cleveland.  As- 
sociated owns  20,000  apartments  and  is 
expected  to  report  funds  from  opera- 
tions of  $1.20  a  share  this  year.  Its  stock, 
at  $8,  looks  startlingly  cheap  compared 
with  AvalonBay's.  But  Associated  Estates 
has  been  losing  tenants,  mostly  young 
and  middle-class  types  who  graduate 
from  paying  rent  to  buying  homes. 

Result:  Associated  has  had  to  spend 
precious  dollars  renovating  its  proper- 
ties to  appeal  to  new  tenants.  Subtract 
the  capital  expenditures  and  Kirby  fig- 
ures true  FFO  will  be  closer  to  67  cents  a 
share.  Translation:  That  $8  share  price 


is  12  times  adjusted  earnings,  compara- 
ble to  AvalonBay's  ratio,  but  for  less  ap- 
pealing real  estate. 

What's  the  solution?  Sensible  GAAP 
rules  on  depreciation  might  be  a  start, 
says  Kirby.  Another  idea  came  from  En- 
glewood,  Colo.,  where  Archstone  Com- 
munities was  issuing  a  new  number  it 


dubbed  "earnings  before  structural  de- 
preciation." This  was  net  income  with 
only  depreciation  of  truly  bedrock  as- 
sets— steel  building  frames  and  such — 
added  back  in. 

The  only  problem  with  Archstone's 
earnings  number:  It  was  so  much  lower 
than  funds  from  operations  and  even 
Kirby's  "adjusted  FFO,"  it  made  free- 
and-clear  profits  appear  depressingly 
hard  to  come  by  in  real  estate. 

Regardless  of  how  it's  done,  we  need 
scarcely  mention  that  a  groundswell 
doesn't  exist  in  the  REIT  community  to 
change  the  accounting.  F 


INVESTMENT  DECISIONS  ON  THESE  NUMBERS. 


means  buying  small. 

Follow  the  fates  of  the  best  small  companies  day  in  and  day  out  on  CNBC  and  CNBC.com. 

Watch  CNBC  all  Business  Day  Weekdays  5:OOAM-8:OOPM  ET. 
Log  on  to  CNBC.com  24/7  for  in-depth  analysis  and  investing  tools. 


cnbc.com 
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College  Savings  101 


It  takes  a  lot  of  study 
to  pick  the  best 
state-sponsored 
savings  plans.  So 
here's  a  cram  course. 


BY  JANET  NOVACK 

STATE-SPONSORED  COLLEGE  SAV- 
ings  plans  are  spreading  like 
kudzu.  All  but  two  states,  Georgia 
and  South  Dakota,  have  either 
launched  a  plan  or  are  in  the  process  of 
doing  so.  Large  financial-service  com- 
panies are  scrambling  to  get  into  the 
act,  cutting  deals  with  individual  states 
to  run  their  plans  and  to  market  them 
nationwide.  Even  stockbrokers — from 
Merrill  Lynch,  Salomon  Smith  Barney 
and  A.G.  Edwards  — are  now  pitching 
these  plans. 

Often  called  529  plans,  after  the  sec- 
tion of  the  tax  code  that  allows  them, 
these  plans  carry  some  terrific  tax  ben- 
efits and  may  win  even  more. 

But  choosing  the  right  plan  for  a 
family  is  tricky.  Fees  vary  widely;  the 
ones  investing  in  stocks  charge  from 
0.31%  to  1.86%  of  assets  a  year.  And 
charges  aren't  disclosed  in  a  standard 


form.  Just  as  bad,  some  states  have  lay- 
ered their  own  restrictions  on  top  of 
the  strict  and  convoluted  federal  rules 
governing  the  plans.  As  a  result  you 
must  study  the  fine  print  in  plan  docu- 
ments as  well  as  the  fees. 

Still,  the  tax  breaks  make  the  effort 
worthwhile.  You  can  put  up  to  $168,000 
per  child  in  an  account,  where  it  grows 
tax-deferred  until  the  student  with- 
draws it  for  college.  At  that  point  ac- 
count earnings  are  taxed  as  ordinary  in- 
come to  the  student  at  his  own  rate, 
usually  just  15%. 

Moreover,  a  growing  number  of 
states  give  residents  tax  deductions  for 
money  contributed  to  their  own  plans 
and/or  exempt  earnings  withdrawn  for 
education  from  state  tax.  And  the  states 
have  been  lobbying  to  make  education 
withdrawals  free  from  federal  tax,  too. 
This  break  has  already  passed  Congress 
twice;  President  Clinton  vetoed  the  bills 


over  unrelated  issues. 

Section  529  plans  also  get  favore 
treatment  when  it  comes  to  gift  and  e 
tate  taxes.  A  couple  can  put  up  1 
$100,000  at  one  time  in  each  child's  a< 
count  without  having  to  worry  aboi 
estate,  gift  or  generation-skipping  taxe| 
That  makes  these  plans  an  ideal  way  fc 
grandparents  to  help  pay  for  education 
(FORBES,  Feb.  22, 1999). 

Normally,  anyone  can  give  anyor 
else  only  $10,000  a  year  without  worry 
ing  about  gift  taxes.  But  you  can  use  u 
five  years  of  annual  $10,000  exemptior 
at  once  when  contributing  to  a  52 
plan.  The  money  is  out  of  your  estai 
now,  yet  if  you  need  or  want  it  bac 
later,  you  can  take  it.  And  the  penall 
for  such  a  withdrawal,  in  most  plans, 
just  10%  of  earnings. 

Still,  selecting  the  right  plan  and  tr 
right  investment  option  is  crucial  b* 
cause  of  one  of  the  prices  you  pay  fc 
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all  these  tax  goodies:  You're  not  allowed 
to  exercise  active  control  over  the  in- 
vestment of  money  while  it's  in  the 
plan.  So  if  you  invest  in  a  stock  fund 
and  then  sour  on  the  market,  you  can't 
move  your  money  into  a  bond  portfo- 
lio offered  by  the  same  state  plan. 

There  is,  however,  a  little-known — 
if  inconvenient — escape  hatch:  Under 
IRS  rules,  you  can  move  your  invest- 
ment from  one  state's  plan  to  another 
state's  plan  without  penalty,  so  long  as 
you  change  the  account  beneficiary  as 
you  do  so.  So  you  switch 
Mary's  account  to  her 
brother  Sam  and  Sam's  ac- 
count to  Mary.  (The  switch 
must  be  to  a  relative.)  The 
catch,  though,  is  that  this 
generally  works  only  for 
529  savings  plans;  most  529 
"prepaid  tuition"  plans  don't  permit 
switches  of  this  sort. 

To  help  you  compare  plans,  on  page 
392  we've  listed  fees  and  investment 
choices  for  Section  529  savings  plans 
open  to  residents  of  any  state.  You  can 
invest  in  as  many  different  plans  as  you 
like,  if  you  can  stand  the  paperwork. 
For  links  to  all  the  529  plans  go  to 
www.savingforcollege.com.  Pittsford, 
N.Y.  CPA  Joseph  Hurley,  who  has  writ- 
ten a  book  on  the  plans,  maintains  the 
site.  He  posts  reports  on  plan  perfor- 
mance as  well  as  his  own  plan  ratings. 

Here  are  tips  for  picking  a  plan: 

•Ignore  the  19  state  "prepaid  tuition" 
529  plans  and  concentrate  on  the  43 
state  savings  plans.  (Both  totals  include 
plans  that  are  still  in  the  process  of 
starting  up;  14  states  either  offer  both 
types  of  plans  or  will  soon  do  so.) 

Prepaid  529  plans  let  you  pay  for  at- 
tendance at  a  state  university  tomorrow 
at  today's  rates.  If  your  child  does  go  to 
a  state  school,  it  might  be  a  good  deal, 
or  it  might  not,  depending  on  what 
happens  with  state  college  costs.  But  if 
he  or  she  goes  out  of  state,  you'll  likely 
get  a  paltry  return  on  your  money. 

Moreover,  most  prepaid  plans  either 
don't  let  you  withdraw  your  money  at 
all  before  the  child  reaches  college  age, 
or  impose  stiff  penalties  if  you  do.  And 
they  generally  don't  allow  you  to  switch 


your  investment  to  another  state. 

The  savings  plans  are  far  more  flexi- 
ble and  hold  the  potential  of  higher  re- 
turns, allowing  you  to  put  some  or  all  of 
your  money  in  stocks.  The  rnoney  in 
these  plans  can  be  used,  without  penalty, 
for  tuition  and  room  and  board  at  any 
college  or  university  in  the  country.  IRS 
rules  say  you  can  stash  enough  in  a  sav- 
ings plan  to  pay  for  five  years  of  college 
expenses;  several  states  have  interpreted 
that  as  allowing  contributions  of 
$160,000  or  more  per  child. 


collegial  with  their  college  break 
While  quite  a  few  states  exempt  earr 
ings  in  their  own  plans  from  state  ii 
come  taxes,  most  don't  extend  th 
break  to  earnings  that  residents  dra 
from  another  state's  plan. 

•  Decide  what  you  want  to  own  in  tit 
account.  Early  savings  plans,  such  as  F 
delity's  New  Hampshire  plan,  put  a 
money  in  age-based  portfolios  of  stoclj 
and  bonds.  As  a  child  moves  closer  I 
college,  the  stock  portion  is  reduced. 

Newer  plans  offer  more  choices,  ir| 


IF  YOU'RE  STUCK  IN  A  STATE  PLAN  YOU 
DON'T  LIKE,  THERE'S  A  LITTLE-KNOWN— 
IF  INCONVENIENT— ESCAPE  HATCH. 


•Check  out  your  own  state's  plan  first. 

You  may  want  to  invest  at  least  enough 
in  it  to  grab  a  state  tax  deduction.  Mis- 
souri couples  can  deduct  up  to  $16,000 
a  year  for  contributions  to  the  state's 
plan;  New  York  couples,  $10,000.  When 
Mississippi's  savings  plan  starts  next 
year,  couples  will  be  able  to  deduct  up 
to  $20,000  a  year. 

Even  more  generous:  Beginning  Jan. 
1,  2001,  Colorado  will  allow  an  unlim- 
ited deduction  from  its  4.63%  state  in- 
come tax  for  contributions  to  its  plan. 

Some  states  let  residents  make  a  big 
deposit  and  deduct  it  over  time.  Ohio 
allows  a  couple  to  write  off  such  contri- 
butions at  the  rate  of  $2,000  per  child  a 
year.  Virginia  allows  taxpayers  who  are 
70  or  older  to  deduct  their  entire  con- 
tribution at  once.  Younger  folks  can 
make  a  big  contribution  now  and  write 
it  off  at  the  rate  of  $2,000  a  year  per 
child  per  account.  Since  each  parent 
can  establish  up  to  seven  savings  ac- 
counts per  child,  a  couple  can  actually 
deduct  $28,000  per  child  a  year— if 
they  can  keep  track  of  it  all. 

Note,  though,  that  if  you  attempt  to 
roll  the  money  from  your  home  state's 
plan  to  another  state,  or  end  up  using 
the  money  for  other  than  education, 
your  state  may  try  to  recoup  any  tax 
breaks  it  granted  you. 

Unfortunately,  the  states  aren't  too 


eluding  more  aggressive  age-weighte 
portfolios.  Virginia  lets  you  pick  th 
"age"  of  your  beneficiary  at  the  start.  S 
Diana  Cantor,  a  former  Goldman  Sach 
investment  banker  who  runs  Virginia 
plan,  recently  invested  for  her  6-,  7-  an 
9-year-olds  as  if  they  were  newborn 
That  started  out  their  portfolios  80%  ii 
equities.  The  normal  Virginia  portfolii 
for  a  7-  to  9-year-old  is  just  60%  stock 

Several  plans  offer  fixed  (as  oppose 
to  age-weighted)  balanced  funds  am 
100%  equity  funds.  California's  TIA/j 
CREF-run  plan  even  has  a  socially  cor 
scious  80%  equity  fund.  New  Mexico1 
new  plan,  run  by  State  Street  Globs 
Advisors,  will  allow  investors  to  se 
their  own  stock/bond  allocation. 

Plans  also  offer  100%  bonds;  guai 
anteed  investment  contracts;  and  fedei 
ally  insured  certificates  of  deposit  fror 
the  College  Savings  Bank  of  Princetor 
N.J.  The  return  on  these  CDs  is  pegge 
to  the  increase  in  college  costs. 

•Scrutinize  fees.  Some  plans  charge 
fixed  fee  regardless  of  the  investmer 
option  you  choose.  California  charge 
0.8%  of  assets  a  year,  even  if  you  pic 
an  all-equity  portfolio.  But  in  othe 
plans  there  are  multiple  layers  of  fee; 
and  your  final  cost  depends  on  the  mi 
of  mutual  funds  held  in  your  account. 

Consider  the  lengthy  "program  de 
scription"  of  the  Arkansas  and  Wy 
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the  best  in  dot-com  financial  management  including 


Forbes.com 
A.T.  Kearney 
ie  Voice  Technologies 
Onvia 
Earthlink 
Parage 


ignition  Corporation 
Grant  Thornton  LLP 
Wit  SoundView 
FreeMarkets,  Inc. 
Stonepath  Group 


For  more  information 
call  312.780.0700  or 
register  Online 
at  www.acius.net 

Presented  by: 

»AC  I 

Active  Communications  International 


oming  plans  run  by  Merrill  Lynch's 
Mercury  mutual  funds  division.  Under 
"direct  expenses"  the  documents  list 
three  fees  totaling  0.6%  of  assets.  But 
;  turn  to  an  addendum  to  find 
the  added  annual  expenses  of  the  Mer- 
cury funds  themselves,  ranging  from 


0.67%  of  assets  for  a  cash  reserve  fund 
to  1.62%  of  assets  for  a  "growth  oppor- 
tunity fund." 

Know  that  plans  run  by  the  same  fi- 
nancial services  company  may  differ 
from  state  to  state — both  in  fees  and 
asset  allocation.  TIAA  charges  0.95%  of 


assets  for  its  Tennessee  plan  and  « 
0.76%  in  Connecticut,  because  Te 
nessee  demanded  a  payment  to  co\ 
its  own  state  administrative  costs 

Be  forewarned:  Fidelity's  N< 
Hampshire  plan,  which  is  now  sold  < 
rectly  to  consumers,  will  be  adding 


[00! 


The  "National"  529  College  Savings  Plans 


No  matter  where  you  live,  these  state  plans  will  happily  take  your  money— up  to  $168,000  per  child  in  Arizona's  case.  If  you 
choose  a  plan  that  invests  in  stocks  or  bonds,  you'll  be  charged  a  percentage  of  assets  in  management  fees  each  year. 


Investments1 

Plan 

Maximum 

Fees  as 

Other  fees 

OlolV/pldll  U|IIIUI! 

ctnrkc/hnnri  c/pacH  (%) 

npr  rhilri 

/QUI 

iinniial/cptiin 
annual/  96iu|i 

PhnnA 

Ariz./ Aggressive 

97/0/3% 

SM&R 

$168,000 

1.51% 

$0/102 

602-229-2591 

." 

Ariz./Conservative 

0/95/5 

SM&R 

168,000 

1.42 

0/102 

602-229-2591 

Uu 

Ariz./Bank  CDs 

0/0/100 

College  Savings  Bank 

168,000 

none 

0/0 

800-888-2723 

"' 

Ark./Age  Based 

60/15/25 

Merrill  Lynch 

120,000 

1.66 

5  0/0 3 

877-442-6553 

lit 

Ark./ Aggressive 

100/0/0 

Merrill  Lynch 

120,000 

1.86 

50/03 

877-442-6553 

Ark./Conservative 

0/95/5 

Merrill  Lynch 

120,000 

1.55 

50/03 

877-442-6553 

Calif./Age  Based 

40/60/0 

TIAA-CREF 

141,396 

0.80 

0/0 

877-728-4338 

Caiif./Socially  Aware 

80-100/0-20/0 

TIAA-CREF 

141,396 

0.80 

0/0 

877-728-4338 

Calif./ Aggressive 

100/0/0 

TIAA-CREF 

141,396 

0.80 

0/0 

877-728-4338 

Calif./GIC4 

not  applicable 

TIAA-CREF 

141,396 

0.80 

0/0 

877-728-4338 

Colo./ Age  Based 

50/50/0 

Salomon  Smith  Barney 

150,000 

1.29 

3  0/0 5 

888-572-4652 

Colo./Equities 

100/0/0 

Salomon  Smith  Barney 

■4   1-  r~r  AAA 

150,000 

1.29 

3  0/0 5 

888-572-4652 

Colo  /Fixed  Income 

0/100/0 

Salomon  Smith  Barney 

150,000 

1.29 

3  0/0 5 

888-572-4652 

Conn./ Age  Based 

50/50/0 

TIAA-CREF 

100,000 

0.76 

0/0 

888-799-2438 

Del  /Age  Based 

72/28/0 

Fidelity 

116,120 

1.35 

30/06 

800-292-7935 

III./ Age  Based 

60/40/07 

Salomon  Smith  Barney 

160,000 

0.99 

0/0 

877-432-7444 

m 

lll./Equities 

100/0/0 

Salomon  Smith  Barney 

160,000 

0.99 

0/0 

877-432-7444 

id 

III.  Fixed  Income 

0/100/07 

Salomon  Smith  Barney 

160,000 

0.99 

0/0 

877-432-7444 

i 

Ind./Age  Based 

80-100/  0-20/0-10 

Bank  One 

114,548 

1.05 

25/10 

888-814-6800 

Iowa/ Age  Based 

40/60/0 

State/uses  Vanguard  funds 

140,221 

0.798 

0/0 

888-672-9116 

Kans./Aggressive9 

95/0/5 

American  Century 

127,000 

1.40 

40/010 

785-296-3171 

Kans./Moderate9 

80/15/5 

American  Century 

127,000 

1.31 

40/010 

785-296-3171 

Kans./Conservative9 

45/40/15 

American  Century 

127,000 

1.10 

40/010 

785-296-3171 

.0 

Me./ Age  Based 

60/35/5 

Merrill  Lynch 

145,000 

1.40 

50/03 

800-228-3734 

: 

Me./Equities 

100/0/0 

Merrill  Lynch 

145,000 

1.58 

50/03 

800-228-3734 

Me./Fixed  Income 

0/95/5 

Merrili  Lynch 

145,000 

1.45 

5  0/0 3 

800-228-3734 

Mass./ Age  Based 

71/29/0 

Fidelity 

164,375 

1.12 

3  0/0 6 

800-449-6332 

■• 

Mo./ Age  Based 

40/60/0 

TIAA-CREF 

100,000 

0.65 

0/0 

888-414-6678 

Mo./GIC4 

not  applicable 

TIAA-CREF 

100,000 

0.65 

0/0 

888-414-6678 

Mont/Bank  CDs 

0/0/100 

College  Savings  Bank 

168,000 

none 

0/0 

800-888-2723 

N.H./Age  Based 

67/33/0 

Fidelity 

109,825 

1.05 

30/06 

800-544-1722 

N.Y./Age  Based 

40/60/0 

TIAA-CREF 

100,000 

0.65 

0/0 

877-697-2837 

' 

Okla./Age  Based 

50/50/0 

TIAA-CREF 

100,000 

0.81 

0/0 

877-654-7284 

i 

Tenn./Age  Based 

35/65/0 

TIAA-CREF 

100,000 

0.95 

0/0 

888-486-2378 

Utah/Age  Based 

65/35/0 

State/uses  Vanguard  funds 

160,000 

0.32 

25/5011 

800-418-2551 

Utah/Aggressive9 

95/5/0 

State/uses  Vanguard  funds 

160,000 

0.31 

25/5011 

800-418-2551 

'.- 

Utah/Stock  Index  Fund 

100/0/0 

State/uses  Vanguard  funds 

160,000 

0.31 

25/5011 

800-418-2551 

Utah/Money  Market 

0/0/100 

State 

160,000 

none 

0/0 

800-418-2551 

.; 

Va./Age  Based 

50/50/0 

State/uses  mix  of  funds 

100,000 

0.93 

0/85 

888-567-0540 

': 

Va./Aggressive9 

80/20/0 

State/uses  mix  of  funds 

100,000 

1.00 

0/85 

888-567-0540 

Va./Money  Market 

0/0/100 

State 

100,000 

0.85 

0/85 

888-567-0540 

n 

Wyo./Age  Based 

63/16/21 

Merrill  Lynch 

120,000 

1.64 

50/03 

307-777-7408 

Wyo. /Equities 

100/0/0 

Merrill  Lynch 

120,000 

1.84 

50/03 

307-777-7408 

Wyo./Fixed  Income 

0/95/5 

Merrill  Lynch 

120,000 

1.45 

50/03 

307-777-7408 

'For  10-year-old,  where  age  based.  *For  each  mutual  fund.  3Fee  waived  for  state  residents  and  accounts  of  $20,000  or  more.  "Guaranteed  Investment  Contract;  3%  guaranteed  annually. 
5Fee  waived  for  state  residents.  6Fee  waived  for  accounts  of  $25,000  or  more.  7lf  purchased  through  some  Illinois  banks,  CDs  replace  half  of  fixed-income  portion.  eFee  as  of  Jan.  I, 

2001. 9 Age-based  plan.  "Annual  fee  is  $10  for  state  residents.  "Setup  fee  of  $50  waived  for  direct  deposit. 
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:w  option  soon,  using  Fidelity's 
gher-cost  "advisor"  funds  sold 
rough  brokers.  Our  table  shows  only 
delity's  no-commission  plan. 

•  Check  for  hidden  penalties  within 
an  investments.  The  College  Savings 
Idinpnk,  which  issues  CDs  in  Arizona  and 
ontana  whose  returns  are  linked  to 
>13ege  inflation,  imposes  a  stiff  10%  of 
rincipal  penalty  if  you  withdraw 
loney  within  three  years  of  opening 
te  account  and  a  5%  of  principal  hit  if 
)u  take  the  money  more  than  a  year 
ijefore  a  CD  matures.  This  locks  you  in, 
SSfjaking  it  too  expensive  to  roll  the 
?2f!ioney  into  another  investment  in  an- 
other state.  (The  bank  waives  the 


your  flexibility  more  than  the  IRS  re- 
quires or  force  you  to  withdraw  money 
when  you  don't  want  to. 

Example:  When  you  fund  a  529  sav- 
ings account,  you  name  a  beneficiary. 
According  to  IRS  rules,  you,  as  the  ac- 
count owner,  can  later  change  the  ben- 
eficiary to  another  member  of  the 
child's  family  or  even  withdraw  the  ! 
money — a  useful  power  if  the  child 
turns  out  to  be  a  bum.  But  Tennessee's  1 
plan  won't  let  you  designate  a  new  ben- 
eficiary without  permission  from  the 
first,  and  it  limits  your  ability  to  with- 
draw the  money  for  other  than  j 
education. 

Another  example:  If  your  kid  wins  a 


CHECK  OUT  YOUR  OWN  STATE'S 
PLAN  FIRST.  YOU  MAY  GET  A  FAT 
STATE  TAX  DEDUCTION  FOR 
KEEPING  YOUR  MONEY  AT  HOME. 


i  ;enalty  for  Montana  residents  investing 
i  their  own  state  plan.) 

•  Find  out  who  will  operate  the  plan 

nd  how  much  experience  the  organi- 
sation has.  The  Utah  and  Iowa  plans  in- 
est  in  Vanguard's  index  funds  and  its 
festyle  funds,  respectively.  But  in  both 
i  ases  the  bookkeeping  and  the  comrau- 
lication  with  the  customers  is  by  state 
i  mployees;  Vanguard  has  chosen  not  to 
let  into  this  business  itself. 

Utah  will  put  100%  of  your  money, 
If  you  want,  into  Vanguard's  Institu- 
ional  Index  Fund,  with  its  rock-bottom 
ixpense  of  0.06%  of  assets.  Then,  Utah 
kharges  you  additional  fees  that  bring 
pur  cost  to  0.31%  of  assets  annually. 

That's  certainly  cheap.  But  states 
unning  their  own  plans  may  be  more 
ikely  to  raise  fees;  on  Jan.  1,  2001  Iowa 
vill  stop  subsidizing  the  cost  of  run- 
ling  its  program  and  tack  a  new  0.5%- 
jf-assets  annual  fee  on  top  of  the  0.29% 
expenses  of  the  Vanguard  funds.  States 
:hat  have  signed  long-term  deals  with 
Inancial-service  companies  have  gen- 
erally locked  in  overhead  costs. 

•Watch  out  for  state  rules  that  limit 


scholarship,  you  may  want  to  leave  the 
excess  funds  in  a  529  account  to  pay  for 
graduate  school,  midcareer  education 
or  even  your  grandchildren's  college. 
But  Iowa  requires  all  funds  be  distrib- 
uted by  the  time  the  beneficiary  is  30, 
and  Utah  requires  that  distributions 
begin  by  the  time  a  beneficiary  is  22 
years  and  4  months,  although  you  can 
request  a  five-year  deferral. 

•  Check  whether  the  owner  and  the 
beneficiary  can  be  the  same  person  and 
whether  you  can  transfer  ownership 
while  you're  still  alive.  Not  all  plans 
allow  this.  Why  does  it  matter?  Say  ju- 
nior wins  an  academic  scholarship  and 
you  want  him  to  keep  the  529  money 
anyway  as  a  reward.  If  you  can  make 
him  the  "owner"  of  the  account,  in  ad- 
dition to  its  beneficiary,  he  can  with- 
draw the  money  for  noneducational 
purposes  at  his  own,  presumably  lower 
tax  rate.  (There's  no  penalty  if  money  is  j 
withdrawn  because  the  child  won  a 
scholarship.)  If  you're  still  the  plan 
owner,  any  funds  withdrawn  other  than 
for  college  will  be  taxable  to  you,  at 
your  presumably  higher  rate.  F 
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Old  Dogs, 
New  Tricks 

Established  companies  may  be  bet- 
ter positioned  than  new  dot-coms 
to  sell  in  an  online  world.  Here  are 
some  nimble  but  cheap  old-timers. 

BY  TRICIA  MCGINNIS 


FORRESTER  RESEARCH  PREDICTS 
that  $3.2  trillion,  or  13%,  of  U.S. 
retailing  will  be  conducted  via  the 
Internet  by  2004.  But  don't  write  off 
last  century's  manufacturers  and  retail- 
ers, because  these  companies  can  also 
sell  over  the  Web.  There  they  can  lever- 
age well-established  brands,  loyal  cus- 
tomers and  existing  distribution  infra- 
structure. Emarketer,  an  online 
marketing  research  firm,  anticipates 
such  hybrid  online/offline  businesses 
will  generate  68%  of  online  revenues 
next  year,  up  from  52%  in  2000. 

Take  retailer  Sears,  Roebuck,  which 
sells  for  only  nine  times  latest- 12-month 
earnings.  Dennis  Honan,  vice  president 
and  general  manager  of  Sears  Online, 
predicts  this  year's  fourth-quarter  on- 


TriedandTrue.com 


line  revenues  will  be  at  least  three  times 
the  previous  year's.  According  to  Media 
Metrix,  an  Internet  research  company, 
Sears.com  led  the  department  store  cat- 
egory in  August  with  3.2  million  unique 
visitors.  That  may  seem  small  compared 
with  16  million  monthly  visits  in  August 
to  Amazon.com,  but  Sears  is  moving 
big-ticket  items  like  lawn  mowers,  its 
number  one  online  seller. 

To  find  some  other  hidden  gems  we 
screened  the  Forbes  500s  universe  for 
companies  trading  at  less  than  16  times 
forecast  2001  earnings  whose  profits 
are  expected  to  increase  at  least  10% 
next  year.  We  then  scoured  that  list  for 
promising  Internet  plays. 


These  established  companies  didn't  invent  the  Internet,  but  they  are  revising 
their  business  models  to  compete  in  an  online  age.  By  Internet  standards,  they 
are  very  cheap. 


Company/online  activities 

Recent 
price 

2001  est 
Pit 

Revenue 
($mil) 

Market 
value  ($mil) 

Allstate/insurance  sales  and  claims 

$34.13 

11 

$28,029 

$25,056 

AutoZone/auto  parts  and  supplies 

24.88 

11 

4,483 

3,171 

Avery  Dennison/office  supplies 

46.S9 

15 

3,865 

5,206 

FedEx/tracking,  shipping  and  e-commerce 

42.75 

14 

18,716 

12,178 

Hilton  Hotels/hotel  booking 

10.69 

13 

2,845 

3,934 

H&R  Block/tax  preparation 

34.56 

10 

2,501 

3,163 

Kmart/discount  retailing 

6.06 

6 

36,259 

2,909 

Nordstrom/apparel  retailing 

14.81 

9 

5,238 

1,909 

Pitney  Bowes/electronic  stamps 

27.38 

10 

4,541 

6,988 

Sears,  Roebuck/home  and  garden  equip  retailing 

33.95 

7 

41,828 

11,640 

Prices  as  of  Oct.  6.  Sources:  IBES  Express;  Market  Guide  via  FactSet  Information  Systems 

Hilton  Hotels  has  w 
brant  online  operation 
in  both  the  business-tq 
consumer  and  busines 
to-business  lines.  In  tl 
first  half  of  this  ye 
Hilton's  Web  site  had  1 
million  visits,  and  it 
consistently  named  tj 
Gomez  Advisors  and  It] 
ternetWeek  as  one  of  tfl 
top  hotel  sites.  Hilton  ej 
pects  electronic  booking 
to  hit  $280  million  i 
2000,  double  last  year 
volume.  Hilton  sells  fc 
13  times  estimated  year  2001  profits. 

FedEx  was  the  first  package-delii 
ery  company  to  offer  customers  Wei] 
based  package  shipping  and  tracking 
services,  and  now  two-thirds  of  its  U.I 
domestic  transactions  are  handled  or 
line.  Now  FedEx  is  focusing  on  th| 
$336  billion  B2B  market  by  offerin 
warehousing,  shipping  and  trackin 
services  to  small  and  medium-siz 
businesses.  The  company  rolled  tj 
e-commerce-building  product  out  i| 
July  and  signed  up  90  business^ 
within  the  first  two  weeks. 

Pitney  Bowes  has  been  makin 
postage  meters  since  1920,  but  is  fine 
ing  new  opportunities  on  the  Web.  Pi 
neyWorks.com  sells  electronic  stamp 
and  also  lets  small  businesses  create  d 
rect-marketing  material  online;  Pitne 
then  provides  printing,  metering  an 
mailing  services.  Pitney  sells  for  1 
times  estimated  year  2001  sales  and  1 
times  estimated  earnings. 

Allstate  (see  p.  396),  which  sells  fc 
11  times  estimated  2001  profits,  hope 
to  use  the  Web  to  challenge  direct  mai 
keters  like  Geico.  Allstate  is  now  sellin 
insurance  over  the  Web  in  seven  state 
and  plans  to  offer  online  insuranc 
products  in  several  others  by  the  end  c 
the  year.  Allstate's  goal  is  to  shift  20%  c 
its  sales  over  the  Internet  within  fiv 
years  and  reduce  annual  administrativ 
costs  by  $600  million. 


Find  past  stock  focus  articles  at  www.forbes.com/sf  or  use  your  :CueCat  device  on  the  cue  code  (right)  to 

you  there  instantly. 


take 
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INTRODUCING  FOLIO  INVESTING5 


I 


STEVE  WALLMAN 
Founder  &  CEO,  FOLIOfn 


"Diversification  is  the  only  free  lunch  in  investing  and  now,  with  FOLIOfn,  every  person  who  wants  to 

invest  online  can  achieve  it  instantly." 


IT  USED  TO  TAKE  HUNDREDS 

OF  THOUSANDS  OF  DOLLARS  TO  BUILD 

YOUR  OWN  DIVERSIFIED  PORTFOLIO. 

NOT  ANYMORE. 


'NOW  YOU  CAN  INVEST  LIKE 
THE  RICHEST  AMERICANS. 

Building  your  own  diversified  portfolio  used  to  take  a  lot  of  time  and  money.  No  longer.  Introducing  FOLIO 
investing  from  FOLIOfn.  With  FOLIO  investing,  you  can: 

•  Buy  portfolios  of  one  to  50  stocks  in  one  simple  transaction. 

•  Invest  in  a  sector,  an  index,  or  any  group  of  stocks  you  like. 

•  Assemble  your  FOLIO  from  the  ground  up  or  choose 
from  our  dozens  of  "Ready-to-Go  FOLIOs." 

•  Buy  or  sell  the  stocks  in  your  FOLIOs  as  often  as  you  want. 

•  Like  a  mutual  fund,  you  can  invest  any  dollar  amount 
you  want.  But,  since  you  own  the  stocks  directly,  you 
can  avoid  the  annual  tax  bill  you  get  with  funds. 

•  All  this  for  a  flat  fee  of  only  $29.95  per  month  with  no  commissions  or  mutual  fund-like  fees? 

Sound  good?  TRY  US  FREE  FOR  30  DAYS  using  play  money  and  without  obligation.  Or  start  investing 
with  real  money  today  and  get  your  first  month  free.  Log  on  to  www.foliofn.com/fm  or  call  1-877-MY-FOLIO 

and  stop  guessing,  start  investing. 


You  can  own  every  one  of  the  40  companies  in  the 
Forbes  40*  Index  with  our  new  Forbes  -  FOLIO. 
According  to  Forbes '  magazine,  "The  Forbes  40  is 
a  group  of  equities  that  contributed  the  most  to  the 
annual  fortunes  of  the  Forbes  400  richest  Americans." 
Visit  www.foliofn.com/fm  to  get  started  today. 


FOLIO/ft 

What's  Next  «_/ 


rorbes9  and  Forbes  40®  are  registered  trademarks  of  Forbes  Management  Co.  Inc.  and  have  been  licensed  for  use  for  certain  purposes  by  Foliofn. 
Folio  Investing  based  on  the  Licensor  List(s)  and/or  Licensor's  Brand  Features'"  are  not  sponsored,  endorsed  sold  or  promoted  by  Forbes  or  FORBES 
Magazine,  and  Forbes  makes  no  representation  regarding  the  advisability  of  investing  in  such  Product(s).  Forbes  is  neither  a  broker  dealer  nor  an 
investment  advisor  You  are  advised  to  consult  your  investment  advisor  before  making  any  investment  decision  'With  FOLIOfn.  you  can  create  three 
FOLIOs  of  ud  to  50  stocks  each  for  a  flat  fee  which  includes  unlimited  trading  in  our  twice  daily  windows.  FOLIO  investing,  like  all  investing  involves 
risk  including  potentially  the  loss  of  principal.  Sector  investments  may  be  higher  risk  than  other  investments.  Mutual  funds  are  managed  by  a  paid 
fund  manager  and  registered  with  the  SEC.  :  2000  FOLIOfn  Investments.  lnc^emberJjAS^SIP^_A^^  


www.foliofn.com 


1-877-MY-FOLia 


Now  that  an  expensive  fleet  upgrade  is  nearly  done,  earnings  should  really  start  zooming. 


U-HAUL  IS  A  STOCK  FOR  ALL  SEASONS.  EVEN  WHEN  THE  ECONOMY  SLIDES,  THE 
leading  truck  rental  outfit  gets  good  business  from  people  relocating  for  bet- 
ter opportunities.  It  receives  low  marks  on  customer  satisfaction  (see  FORBES, 
Mar.  20),  but  that  hasn't  hurt  revenue  growth,  which  chugs  along  at  8%  or  so 
per  year. 

Eric  Miller,  manager  of  Heartland  Value  Fund,  says  U-Haul  (Nasdaq: 
UHAL)  is  road  ready  for  a  strong  year  ahead.  At  $20  the  stock  changes  hands 
for  a  bargain  eight  times  trailing  earnings.  And  the  earnings,  which  grew  at  a 
so-so  5%  in  the  fiscal  year  ending  Mar.  3 1 ,  should  double  in  the  current  year, 
says  Miller. 

Why?  The  company's  costly  expansion  of  its  truck  fleet  is  largely  complete, 
and  it's  selling  off  some  valuable  real  estate  parcels.  Plus,  you  get  more  than  just 
the  truck  business  with  this  stock.  U-  Haul's  Amerco  holding  company  also  owns 
a  huge  self-storage  subsidiary  and  two  insurers.  — Christopher  Hehnan 


Putting  Out  a 
Contract 

TELECOM  PLAYERS  LIKE  MOTOROLA 
and  Nokia  are  outsourcing  manufac- 
turing willy-nilly.  And  one  of  the 
biggest  beneficiaries  is  Singapore-based 
Flextronics  (Nasdaq:  FLEX).  In  the  past 
12  months  the  contractor's  galloping 


revenue  and  earnings  have  jacked  up 
the  stock  140%,  to  $77. 

But  David  Tice,  portfolio  manager 
of  Dallas-based  Prudent  Bear  Fund, 
says  Flextronics'  best  days  are  behind  it. 
Short  the  shares. 

One  problem  Tice  sees  is  declining 
margins  as  competitors  bear  down.  At 
3.2%  its  net  margin  can  stand  less  strain 
than  competitor  Jabil  Circuits  at  7%. 


Then  there's  a  growing  debt  load,  an  . 
the  company  recently  filed  to  sell  up  to  3 
million  new  shares.  Most  onerous,  in 
complex  deal  earlier  this  year  to  entic 
business  from  Motorola,  Flextronics  ii 
sued  the  cell-phone  giant  warrants  to  bu 
11  million  shares  for  $9  each,  an  829  > 
discount  to  current  price.  To  make  u 
the  difference,  the  company  took  a  $28 
million  charge  against  earnings.  Tice  sa 
cover  below  $  1 0.  — Josephine  Le 


Keep  on 
Truckin' 


: 


TRUCKING  COMPANIES  HAVE  A  LOT  O 
business  in  a  booming  economy,  bt 
Wall  Street  is  unimpressed.  One  unde 
appreciated  freight  hauler  is  Arkansa 
Best,  which  specializes  in  less-than 
truckload  hauling. 

Arkansas  Best  (NYSE:  ABFS),  says  Jef 
frey  Kauffman,  a  Merrill  Lynch  analysl 
profits  from  a  canny  computerize! 
order- tracking  service.  In  this  year's  firs 
half  earnings  grew  a  healthy  83%  to  $3< 
million  on  revenue  of  $915  million,  u] 
13%.  Rising  fuel  costs,  which  Kauffmai 
views  as  temporary,  are  easily  passed 
along  to  customers — who  can't  shif 
their  little  shipments  to  railroads. 

At  $15,  Arkansas  Best  trades  at  4.! 
times  trailing  earnings.  That's  low  even 
for  this  cyclical  sector.  — Daniel  Krugei 

Good  Hands 

THIS  YEAR'S  STORMY  WEATHEI 
pounded  Allstate's  earnings.  Whih 
revenue  was  up  9%  to  $7.2  billion  ii 
the  June  quarter,  earnings  droppec 
40%  to  $459  million.  But  J.P.  Morgar 
analyst  Weston  M.  Hicks  insists  All- 
state (NYSE:  ALL)  is  now  a  buying 
opportunity  (see  p.  394). 

The  nation's  number  two  property- 
casualty  carrier  (behind  State  Farm,  £ 
mutual  insurer),  Allstate  is  in  the  midsi 
of  a  cost-saving  reorganization  that  wil 
trim  the  sales  force  and  make  agents  in- 
dependent contractors  without  benefits. 
The  insurer  also  is  bringing  in  a  sophis- 
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-ated  Internet  system  to  drive  online 
les  and  boost  agent-customer  contact. 


Hicks  expects  earnings  per  share  to 
t  $2.90  in  2001,  up  14%  from  esti- 
ates  for  2000.  At  $34  it  trades  at  just 
l°i  I  times  earnings.  More  good  news  for 
vestors:  Allstate  is  doing  a  $2  billion 
-  tiare  buyback.  — Michael  Freedman 

V  Call  to  Arms 


OTH  PRESIDENTIAL  CANDIDATES 
edge  they'll  beef  up  military  spend- 
lg,  and  that's  been  a  tonic  for  long-lag- 
ing  defense  stocks.  In  the  third  quarter 


n  surefire  play  on  higher  military  spending. 

lour  of  the  largest  defense  contractors 
nave  rallied  20%  or  better  and  now 
i  port  an  average  P/E  of  18. 

Still,  it's  not  too  late  to  profit  on  the 
homing  arms  buildup,  says  analyst  Peter 
Arment  at  ISA  Research.  He  points  to 
j.econd-tier  firm  Alliant  Techsystems. 
jrhis  onetime  Honeywell  subsidiary  has 
(i  hand  in  everything  from  military 
.atellites  to  aircraft  components.  And 
|ts  core  business  is  bullets:  Alliant 
| NYSE:  ATK)  is  the  biggest  supplier  of 
immunition  to  the  U.S.  and  NATO. 

Selling  at  a  mere  1 1  times  earnings, 
:he  $77  stock  has  had  a  decent  runup 
already,  but  nothing  like  the  big  boys'. 

— Brendan  Coffey 


a 


To  check  on  Streetwalker's  performance 
and  discuss  stocks,  visit  our  Web  site  at 
www.forbes.com/streetwalker. 


FIND  OUT  FOR  SURE. 
GET  A  SECOND  OPINION  WITH  THE  T.  ROWE  PRICE 
INVESTMENT  CHECKUP51*1. 


Stocks.  Bonds.  Mutual  funds.  With  so  much  to  choose 
from,  it's  become  more  difficult  to  know  if  you've  made 
the  best  investment  decisions  for  your  long-term  goals. 
That's  why!  Rowe  Price  has  created  the  Investment 
Checkup— the  professional  portfolio  review  designed 
to  give  you  a  better  read  on  where  you  stand. 

Convenient,  comprehensive,  confidential.. 

You'll  receive  a  personalized  Portfolio  Analysis  and 
Recommendation  to  help  you  determine  if  your 
portfolio  is  on  track  and  where  it  might  need  to  be 
fine-tuned.  So  don't  just  wonder  about  your  portfolio. 
Call  for  your  Investment  Checkup  Kit  today,  and  find 


out  for  sure  — 
all  for  just  $250. 
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flAnKEIS and  FORECASTS 

THE  OVERALL  MARKET  

2-week  performance 
as  of  10/4/00 


Edited  by  Shlomo  Z.  Reifman 


Barra  All-US  Index1 

-2.0% 

S&P  Barra  Growth  Index2 

-4.9 

S&P  Barra  Value  Index3 

3.0 

Dow  Jones  industrials 

0.9 

S&P  500 

-1.2 

EAFE4 

1.2 

Forbes  Internet  Index 

11.7 

Forbes  40  Index  (total  return) 

-3.9 

Barra  Ail-US  index  of  10,000  stocks 
— 200-day  moving  average 

Market  value:  $17.3  trillion 


Sources:  Barra  Inc.;  Bloomberg  Financial  Markets. 
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INTEREST  RATES 


8500 
7500 

EPS  change 
Estimated  versus 
Year        P/E      3  months  ago 

Expected 
year-to-year 
EPS  growth 

6500 

S&P  500 

2000  25 

-1.3% 

18% 

5500 

2001  22 

-2.9 

13 

MSCI  World-ex  US4 

4500 

2000  25 

-3.6 

31 

2001  22 

-4.1 

16 

3500 

IBES  estimate  increases/decreases 

Oct  00 

Oct  01 

S&P  500 

0  66 

0.65 

MSCI  World-ex  US4 

1.11 

1.15 

i.  Jul  J 

Rising  estimates 

Falling  estimates 

China 

Chile 

Croatia 

Colombia 

Hong  Kong 

Pakistan 

1500 

Lithuania 

Peru 

Russia 

Philippines 

Source:  IBES  International  Inc. 

1999 

Latest 

Mean 

Chgfr  9/8/00 

30-year  Treasury  yield  (%) 

6.48 

5.94 

5.71 

-1.4 

3-month  Treasury  yield  (%) 

5.33 

6.25 

6.28 

-0.6 

Estimates  on  this  and  the  next  page  are  from  a  biweekly  survey  of  economists  by 
Bridge  Information  Systems  and  Forbes  magazine.  Data  for  period  ending  Oct.  4. 

ACTUAL  2000  ESTIMATE 


Federal  funds  watch 


Last  action:  May  16,  2000,  +50  basis  points. 
Next  Federal  Reserve  meeting:  November  15, 


SPECIAL  STOCK  FOCUS  

I  Thanks  to  the  23%  decline  in  the  Nasdaq 
I;  index  since  the  end  of  March,  many 
I  technology  stocks  are  selling  for  signifi- 
cantly less  than  they  did  in  the  recent 
I  past.  The  seven  technology  stocks  listed 
I  are  all  trading  at  least  57%  below  their 
1  52-week  highs,  are  all  profitable  and 

carry  estimated  2001  price-to-earnings 
i  ratios  no  greater  than  II. 


Current  rate:  6.5%. 
2000. 

IBES  International's  Joseph  Kalinowski 
remains  upbeat  even  though  some  high- 
profile  corporations  won't  meet  third- 
quarter  expectations.  His  reason:  The 
third-quarter  consensus  on  the  S&P  500 
still  calls  for  a  15%  gain  in  profits. 


Index 

Recent 

9/8/00 

Value 

94.9 

109.7 

Companies 

337 

320 

Valuations 

Stock  price/sales 

5 

6 

Market  value  ($bil) 

$638 

$681 

Sales/employees  ($thou)  $191 

$187 

12-month  sales  growth 

200% 

207% 

2000  estimates 

Sales  total  ($bil) 

$56.2 

$48.8 

Stock  price/sales 

4 

5 

P/E 

91 

115 

Sources:  Forbes;  Market  Guide  and  IBES  International 
via  FactSet  Research  Systems. 


Company 

recent  chg6 

P/E7 

Adaptec 

$19.00  -71% 

9 

Asyst  Technologies 

19.69  -71 

7 

Autodesk 

23.75  -58 

11 

Axcelis  Technologies 

11.00  -63 

8 

Cymer 

28.81  -57 

10 

Helix  Technology 

29.38  -63 

11 

Remedy 

17.25  -75 

10 

Buying 

Selling 

Price 

EPS8 

Price 

EPS8 

Bell  Microproducts 

$29.00 

$1.23 

Bali 

$31.06 

$4.10 

Blount  International 

10.94 

NA 

Coulter  Pharmaceutical 

29.06 

-0.76 

Micron  Technology 

46.94 

4.84 

JD  Edwards  &  Co 

21.63 

0.32 

CH  Robinson  Worldwide 

54.94 

1.95 

Millennium  Chemicals 

15.44 

1.79 

Symmetricom 

13.31 

0.49 

Tejon  Ranch 

24.40 

NA 

8Year  2001  estimate.  NA:  Not  available.  Source:  ldayo.com 

6Versus  52-week  high.  7200l  estimate. 
Sources:  IBES  International  and  Interactive  Data  Corp.  via 
FactSet  Research  Systems;  IBES  Express. 


The  Barra  All-US  price  index  consists  of  all  publicly  traded  U.S.  common  stocks  for  which  price  quotations  are  available 
and  ordinary  shares  of  foreign  stocks  traded  on  U.S.  markets.  ADRs,  REITs  and  closed-end  funds  are  excluded.  Total 
return  of  more  than  150  large-capitalization  stocks  that  have  predicted  above-average  earnings  growth.  'Total  return  of 
more  than  300  large-capitalization  stocks  characterized  by  low  price-to-book  ratios,  high  yields  and  low  price-to-earnings 
ratios.  "A  dollar-denominated,  capitalization-weighted  index  of  foreign  stocks.  Source:  Morgan  Stanley  Capital  International. 
5Capitalization-weighted  index  of  all  U.S. -based,  publicly  traded  Internet  commerce  sites,  portals,  service  providers  and 
software  companies.  Base  value  12/31/98  =  IOO.  Index  ratios  and  growth  rates  are  medians. 


Jee  www.forbes.com  for  updates  on  many  of  these  items,  quotes  on  over  9,000  securities  and  stock  and  mutual  fund 
■eports.  Or  use  your  :CueCat  de\nce  on  the  cue  code  (right)  to  take  you  to  this  page. 
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F^EES/BRIDGE  CONSENSUS  ECONOMIC  FORECAST 


1999  Latest 

mm  _  _  _      « i  *  n/n/n/t 

Mean   Chg  tr  9/8/00 

Automobile  sales1  (mil) 

17.4         18.0*  aug 

17.4  0.2% 

Capacity  utilization  (%) 

81.1         82.3  aug 

81.6  01 

New  housing  starts2  (thou) 

1,663        1,608*  p  aug 

1,609  -0.6 

Retail  sales'  ($bil) 

2,246        2.374  *  p  aug 

2.491  0.0 

Trade  balance4  ($bil) 

-268         -329*  pjul 

-366  0.0 

Unemployment  rate5  (%) 

4.1           3.9  sept 

4.1  -1.2 

Gross  domestic  product  (%  chg) 

AO                C  06     «  on 
4.£              o.J     p  ill 

CI                   0  A 

b.l  LA 

Jnflation 

CPI  services  (unadjusted )  (%  chg) 

2.7           3.6*  aug 

3.4  4.4 

CPI  total  (unadjusted )  (%  chg) 

2.6          3.4*  aug 

3.2  1.3 

Prices 

CRB-Bridge  spot  indexes 

227.25  226.47 

227.25  0.4 

Gold  per  troy  ounce  ($) 

288.50  270.30 

287.17  0.7 

Oil/bbl  W  Texas  Intermediate  ($) 

25.60  31.43 

on  <r.                   r"  o 

28.48  5.2 

Currency 

German  marks  per  dollar 

1.94  2.24 

2.15  1.4 

Yen  per  dollar 

102  109 

108  -0.2 

Dollars  per  euro 

1.01  0.87 

0.93  -2.1 

The  unemployment  rate  of  3.9%  is  at  a  3C 
year  low,  while  average  U.S.  wages  c 
$13.80  an  hour  in  August  were  3.8%  highe 
than  a  year  earlier.  During  this  same  stretc 
the  overall  Consumer  Price  Index  rose 
more  modest  3.4%,  despite  the  rise  in  labc 
costs  and  sharply  higher  energy  prices 
Anthony  Chan,  chief  economist  at  Ban 
One  Investment  Advisors,  credits  produc 
tivity  gains  for  keeping  inflation  levels  ii 
check.  Chan  thinks  that  this  trend  will  con 
tinue  at  least  through  2001. 


Closeup:  Nonfarm  average  hourly  earnings 

Seasonally  adjusted. 


$13.1 


Source:  U.S.  Labor  Dept. 

■"""'^  13.60 

^00^^  13.40 

Sept  Oct  Nov  Dec  Jan  Feb 

Mar  Apr  May  Jun  July  Aug 

Forbes  Index:  Current:  324.7  2-wk  chg:  -0.2% 


EARNINGS  SURPRISES 


StarMine  expects  more  third-quarter  earnings  surprises  for  oil 
and  gas  producers.  The  StarMine  third-quarter  estimate  for 
Phillips  Petroleum,  for  example,  is  7%  higher  than  the  consen- 
sus forecast.  One  of  the  industries  in  which  StarMine  expects 
negative  surprises:  building  materials.  StarMine's  SmartEsti- 
mate  for  USG  Corp.,  which  manufactures  gypsum  wallboard 
and  other  building  materials,  is  $1.15  a  share,  or  28%,  below 
the  third-quarter  consensus  of  $1.60  a  share. 


Company 


Price 


StarMine  Expected 
IBES      Smart-  report 
consensus  Estimate  date 


Positive  Expected  Surprises  or  Revisions 
American  Eagle  Outfitters  $33.63 


$0.51      $0.52  11/16/00 


MUTUAL  FUND  SPECIAL  FOCUS 


Lipper's  utility  index— funds  that  invest  in  electric,  gas  and  phone 
companies— shows  a  total  return  of  8%  year-to-date  versus  -1%  for 
the  S&P  500.  The  utility  funds  below  have  a  31%  year-to-date  return 

TOTAL  RETURN1 


Fund 

3  years8 

YTO 

3  months 

($mil) 

Rushmore  Amer  Gas  Index 

15.8% 

38.0% 

16.8% 

$263 

Galaxy  II  Utility  Index 

19.5 

44.3 

23.6 

66 

Prudential  Utility-A9 

17.0 

31.4 

14.0 

3,231 

Strong  American  Utilities 

16.4 

18.1 

10.7 

230 

Van  Kampen  Utility-A10 

22.4 

22.8 

7.9 

166 

'Through  Oct.  5.  Annualized.  95%  load 

.  ,05.75%  load. 

Sources:  Upper  Inc.:  Morningstar. 


Anadarko  Petroleum 


67.05 


1.15 


1.18  10/27/00 


Calpine 

96.06 

0.73 

0.80 

10/26/00 

CoSine  Communications,  network  equipment  maker,  rose  142%  frorr 
its  offering  price  in  its  first  week  of  trading,  but  such  gains  will  be 

Equitable  Resources 

63.25 

0.46 

0.49 

10/30/00 

Phillips  Petroleum 

62.31 

1.88 

2.01 

10/30/00 

rare  for  the  rest  of  2000,  says  Randall  Roth  of  Renaissance  Capital. 

Vintage  Petroleum 

22.19 

0.80 

0.88 

11/3/00 

OFFERING  

Share  Size 
price  ($)  ($mil) 

Sales11 
($mil) 

Negative  Expected  Surprises  or  Revisions 

Company/business 

Alaska  Air  Group 

24.50 

1.39 

1.22 

10/23/00 

C-quential/technology  consulting  services 

$13-15  $102 

$113 

Conseco 

6.56 

0.24 

0.20 

10/27/00 

Intrinsix/semiconductor  design 

9-11  40 

37 

Freeport  McMoran  Copper  &  Gold 

8.94 

0.08 

0.03 

10/17/00 

Ixia/telecommunications  equipment 

10-12  61 

45 

Owens-Illinois 

9.44 

0.44 

0.42 

10/18/00 

Monsanto/agricultural  chemicals  &  seeds 

21-24  788 

5,402 

Ryder  System 

16.94 

0.61 

0.56 

10/19/00 

Westport  Resources/oil  &  gas  exploration 

15-17  128 

184 

"Latest  12  months.  Source:  Renaissance  Capital:  www.ipo.com. 

USG 


24.69 


1.60 


1.15  10/18/00 


Data  as  of  Oct.  4. 

Sources:  StarMine  Corp.:  Bloomberg  Financial  Markets:  IBES  International  and 
Interactive  Data  Corp  via  FactSet  Research  Systems. 


"12  months,  p:  preliminary,  r:  revised.  'Autos,  light  and  heavy  trucks,  includes  imports.  Source: 
Ward's  Automotive  Yearbook.  'Total  single  and  multiple  family,  seasonally  unadjusted.  'Excluding 
auto  sales,  seasonally  adjusted.  'Total  goods  and  services,  seasonally  adjusted.  5Percent  of  civil- 
ian labor  force.  6Quarterly  change,  annualized.  Source.  Bridge  Information  Systems. 
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Portfolio  Strategy  By  Kenneth  L.  Fisher 

Wife  Haters 


EADER  JOSEPH  STEHLING  E-MAILS  SAYING  HE  USED 
to  agree  with  me  about  being  fully  invested  in 
stocks.  But  now  he  wants  "some  advice  on  con- 
verting from  stocks  to  other  securities  for  money 
needed  in  retirement."  Most  retired  guys,  like  Joe, 
confuse  strategy  with  tactics  in  thinking  they  should  invest 
for  income.  Most  of  them  invest  as  if  they  hate  their  wives. 

How  so?  Because  their  short-term  approach  regularly 
leaves  a  wife — and  women  tend  to  outlive  men — poor  after 
her  husband's  death. 

Let's  first  review  some  ba- 
sics of  portfolio  management. 
You  start  by  picking  an  appro- 
priate benchmark  that  is  pri- 
marily based  on  time  horizon. 
Perhaps  the  S&P  500  or  the 
if  Morgan  Stanley  World,  if  your 
8  investing  time  horizon  is  long. 
k  If  you  don't  need  the  money 
fi  to  last  decades,  you  could  put 
|  more  into  bonds  and,  as  a  benchmark,  use  a  hybrid  of  the 
!  S&P  and  T  bill  rates.  More  on  that  in  a  minute. 

No,  you  need  not  be  100%  in  equities  at  all  times.  Picture 
I  a  young  person  who  has  an  all-equity  benchmark  because 
)  she  has  an  ultralong  time  horizon.  Nevertheless,  she  may 
lighten  up  on  stocks  periodically  should  she  become  bear- 
1  ish — a  temporary  tactic  to  help  her  with  her  strategy  of 
|  beating  her  benchmark. 

But  don't  let  retirement  confuse  you.  Benchmark  selec- 
tion doesn't  start  with  whether  you're  retired  or  not,  nor 
even  with  your  age.  One  65-year-old  is  really  old  and 
doesn't  have  long  on  this  earth.  Another  one  has  30  years  to 
go.  The  gut  issue  is:  How  long  are  you  likely  to  live? 

It's  mostly  genetics.  Average  your  parents'  ages  at  death 
and  then  add  four  years.  Average  all  your  grandparents  and 
add  eight  years.  Each  generation  lives  longer  on  average. 
Only  natural  deaths  count;  if  one  of  them  died  in  an  auto 
accident,  skip  that  person.  Find  the  average  of  these  two  sets 
of  numbers  and  you'll  know  how  long  you  likely  have.  Of 
'  course,  you  may  die  tomorrow  in  a  plane  crash,  but  you  had 
better  plan  on  living  fully  as  long  as  your  ancestors  did.  If 
you're  married,  remember  that  the  money  must  last  for  two. 

Never  forget  that  bonds  and  cash  have  never  done  as  well 
as  stocks  over  ultralong  periods  like  30  years.  For  20  years, 
aftertax,  stocks  return  five  times  better.  So  anyone  with  time 


In  retirement, 
shifting  from 
equity  to  bonds 
will  doom  your 
spouse  to  poverty. 


frames  that  long  needs  an  all-equity  benchmark  like  the  S&P 
500.  Even  in  ten-year  periods  stocks  beat  bonds  or  cash  89% 
of  history.  Then  your  asset  allocation  might  be  85%  stocks 
and  15%  cash.  Construct  a  benchmark  that  is  85%  the  S&P, 
15%  Treasury  bills.  It  requires  very  short  horizons  not  to 
need  a  primarily  stock-based  benchmark. 

Once  you  pick  your  benchmark,  manage  against  it  (see 
my  May  1  column).  Your  goal  is  to  maximize  the  likelihood 
each  year  of  beating  it — measured  by  total  return,  aftertax. 

Doing  this  optimizes  your 
likely  future  wealth  relative  to 
your  future  needs.  Then  it 
doesn't  matter  where  the  in- 
come comes  from:  interest, 
dividends  or  capital  gains. 

So  now  you  make  a  ratio- 
nal plan  for  how  much  of 
your  assets  you  can  afford  to 
spend  each  year  based  on 
modest  long-term  total  return 
assumptions,  and  for  how  much  you  still  want  sitting  there 
when  you  and  your  spouse  die.  It  is  simple  seventh-grade 
math.  Anyone  with  a  calculator  can  do  it. 

You  simply  take  that  amount  out  of  your  assets  each  year 
and  spend  it.  This  is  what  behavioral  finance  calls  "home- 
made dividends."  It  is  the  most  tax-efficient  process  known 
to  man.  (If  you're  among  the  80%  who  can't  do  seventh- 
grade  math,  you  shouldn't  be  doing  your  own  investing.) 

Take  a  normal  fellow  worth  half  a  million  at  70  who 
thinks  he  might  live  ten  years  and  is  mostly  in  bonds.  Con- 
servative? No,  foolish.  His  wife  is  63.  She  comes  from  a  fam- 
ily like  mine  where  few  folks  die  before  90,  meaning  her 
longevity  stretches  past  30  years.  Her  husband  must  hate  her 
severely,  because  bond-like  returns  on  half  a  million,  offset 
by  withdrawals  to  live  on,  will  leave  her  in  poverty  long  be- 
fore the  30  years  are  up.  Aged  poverty  is  brutally  cruel. 

A  few  foreign  stocks  I  like,  which  may  help  you  love  your 
wife,  include:  the  Dutch  food  retailer  Ahold  (28,  AHO, 
www.ahold.com),  France's  globally  operating  transportation 
equipment  maker  Alstom  (24,  ALS,  vAvw.alstom.com)  and 
Portugal's  prime  utility  EDP-Electric  (32,  EDP,  www.edp.pt). 
Then,  too,  KLM  Royal  Dutch  Air  (18,  KLM,  www.klm.nl)  has 
fallen  from  the  sky,  down  from  50,  and  is  cheap.  And  Aus- 
tralia's News  Corp.  (49,  NWS,  www.newscorp.com)  is  build- 
ing momentum.  Buy  them  all.  F 


Kenneth  L.  Fisher  (kenfisher@fi.com)  is  a  Woodside,  Calif.-based  money  manager.  Find  past  columns  at 
www.forbes.com/ftsher  or  use  your  :CueCat  device  on  the  cue  code  (right)  to  take  you  there  instantly. 
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Yesjiul Jfy  James  Grant 

An  Inflation  Tip 


A READER  HAS  ASKED  ABOUT  INFLATION-INDEXED 
Treasurys,  unofficially  known  as  TIPS  but  offi- 
cially, if  less  euphoniously,  named  TIIS  (for  Trea- 
sury Inflation  Indexed  Securities).  If  the  room- 
temperature  economy  is  giving  way  to  one  more 
inflation-prone,  why  not  buy  the  only  government  instru- 
ment that  guarantees  a  real  return? 

The  most  succinct  bullish  case  for  TIIS  is  presented  by 
Christopher  F.  Kinney,  of  Brown  Brothers  Harriman.  TIIS, 
just  as  Kinney  says,  is  an  asset 
class  "promising  long-term 
returns  four  percentage  points 
above  whatever  inflation  turns 
out  to  be,  guaranteed  by  the 
best  credit  in  the  world." 

Until  only  recently,  price 
inflation  seemed  the  smallest 
cloud  in  a  digital  blue  sky,  a 
risk  too  small  to  hedge 
against.  A  fast-rising  common 
stock  was  widely  viewed  as  the  ideal  investment  for  any 
eventuality.  However,  no  stock  is  backed  by  the  full  faith  and 
credit  of  the  Treasury,  and  none  yields  a  fixed  and  certain  in- 
terest rate.  None  is  adjusted  for  changes  in  the  inflation  rate. 

The  rudiments  of  TIIS  are  simple.  The  interest  rate, 
which  is  set  by  auction,  is  fixed  for  the  life  of  the  security; 
interest  is  paid  every  six  months  on  the  inflation-adjusted 
principal  amount — the  more  consumer  prices  rise,  the  big- 
ger the  principal  becomes.  At  maturity,  the  Treasury  re- 
deems the  principal,  duly  adjusted,  but  in  no  case  does  it  pay 


Wishful  Thinking? 


Break-even  inflation  rate1  (ten-year  Treasury  2007 
minus  ten-year  TIIS  2007)  versus  CPI  percent  change, 
year-over-year. 
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Inflation-indexed 
Treasurys  imply 
that  prices  will  rise 
only  2%  yearly. 
That's  doubtful. 


'Inflation  rate  at  which  TIIS  and  regular  Treasurys  deliver  the  same  return. 

Source:  Andrew  Kashdan,  grantsinvestor.com. 


less  than  the  par  amount  at  original  issue.  Today  longer 
dated  TIIS  are  priced  to  yield  about  4%  after  inflation. 

TIIS  are  not  all  things  to  all  investors.  The  only  kind  o 
currency  depreciation  they  protect  against  is  the  domestic 
kind;  no  adjustments  are  made  for  a  falling  dollar  exchange 
rate.  Second,  TIIS  are  indexed  to  the  Consumer  Price  Index 
calculated  by  the  same  federal  government  that  redeems  the 
securities  at  maturity — a  case  of  what  the  Justice  Depart- 
ment, in  other  circumstances,  might  impugn  as  a  "concen- 
tration of  economic  power." 

Third,  there  is  the  tax 
dilemma,  as  noted  in  an  arti- 
cle published  in  1998  by  the 
Kansas  City  Fed:  "All  interest) 
income  and  appreciation  oi 
the  principal  of  an  indexec 
bond  are  taxed  as  normal  in 
terest  income,  even  though 
the  appreciation  of  the  princi- 
pal only  keeps  the  principa 
constant  in  terms  of  purchasing  power.  Further,  the  appreci- 
ation of  the  principal  is  taxed  in  the  year  it  is  accrued,  rather 
than  in  the  year  it  is  realized."  This  is  a  timing  problem  for 
some  investors,  but  not  for  those  who  are  very  liquid  or  who 
hold  the  bonds  in  a  retirement  account. 

As  inflation  is  widely  viewed  as  a  historical  risk,  like  In 
dian  raids,  inflation-sensitive  investments  are  generally 
cheap.  My  longtime  favorite,  gold,  is  in  a  bear  market  older 
than  Britney  Spears.  And  TIIS  are  cheap,  as  measured  by  the 
future  inflation  rate  that  the  market  has  implicidy  built  into 
their  price.  For  perspective,  from  1990  to  1999  the  CPI  rose 
at  a  compound  annual  rate  of  2.6%;  over  the  past  12  months 
it  rose  by  3.4%.  Yet  for  the  next  seven  years,  the  TIIS  market 
has  forecast  rises  of  just  2%.  At  any  inflation  rate  over  2% 
TIIS  would  outperform  conventional  Treasurys. 

How  to  explain  an  inflation  outiook  that  might  have  been 
scripted  by  the  Fed's  public  relations  staff?  Possibly,  the  work 
is  about  to  confront  falling  prices,  not  rising  ones.  Or  maybe 
a  state  of  monetary  perfection  has  settled  over  the  50  states. 
More  likely,  buyers  of  conventional  Treasurys  are  too  com- 
placent. In  fall  1998,  with  the  oil  price  crashing,  the  bone 
market  gathered  up  its  wits  and  ventured  an  implicit  long 
term  inflation  forecast  of  less  than  1%.  So  far  it  seems  low. 

Here  is  the  highest  praise  the  fixed-income  markets 
allow:  TIIS  may  be  the  least-bad  bond.  r 


James  Grant  is  the  chairman  of  Grantsinvestor.com.  Find  past  columns  at  www.forbes.com/grant  or  use 
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uenos  Aires  -  Valparaiso 
Crystal  Harmony 


Join  Steve  Forbes 
and  His  Family  for 
an  Investment 
Seminar  at  Sea 

I'd  like-  to  bxtmd  my  personal 
im/itation-  to  join  me-  and  my 
teauv  cus  we-  cruise-  tke-  South  American,  cotut — 
January  29  -  February  10,  2001.  Don't  miss 
this  stimulating  <wxi  informative-  Forbes 
Investment  Cruise-! 


breathtaking  days  surrounc 
colors,  majestic  fjords,  and  glacier  peaks. 

I UM  |Ti  ft       Enjoy  a  rare 
opportunity  to  gather  with  renowned  industry 
leaders  and  today's  most  sought-after 
investment  advisors. 

-Whether  you  are  looking  for  a 
sanctuary,  a  haven  of  tranquility,  a  center  of 
activity,  or  a  heavenly  nest,  you'll  find  it 
aboard  the  world's  finest  luxury  cruise  line. 

-Gain  specific  advice  to 
maximize  your  investment  portfolio. 

-View  the  steep  cliffs  and 
windswept  waters  of  Cape  Horn  while  relaxing 
and  networking  with  top  money  experts. 
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HAVE  YOU  SEEN  ME? 


'Answers  to  the  name  Cat 
,s  an  off-white  Hairless  breed 
Has  an  unusually  long,  thin  tall 

'  Uk*s  perusing  Forbes  magazl*16 

* ,s  °«tclly  attracted  to  b^ck  strIPeS 


Chances  are  he's  shown  up  on  every  Forbes  subscriber's  doorstep,  so  we  hope  you  take 
him  out  of  the  box  and  put  him  to  good  use.  Because  in  every  issue  of  Forbes,  FYI  and 
ASAP,  you  can  use  your  :Cue:C.A.T.  '  device,  a  new  technology  developed  by  Digital 
Convergence. :com^'  to  swipe  :cues  in  selected  ads  and  articles.  Then  you'll  be  transported 
directly  to  specific  Web  pages  for  more  information.  No  more  typing  URLs.  No  more  wading 
through  dozens  of  Web  pages.  It's  the  beginning  of  a  technological  revolution  and  Forbes 
subscribers  are  leading  the  charge.  So  grab  your  cat,  open  your  Forbes  and  take  a  ride. 
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Stock  Trends  By  Laszlo  Birinyi  Jr. 

Caveat  Emptor 


i 


NVESTORS  ARE  TOO  OFTEN  LOUSY  CONSUMERS.  MANY 
people  would  not  buy  a  fishing  rod  without  first  check- 
ing Consumer  Reports,  two  sporting  goods  stores  and 
three  Web  sites.  They  think  nothing,  though,  of  sinking 
thousands  into  a  stock  because  of  a  media  report  or  an 
analyst's  recommendation. 

But  it  is  not  just  the  casualness  with  which  they  invest 
that  bothers  me  most.  It's  a  willing  suspension  of  disbelief 
that  would  be  more  appropriate  to  someone  watching  Sat- 
urday morning  cartoons.  If 
Wile  E.  Coyote  thinks  his 
Acme  Rocketskates  will  let 
him  catch  the  roadrunner,  as 
advertised,  fine.  But  if  you 
leave  logic  behind  when  pick- 
ing investments,  you'll  likely 
end  up  squashed  against  a 
canyon  wall.  How  odd  no  one 
wants  to  let  logic  stand  in  the 
way  when  a  hot  stock  is  in 
prospect. 

Today,  for  example,  the  market  is  concerned  about  the 
high  price  of  oil  and  the  weakness  of  the  euro.  But  the  bulls, 
as  I  read  them,  think  the  election  will  spur  a  year-end  rally. 
Well,  how  can  the  presidential  results  possibly  bring  $25  oil? 

Investors  should  recognize  that  hype  without  subsequent 
accountability  is  the  norm  on  Wall  Street.  Many  prominent 
analysts  are  prominent  only  because  they  are  visible,  not  be- 
cause they  are  especially  helpful  to  your  investment  health. 
In  January  one  firm  wrote  that  the  AOL-Time  Warner 
merger  was  a  plus  for  both  parties,  and  projected  a  price  tar- 
get of  $100  for  AOL.  With  AOL  stock  at  $58  and  floundering, 
this  ranks  as  one  of  the  worst  calls  of  the  season.  The  com- 
bined market  values  of  these  two  firms  is  down  by  $104  bil- 
lion. Yet  the  analyst  is  still  referred  to  as  a  superstar. 

Another  sorry  tale  involves  a  magazine  story  applauding 
an  analyst  who  recommended  investors  sell  an  ailing  stock, 
Procter  &  Gamble.  The  article  said  the  stock  had  cost  in- 
vestors billions  of  dollars.  I  looked  into  what  warning  the 
analyst  had  issued  about  the  stock  before  it  tanked.  None. 

John  Kenneth  Galbraith  once  wrote  that  economists  pre- 
dict not  because  they  know  but  because  they  are  asked  to. 
The  comment  is  even  more  relevant  when  applied  to  the  an- 
alyst profession. 

ne  tall  tale  from  the  analysts  is  that  stock  buybacks  al- 


This  is  sheer  bunk: 
Earnings  drive  the 
market,  and 
buybacks  are  a 
positive  signal. 


ways  make  shareholders  better  off — meaning,  you  shouk 
buy  as  soon  as  a  buyback  is  announced.  We  last  encounterec 
similar  such  bunk  in  the  1980s.  We  heard  then  that  merger) 
and  leveraged  buyouts,  along  with  buybacks,  were  shrinkinj 
the  equity  base  and  were  largely  responsible  for  that  greai 
market.  While  the  story  was  a  good  and  palatable  one,  fh< 
reality  was  something  else. 

The  truth  is  that  56%  of  all  announced  buybacks  nevei 
get  consummated.  Nor  is  it  necessarily  the  case  that  a  given 

merger  will  shrink  the  mar- 
ket's equity  base  and  thu 
make  remaining  shares  more 
precious.  The  Chase  Manhat 
tan-J.P.  Morgan  merger,  foi 
example,  is  a  stock  swap.  Nc 
shrinkage  of  the  equity  base  irj 
that  instance. 

You  also  hear  a  lot  of 
hooey  about  how  earnings 
drive  the  market.  Some  gooc 
consumer  skepticism  is  in  order  here.  Since  the  bull  market 
began  18  years  ago,  the  best  year  for  earnings  was  1994 
when  the  S&P's  were  up  40% — but  the  index  went  down 
2%.  In  1985  the  S&P's  earnings  were  off  12%  while  the 
index's  price  was  up  26%.  And  1986  saw  a  market  that  went 
up  14%  while  earnings  showed  a  2%  loss. 

The  same  holds  true  for  individual  stocks.  I  recently 
looked  at  18  large  companies  that  beat  their  estimates  for 
2000's  second  quarter.  Since  then  they  are  off  a  collective 
4.4%.  The  1 1  companies  that  fell  at  least  20%  short  of  fore 
casts  are  down  only  2.2%. 

The  lesson  here  is  that  the  wisdom  expounded  on  Wal 
Street  needs  a  strong  dose  of  reality  therapy.  And  that's 
enough  to  give  you  pause.  I  am  also  concerned  because  I 
can't  find  a  great  many  stocks  that  appear  interesting. 

One  that  does  is  AT&T  (27,  T).  In  the  midst  of  all  kinds  of 
bad  news  about  telecom  stocks,  it  continues  to  be  accumu- 
lated. Another  is  Hewlett-Packard  (88,  HWP),  one  of  the  few 
tech  stocks  in  which  I  see  net  buying  (IBM  and  EMC  are  oth- 
ers). I  like  a  few  consumer  names  that  have  held  up  in  the 
last  selling  round  of  euro-exposed  consumer  stocks.  One  is 
Procter  &  Gamble  (74,  PG). 

Overall,  the  market  from  here  to  the  end  of  the  year  is 
like  a  used  car.  Sometimes  you  get  a  good  deal,  but  you  can't 
bet  on  it.  F 


Laszlo  Birinyi  Jr.  is  president  of  Birinyi  Associates,  a  Westport,  Conn. -based  financial  consulting  firm. 

Web  site:  www.lbirinyi.eom.  Find  past  columns  at  www.forbes.com/birinyi  or  use  your  :CueCat  device  on  the 
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Use  your  little  cat  to  put  you  behind 
the  wheel  of  a  big  cat. 


(^2^)  Find  fhe  SwipeStakes™  :cues 


(^3^)  And  swipe  for  a  chance  to  win  a  Jaguar  S-TYPE 


And  hundreds  of  thousands  of  dollars  in  additional  prizes  from  companies  including  A.T.  Cross, 
Audemars  Piguet,  EuroVacations.com,  Fodors.com,  GolfDigest.com,  and  Visteon.  Look  for  the 
SwipeStakes"'  :cues  in  the  Forbes  :Cue:C.A.T.™  box  that  was  shipped  to  your  house  recently. 
Plug  it  in,  read  your  Forbes  and  take  a  chance  at  winning  big.  Now  that's  a  good  little  kitty. 
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©2000  Jaguar  Cars. 


No  purchase  required.  Jaguar  prizes  are  two-year  leases.  Sec  official  ruics  at 
www.swipcstakes.com  for  complete  details.  Promotion  ends  1 1/7/2000. 
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Stock  Trends  By  Robert  S.  Salomon  Jr. 

Turnaround  Artists 


THERE'S  AN  OLD  SAYING  ABOUT  CORPORATE 
leaders:  "If  you  want  to  be  a  winner,  all  you  need 
do  is  follow  a  loser."  Not  every  rescue  artist  has 
sparkled,  however.  Just  because  someone  has  a 
sterling  record  fixing  distressed  companies,  it's  not 
guaranteed  he  will  succeed  in  his  latest  mission.  A  lot  of  in- 
vestors have  lost  a  lot  of  money  betting  that  good  manage- 
ment is  all  that's  needed  to  heal  a  sick  company. 

No  doubt  Louis  Gerstner  at  IBM  and  Harvey  Golub  at 
American  Express  have  done 
remarkable  jobs  remaking 
their  limping  franchises  into 
stalwart  performers.  The  same 
can't  be  said  for  G.  Richard 
Thoman  at  Xerox  or  Albert 
(Chainsaw)  Dunlap  at  Sun- 
beam. Both  of  them  were 
prominent  outsiders  with  fine 
track  records  who  stepped 
into  troubled  situations  and 
failed.  What's  the  difference? 

If  a  company  doesn't  have  a  fundamentally  sound  busi- 
ness, no  amount  of  management  wizardry  can  restore  it. 
When  searching  for  a  turnaround  candidate,  find  a  good 
company  that  merely  is  suffering  from  poor  management. 
IBM  and  American  Express  qualified,  so  the  arrivals  of 
Gerstner  and  Golub  at  the  corner  offices  were  sufficient 
remedy.  But  Xerox  and  Sunbeam  were  in  such  fundamen- 
tally lousy  positions  that  nothing  short  of  divine  interven- 
tion could  have  saved  them. 

Bottom  line:  Don't  buy  a  troubled  company's  stock 
solely  on  the  glorious  credentials  of  the  new  turnaround 
champ  installed  in  the  chief  executive's  chair.  Look  carefully 
at  the  assets  being  turned  around. 

Here  are  two  current  turnaround  plays.  At  Conseco 
(9,  CNC),  the  woebegone  financial  services  outfit,  Gary 
Wendt  of  GE  Capital  fame  has  arrived  to  save  the  day.  I  ad- 
vise you  to  avoid  it.  As  great  as  Wendt  may  be,  don't  buy 
Conseco.  The  opposite  is  true  for  Jamie  Dimon,  the  former 
protege  of  Citigroup  Chief  Sanford  Weill,  who  has  taken 
over  at  Bank  One  (36,  ONE). 

Conseco  is  an  insurance  holding  company  that  grew 
largely  through  the  acquisition  of  life  companies.  Over  the 
years  it  has  been  criticized  for  its  aggressive  accounting  and 
lush  compensation.  Nevertheless,  the  stock  had  a  phenom- 


enal run,  peaking  a  couple  of  years  ago  at  $58  per  share,  f 
a  market  cap  of  nearly  $19  billion.  Conseco's  founder  ai 
chief  executive,  the  highly  paid  Stephen  Hilbert,  resigm 
earlier  this  year  after  things  went  awry.  Bad  enough  that  i 
surance  operations  flagged  because  of  squeezed  profit  ma 
gins  in  health  coverage  and  higher  mortality  rates.  The  bii 
ger  problem  was  a  tar  baby  acquisition. 

That  was  Conseco's  disastrous  1998  purchase  of  Gre< 
Tree  Financial,  a  mobile  home  mortgage  lender,  for  $6  b 

lion.  Conseco  not  only  c 


Don't  be  dazzled 
by  the  records  of 

imported  rescuers. 

Some  missions  are 
just  impossible. 


luted  its  share  base  in  payii 
richly  for  this  company,  b 
took  on  a  crushing  burden 
debt.  Worse,  Green  Tree 
business  almost  immediate 
fell  apart.  Dropping  rat' 
(this  was  before  Ala 
Greenspan  started  pumpir 
them  up  in  mid- 1999)  trij 
gered  faster-than-expecte 
prepayment  of  high-interest  loans.  And  loan  defaults  e: 
panded  horrifically. 

Wendt,  who  is  hauling  down  a  fat  paycheck  that  tr 
company  can  ill  afford,  can't  do  much  about  Green  Tree,  h 
has  tried  to  sell  it.  No  buyers  have  emerged. 

Bank  One  is  a  bank  holding  company  that  also  gre 
through  acquisitions — chiefly  First  USA,  a  credit  card  con 
pany,  and  First  Chicago,  a  sizable  bank  holding  compan 
Today  Bank  One  is  a  financial  services  giant,  ranking  fourt 
in  the  nation  in  assets.  Over  the  last  several  years  earning 
have  regularly  fallen  well  below  analysts'  estimates,  eventu 
ally  leading  to  the  resignation  of  chief  executive  John  I 
McCoy,  the  latest  member  of  the  family  dynasty  that  has  ru 
the  bank  since  the  1930s. 

The  culprit  was  Bank  One's  decentralized  approach  t 
management,  a  synergy-killer  for  a  company  whose  variou 
parts  need  to  work  together.  In  other  words,  McCoy  messe< 
up  the  management  of  what  stands  as  a  strong  enterpris* 
So  Jamie  Dimon  is  transforming  the  company  into  an  effi 
cient,  highly  centralized  operation  with  new  people  in  all  ke 
management  functions.  And  well-capitalized  Bank  One  ha 
the  strength  to  succeed. 

Both  stocks  initially  jumped  in  response  to  the  arrival  o 
their  highly  regarded  new  chief  executives.  Only  one  of  then 
deserved  the  increase. 


Robert  S.  Salomon  Jr.  is  principal  and  cofounder  of  Stamford,  Conn. -based  STI  Management. 
Research  analyst:  Deborah  H.  Tarasow.  Find  past  columns  at  www.forbes.com/salomon  or  use  your 
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We  served  over  30  million  last  year,  but  our  goal  is  no  repeat  business. 


Unfortunately,  business  has  been  booming  this  year.  And  we'd  like  to  put  a  stop  to  it. 
That's  why  The  Salvation  Army  believes  in  getting  to  the  heart  of  a  problem  and  solving  it. 

We're  a  different  sort  of  organization  in  that  respect.  Just  as  we  use  earthmovers 
and  bulldozers  to  rebuild  a  disaster-ravaged  town,  we  provide  the  tools  to  repair  damaged 
lives.  If  a  child  can't  read,  we  teach  him.  If  a  young  mother  can't  cope,  we  counsel  her. 
If  a  father  can't  stop  drinking  or  using  cocaine,  we  rehabilitate  him.  We  help  people  find 
what  they  need  within  themselves  to  rebuild  their  world.  We  give  them  the  means  to 
reclaim  their  future.  So  they  won't  have  to  come  back  and  see  us  again. 
Please  give  generously  to  The  Salvation  Army  and  help  us  reduce  our  business. 
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Floating 


different  drummers!  Today's 
houseboats  have  slipped  all  moorings  to 
bohemia.  "Quaint"  they're  not,  but  they 
easily  accommodate  all  three  generations 
of  a  family  at  once— plus  jet  skis,  water 
slides  and  dumbwaiters. 

BY  CHANA  R. SCHOENBERGER 


The  Wenzels  at  home: 

two  bars,  three  sound  systems 

and  an  eight-person  hot  tub. 


WHEN  COMPUTER  EXECUTIVE  PETER 
Wenzel,  45,  feels  the  need  for  a  weekend 
getaway  with  his  wife  and  their  three 
young  kids,  he  heads  for  the  shores  of 
Kentucky's  Lake  Cumberland.  But  the 
Wenzels'  destination  isn't  some  cookie-cutter  condo.  It's 
their  houseboat,  Stickers! 

Forget  whatever  you  may  recall  about  houseboats  of  the 
past.  Wenzel's  isn't  small.  It  isn't  flimsy.  Nor  is  it  cheap.  "A 
very  big  item,"  he  calls  it — and  he's  being  modest:  The  thing 
measures  108  feet  by  20  feet,  with  2,100  square  feet  of  deck 


up  top  (complete  with  ocean-liner-style  lounge  chairs,  a  hi 
tub  seating  eight  and  a  searchlight)  plus  1,600  more  squa 
feet  of  "finished"  space  inside,  distributed  over  two  decks 
sleeps  14.  "Think  of  an  apartment — and  you're  driving  it 
says  skipper  Wenzel. 

Getting  Stickers!  to  and  from  the  fuel  dock  can  be  trick 
"When  you're  moving  something  that  big,  the  problems  a 
takeoff  and  landing,"  he  explains.  "That's  the  tough  part 
Thrusters  at  the  bow  and  stern  help  in  maneuvering.  "Pj 
amazed  the  guys  at  the  gas  pump,"  says  Wenzel,  who's  owne 
his  houseboat  since  May.  "They  can't  believe  a  rookie  drivi 
has  done  so  well." 

Once  Stickers!  is  under  way,  twin  5.7-liter  engines  powt 
her  along  at  12mph.  Not  fast,  but  speed  isn't  the  appeal.  Mo 
houseboaters  like  to  laze  along  the  shores  of  lakes,  leisure 
enjoying  all  the  comforts  of  their  floating  homes,  which  ca 
be  considerable:  not  just  hot  tubs  and  water  slides,  but  ice 
makers  on  every  floor,  multiple  sound  systems,  satellii 
dishes,  a  wet  bar,  a  GPS  fish-finder,  dumbwaiters  (to  lift  foo 
from  kitchen  to  top  deck)  and  even  an  old-fashioned  pore 
swing.  Owners  who  crave  speed  can  always  get  it  from  and 
lary  sportcraft — Stickers!,  for  example,  carries  along  two  j« 
skis  that  it  can  deploy  or  retrieve  with  its  own  winch. 

In  a  more  "serious"  vessel — an  oceangoing  yacht,  let 
say — such  amenities  could  cost  well  into  the  millions  of  do 
lars.  But  Wenzel,  an  entrepreneur  whose  company  collect 
bar  code  data,  bought  Stickers!  new  for  about  $500, 00( 
Houseboats  typically  cost  $150,000  to  $250,000,  wit 
monthly  marina  fees  adding  another  $2,000  to  $5,00( 
Houseboating  is  a  $200  million  industry,  centered  in  Sorr 
erset,  Ky.  where  a  handful  of  houseboat  manufacturers  an 


(Think  of  an  apartment— and  you're  driving  it!  I've  amazed  the  guys 
it  the  gas  pump.  They  can't  believe  a  rookie  driver  has  done  so  well." 


Siased.  Sumerset  Houseboats,  the  biggest  manufacturer,  pro- 
duces around  200  boats  a  year,  out  of  a  total  of  about  1,500. 

'opular  boating  destinations  include  Lake  Cumberland, 
j.ake  Powell  on  the  Utah-Arizona  border,  Lake  Lanier  in 

Georgia,  Lake  Travis  near  Austin,  Tex.  and  Lake  Ouachita  in 
;U"kansas. 

Like  owning  a  Harley-Davidson  or  an  Airstream,  having 
I  houseboat  confers  membership  in  a  kind  of  club  of  fellow 
owners.  Nobody  knows  for  sure  how  big  that  club  is,  but  es- 
limates  put  the  number  of  houseboats  well  into  five  figures. 
|t's  a  growing  fraternity  that  cuts  across  demographic  lines.  A 
jow-end  or  used  houseboat  might  attract  a  young  working- 
j:lass  or  middle-class  family,  while  the  larger,  custom-built 
boats  typically  sell  to  retired  professional  couples. 

The  vessels  are  especially  popular  with  families  trying  to 
;;eep  all  their  generations  together.  Think  captive  audience: 
Out  on  a  lake,  teenagers  have  nowhere  to  run.  Each  family 
nember  can  pick  a  different  activity  to  stay  entertained:  fish- 
ng,  jet-skiing,  swimming,  snorkeling,  waterskiing,  suntan- 
aing  or  simply  snoozing  on  the  deck  or  in  one's  stateroom. 
I  ohn  and  Janet  Cassell — a  retired  telephone  company  man- 
ager and  a  nurse  from  Louisville — also  keep  their  boat,  Sim- 
oatico  II,  on  Lake  Cumberland.  From  April  to  November  the 
(Zassells  live  on  their  boat  full  time,  inviting  their  three  kids 
md  three  grandchildren  for  frequent  visits.  When  the  family 
(.vants  to  socialize,  they  moor  at  the  dock;  when  they  want  to 


be  alone,  they  shove  off  into  the  lake,  where  they  motor 
around  at  their  leisure.  "You  can  pull  into  a  cove  and  not  see 
anybody  for  a  week,"  says  John  Cassell,  63.  It's  the  combined 
appeal  of  socializing  and  solitude  that  attracts  many  house- 
boaters,  regardless  of  age. 

Rentals,  says  Scott  Springer,  editor  of  Houseboat  Magazine 
(www.houseboatmagazine.com),  are  growing  increasingly 
popular,  too.  Thanks  to  the  Internet,  renters  now  can  see  pic- 
tures of  available  boats,  as  well  as  a  calendar  of  unreserved 
rental  dates.  Indeed,  the  magazine's  parent  company,  Harris 
Publishing,  in  Idaho  Falls,  Idaho,  recently  bought  a  house- 
boat-rental portal  site,  Houseboat.net. 

Melani  Ryan,  26,  who  works  for  a  wholesale  travel  agency 
in  Westminster,  Colo.,  rented  a  houseboat  with  a  dozen 
friends  for  Labor  Day  weekend  on  Lake  Powell.  The  group, 
along  with  three  other  bands  of  buddies,  rented  four  house- 
boats in  all,  at  a  cost  of  about  $200  a  person.  During  the  day, 
Ryan  says,  they  water-skied  with  a  speedboat  they  had  also 
rented.  At  night  they  tied  the  boats  together,  anchored  them 
in  a  cove  and  enjoyed  a  bonfire  on  the  beach.  Rock  forma- 
tions along  the  waterline  made  the  scenery  "surreal,"  she 
says.  "We  went  on  this  hike  that  turned  into  an  eco-chal- 
lenge."  As  night  fell,  the  friends  found  themselves  in  a  canyon 
where  the  only  easy  way  out  was  to  swim  for  it,  in  the  dark, 
back  to  the  boat.  Her  one-word  description  of  her  houseboat 
adventure?  "Awesome."  F 
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Johann  Sebastian,  Party  Animal 


\  The  great  Bach  is  many  things: 
musical  god,  curmudgeon  and  wild  carouser. 
Now  is  a  perfect  time  to  encounter  them  all. 

BY  ALBERT  INNAURATO 

WHEN  THE  GREAT  AMERICAN  PIANIST  MURRAY  PER- 
ahia  injured  his  hand  a  few  years  ago,  he  started 
reading  through  Johann  Sebastian  Bach's  Gold- 
berg Variations  in  despair.  Gradually,  he  began  practicing  them 
in  his  head.  "There  is  an  indescribable  joy  in  many  of  these 
variations,"  he  says.  "I  almost  feel  this  music  has  a  purpose — 
to  heal."  His  hand  regained  its  cunning,  and  Sony  has 
just  released  Perahia's  recording  of  the  piece,  its  in 
describable  joy  very  much  in  evidence. 

The  person  many  musicians  regard  as  a 
kind  of  divinity  departed  this  life  on  July  28, 
250  years  ago.  Throughout  this  year  there 
has  been  a  reverential  outpouring  of  discs. 
Their  cumulative  power  proves  beyond  a 
doubt  why,  if  you  had  to  live  with  the 
music  of  only  one  composer  for  the  rest 
of  your  life,  that  composer  ought  to  be 
the  great  Bach. 

The  grandest  of  this  year's  recording 
projects  is  Teldec's  edition  of  the  unstop- 
pable Bach's  complete  works  on,  yep,  153 
CDs.  Its  guiding  spirit  is  Nikolaus  Harnon- 
court,  who  conducts  many  of  the  works  him 
self.  Harnoncourt  is  the  father  of  "period  prac- 
tice" in  music-making,  though  he  hates  the  term 
Way  back  in  the  1950s,  when  he  was  a  cellist  in  the 


Musical  god  Bach  may  have  been,  but  he  was  hardly  a  b 
nign  or  serene  deity.  Deeply  religious,  yes,  but  also  so  cantaj 
kerous  that  he  was  always  getting  sacked — he  once  drew  h1 
sword  on  a  hapless  pupil,  bellowing,  "Du  Zippelfaggotist 
("You  bleeping  bassoonist!").  And  he  was  never  averse  toi 
wild  party.  (When  he  married  Anna  Magdalena,  who  bore  \ 
of  his  20  children,  he  forced  his  employer  to  subsidize  the  ce 
emony,  got  married  on  the  cheap  in  his  living  room,  and  spei 
the  money  he  saved  on  extra  vino.) 

We  tend  to  think  of  Bach's  music — in  fact,  baroque  musl 
in  general — as  stately  and  somewhat  austere,  but  some  of  tl: 
greatest  of  all  Bach  players  have  been  ecstatics  who  n 
sponded  to  the  violent  emotional  outpourings 
this  contradictory  genius. 

That's  the  Bach  Leopold  Stokowski  n 
sponded  to  when  he  took  bits  from  Bach 
organ  works  and  cantatas  and  transcribe 
them  into  splendid  and  emotional  o; 
chestrations.  The  results  are  as  addicts 
and  naughty  as  opium.  Stoki  kej 
recording  his  transcriptions  forever 
he  lived  to  be  nearly  100 — and  there  ai 
many  inexpensive  collections  with  var 
ous  orchestras.  But  the  best  is  a  two-C 
collection  on  Pearl  (9098).  These  wei 
the  first  records  of  Stoki's  Bach,  mac 
with  spectacular  sound,  mostly  in  th 
1930s.  As  transferred  by  sound  engines 
Mark  Obert-Thorn,  the  Philadelphia  Orche 
tra  rolls  right  into  your  living  room. 
There  are  other  transcriptions  of  Bach.  The  be: 


He  once  drew  his  sword  on  a  hapless  pupil,  bellowing,  "Du  Zippelfaggotist!" 


Vienna  Symphony  Orchestra,  Harnoncourt's  research  into 
Bach  manuscripts  impelled  him  to  perform  the  works  as  they 
would  have  been  performed  in  Bach's  time.  His  use  of  boys 
and  male  altos  in  place  of  women  singers,  and  original  in- 
struments or  reasonable  copies  of  them,  initially  shocked 
audiences. 

The  sinewy  playing  that  Harnoncourt  pioneered  became 
commonplace — although  now  there  may  be  a  move  back 
toward  the  lusher,  less  historically  accurate  style  of  Bach  play- 
ing that  prevailed  earlier  in  the  20th  century.  But  listen  to 
Harnoncourt's  version  of  The  Saint  Matthew  Passion  in- 
cluded in  the  Teldec  set  and  you'll  understand  why  his 
stripped-down  style  swept  all  before  it  when  it  first  emerged. 
It  is  overwhelming:  The  suffering,  anguish,  horror  and  joy  in 
this  music  have  never  been  so  well  captured.  All  the  perfor- 
mances in  the  Teldec  set  are  intensely  interesting  and  br il- 
ly recorded. 


recent  selection  has  Esa-Pekka  Salonen  leading  the  Los  Ange 
les  Philharmonic  on  a  new  Sony  release.  Stoki  gets  his  due  a 
a  transcriber,  but  just  about  every  composer  of  the  20th  cen 
tury  had  a  go  at  Bach,  ranging  here  from  lush  Edward  Elga 
through  mad,  bad  Gustav  Mahler  to  wiry  and  tense  Anto 
Webern. 

Sony  has  also  just  released  an  amazing  two-CD  set  calk' 
Gould  Variations.  CD  1  is  a  goodly  selection  of  the  magia 
Glenn  Gould's  best  Bach  recordings.  CD  2  is  a  CD-ROM  tha 
includes  a  biography  of  the  composer  and  an  engrossin 
video  of  Gould  playing. 

Finally,  as  a  delightful  chaser,  the  Brandenburg  Concerto: 
My  favorite  recording  is  from  1931.  It  was  laid  down  in  Pari 
by  those  two  great  virtuosos  Alfred  Cortot  on  piano  am 
Jacques  Thibaud  on  violin,  wailing  with  their  buddies.  Lis 
tening  to  them  wail,  all  you  can  think  is,  "Let's  get  somi 
schnapps  and  party!" 
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The  Steepest  Bi 
On  the  Water 


In  1998 
Erren  O'Leary  won  the 
Bisbee  marlin  trophy  and 
Yankee  outfielder  Bernie 
Williams  helped  win  the 
World  Series.  Guess  who 
made  more  money? 


BY  JESSICA  MAXWELL 

AT  THE  FAR  END  OF  EVERY 
angler's  mind  dwells  a 
1,000-pound  blue  marlin.  It 
is  not  plastic.  It  is  the  real, 
living,  leaping  thing:  javelin-faced, 
thick  as  an  oak,  bluer  than  the  sea  it 
came  from. 

Tie  a  $2  million  purse  to  that  noble 
nose  and  you  have  an  angler's  instant 
addiction.  That's  the  annual  Bisbee's 
Black  &  Blue,  held  at  the  southern  tip  of 
Mexico's  Baja  Peninsula.  The  tourna- 


ment has  been  luring  fishermen  with 
big  dreams  from  all  over  the  world  ever 
since  big-game  fisherman  Robert  Bisbee 
started  the  thing  20  years  ago.  In  1982 
only  six  boats  showed  up  for  a  derisory 
purse.  Now  it's  but  one  in  the  Bisbee 
family's  famed  World  Billfish  Series  that 
draws  more  than  7,500  anglers  from  15 
countries  who  compete  in  23  tourna- 
ments for  a  combined  purse  of  more 
than  $8  million,  provided  by  sponsors 
that  include  Coca-Cola,  Yamaha,  Citgo, 
BMW,  Rolex  and  Heineken. 


When  the  starting  gun  sounds  o 
opening  day,  Oct.  24,  boats  will  ex 
plode  out  of  the  outer  harbor  of  Cab 
San  Lucas  like  the  D-day  armad; 
Many  continue  south  to  fish  the  Sea  a 
Cortez,  some  head  straight  out  to  th| 
Pacific.  Each  team  has  paid  $5,000  fa 
a  chance  at  the  prize  money  from  wha 
has  become  the  richest  sportfishini 
event  on  Earth.  Last  year  the  Bisbe 
family  paid  out  $2.3  million  in  cas 
prizes;  in  1998  it  paid  $1.6  millior 
That  year  Colorado  angler  Erre; 
O'Leary  and  his  team  earned  $535,38 
for  a  single  732-pound  blue  marlir 
"Not  bad,  considering  that  each  playe 
on  the  Yankees  received  just  ova 
$300,000  for  winning  the  World  Se 
ries,"  notes  Wayne  Bis 
bee,  Bob's  son. 

I  had  the  good  for 
tune  to  fish  the  Bisbee  ii 
1997  aboard  Treasur 
Chest,  a  70-foot,  $3.5  mil 
lion     Bertram  yach 
owned    by  compute 
mogul  Finis  Conner,  wh 
had  just  sold  Conner  Pe 
ripherals  to  Seagate  Tech 
nology.  All  I  knew  wa 
that  Finis  was  a  serious  big-game  fisher 
man,  as  revealed  by  his  boat,  his  geai 
(four  stout  marlin  rods,  three  80-poun« 
class  reels  and  one  50)  and  his  choice  o 
captains — in  this  case,  Wayne's  brothe 
Bobby  Bisbee. 

Not  to  mention  his  "hired  gun, 
marlin  parlance  for  the  guy  who  doe 
for  a  fishing  boat  what  Sacagawea  die 
for  Lewis  and  Clark.  The  great  one 
have  a  sixth  sense  that  comes  onF 
after  spending  the  better  part  of  a  life 
time  looking  for  these  big  but  wiF 
fish.  They  know  the  signs:  birds,  wate 
color,  thermoclines,  even  traces  of  fisli 
scent  in  the  air.  Finis'  hired  gun  was  | 
serious  young  man  known  as  Cujo, 
reference  to  a  Saint  Bernard  that  wen 
ballistic  in  a  Stephen  King  novel.  (It': 
said  he  earned  his  name  in  a  particu  I 
larly  nasty  bar  brawl,  defending  tht 
honor  of  his  boss'  wife.) 

Conner  had  him  flown  in  fron) 
Florida.  A  handsome,  somber  fellow 


1 


NEXT  MEETING 


high  in  the  Southern  Rockies  of  Colorado 
You're  in  the  midst  of  250  magnificent 
"e  miles  known  as  Forbes  Trinchera  •  the  perfect 
vay  from  the  stresses  of  the  corporate  world. 

Your  accommodations,  which  include  an  experienced 
ssional  staff  of  fifty,  fit  perfectly  into  the  natural  set- 
)f  this  property. 

Here,  you're  surrounded  by  majestic  beauty, 
peaks  scrape  the  blue  Colorado  sky  -  the  highest 


And  after  work,  there's  play.  More  than  forty 


miles  of  trout  filled  streams.   Miles  of  trails  to  hike 


on  and  discover.  Skeet  shooting.  Horseback  riding.  And 


you're  not  that  far  from  a  challenging  golf  course.  Let  our  alti- 


tude give  your  next  meeting  a  fresher  attitude.  If  you'd 


like  a  closer  look,  call  01-719-379-3263,  or  email  us 
at  tryland@forbes.com 


ling  14,345  feet,  the  air  is  so  clear,  fresh  and  clean  that  you  FORBES  TRINCHERA  RANCH:  A  Forbes  Executive  Retreat 
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"Cirrus  wisps  feathered  the  sky  like  pulled  sugar,  and  the  sea  waited  before  us  like  a  blue  candy  dish.  We  would  fish  the  Pacific  side. 


Cujo  never  took  his  eyes  off  the  water. 
While  we  idled,  awaiting  the  Bisbee's 
8  a.m.  start  time,  he  hooked  a  big 
bonito.  "Bait,"  Conner  explained  ap- 
provingly. At  7:55  a  second  fish  hit 
Cujo's  line.  Cujo  was  a  fish  magnet, 
which  would  have  given  us  a  consider- 
able edge  had  there  been  any  consider- 
able fish  in  the  general  vicinity. 

There  weren't.  But  we  didn't  know 
it  at  the  time.  Nothing  appeared  to  be 
out  of  order.  Cirrus  wisps  feathered  the 
sky  like  pulled  sugar,  and  the  sea  waited 
before  us  like  a  blue  candy  dish.  We 
would  fish  the  Pacific  side,  staying 
within  the  tournament's  prescribed  40- 
mile  radius  from  Cabo  San  Lucas. 
When  the  Bisbee  cannon  sounded,  our 
twin  l,800hp  diesels  were  cutting  a 
7-foot  wake  behind  us  in  seconds, 
much  to  the  delight  of  a  pod  of  smiling 
porpoises.  By  noon  nothing  had  hap- 
pened. "We're  fishin',  we're  not 
catchin',"  Conner  declared. 

At  12:45  p.m.  Captain  Bobby  yelled: 
"Comin'  across  outside!"  It  was  a 
wahoo,  the  largest  member  of  the 

Getting  There 

For  information  on  Bisbee's  Black  & 
Blue  Marlin  Jackpot  Tournament, 
contact  Bisbee  headquarters  in  New- 
port Beach,  Calif,  at  949-650-8006 
or  visit  www.bisbees.com.  For  travel 
arrangements  and  information  on 
other  big-game  fishing  events, 
contact  Worldwide  Game  &  Fish 
Adventures  at  204-897-2541. 


mackerel  family  (up  to  7  feet),  an  in- 
digo-and-silver  torpedo-shaped  speed- 
ster capable  of  50  knots  at  a  dead  run. 
Cujo  boated  it  in  no  time.  A  harborside 
restaurant  would  prepare  it  for  us  for 
dinner  that  night.  The  day  took  on 
more  heat.  We  trolled  and  roasted  fish- 
less  until  4:48  p.m.,  when  a  line  on  the 
left  sang.  Big  fish.  We 
missed  that  one,  too.  "But 
those  squiggles  on  the  lure 
are  billfish  marks,"  Cap- 
tain Bobby  confirmed.  We 
were  getting  warm. 

By  7:20  on  the  second 
morning  Cujo  and  his  as- 
sociate, luan,  were  already 
bait-fishing  with  lures 
called  Hootchie  Skirts  and 
Bonito  Dusters.  The  sun- 
rise bloomed  as  red  as  a 
Mexican  papaya,  and  the 
clouds  had  wings  of  gold. 
Finis  felt  lucky.  There  was  no  action  for 
the  next  two  hours.  Then,  at  10  a.m.,  we 
hit  good  water.  "It's  deeper  blue," 
Bobby  noted.  "More  clarity.  This  is 
beautiful  water."  Suddenly,  bonito  were 
everywhere.  Then,  finally  ...  marlin! 
"Feeding  on  bonito!"  Bobby  breathed. 
"He's  shaking  his  head!  Little  guy  ... 
beautiful."  Too  small  to  go  after,  but 
promising. 

An  hour  later  Finis  turned  from 
fishtalk  to  his  business  life.  He  had 
founded  Conner  Peripherals  in  1985, 
and  within  seven  years  sales  had 
capped  $2  billion.  But  miscalculations 
of  the  hard  drive  business  hurt  the 


company,  and  by  1996  Finis  sold  it  i 
rival  Seagate  for  $1  billion.  Then  cam 
a  little  philosophy  to  explain  what  v 
were  doing  on  that  boat.  "I  know  a  1< 
of  guys  who've  made  a  lot  of  mone 
and  are  still  not  happy,"  mused  Coi 
ner.  At  that  moment  a  marlin  dors 
fin  appeared  50  yards  out  on  our  rig). 

A  large  fish.  A  contende 
Bobby  made  the  boat  d 
a  heart-stopping  181 
Still,  the  big  blue  refuse 
all  our  lures. 

Same  result  the  thir 
day.  For  the  first  time  i 
the  history  of  the  Bisbee 
Black  &  Blue,  almost  ni 
fish  were  hooked  at  all.  I 
the  end  the  Achiever  tear 
took  home  a  check  fa 
$917,263  for  a  355-poun 
blue  marlin  that  barel 
cleared  the  300-poun 
tournament  minimum.  Angler  Gen 
Price  and  his  team  won  $757,410  for 
3 72 -pounder  (less  than  the  Achiever 
due  to  the  tournament's  complex  sys 
tern  of  Daily  Jackpot  payouts).  They  sti 
stand  today  as  the  biggest  checks  aru 
smallest  winning  fish  in  the  tourna 
ment's  history  (the  biggest  was  99 
pounds,  hooked  in  1995).  At  dinner  tha 
night  Finis,  also  an  avid  golfer,  pro 
claimed  that  we'd  been  "mulliganed.: 
But  he  wasn't  upset.  "To  me,  a  failun 
isn't  when  I  failed,"  he  told  us.  "It': 
when  I  almost  succeeded.  That's  the  ex 
citing  part  of  being  an  entrepreneur  H 
or  a  fisherman."  T 


AIR     p  n  r  r  f  s  ■  nrtr,K^r  in  ?nnn 


$10,000 

Honey  -  glazed  Turkey. 
Seasonal  Greens. 
Assorted  Fruit. 

Wait  on  line  to  see 
the  future  President  of  the 
United  States. 

Catch  a  glimpse  of  the 

back  of  his  head 
as  he  leaves  the  room. 


$1.99 

Honey -glazed  Turkey. 
Seasonal  Greens. 
Assorted  Fruit. 

Go  online  and 
make  sure  your  opinion 

is  heard  by  the 
future  President  of  the 

United  States. 


Now  every  American  citizen  has  the  chance  to  speak  out  on  the  issues  that  concern 
them.  To  help  shape  the  Presidential  Debates,  go  online  or  call  800-555-TELL 
and  say  'election!  Now  you  don't  have  to  be  an  influential  person  to  be  influential. 


^COMMISSION  ON 

PRESIDENTIAL  DEBATES 


LOG  ON  TO  WWW  DEBATES.ORG 


B  E  S  L  I  F  E 


The  Revival  That  Won't  Die 


r  I  N  G  |  Got  any 
kitschy  bare-breasted 
Cleopatra  paintings  in  the 
attic?  You'll  be  awfully  glad 
if  you  do. 

BY  RALPH  AND  TERRY  KOVEL 

EVER  SINCE  30  B.C.,  WHEN  ROME'S 
conquering  legions  returned 
from  Egypt  laden  with  statuary, 
jewelry,  furniture  and  souvenirs,  col- 
lectors have  periodically  gone  crazy  for 
things  Egyptian.  Since  then  the  vogue 
for  decorative  art  with  Egyptian  mo- 
tifs has  waxed  and  waned,  but  it  has 
never  gone  away  entirely.  Like  the 
mummy  in  a  bad  Karloff  movie,  it 
keeps  arising  time  after  time, 
usually  just  after  being  pro- 
nounced dead  by  knowledge- 
able authorities.  Guess  what? 
It's  baaa-aaack. 

Temple  Gate,  a  clock  made  by 
Carrier  in  1927  featuring  Egypt- 
ian friezes  with  lapis  and 
other  stones  on  a  mother- 
of-pearl  facing,  sold  in  1991 
for  $1.5  million — making  it 
the  most  expensive  clock  in 
the  world.  An  Egyptian-style 
gold-and-enamel  belt  buckle 
made  in  1900 — the  value  of 
which  had  been  estimated  at 
between  $2,500  and  $3,500— 
sold  recently  for  $12,650.  A  similar  piece 
is  coming  up  for  auction  soon  at 
Sotheby's. 

Part  of  the  fun  of  collecting  Egypt- 
ian-motif art,  jewelry  and  furniture  is 
the  plethora  of  different  periods  and 
expressions  that  come  with  them — 
Roman,  English,  American  and  French. 
In  1798  Napoleon  led  his  armies  into 
Cairo,  and  soon  French  sofas  began 
sprouting  sphinx-feet  and  hieroglyphic 
borders.  Napoleon  himself  legitimized 
the  style — dubbed  Egyptian  Revival — 
by  having  his  bedroom  done  in  it. 

Revivalism  next  spread  to  England, 
where  for  20  years  designers  made  use  of 
lion  heads,  sphinx  paws,  obelisks  and 
other  motifs.  By  the  1840s  the  intelli- 


gentsia's passion  for  Egyptiana  had 
begun  to  cool.  Yet  no  sooner  had  the 
haut  monde  dropped  it  than  the  masses 
picked  it  up:  In  the  1870s  and  1880s 
crowds  gaped  at  obelisks  like  Cleopatra's 
Needle  in  England  and,  of  course,  the 
Washington  Monument.  Middle-class 
families  filled  parlors  with  obelisk  lamps 
and  sphinx-shaped  mantel  clocks,  which 


The  mummy's 
blessing: 
Collectibles 
with  Egyptian 
motifs  are 
bringing  top 
dollar  at 
auction. 


ticked  away  beneath  oil  paintings  of 
bare-breasted  Cleopatras.  Vases  resem- 
bled canopic  jars  (Egyptian  burial  jars 
that  held  the  mummy's  viscera). 

By  1900  the  Egyptian  look  again 
was  "out,"  supplanted  by  the  distinctly 
unornate  Mission  style.  But  after  King 
Tutankhamen's  tomb  was  unearthed  in 
1922,  collectors  again  clamored  for 
Egyptiana — including  reproductions  of 
objects  from  Tut's  crypt.  Flappers  wore 
sequined  versions  of  the  vulture  head- 
dress belonging  to  the  boy-king's 


queen.  The  revival  expressed  itself  i 
Art  Deco  evening  bags,  cigarette  case 
and  lotus-blossom  necklaces. 

During  the  Depression  and  Worl 
War  II  the  nation's  mood  did  not  com 
port  itself  with  pharaonic  extravagancy 
and  many  a  scarab  cocktail  shaker  haj 
to  sit  out  hostilities  in  the  basement  a 
the  attic.  After  the  war  "international 
style"  held  sway.  Still  the  mummj 
slumbered,  biding  time. 

At  the  end  of  the  1960s  a  few  con 
trarian  collectors  started  buying  Egypt) 
ian  Revival  furniture  from  thrift  stores 
Chairs  could  be  had  for  $100  or  less 
Then  in  1970  Yves  St.  Laurent  deco 
rated  his  New  York  showroom  ij 
Egyptian  Revival,  and  suddenly  it  wa 
Horus-bar-the-door  all  over  again.  Th 
Metropolitan  Museum  featured  an  ex 
hibition  of  Victorian  furnishings,  givin 
prominent  play  to  Egyptian  Revival. 

Prices  rose  steadil 
throughout  the  198C. 
then  rocketed  in  th 
1990s.  Though  it's  stil 
possible  to  find  afford 
able  Egyptian-style  col] 
lectibles,  the  pickings  ar 
getting  slim:  Cannin 
labels  and  trading  card 
from  the  1890s  pictur 
ing  stylized  Egyptian  scenes  go  for  $5  to 
$50.  Costume  jewelry  scarab  necklace 
from  the  1920s  are  $50  to  $150. 

Revival  furniture  is  especially  hot) 
An  ebonized  wooden  chair  by  Pottier  £ 
Stymus  (a  major  New  York  City  furni 
ture  maker  of  the  Victorian  period) 
with  lion-head  mounts,  ormolu 
pharaoh-head  armrests  and  gildec 
hoof-feet,  which  sold  in  Cleveland  foi 
less  than  $100  in  1971,  recently  com 
manded  $55,000.  And  a  sofa  so  far  ou 
of  style  in  1977  that  it  could  have  been 
bought  for  $1,200  doubled  in  price  bj 
1982,  then  sold  in  1994  for  $75,0001 
The  same  year  a  Pottier  &  Stymus  chaii 
matching  the  one  in  the  Metropolitan'; 
collection  brought  $125,000. 

Too  expensive?  Then  how  about  i 
nice  Art  Deco  mummy-case  phone 
cabinet  for  $10,000?  There's  doubdess  £ 
matching  canopic  jar  somewhere — foi 
phone  viscera.  P 
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METASeS 


challenges  of  securing  your  IT  infrastructure^^^^^||j^^^^  ^j/^^^^^^^^^^l^i  „ 

Our  worldwide  team  of  industry  leading  security  and  Hljjj^^  '■ 

e-commerce  experts,  are'  committed  to  helping  you  meet  the 
challenges  of  tomorrow  --  today.  Whether  you  are  a  small,  medium  or 

large  business  we  are  committed  to  helping  organizations  like  yours  harness  Ifah 

the  power  of  the  Internet..  _    .  Hfefeh^A 

Our  revolutionary  enterprise-wide  security  solutions  and  approach  to  threat  and  vulnerability  ^BUlk 

management.  ■  intrusion  detection,  security,  policy  and  procedure  development  and  compliance,  incident 

response  and  computer,  forensics.  make  securing  your  IT  infrastructure  easy.  We  apply  the  best  minds  in  the  industry 

to  ensuring  you  that  your  network  and  e-commerce  solutions  are  prepared  for  the  inevitable,  not  to  mention  the  unexpected.. . 


For  more  information  on  how  METASeS  "  can  assist  you  in 
securing  your  e-Foundation  visit  our  website  at  www.metases.com, 
or  call  877.908.META 


«  2000  M£TA  Secure  COM  SolutionSj-TwiW 


METAS  S 


Securing  the  e-Foundation  for  Today's  Business  Enterprise' 
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KEEP  YOUR  PRIVATE 
BUSINESS  PRIVATE 
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WITH  PRIVATE!!  YOU  CAN! 

Privatel™  is  a  personal  voice  security  device,  that  connects  to  virtually  any 
telephone.  It  protects  your  telephone  conversations  from  all  unauthorized 
listeners  by  using  the  strongest  encryption 
technology  available. 

Privatel™  features: 

•  Clear  Voice  Quality 

•  Easy  to  Install 

•  Easy  to  Use 

•  Portable 

•  Effective 

For  more  information  call  toll  free 
1 .866.GET.PRIVATEL  (1 .866.438.7748) 
orvisitusatwww.L-3Com.com/privatel 
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Trillionaire? 
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California  mining  property  in  the  Mojave 
Desert.. .this  is  the  mother  lode! 
Gold  and  silver  -  nine  different  veins  50 
feet  wide. 

Nine  veins  that  converge  together  in  one 
central  location  next  door  to  a  major 
mining  company. 

The  property  is  located  140  miles  due 

north  of  Los  Angeles  between  Highways 

58  and  14,  thirtyseven  miles  north  of  4 

Corners  (Boron),  twentyfive  miles  south  of 

Ridgecrest,  just  off  Highway  395,  which 

runs  north  and  south  in  California,  located 

in  Red  Mountain. 

Taxes  are  about  $200.00  a  year. 

The  mining  property  is  called  Dogpatch 

#5,  and  has: 

2  houses,  2  car  garage,  running  water, 
electricity,  gas  (propane).  160  acres,  phone 
lines,  2  air  conditioners,  mill,  warehouse, 
and  car  port. 
Property  owner: 
Richard  H.  Seaman 
P.O.  Box  786 

Red  Mountain,  California  93558 
Phone:  1-760-374-2309 
Fax:  1-760-374-0019 
e-mail:  dogpatch8@aol.com 
Asking  price:  $200,000,000.00 


Johanesburg 
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2  Miles 


395 


Red  Mountian 
3  Miles 


Randsburg 


Dogpatch 
No.  5' 


Osdick 
Road\ 
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Receive  Value  Line 
for  only  $55 

An  introductory  subscription  to  The  Value  Line  Investment  Survey  brings  you 
ihe  2000-page  Investors  Reference  Library  —  Value  Line's  most  recent  Ratings  and 
Reports  on  1700  stocks  and  the  practical  guide  How  to  Invest  In  Common  Stocks. 
You  wll!  also  receive  analyses  of  about  130  stocks  each  week  for  10  weeks  for  $55. 
Available  only  once  every  three  years  to  any  household.  SPECIAL  BONUS:  Wall  Street 
Words,  Revised  Edition:  An  Essential  A  to  Z  Guide  for  Today's  Investor  (retail 
price.  $12.00).  In  addition  to  clear  definitions  of  4,000  terms,  this  convenient  guide 
contains:  60  case  histories  Illustrating  the  real-world  application  of  key  concepts,  as  well 
as  samples  of  technical  charts.  You  also  get  explanations  and  Ideas  from  Industry 
professionals  on  50  special  topics,  lncludlngtax  law.  financial  management  and 
accounting.  Available  while  supplies  last.  Free  with  your  subscription.  Your 
subscription  may  be  tax-deductible:  consult  your  tax  advisor.  Send  check  or  money 
order  along  with  name,  address  and  zip  code  together  with  this  ad  or: 

CALL  TOLL-FREE  1-800-535-9651 

BONUS  CODE  516NFWF30  American  Express,  MasterCard,  Visa  or  Discover 
24  hours  a  day,  7  days  a  week.  If  you  are  not  completely  satisfied  return  all  materials 
in  good  condition  within  30  days  Irom  Ihe  start  of  your  trial  subscription  for  a  full 
refund  of  your  lee.  Allow  4  weeks  for  delivery.  Foreign  rates  upon  request 
Order  Online  at  www.valueline.com/ads/f5fnf 

.The  Value  Line  Investment  Survey* 

PO  Box  3988.New  York  NY 
10008-3988 


Business  Opportunities 


OFFSHORE 


♦Companies  fot »  " 

♦Banking  coo*"** 

t£^Cards  Capital  Asset 

J  Management 

(800)  710-0002     Free  Brochure 
Visa/MC/Amex  wwwassetprotecuon.com 


Buy  Foreclosed  Property. 

Use  OUR  Money.  Split  Big  Profits. 
Complete  Training.  Call  for  Free 
Information  Package. 
800-995-0049  Ext.  7675 


e-mcorporate.i 


•  Registered  agent  services 

•  U.S.  bank  accounts  opened 

•  Nominee  director  services 
Delaware  Incorporation  Handbook 

Delaware  Business  Incorporators,  Inc. 

800.423.2993 


MAKE  BIG  $  $  $ 

PFPAIWHS  CMCKSIHWUmSMIMS 


1-S00-S26-S523 

Usa/Canada 


I  www.Klassmechanix.com  | 


L  egally  &  E  thically 


Own YOUR  Own 
OFFSHORE  BANK 
FREE  Report 
800-733-2191 


OPPORTUNITY  KNOCKS 

Once  in  a  while  an  opportunity  comes 
along  that  will  never  repeat  itself.  Get 
in  on  the  ground  floor.  Extremely  high 
income.  Training,  leads,  seemed  ac- 
counts to  call  on.  Opportunity  of  a  Life- 
time. Let's  talk.  (Inv.  Req. ) 

A  reas  Going  Fast. 

1-800-675-6144 


Salvador  Dali 


RARE  DALI  PRINTS 

If  you  own,  or  are  considering  the  purchase 
of  a  Salvador  Dali  print.... 

Our  exclusive  catalog  features  full-color 
pictures  of  more  than  500  signed  limited 
edition  Salvador  Dali  prints.  Each  print  is  fully 
documented  by  Albert  Field,  curator  of  the 
Salvador  Dal!  Archives,  and  guaranteed 
authentic.  The  catalog,  "Salvador  Dali:  A 
Retrospective  of  Master  Prints,"  is  a  must 
for  anyone  interested  in  works  signed  by 
Dali.  Call  now  and  we  will  rush  you  a  free 
copy  of  The  SalvadorDali  Collector's 
Newsletter".  (SI 5  per  issue) 

l-(800)  275-3254 

ask  for  Dept.  FM 

hup.//www.(laltgallcry  ci>m  •  FAX  310-454-2090 
Hnma  Hoe  Ait  •  1 5332  Amkich  Si.,  tt  106,  Pacific  Palisades  CA  90272 


Business  Opportunities 


MAKE  MONEY  as  a1  ASSET  PROTECTI 
BUSINESS  FINANCE 
CONSULTANT 


Arrange  Business  Loans  and  Equipment 
Leases  from  $1,000  to  $10  million.  No  co- 
brokering.  Work  directly  with  National 
Lenders.  Unlimited  earnings  potential  and 
residual  income. 
FREE  45  minute 
video  seminar  and 
information  packet 

CALL  1-800-336-3933 

^  Thp  Loan  Consultants.  Inc.  ^ 


Corporations,  Ltd.  Partnerships,  LLI 
Offshore  Trusts.  Corps.,  Private  Bank 

•  Best  Jurisdictions  •  Maximum  Privai 
•Tax  Savings  •  Estate  Planning 

Professional  •  Confidential 


Steven  Sears,  CPA  •  Attorney  at  I' 

714-544-0622  •  www.searsatty.ci| 


Gemstones 


INCORPORATE  IN  DELAWARE 


Speafos  «i  selling  up  Oeiowore  Gxporotiere.  Genera),  Aircraft, 
Boot  &  Shrf  Corporators.  Col  or  write  fot  our  Wff  UT. 


ye*      i  *      ftj   ..  « 

IffV  ptvfmK  anMm 

qnBty  stmt  for  a 


3S1 1  SSwrside  Rd.  #1054=8  •  Warrington,  OE  USA  19810 
302-477-9800  •  8O0-32KORP  •  FAX  302-477-981 1 
E-tnol:  corp@delreg.com  •  Internet  hftp./'/defeeg.com 


INVESTMENT  GEMSTONES 
GUARANTEED  LIQUIDITY! 

We  buy  &  sell  Diamonds 
and  all  Precious  Gemsiuncs 
Free  wholesale  catalog  since  l%7! 

Member:  Jewelers  Board  of 
Trade  &  Chamber  of  Commerce 

HOUSE  OF  ONYX,  Inc. 
120  \.  Main  St.,  Greenville.  KY  423J 
1-800-844-3100  or  FAX  270-338-9601 


Forbes 

Subscriber  Service 

To  order,  change  address 


other  customer  service, 
call  1-800-888-9896 


Real  Estate 


Chm:m*  Your  Forbes  Business  Classified  Ad.. 


Own  and  Live  on  a  Colorado  Mountain  Ra  | 

Majestic  mountains.  Alpine  meadows.  Aspen  grove 
abundant  wildlife,  crystal  clear  fishing  streams. 
A  relaxed  quality  ol  living  while  owning  and  particic 
in  a  1 10  year  old  Colorado  ranching  operation 
Deeded  40  acre  parcels  @  $250,000  with  addition; 
o(  320  acres,  plus  thousands  of  acres  of 
National  Forest 

Remote,  pnvate  and  only  one  hour  from 
Colorado  Spnngs  Airport. 

Call  for  details  (719)  489-2301 

e-mail:  cpnewc@aol.com 


For  information  and  rates  on  advertising  in  the  next  Forbes  Business  Classified  Sec 
contact:  Media  Options  (1-800-442-6441  for  ad  rates  &  ad  information  a 

Fax:  1-973-694-8371  E-mail:  mediopt@aoL 


Advertisement 


Printing 


« 


a 


Z  J>JAU 
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Visit  our  website  or 

call  NOW  for  a  sample  kit! 


Xost  Ej/ect/v« 

Whether  you  iced  500  postcards 
a  mSkra,  or  Mrs  -  starting  at  oaJy 
$95,  we  just  cot't  be  best. 

Convenient 
Yotr  one  source  solution  for 

yoar  csapfete  fired  moil  campaigns. 
Bifflswte  skipping  costs  &  busies  by 
ssing  oar  a-bovsc  mating  services 
—  jost  send  is  yoe  photo,  message, 
logo  &  list,  and  we'll  take  care 
of  the  rest! 

Partners  &  Postage  Ptusm 

Do  yog  print  &  mail  postcards  often? 
Sigji  op  for  oar  Postage  PtUS ' 

actotat  and  pay  for  postage 

only1  Not  osfy  do  yoo  receive  our 
mo  leg  services  for  free  bit  earn 
added  benefits  sack  as  free  rush 
service  &  postcard  orders! 


1-800-959-3365 

www  m cxJe r npost cord .  com 


Charge  Your 
Forbes 
Business 
Classified  Ad... 


Rid  your  home  of  varmints  and 
pests  once  and  for  all,  with... 

Rodelsonix  IX 

only  $6995* 

*But  read  Hits  ad  for  an  even  better  deal! 

Mice,  rats,  roaches,  bats, 
fleas,  spiders  and  other 
pests  and  varmints  make 
life  miserable  at  home  or  at  the 
plant.  Old-fashioned  traps  and  •Rodelsonix  ix 
poisons  get  rid  of  them-but  ^™^,r^/«d^.^ 

Only   temporarily.   Rodelsonix  IX  effectnvsysteiri  to  get  rid  ofymirpests-oiice  and  for  aU. 

delivers  a  tremendous  blast  of  ultrasound — inaudible  to  you  and  your 
pets— that  totally  disrupts  the  nervous  systems  of  these  critters. 
They'll  leave  your  home  within  just  a  few  weeks — and  thev'll  never 
return.  Rodelsonix  IX  is  an  industrial-tvpe  unit,  designed  and  engi- 
neered to  be  effective  in  restaurants,  factories  and  food-processing 
plants.  It  protects  up  to  10,000  sq.  ft.  (70,000  cu.  ft.).  It  has  six  vari- 
able pitch  and  "loudness"  settings.  You  can  even  use  it  outdoors  to 
keep    larger    pests,    such    as    raccoons    or    rabbits    at  bay. 

*And  here  is  the  "even  better  deal":  Buy  two  Rodelsonix  IX  for  S139.90  and 
we'll  send  you  a  third  one,  with  our  compliments — absolutely  FREE! 

You  may  order  by  toll-free  phone,  by  mail,  or  by  fax  and  pay 
by  check  or  Visa/ MasterCard.  Please  give  order  number 
S1007F812.  Add  S4.95  for  one  or  $9.90  for  three  ship./ins. 
and  sales  tax  for  CA  delivery.  You  have  30-day  refund  and 
one-year  warranty.  We  do  not  refund  postage.  For  customer 

service  or  wholesale  information,  please  call  (415)  643-2810.        2360  Third  St.,  San  Francisco,  CA  941 07 


©  Order  by  toll-freephone:  (800)  797-7367 or  (fastest!)  by  fax:  (415)  643-2818  © 
Visit  our  website  at  www.haverhills.com 


Fund  Newsletter 


wi-uii-.mim 

Double,  Even  triple  your  money 
with  a  week  of  great  trades! 
By  fax  or  email. 

Call  NOW  and  as  a  BONUS,  receive 
oar  t/Vtlooetics.coni  newsletter  FREE 
for  three  months! 

1-883-366-8264 

CVi'K  )N  KTK:S.<  osi    Code  424 


Executive  Gifts 


Franchising 


YOUR  BUSINESS 

nth  the  leading  consulcinsj  firm  in  the  country 

800-358-8011 


For  information  and  rates  on  advertising  in  the  next  Forbes  Business  Classified  Section 
contact:  Media  Options  (1-800-442-6441  for  ad  rates  &  ad  information  only) 

Fax:  1-973-694-8371  E-mail:  mediopt@aoI.com 


On  the  Business  of  Life 


D.„  ,  
perturbed,  telephoned  me.  Knowing  that  he  has  enough  money  to  take  care  of 
himself  and  dependents,  I  tried  to  console  him  by  remarking:  "You  will  still  be  able  to 
eat,  won't  you?"  His  reply  was:  "Yes,  but  I  haven't  any  appetite."  All  of  us  should  take  things  seriously. 
But  not  needlessly  seriously.  After  all,  any  man  who  succeeds  in  providing  for  his  dependents  should  not 
hurry  himself  to  his  grave  by  becoming  jittery  over  a  stock  market  decline.        — B.C.  FORBES  ( 1 946) 


Every  civilization  when  it  loses  its 
inner  vision  and  its  cleaner  energy, 
falls  into  a  new  sort  of  sordidncss; 
more  vast  and  more  stupendous  than 
the  old  savage  sort.  An  Augean 
stable  of  metallic  filth. 

— D.H.  LAWRENCE 


Men  first  feel  necessity,  then  look  for 
utility,  next  attend  to  comfort,  still  later 
amuse  themselves  with  pleasure,  thence 
grow  dissolute  in  luxury,  and  finally 
go  mad  and  waste  their  substance. 

— GIAMBATTISTA  VICO 


What  nature  requires  is  obtainable, 
and  within  easy  reach.  It  s  for 
the  superfluous  we  sweat. 

—SENECA 


Advertising  is  what  you  do  when  you 
can  t  go  see  somebody.  That's  all  it  is. 

—FAIRFAX  CONE 

When  you  reach  for  the  stars,  you  may 
not  quite  get  one,  but  you  won't  come 
up  with  a  handful  of  mud  either. 

—LEO  BURNETT 

/  buy  when  other  people  are  selling. 

—J.  PAUL  GETH 


People  of  quality  know  everything 
without  ever  having  learned  anything. 

— MOLIER1 


/  am  still  a  victim  of  chess.  It  has  all  the 
beauty  of  art — and  much  more.  It  can- 
not be  commercialized.  Chess  is  much 
purer  than  art  in  its  social  position. 

—MARCEL  DUCHAMP 

Chess  is  ruthless:  You've  got 
to  be  prepared  to  kill  people. 

—NIGEL  SHORT 


A  chess  genius  is  a  human  being 
who  focuses  vast,  little-understood 
mental  gifts  and  labors  on  an 
ultimately  trivial  human  enterprise. 

—GEORGE  STEINER 


The  connection  between  dress  and  war 
is  not  far  to  seek;  your  finest  clothes 
are  those  you  wear  as  soldiers. 

—VIRGINIA  WOOLI 


A  Text  ... 

In  those  days  there  was  no  king  in 
Israel;  every  man  did  that  which 
was  right  in  his  own  eyes. 

—JUDGES  21:2 

.Sent  in  by  Robert  Fish,  Parkersburg,  W.Va 
What's  your  favorite  text? 

More  than  14,000  "Thoughts,"  arranged  alphabetical) 
by  subject,  are  available  in  a  900-page,  one-volum 
deluxe  edition,  Forbes  Book  of  Quotations:  Thoughts  o 
the  Business  of  Life.  The  price  is  $40,  plus  $3.50  shippin 
and  $1  per  item  for  handling  (add  applicable  sales  tax. 
To  order,  please  call  toll-free,  1-800-876-6556. 
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J  like  the  moment  when  I  break 
a  man's  ego. 


-BOBBY  FISCHER 


The  leading  cause  of  death 
among  fashion  models  is  falling 
through  street  grates. 

—DAVE  BARRY 

Capitalism  without  bankruptcy 
is  like  Christianity  without  hell. 

—FRANK  BORMAN 

// my  boss  calls,  be  sure  to  get  his  name. 
—ANONYMOUS  ABC  EXECUTIVE  (1986) 


